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SMALL BIZ SATURDAY: $4.7B IN ONLINE SALES
  Consumers may have avoided stores during Black Friday 
weekend, but they didn’t stop holiday shopping.
  According to multiple sources, traffic and spending by online 
shoppers surged from Thanksgiving (Thursday) through 
Sunday. Consumers flocked to e-commerce sites during 
the four-day holiday weekend as they visited stores in much 
lower numbers compared to the same period in 2019.
  Data from Adobe Analytics indicates online spending on 
Black Friday hit a new record, with consumers spending $9 
billion, an increase of 22% year-over-year from $7.4 billion 
on Black Friday 2019. This is the second-largest online 
spending day in U.S. history as recorded by Adobe, coming 
in behind Cyber Monday 2019. 
  Black Friday mobile shoppers spent $3.6 
billion, according to Adobe Analytics, up 25% 
year-over-year and representing 40% of total 
online spend. In-store and curbside pickup 
increased 52% on Black Friday compared to 
the same day a year earlier.
  Adobe Analytics analysis also shows 
consumers spent a new record of $4.7 
billion online on Small Business Saturday, representing 
30% year-over-year growth. Online spending across the 
holiday weekend from Thanksgiving Day through Sunday 
totaled $23.5 billion, a 23% increase year-over-year. Adobe 
expected yesterday’s Cyber Monday 2020 to become the 
largest online sales day in history, with spending between 
$10.8 billion (15% year-over-year growth) and $12.7 billion 
(35% year-over-year growth).
  Salesforce tracked similar e-commerce trends over the 
long holiday weekend. Analysis from the CRM technology 
platform indicates that after lower-than-expected year-over-
year growth in digital traffic on Thanksgiving — 7% globally 
and 12% in the U.S. — website traffic to retailers and brands 
globally grew 17% on Friday and 28% on Saturday year-over-
year (U.S. saw year-over-year growth of 22% on Friday and 
28% on Saturday). According to Salesforce, U.S. brands and 
retailers pulled in $12.8 billion in revenue on Black Friday, 
up 23% from 2019. Globally, digital revenue reached $62.28 
billion, a 30% year-over-year jump.
  Globally, Salesforce data indicates 
that consumers spent 116.6 million 
hours shopping online during Black 
Friday, representing 20% growth year-
over-year. This equates to every one 
of the 4.3 billion people estimated 
to have internet access across the 
globe shopping for an average of 1.5 
minutes online. Salesforce says the 
combination of new people embracing 
online shopping since the onset of the 
pandemic, along with people spending 
more time on retailer and brand 
websites, contributed to this growth.

BLACK FRIDAY WEEKEND SETS E-COMMERCE RECORDS
ADVERTISER NEWS
  FCA has issued a recall for 28,884 Jeep Grand Chero-
kee SUVs from model years 2014 to 2019 equipped with the 
3.0-liter EcoDiesel engine. The recall is due to the poten-
tial for the exhaust gas recirculation (EGR) cooler to crack 
because of “thermal fatigue,” which could lead to vaporized 
coolant entering the intake manifold and potentially result-
ing in a fire, according to a filing with the National High-
way Traffic Safety Administration... Amazon’s workforce 
has nearly doubled from last year to 1.25 million employees 
worldwide, plus the nearly 100,000 seasonal staffers added 
this season. Amazon has created more U.S. jobs than any 
other company over the past decade... Supermarkets are in-

stalling freezers and purchasing medical gear 
to prepare for the influx of customers looking to 
be immunized with COVID-19 vaccines when 
they become publicly available next year. Al-
bertsons, Kroger and others are taking part 
in a U.S. Department of Health and Human 
Services program to administer vaccines fol-
lowing approval by the Food and Drug Ad-
ministration... Most of J.C. Penney’s stores 

are set to exit Chapter 11 bankruptcy, with Simon Property 
Group and Brookfield Capital Partners as the new owners 
of the retail chain. The same, however, is not yet true for 160 
Penney locations and its distribution centers as the would-be 
purchaser, PropCo.1, has yet to finalize a court-approved 
plan. As it stands, Penney’s operations will exit bankruptcy 
next year. The parts of the newly-divided company have 
agreed to work together when that happens... DoorDash, 
the largest food delivery service provider in the U.S., is look-
ing to raise as much as $2.8 billion with its planned initial 
public offering. The company is looking at a price range of 
$75 to $85 per share. Private investors valued DoorDash at 
$16 billion earlier this year... In a culmination of the disman-
tling of its apparel portfolio under Chapter 11, Ascena Retail 
Group has agreed to sell its Ann Taylor, Loft, Lane Bry-
ant and Lou & Grey brands to an affiliate of private equity 
firm Sycamore Partners for $540 million. Sycamore “has

(Continued on Page 3)
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MODERNA SEEKS COVID-19 VACCINE APPROVAL
  Moderna said it asked U.S. and European health regulators 
yesterday to authorize use of its COVID-19 vaccine after it 
was shown to be 94.1% effective in a full analysis of a pivotal 
study.
  The timing keeps the vaccine on track to become possibly 
the second to go into use in the U.S. by year’s end — 
after one already under regulatory review from Pfizer and 
BioNTech — with inoculation available to the general public 
likely in spring or summer. Moderna said some doses also 
could become available in Europe in December.

  Moderna said the vaccine appeared to 
be generally safe, though some subjects 
in its 30,000-person trial developed 
headaches and other mild to moderate 
reactions.
  “I think this vaccine is going to be really 
a game changer for this pandemic,” 
Moderna Chief Executive Stéphane 
Bancel said in an interview. “We think it 
can really prevent severe disease.”
  If the U.S. Food and Drug 
Administration clears the shot, 

distribution could start within weeks. 

TEGNA GIVES AT&T PLATFORMS MORE TIME
  Tegna gave AT&T’s DirecTV and U-verse services 
another day to hammer out a retransmission consent deal, 
extending access to its 60 TV stations across the U.S. until 
today, allowing talks to continue.
  The deal was supposed to expire at 7 PM yesterday.
  The stations involved include affiliates of all four major 
broadcasters in cities like Seattle, Washington, D.C, 
Minneapolis, Denver, Dallas, New Orleans, Cleveland and 
St. Louis. Tegna has said that AT&T has “refused to reach 
a fair, market-based agreement with us,” but that talks 
continue.
  “We have agreed to a temporary extension to allow 
negotiations to continue,” Tegna said via its various station 
websites. “... We promise to keep you informed as we make 
every effort to resolve this situation and keep our stations on 
the air.”
  AT&T claimed that in most cases, Tegna reaches a deal 
without interruption, and when blackouts occur they last 
only a few hours or a few days, calling blackout threats 
“shameless profiteering at the public expense,” made worse 
by the current pandemic “when medical news is at a premium 
and regular folks are struggling to make ends meet.”

BROADBAND USAGE SPIKES ON THANKSGIVING
  Spurred by Zoom’s removal of data limits across its 
platform on Thanksgiving Day, U.S. broadband usage 
surged vs. Thanksgiving 2019, according to estimates 
released yesterday by OpenVault.
  While that might not seem surprising giving the pre- and 
post-pandemic comparisons of the two Thanksgivings, 
usage also soared vs. the prior Thursday, as well as the 
average of the previous eight Thursdays.
  According to OpenVault, U.S. broadband traffic peaked 
between 10 AM and 3 PM (EDT) when usage paced 29% 
ahead of average consumption during the same time period 
across the previous eight Thursdays.

OCT. PENDING HOME SALES FALL UNEXPECTEDLY
  Strong, pandemic-induced demand for housing is still there, 
but buyers may now be hitting an affordability wall, CNBC 
reports.
  Pending home sales fell 1.1% month to month in October 
but were 20.2% higher compared with October 2019. This 
reading is a measure of signed contracts on existing homes, 
so it is a future indicator of closed sales.
  It is also, therefore, a more recent read on buyer activity 
because it represents people out shopping during the month 
and making purchase decisions. Analysts expected a small 
monthly gain.
  “The housing market is still hot, but we 
may be starting to see rising home prices 
hurting affordability,” Lawrence Yun, chief 
economist for the National Association 
of Realtors, said in a release.
  Mortgage rates hovered near historic 
lows during the month, but the supply of 
homes for sale also hit another historic 
low. The number of homes for sale at the 
end of October was down nearly 20% 
annually and represented just a 2.7-month 
supply at the current sales pace.

SVOD SUBS TO OVERTAKE PAY-TV THIS YEAR
  Ongoing growth in subscription streaming video is projected 
to result in more global SVOD subs in 2020 than pay-TV, 
according to new data from Capgemini.
  In the span of a year, seven new major OTT players launched 
in the U.S. market alone, including Apple TV, Disney+, 
short-lived Quibi, NBCUniversal’s Peacock and HBO Max.
  In the U.S., total SVOD subs are expected to reach 199 
million, up 24% from 2019. Pay-TV subs are projected to 
decline 3% to 88 million. In the UK, SVOD subs will skyrocket 
93% to 22.4 million subs, while pay-TV dips 5% to 14.3 
million. In Germany, SVOD will soar 97% to 13.4 million, 
while pay-TV remains flat at 25 million. Both countries’ SVOD 
growth has been driven by Netflix, Disney+, Amazon Prime 
Video and local services.
  The report says OTT video consumption is no longer a 
platform for the younger generation only. Where those under 
35 years old used to be the main users of streaming video, 
the service now leads in share of video consumption for 
those up to 50 years old and is nearly as popular as pay-TV 
for those over 50 in the U.S. and parts of Europe.

ACCOUNT ACTION
  Motel 6, whose parting with Richards Group made 
headlines this year after the agency’s founder made a racist 
remark, yesterday named a new agency of record: Barkley. 
The Kansas City-based independent agency was picked 
after a review process begun before The Richards Group 
incident. Motel 6 said it was selected for its ability to “build 
modern brands for modern consumers.” In October, the chain 
cut ties with Richards Group after founder Stan Richards 
remarked in a internal agency meeting that a proposed ad 
was “too Black” and threatened to disenfranchise Motel 6’s 
“significant white supremacist constituents.” That began a 
cascade of client losses at Richards, including Home Depot, 
Orkin, Keurig, Dr Pepper, Advance Auto Parts and H.E.B., 
after which Richards stepped down.
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ADVERTISER NEWS
(Continued from Page 1)
committed to retaining a substantial portion of the retail 
stores and associates affiliated with these brands,” accord-
ing to the company. The deal is expected to be completed 
by mid-December... Save A Lot grocer Madison Foods 
Corp. has joined the Wakefern Food Corp. retail coopera-
tive and plans to remodel three stores in Massachusetts to 
the Price Rite Marketplace banner. Brockton, Mass.-based 
Madison Foods is slated to convert its Save A Lot discount 
supermarkets in Roslindale, Roxbury and Brockton to Wake-

fern’s Price Rite value grocery format in 
the coming weeks, Wakefern said yes-
terday... Target is running its largest-ever 
Cyber Week digital sales event through 
Saturday. The discount giant, which just 
wrapped up its month-long “Black Friday 
Now” omnichannel promotion, is offer-
ing deep digital discounts on products 
including electronics, toys, home décor, 
apparel and everyday essentials as part 
of Cyber Week.

THIS AND THAT
  FCC Chairman Ajit Pai will step down from his post on 
Jan. 20, the day President-elect Joe Biden is inaugurated, 
Pai announced yesterday. The announcement means the 
FCC could reach a Democratic majority sooner than it would 
have otherwise. Pai’s term was slated to expire in June 2021, 
though Biden will be able to choose a Democrat to chair the 
commission once in office. Commissioners must be con-
firmed by the Senate... As Nielsen added Disney platforms 
Disney+ and Hulu to its streaming measurement, The Man-
dalorian, a Disney+ show, has joined the weekly list of most-
watched shows on SVOD platforms. Nielsen says The Man-
dalorian was No. 3, accumulating more than 1 billion viewing 
minutes between Oct. 26 and Nov. 1.
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OUTLOOK: AUTO TRANSACTION PRICES UP 4.7%
  TrueCar and its ALG subsidiary project total new U.S. 
light-vehicle sales will reach 1,243,630 in November, down 
0.5% from a year ago when adjusted for the same number of 
selling days, Wards Auto reports.
  The month’s seasonally adjusted annualized rate for total 
light-vehicle sales is an estimated 16.4 million. Excluding 
fleet sales, TrueCar and ALG expect U.S. retail deliveries of 
new cars and light trucks to be 1,099,808 units, up 2.9% from 
a year ago and up 8.4% from October when adjusted for the 
same number of selling days.
  Average transaction prices are projected 
to be up 4.7% (or $1,707) from a year 
ago and up 2.3% or $838 from October. 
TrueCar projects U.S. revenue from new-
vehicle sales will reach more than $47 
billion for November, down 7.9% (based 
on a non-adjusted daily selling rate) from 
a year ago and down 6.6% from October.
  TrueCar and ALG also project that used-
vehicle sales for November will reach 3 
million, down 1% from a year ago and 
down 11% from October. They also see 
average interest rates on new vehicles at 5.7% and 8.1% on 
used vehicles.
  Fleet sales for November, meanwhile, are expected to be 
down 21% from a year ago and up 38% from October when 
adjusted for the same number of selling days.
  “New-vehicle average transaction prices are making a 
significant jump for November, with prices increasing more 
than $1,700 from a year ago,” Nick Woolard, director-OEM 
Analytics at TrueCar, said in a news release.
  “While it’s somewhat surprising to see this trend during 
a period of economic uncertainty, this is being driven by 
consumers who continue to gravitate toward utilities and 
pickup trucks at higher price points.

WARC: LINEAR TV AD SPEND TO FALL 16% IN 2020
  Worldwide linear TV advertising is expected to fall 16%, 
$29.9 billion this year, to $155.6 billion due to the COVID-19 
pandemic. It is the worst decline on record, according to 
advertising and marketing research company WARC.
  Linear TV is projected to recover by only 1.1% in 2021.
  Worldwide linear TV represents 27.9% of global advertising 
spend, the largest global share by a media platform.
  Despite strong U.S. presidential campaign spending, the 
U.S. TV market, the world’s largest, will sink 0.1% to $54.4 
billion in linear TV advertising spend.
  By contrast, digital and online video spending will grow 
7.9% to $52.7 billion for 2020, and will rise 12.8% next year. 
Overall global advertising spending is expected to decline 
10.2% ($63.4 billion) to $557.3 billion. It is projected to rise 
6.7% in 2021, meaning that a full recovery of the ad market 
is not expected until 2022.
  Social media will be another strong digital category, up 9.3% 
to $98.3 billion, and up 12.2% to $110.3 billion in 2021. It has 
18.6% worldwide ad spend share.
  Paid search, the second biggest category after linear TV 
globally (22% of all ad spend), will decline 1.9%, growing 7% 
next year. In 2021, it is expected to total $130.6 billion.
  North America advertising spend will be down by 4.3% ($9.9 
billion) to $221 billion in 2021.


