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SHOPPERS WILL BE ON THE HUNT FOR DEALS
  With 146 days until Christmas, the holiday shopping season 
is poised to kick off early this year.
  In the first holiday shopping survey out of the gate, 22% of 
consumers said they plan to shop earlier this year, with 25% 
expecting to do most of their shopping before Thanksgiving 
and 10% before Halloween. The survey is from shopping 
rewards app Shopkick.
  Forty-three percent expect to make the majority of their 
holiday purchases this year in a physical store — up 9% from 
last year, according to the survey. The majority (68%) will 
visit big-box stores such as Target and Walmart.
  When it comes to the in-store experience, the ability to try 
on, touch and see physical products (70%) and in-person 
interactions with sales associates (41%) were ranked 
as most important, followed by product sampling (20%), 
complimentary gift wrapping (15%) and holiday events such 
as on-site Santas (13%).
  Of all the online perks, 94% said free shipping is the most 
crucial incentive for seasonal shopping, followed by fast 
shipping (60%). Flexible and long return policies (31%), the 
ability to “buy now, pay later” and BOPIS (19%) 
were all much less of a priority. 
  Among other findings from the survey:
•  Seasonal safety: Consumers expect in-
store safety measures to continue throughout 
the holiday season, requesting that retailers 
offer disinfecting spray (48%), enforce social 
distancing measures (36%), install plexiglass barriers 
at checkout (34%) and require employees to wear face 
coverings (32%).
  Consumers will also be prioritizing shopping on less busy 
days at less busy times (45%) and shopping at one-stop 
shops to knock a variety of things out in one trip (42%).
•  Amazing Amazon: Fifty-seven percent of consumers 
expect to make the majority of their holiday purchases 
online, and Amazon reigns supreme with 73% reporting it will 
be their primary shopping destination. Outside of Amazon, 
younger generations (65% of Gen Z and 60% of Millennials) 
gravitate towards Etsy.
•  Stealing deals: Consumers will continue to take 
advantage of deal days, with 61% percent reporting that they 
are planning to shop on Black Friday and 67% on Cyber 
Monday.
  The majority (78%) of those planning to take advantage of 
Black Friday will do so online, followed by in-store (64%) and 
on mobile (36%). 
  Shoppers clicking into Cyber Monday will do so on their 
laptop or desktop (71%), followed by their smartphone or 
tablet (67%). 
  Younger generations are more likely than their older 
counterparts to steal deals, with 76% of Gen Z and 66% 
of millennials planning to shop on Black Friday compared 
to 61% of Gen X, 53% of Baby Boomers and 43% of the 
Silent Generation.

STUDY: CONSUMERS TO SHOP EARLY FOR THE HOLIDAYS
ADVERTISER NEWS
  Just two weeks after a lawsuit filed against Activision Bliz-
zard revealed allegations of sexual harassment, discrimi-
nation and toxicity within the video game company’s ranks, 
major sponsor brands have begun pumping the brakes on 
their affiliation with Activision Blizzard’s properties, Ad Age 
reports. Professional e-sports property Overwatch League, 
which includes 20 international teams and is owned by one 
of Activision Blizzard’s largest subsidiaries, Blizzard Enter-
tainment, has seen Coca-Cola, State Farm and T-Mobile 
all rethink their ties to it in recent days... Walmart is paying 
warehouse workers weekly bonuses to skip their August va-
cations as the retailer seeks to ramp up for the upcoming 
Christmas holidays selling season. Bonuses, which appear 
to apply to most if not all 190 Walmart warehouses in the 
U.S., have been $200 to $500 in extra pay a week… Ama-
zon.com is telling corporate employees to plan on returning 
to their offices on Jan. 3 rather than next month as previously 
planned. The retail and technology giant made the decision 
in response to the growing spread of COVID-19 across the 
U.S. as mostly unvaccinated Americans are infected with 

the delta variant of the virus... Wayfair’s U.S. 
revenues fell 15.2% in Q2 as Americans pulled 
back on buying furniture and home-related 
products from last year’s record levels. The 
online furniture retailer said it is seeing an in-
crease in active customers, up 19% from 2020, 
with repeats representing 75.6% of its total 

orders… Levi Strauss is looking beyond denim to acquire 
Beyond Yoga, an inclusive-size consumer-direct brand 
selling primarily online, Business of Fashion reports. The 
$100 million cash deal is expected to close by the end of 
2021. Beyond Yoga will become a division of Levi Strauss 
with its co-founder and CEO Michelle Wahler reporting to 
Levi’s CEO Chip Bergh… Costco Wholesale reported 
strong same-store sales growth in July even as its digital 
sales growth inched downward. The warehouse club retail-
er’s net sales rose 16.6% to $15.21 billion for the four weeks 
ended Aug. 1, up from $13.04 billion in the year-ago period. 
Total same-store sales increased 13.8%. Digital sales have 
started to cool as more people return to in-store shopping... 
Rite Aid customers can now get their orders delivered the 
same day — as soon as one hour in certain cases. The drug 
store chain is partnering with Shipt to bring same-day deliv-
ery across Rite Aid’s retail footprint, which extends across 
17 states. Customers can order from more than 2,000 Rite 
Aid locations through the Shipt marketplace, with delivery to 
their door in as soon as one hour. The rollout follows a suc-
cessful pilot... DSW will soon be the only physical destination 
in North America where shoppers can buy Hush Puppies 
footwear. DSW has inked a distribution partnership for Hush 
Puppies, a division of Wolverine Worldwide, in North Amer-
ica. The deal will make DSW the exclusive in-store distributor 
of Hush Puppies by 2022, helping to expand Hush Puppies 
retail presence throughout the U.S. and Canada.
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TV AD LOAD SPIKES 6% IN Q2, WITH A+E ON TOP
  National TV advertising minutes per hour grew sharply by 
6% in the second quarter on a year-over-year basis — the 
sharpest quarterly spike in years.
  Surveying eight major TV network groups and independents 
showed TV commercials’ minutes per hour across total day 
viewing was at 13.3 minutes vs. 12.6 in Q2 2020, according 
to analysis from MoffettNathanson Research.
  Some of this was due to “a more normalized schedule,” 
says the report — coming out of the COVID-19 pandemic 
period where advertisers were cancelling or shifting media 

buys to other periods. But the report 
says long-term, systemic low viewership 
issues were also a factor.
  In Q2 2020 there was a 2% decline in 
total day commercial minutes per hour. 
Previously, significant growth came in 
Q3 2015 and Q2 2018, each rising 3%.
  Discovery showed the biggest growth 
at 16% year-over-year to average 13.7 
minutes. Independent network groups 
grew 8.5% to 13.6 minutes.
  The two TV networks with the most 

average commercial minutes were A+E Networks (14.7) 
and ViacomCBS (14.3) — up 4.7% and 7.7%, respectively.
  MoffettNathanson says ViacomCBS has recently been 
making progress. Prior to the Q2 2021 period, Viacom 
posted a series of declines in the average number of 
commercial minutes for a number of quarterly periods. Then 
in the second three months of this year, it witnessed a spike 
in commercial minutes.
  Coming in with the lowest commercial minutes per hour 
was Disney networks, at 11.7, up just 3.3% from the year 
before.

NISSAN TOPS LIST OF MOST-SEEN AUTO ADS
  Nissan has bumped Jeep out of first place in iSpot.tv’s 
ranking of the most-viewed automotive commercials — 
the ads that have generated the most impressions across 
national broadcast and cable TV airings, Wards Auto 
reports.
  For the week of July 26, Nissan broke out of its second-place 
position to take the lead. Nissan’s “Return to Rugged” spot 
took the top spot based on the performance of its placement, 
getting plenty of airtime in such popular sitcoms as Two And 
A Half Men and King of Queens (in syndication), as well as 
Young Sheldon.
  According to Ace Metrix Creative Assessment survey 
data from iSpot, viewers in the past 90 days found the 
product the single best thing about the ad at 23% of those 
surveyed, with the visuals second at 19%. 
  A newcomer, Toyota’s “National Sales Event: Open New 
Doors” spot, took over the second-place spot vacated by 
Nissan. According to Ace Metrix, viewers found the spot 
3.7% more watchable than the norm for automakers in the 
past 90 days.
  Jeep’s “Wildly Civilized” spot was third for the week after 
several weeks atop the ranking. Ace Metrix has it 6.1% 
above the auto brand norm for attention over the past 90 
days, and 6.6% above the norm for likeability.
  Rounding out the list are a pair of debuts, Ford’s “Make It 
Revolutionary” and another Toyota ad, “Upstream.”

FOX CORP., COMSCORE BROADEN RELATIONSHIP
  Fox Corp. has expanded its agreement with Comscore to 
include national TV measurement, the companies say.
  The expansion is part of a multi-year extension of their 
existing relationship. Fox will also continue its measurement 
relationship with Nielsen.
  Over the past year, a newly-refinanced Comscore has 
acquired expanded data rights, improving measurement 
stability. Comscore “has made significant progress in its 
measurement capabilities,” said Audrey Steele, EVP of 
sales research insights and strategy for Fox. “We’re excited 
to work even more closely with the team 
to drive a multi-currency marketplace.”  
  ViacomCBS also recently announced 
that it would use Comscore TV 
measurement as well as Nielsen 
measurement.
  Nielsen has come under fire from the 
networks for significantly undercounting 
some viewer segments during 2020 
and into this year, due to field limitations 
caused by the pandemic. The VAB asked 
the Media Rating Council to suspend 
Nielsen’s ratings accreditation. 
  Nielsen One, meant to combine data from digital and 
traditional linear broadcast, is expected to launch early next 
year.

NETWORK NEWS
  Wyatt McClure, who recurred on CBS’ Young Sheldon 
since Season 1, has been promoted to series regular for 
the show’s upcoming fifth season. Young Sheldon stars Iain 
Armitage as the title character, a younger version of the 
character played by Jim Parsons on The Big Bang Theory. 
The fourth season of the show debuted in November. The 
series, which first made its debut on CBS in September 
2017, also features Zoe Perry, Lance Barber, Montana 
Jordan, Annie Potts and Raegan Revord. Young Sheldon 
will return to CBS for Season 5 on Thursday, Oct. 7 at 8 
PM... Dan Harris, weekend co-anchor of ABC News’ 
Good Morning America, is departing the network to focus 
on his meditation company. Harris plans to leave in two 
months. He has been with ABC News for 21 years... Nicole 
Scherzinger has joined the cast of NBC’s upcoming Annie 
Live! musical event, the network said. She’ll play the role 
of Grace Farrell, assistant of Daddy Warbucks. Casting for 
the title character has not been announced, but the musical 
will feature Taraji P. Henson as Miss Hannigan and Harry 
Connick Jr. as Daddy Warbucks. Annie Live! airs Thursday, 
Dec. 2 at 8 PM (ET/PT) on NBC... And Markie Post, the 
actress known for turns in Night Court, The Fall Guy and 
more, died on Saturday from cancer, Deadline reports. The 
California native’s early credits included CHiPs, Barnaby 
Jones and The Incredible Hulk, and she later appeared in 
The Love Boat, Cheers, Fantasy Island and The A-Team, 
among others. She appeared in 65 episodes of the ABC 
action drama The Fall Guy between 1982 and 1985. Post 
was also a series regular on NBC’s Night Court, portraying 
public defender Christine Sullivan for 159 episodes between 
1985 and 1992. Later credits included Hearts Afire (the 
CBS sitcom in which she starred opposite John Ritter), 
Scrubs and Chicago P.D. Markie Post was 70 years old.
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FunnyTweeter.com

I currently have three separate 
rotting bags of salad in my 

refrigerator. All I’m saying is 
that donuts don’t do that.

https://www.youtube.com/watch?v=x4C80RzkBWg
https://www.youtube.com/watch?v=B1Q22QMSM4I
https://www.youtube.com/watch?v=B1Q22QMSM4I
https://www.youtube.com/watch?v=EufCaAHTocI
https://www.youtube.com/watch?v=8wGeW_I8GcA
https://www.youtube.com/watch?v=8wGeW_I8GcA
https://www.youtube.com/watch?v=U_krWkqF1RM
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VEHICLE PRODUCTION, SALES SEEN FALLING
  Despite high consumer demand, analysts expect a significant 
slowdown in auto production and sales in the second half, 
due to the related problems of the computer-chip shortage, 
and the resurgence of COVID-19 variants having an impact 
on the global supply chain.
  The U.S. light-vehicle forecast for 2021 is now about 
16.5 million units, said Jeff Schuster, president of global 
forecasting for LMC Automotive. “We were around 17 
million for the year,” Schuster said. “Then, obviously, we ran 
out of vehicles.”

  In H2, Schuster says LMC expects the 
semiconductor shortage to cut production 
in North America by about 452,000 units. 
For all of 2021, LMC expects the impact 
of the chip shortage on production to be 
about 1.5 million units, he said.  
  But unlike some other regions of the 
world, consumer demand hasn’t slacked 
off in North America, contributing to 
“inventory burn,” LMC said.
  As a result, the U.S. market had only 
slightly more than 1 million units in 

inventory at the end of July, which translates to about a 22-
day supply at the present sales rate, said Stephanie Brinley, 
principal analyst-Americas for IHS Markit. That’s a decline of 
1.5 million units, or 59%, vs. a year ago, IHS Markit said.
  U.S. light-vehicle sales in the first half of 2021 were about 
8.3 million, an increase of 29.1% vs. the first half of 2020, 
according to Market Intelligence.

THIS AND THAT
  Display ads like banners and graphics, which have 
historically been less of a priority than search ads for B2B 
marketers, took up a greater share of U.S. ad spending than 
ever before in 2020. This year, that share will continue to 
grow for display ads, and by 2023 display ads will surpass 
search ads. According to eMarketer, B2B ad spending is still 
growing for both search and display. In 2020, B2B search 
spending grew 27.3%. This year it will grow almost 20% to 
$5.36 billion. The research firm says display ad spending is 
growing even faster, up nearly 40% in 2020 and posed to 
grow by 32.6% in 2021 to hit $5.09 billion... Warner Bros. 
Pictures’ The Suicide Squad was projected to generate 
around $26.5 million across 4,000 screens through the 
weekend — tops at the domestic box office for an R-rated 
title, but below industry expectations. The standalone sequel 
to the 2016 original was expected to top $30 million in U.S. 
ticket sales.
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NBCUniversal

The 2020 Tokyo Olympics 
have generated more than 

100 billion minutes of viewing 
across all platforms.

HOME-AUDIO SHOPPERS DEVOTED TO DAILY TV
  The cocooning habit of staying in and watching TV will stick 
with some consumers, especially Home Audio equipment 
shoppers who enjoy simulating the 
movie theater experience in their own 
home. Sixty-nine percent of these 
consumers spend at least three hours 
a day in front of their TVs.
  These shoppers are primarily men 
(65%) and half are ages 25 to 44. Along with their upgraded 
audio systems, these consumers plan to spend more money 
on other parts of their homes including 
solar panels (8.4%), new windows (12.8%) 
and smart-home technology (18%).
  Marketers can appeal to them by 
highlighting their purchase motivators in 
ad campaigns. Home Audio equipment 
shoppers buy things that make them feel 
proud (27%) and intelligent (30%). They’re 
also actively managing their finances. 
Sixteen percent will switch to a different 
credit-card provider this year, and 17% 
want to sign up with a new bank or credit 
union. Home Audio equipment shoppers will go out to enjoy 
experiences this year, and musical festivals (36.5%) and flea 
markets (31.2%) are atop their lists.
  TV-based messages may resonate with Home Audio 
equipment shoppers as they’re 9% less likely than all U.S. 
adults to forward past ads on their DVRs. They’re 50% more 
likely to have taken action because of a TV ad they’ve seen in 
the past 30 days, which means your clients should be buying 
media space from you to reach this audience.
  AudienceSCAN contains all of this information and more. 
For a demo and free trial, visit AdMall.com.

NBCU: OLYMPICS BRING 100B VIEWING MINUTES
  While low ratings and empty arenas have painted a negative 
picture of the Tokyo Olympics, NBCUniversal said the 
games have made a strong impression, generating more 
than 100 billion minutes of viewing across all platforms as of 
Wednesday. NBCU did not have a comparable figure for the 
2016 Rio Games.
  NBCU said that the Olympics are on pace to deliver more 
minutes in consumption than the average month of Netflix 
and March Madness combined. Viewers have streamed 
more than 3 billion minutes of Tokyo Olympics coverage 
across NBCOlympics.com, the NBC Sports App and 
Peacock, the company said.
  “With just a few days left in the Tokyo Olympics, it is evident 
that consumers’ appetite for the Games has them tuning in at 
all hours of the day and across all platforms, with the biggest 
moments dominating the conversation across all social 
platforms,” NBCU said in a statement.
  Through Tuesday, the games have been averaging 16.8 
million viewers a night, down from 29 million during the Rio 
games in 2016. The lower-than-expected viewership forced 
NBCU to offer make-good ads to sponsors who are paying 
more than $1 billion to advertise the games.
  Despite the ratings, NBCU CEO Jeff Shell said he still 
expects the games to turn a profit for parent company 
Comcast, which has made a huge, multi-year commitment 
to the Olympics.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

https://salesfuel.com/admall-demo/

