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TARGET, PENNEY ON SHORT LIST OF SPENDERS
  Back to school has not only been tough on kids as they 
try to connect with teachers and classmates over Zoom.
  According to a report from Kantar, back-to-school 
advertising on national TV is down 70% so far this season 
compared to last year.
  Back to school, after the traditionally quiet summer 
months, is typically a high-demand period for the ad sales 
teams at TV networks.
  This year, however, from June 22 to Aug. 8, Kantar said 
that retailers spent $23 million in back-to-school ads, 
versus $76 million a year ago.
  Normally, back to school is also a fairly 
cluttered ad environment but Kantar also 
found that this year, just six retailers were 
spending on national advertising, led by 
Target and J.C. Penney, which each 
bought more than $7 million worth of 
commercials.
  “With so many advertisers opting out this season, there is 
a significant opportunity for brands to engage consumers 
and build customer relationships, as less activity and a 
scaled down competitive field give those who do participate 
a greater chance of winning share of consumer wallets,” 
Kantar said. “After all, students will need supplies whether 
they are learning remotely from home or attending in-
person class, so cutting out advertising altogether could be 
a costly mistake.”
  Kantar also noted that in the good old days, pre-COVID-19, 
back-to-school commercials were filled with scenes of 
happy families shopping in stores for supplies and clothing, 
kids meeting friends and learning in classrooms.
  This year, the message is whatever else 2020 brings, 
we’re here for you and the images are of online shopping, 
delivery service and curbside pickup. Few ads show kids in 
school and those show youngsters wearing masks.
  “Many parents are feeling anxious about the current 
uncertainty and conveying their needs will be met, no 
matter the circumstance, is key,” the report noted. “Placing 
an emphasis on savings and value is also especially 
important this year due to the economic strain many 
families are facing.”
  Kantar looked at a commercial for Amazon that showed 
children learning at home with the Amazon search bar 
appearing on the screen several times during the spot.
  Kantar said the ad connected emotionally and expected it 
to generate six times the gain in ad awareness compared 
to Target, JCPenney, Walmart and Macy’s.
  In addition, Kantar said the Amazon commercial was 25% 
more likely to generate sales lift than a Target ad that used 
only illustrations, creating less human connection.
  In July, consumers spent less than expected as the 
economy struggled to shake off the effects of COVID-19. 
Retail sales rose 1.2% for the month, against the expected 
increase of 2.3% from economists surveyed by Dow Jones.

KANTAR: BACK-TO-SCHOOL AD SPENDING DOWN 70%
ADVERTISER NEWS
  Abercrombie & Fitch reported a surprise profit last week 
as the apparel retailer slashed costs and benefited from 
a surge in online orders during the COVID-19 pandemic, 
sending its shares up as much as 17%. The company 
has been ramping up investments in its online platforms 
to cushion the hit from coronavirus-induced restrictions. 
Digital sales jumped 56% in the second quarter, helped 
by higher demand for Abercrombie’s Gilly Hicks brand’s 
activewear range, as well as its loungewear, as stuck-at-
home customers opted for more comfortable clothing… 

Walmart has made deals to sell off two of its 
online brands. Shoes.com, which Walmart 
acquired for $9 million in 2017, is headed 
to private equity firm CriticalPoint Capital, 
according to Bloomberg. CriticalPoint is 
the owner of the footwear retailer JackRab-
bit. Digital lingerie seller Bare Necessities, 

which Walmart picked up less than two years ago, will go 
to Israeli apparel maker Delta Galil Industries. Details of 
the two deals were not made public… Retail sales of bicy-
cles have surged since the pandemic as Americans turned 
to cycling for exercise since gym closed and  youth sports 
went on hiatus. In June, bike sales rose 63% compared 
to the same time last year, reaching $697 million, reports 
NPD Group. The resurgence in cycling is aligned with Sch-
winn’s strategy of leveraging its storied 125-year legacy. 
Schwinn has tried to meet demand fortified by e-commerce 
sales through mass retailers such as Walmart and Target, 
and it has expanded its line of electric bike and scooters... 
After 99 years as a family owned company, Utz Quality 
Foods is going public through a merger with a special pur-
pose acquisition company. Helped by its direct-store deliv-
ery model, the pretzel maker gained market share as con-
sumers stockpiled its snacks during the coronavirus lock-
downs. The newly formed Utz Brands begins trading today 
on the New York Stock Exchange with the ticker UTZ… 
Amazon has ordered 1,800 electric vans from Mercedes 
for deliveries. Amazon says the order consists of 1,200 of 
Mercedes’ larger eSprinter models and 600 of its midsized 
eVito vans. The move is part of Amazon’s aim to meet the 
goals of the Paris climate agreement ahead of schedule. It’s 
not the first big order of electric vehicles Amazon has made 
— it previously agreed to purchase 100,000 vans from Riv-
ian… Coca-Cola plans to offer 4,000 employees buyouts 
with enhanced benefits as part of a larger corporate reorga-
nization that will result in significant layoffs at the beverage 
giant. “The changes in our operating model will shift our 
marketing to drive more growth and put execution closer to 
customers... while prioritizing a portfolio of strong brands 
and a disciplined innovation framework,” Coca-Cola chair-
man and CEO James Quincey said in a statement. “As we 
implement these changes, we’re continuing to evolve our 
organization, which will include significant changes in the 
structure of our workforce.”
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AVAILS
  KMBC-TV, Hearst Television’s ABC affiliate in Kansas 
City, has an opening for an experienced Account 
Executive. We’re looking for 
an AE who is highly motivated, can 
grow revenue on existing accounts 
and secure new advertisers to 
the station. Ideal candidate will have strong business 
development experience and the ability to effectively 
negotiate. If you have a proven track record of producing 
revenue on multiple platforms, click HERE to apply. EOE.

  KLAS-TV, the CBS network affiliate 
in Las Vegas, is seeking an Account 
Executive with the ability to grow market 
share and provide unprecedented 
client service. Candidate should be 
a strong and accomplished seller, 
comfortable managing multiple tasks. 
To support these efforts, you will have 
“best in class” programming to sell, 
including Las Vegas Raiders football, 
the AFC playoffs, the Super Bowl, 
March Madness and more. The ability 

to prospect and develop new business is a must. Apply at 
www.nexstar.tv. EOE/M/F/D/V.
  KTWO has an opening for a full-time on-air Broadcast 
Meteorologist. A degree in meteorology or plans on 
continuing education in meteorology is strongly preferred. 
Candidate must possess a strong passion for forecasting 
in a region with often unpredictable weather in all four 
seasons. We forecast weather for the entire state, and 
with the vast geographic area and diverse terrain it can be 
quite a challenge. Send resume and other info to: jobs@
frontrangetelevision.com. When applying, please include a 
link to your reel in your resume. EOE.

See your ad here tomorrow! CLICK HERE for details.

REPORT: AT&T EXPLORING SALES OF DIRECTV
  AT&T is reportedly exploring options, including a possible 
sale, for its DirecTV satellite TV unit, according to The 
Wall Street Journal.
  AT&T and its advisers, led by Goldman Sachs, are 
apparently in early exploratory talks with private equity 
investors like Apollo Global Management and Platinum 
Equity, the Journal said. While no deal is imminent, 
unloading the troubled satellite unit would remove some 
heavy burdens for the telco.
  AT&T purchased DirecTV in 2015 for $48.5 billion and 
the satellite company has been on a steady decline almost 
from the beginning. Once the largest pay-TV service 
provider in the U.S. with more than 25 million satellite and 
IPTV subscribers, DirecTV has been bleeding customers 
for years. It lost nearly 1 million satellite TV customers in 
Q2, finishing that period with about 17.7 million pay-TV 
customers.
  According to the Journal, AT&T could fetch about $20 
billion for DirecTV, less than half what it paid, but enough to 
help pay down some of the debt associated with the more 
than $100 billion purchase of Time Warner.
  Another possible buyer could be satellite TV rival Dish 
Network, which has about 9 million satellite TV subscribers.

RNC RATINGS: NIGHT 4 DRAWS 23.8M VIEWERS 
  About 23.8 million viewers tuned in to President Trump’s 
primetime convention speech Thursday night, according 
to Nielsen, a smaller audience than the one that watched 
former Vice President Joe Biden accept the Democratic 
Party nomination last week, The Wall Street Journal says.
  TV viewership of Thursday’s event was 3.2% smaller than 
the fourth night of the Democratic National Convention, 
which drew 24.6 million people, and 26% smaller than 
Trump’s 2016 address to the Republican National 
Convention, according to Nielsen.
  Viewership of the final nights of both 
conventions were down substantially 
compared with four years ago. About 26% 
fewer people watched Trump’s speech 
this year than watched his 2016 address 
to the RNC in Cleveland, according to 
Nielsen, which drew 32.2 million people. 
Biden’s speech drew about 24.6 million 
viewers, according to Nielsen, down 
about 17% compared with the audience 
for former Secretary of State Hillary 
Clinton’s speech four years ago.
  Diminishing TV audiences for the conventions is likely 
due in part to shifting viewership habits of Americans, who 
are increasingly streaming news and sports programming 
through online services.
  More viewers tuned into Fox News to watch the final 
night of the Republican convention than any other network. 
Fox News drew 9.2 million viewers, according to Nielsen, 
followed by ABC, which drew 2.6 million viewers and NBC, 
which drew 2.3 million viewers. About 2.2 million people 
watched the final night of the convention on CNN, with 
MSNBC drawing about 1.9 million viewers and CBS drawing 
about 1.8 million.

REPORT: AS VIEWING RISES, ATTENTION FALLS
  Television viewing has soared as people stayed indoors 
to slow the spread of the coronavirus, but the attention they 
paid to what they were watching fell, according to a first-half 
report from research company TVision.
  TVision found that while, for example, daytime TV usage 
jumped by 77%, viewability decreased by 1.5% and viewer 
attention dropped by 3.7%.
  Linear TV’s share of screen time shrunk during the first half 
of the year, while average daily consumption of streaming 
services like Netflix doubled. Those services already scored 
high in co-viewing and individual viewer attention. “Ad wear-
out is a real thing,” the report said.
  “The COVID-19 pandemic provided a rare opportunity to 
study the controversial topic of ad wear-out. Almost overnight, 
a large pool of ads with essentially the same message 
appeared across multiple brands and on multiple networks. 
Although the ads initially outperformed the average, TVision’s 
analysis showed that viewer attention decreased by 13% 
over 10 weeks — again, irrespective of the brand,” according 
to the report. “To retain viewer attention, marketers need to 
refresh their creative more frequently.”
  In particular, TVision noted that as the quarantine wore on 
viewers went from being engaged by ads with COVID-19 
messages to tuning them out, with attention dropping by 
13% from the week of March 1 to the week of May 17.
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George Carlin

Not only do I not know 
what’s going on, I 

wouldn’t know what to 
do about it if I did.
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U.S. CONSUMER SPENDING RISES 1.9% IN JULY
  U.S. consumers increased their spending by 1.9% last 
month, a dose of support for an economy struggling to 
emerge from the grip of a pandemic that has held back a 
recovery and kept roughly 27 million people jobless, CNBC 
reports.
  The July gain marked the third straight monthly increase in 
consumer spending, the primary driver of the U.S. economy, 
but represented a slowdown from the previous two months. 
Last week’s report from the Commerce Department also 
showed that income rose 0.4% in July after two months of 

declines.
  The consumer spending report 
arrives weeks after the expiration of a 
$600-a-week federal unemployment 
benefit deprived millions of a key source 
of income and dimmed the outlook for 
consumer spending.
  The economy, after a catastrophic 
fall in the April-June quarter, is likely 
expanding again, CNBC says, as home 
and auto sales have been strong and 
stock prices have set record highs.

REPORT: 25% OF MALLS TO BE GONE IN 5 YEARS
  COVID-19 has sounded a death knell for malls in B, C, 
and D markets that were struggling to survive before the 
pandemic struck, according to a new report from Coresight 
Research.
  Coresight, which focuses on disruptions between physical 
and digital retail, predicted that up to 25,000 stores will close 
by the end of 2020 and that more than half of those closures 
will happen in malls. Within five years, this trend will spell 
an end for as many as 300 of the 1,200 malls currently in 
operation in the U.S., the report said.
  The disappearance of department store anchors had 
already set in motion a rationalization of mall space, with a 
decided emphasis on restaurant and entertainment tenants. 
The onset of COVID-19, however, stimulated an upward 
trend in vacancy rates at B, C, and D malls, making their 
situations more dire.
  At C and D malls, sales per square foot range from below 
$275 to $390, according to Korpacz Realty Advisors. 
Sales per square foot at A malls average between $550 and 
$900.
  With department stores such as Neiman Marcus and 
Lord & Taylor and cinema companies like CMX and Regal 
filing Chapter 11, mall owners are forced to look beyond 
entertainment and food and beverage tenants to fill big 
spaces and build traffic.

8/31/2020

FunnyTweeter.com

We got our cats a water 
fountain. Now they 

stand around it holding 
little paper cups and 
gossiping about us.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

BIDEN BOOKS $38M IN TV ADS IN A SINGLE DAY
  President Trump’s re-election campaign has recently had 
the lead in booking fall TV advertising this election cycle, but 
Ad Age says the campaign of former Vice President Joe 
Biden is finally catching up.
  In fact, on Thursday of last week, the last day of the 
Republican National Convention, Team Biden plowed 
$38 million into advance bookings of TV ads, per the latest 
Ad Age Campaign Ad Scorecard analysis — an ongoing 
project in partnership with Kantar/CMAG.
  That sudden surge means that the Biden campaign now has 
$134 million of TV ads booked for Sept. 1 
through Election Day, vs. $147.7 million 
booked by the Trump campaign. Those 
numbers don’t even count pro-Biden and 
pro-Trump PACs.
  Trump is spending $37.8 million in 
Florida alone to run his campaign ads on 
TV (vs. $17.3 million by Biden). He won 
there in 2016, beating out Hillary Clinton 
by a margin of 1.2%, but recent polling 
currently gives Biden the edge.
  Right now Trump plans to focus hugely 
on the Tampa-St. Petersburg-Sarasota (Fla.) DMA, while the 
Phoenix-Prescott (Ariz.) market is getting the biggest Biden 
TV commercial windfall.

CLOTHING RETAILERS GO CASUAL IN PANDEMIC
  Americans’ newfound love for sweatpants has apparel 
retailers racing to get casual, as they try to kick-start sales 
decimated by coronavirus-related store closures.
  Clothing chains from Gap Inc. to Nordstrom are adding 
merchandise aimed at capturing increased demand for more 
relaxed clothing, as millions work at home with offices shut 
down and every day a (very) casual Friday.
  Gap even sold $130 million in face masks during its latest 
quarter, another sign of how retailers have adapted to the 
pandemic.
  Gap said last week its Athleta unit, which sells tights, jogging 
pants, sweats and workout tops, was its best-performing 
fashion line during its latest quarter, with sales rising 6% on 
higher online orders.
  Old Navy, a chain offering T-shirts, hoodies, leggings and 
more, reported sales were down 5%, much better than the 
52% decline at Banana Republic, known for dressier attire, 
and a 28% decrease at Gap locations.
  The shift toward more casual dress has accelerated 
during the COVID-19 pandemic, as homebound consumers 
prioritized comfort in selecting clothes to buy and wear.

ACCOUNT ACTION
  Cox Communications has put its estimated $112 million 
media business up for review, Campaign US reports. The 
broadband communications and entertainment giant kicked 
off the review in July as part of a routine reassessment of 
marketing resources, according to a spokesperson. Publicis 
Media’s Spark Foundry has managed media for Cox 
Communications’ consumer media business since 2011 
and is participating in the review. Decisions are expected by 
the end of October. Spark Foundry also handles media for 
Comcast, which competes with Cox in the TV, streaming, 
cable and radio categories.


