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TOTAL SPEND EXPECTED TO BE SIMILAR TO 2019
  COVID-19 hasn’t impacted consumers’ holiday spending 
plans but it has affected how they intend to shop.
  That’s according to a consumer insights survey by Ra-
dial, which found that shoppers do not plan to significantly 
change their holiday spend compared to 2019. The data 
also revealed a stronger preference for online shopping, 
with 66% of shoppers anticipating they will increase their 
online purchases during the 2020 holiday season.
  The survey found that 60% of consumers plan to shop 
less in-store this season due to fear of COVID-19 expo-
sure. While there is still an appetite for 
in-store shopping, safety concerns and 
deeper familiarity with online ordering 
indicated that e-commerce will certain-
ly see higher activity than in previous 
years, according to Radial, which sur-
veyed 1,000-plus U.S. consumers on 
their holiday shopping plans. 
  The survey also found that what is considered a reason-
able timeframe for holiday gift deliveries has shifted, with 
50% of respondents saying five days for delivery is rea-
sonable, and 28% stating one week was acceptable. Only 
14% expect their holiday gifts within two days compared to 
a 2018 Radial survey in which 34.6% expected to receive 
packages in two days or less.
  “This leeway in delivery expectations will allow retailers to 
focus on implementing practices that prioritize COVID-19 
safety precautions and help them manage the influx of or-
ders,” the report stated.
  Despite the impact of the pandemic on delivery times, 41% 
of shoppers said they don’t plan to shop any earlier for holi-
day gifts, meaning that retailers will have no break between 
the current COVID-19 e-commerce climate and the over-
whelming holiday peak season rush. 
  To put the high demand into context, across the Radial cli-
ent network there was a 70% spike in online orders during 
April 2020, compared to April 2019. In May 2020, orders 
were up 218% year-over-year. Given the continued high 
demands and online orders retailers will experience, scal-
ing up for peak season will be more difficult than in years 
past, Radial warned.
  In other survey findings, 39% of shoppers plan to start 
shopping for the holidays in October into early November, 
and 30% plan to start on Black Friday/Cyber Monday.
  “The 2020 holiday season will reward omnichannel retail-
ers,” said Tim Hinckley, chief commercial officer for Radial. 
“Instead of the recurring and seasonal demand cycles re-
tailers are used to, in the wake of COVID-19, brands must 
contend with consistent high demand for e-commerce year-
round. Retailers must leverage unique strategies like using 
stores as fulfillment centers and creative order manage-
ment techniques paired with advanced technology in order 
to keep deliveries flowing by embracing curbside pickup 
and other emerging consumer expectations.”

SURVEY: A BUSY (ONLINE) HOLIDAY SEASON AWAITS
ADVERTISER NEWS
  ALDI will bring a curbside pickup option to nearly 600 
locations in 35 states after a successful trial program. “Our 
curbside grocery pickup pilot was quickly embraced by our 
customers and demand for this service has continued to 
increase,” said ALDI U.S. CEO Jason Hart… Starbucks 
says face coverings or masks will be required for custom-
ers who want to be served at any of its 9,000 stores in 
the U.S. beginning July 15. “The company is committed 
to playing a constructive role in supporting health and 
government officials as they work to mitigate the spread 

of COVID-19,” Starbucks said in the 
statement… Authentic Brands Group 
and Simon Property Group are 
among potential bidders for the bank-
rupt Brooks Brothers chain. WHP 
Global, which has already pledged 
$75 million in financing to help the re-

tailer through its reorganization, is also working on putting 
a buyout bid together… Grocers looking to drive incremen-
tal sales of plant-based meat products need to put them in 
animal meat departments. That’s according to a new study 
by Kroger and Plant Based Foods Association, which 
found sales of meat alternatives jump 23 when sold near 
the real thing… The U.S. arm of Japanese retailer Muji 
has filed for Chapter 11. The company entered bankruptcy 
with 200-plus creditors and more than $50 million in liabili-
ties, according to court filings. Reuters reports that Muji is 
looking to close unprofitable stores and renegotiate leas-
es in the Chapter 11 process, after the retailer’s 18 U.S. 
stores closed in March because of the COVID-19 pandem-
ic... The pandemic has given new Barnes & Noble CEO 
James Daunt the chance to speed up store refurbishment 
plans that were initially supposed to play out over about 
two years. That’s according to a New York Times report, 
which says that when the lockdowns hit, the retailer was 
able to send teams to paint, rearrange and change stock 
at more than 350 of the chain’s 614 stores, as part of a big-
ger plan to revive the brand… Tesla has cut the price of its 
Model Y crossover by $3,000 less than four months after 
starting sales. The starting price is now $51,190, including 
a $1,200 destination and documentation fee, according to 
Tesla’s website. The electric-car maker had been charg-
ing $54,190 since beginning deliveries in mid-March. The 
Model Y reduction is the second significant price cut Tesla 
has made to its vehicles in roughly six weeks. In late May, 
the company lopped $5,000 off the Model S and X and 
$2,000 off the Model 3, which some analysts viewed as a 
bearish signal of demand… A pricing freeze implemented 
by New England grocer Big Y Foods this spring will now 
extend through the rest of the summer and apply to more 
products. Springfield, Mass.-based Big Y says the price-
hold program now includes 15,000 everyday grocery items 
— up from 10,000 when the pricing freeze went into effect 
May 1 — and will run through Sept. 2.
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TRUMP CAMPAIGN TV AD SPENDING GAINS STEAM
  With the presidential election four months away, national 
TV airings of political advertising are sharply higher over the 
last 30 days, with President Trump’s campaign outspend-
ing other political marketers, Television News Daily reports.
  The most recent month (June 10 to July 9) pulled in $5.2 
million in total political advertising from all marketers, with 
1,979 airings and 1.7 billion impressions, according to iSpot.
tv. Over the previous period (May 10 to June 9), $1.95 million 
was spent for 599 airings, yielding 867 million impressions.
  The Donald J. Trump for President campaign posted 
the bulk of national TV airings at 1,641, with an estimated 

$4.6 million in spending. The Democratic 
presidential contender, former Vice Pres-
ident Joe Biden, came in at 38 airings 
and $145,714 in spending.
  Fox News Channel pulled in the most 
impressions for national political advertis-
ing with 288.5 million. CNN came in at 
second place with 94.8 million impres-
sions, followed by MSNBC at 77.7 mil-
lion. 
  The best non-news networks in terms of 
impressions was History (44.8 million), 
followed by HGTV (44.2 million), Food 
Network (31 million), NBC (29.3 million) 

and TVLand (26.1 million).
  The Weather Channel at 233 had the most political airings 
during the most recent month regardless of the type of TV 
network, followed by Fox News with 192; NBA TV at 165; 
WGN America with 165; and TVLand at 143.

SVOD HOUSEHOLDS HAVE YEARS OF CONTENT
  The average U.S. SVOD household has access to almost 
100,000 hours of content, delivered via 3.8 different services, 
according to research from Ampere Analysis.
  It would take 11 years to watch it all back-to-back, and near-
ly 70 years if the average viewer watched an average of four 
hours per day, according to Ampere. The main factors driving 
this increase in content availability are consumer uptake of 
Amazon Prime’s booming portfolio and the addition of new 
services such as Disney+ to the household mix, according 
to the study.
  SVOD engagement is even more prominent in households 
with young kids. Those households have access to nearly 
five different SVOD services, more than any other demo-
graphic. This is up significantly from 3.5 in the same period 
last year, largely due to the launch of Disney+, and the high 
uptake of the family-friendly service in the group, according 
to Ampere. The content available to this demographic group 
via the VOD services in their household now stands at an 
average of 102,000 hours.

NO ROKU, AMAZON IN PEACOCK LAUNCH PLAN
  NBCUniversal’s streaming service, Peacock, will launch 
nationally on July 15. While Peacock has announced 
distribution on Vizio and LG Smart TVs, Google devices, 
Apple devices and Xbox, the two largest streaming platforms 
are missing from the list – Roku and Amazon. 
  Distribution deals with Roku and Amazon will reportedly not 
be in place when the service launches in just a few days, 
according to Cord Cutters News.
  “Peacock continues to negotiate with both Amazon and 
Roku,” a source familiar with the situation told CNBC, noting 
that the likelihood of reaching an agreement with either 
platform before launch is “less than 10 percent.”
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CABLENET CHATTER
  Nickelodeon has greenlit a 20-episode second season of 
its new animated series, It’s Pony, which follows the comedic 
adventures of Annie and her best friend, who just so happens 
to be an enthusiastic, impulsive and carefree pony. Season 
2 will premiere domestically in 2021, followed by a rollout 
across Nickelodeon’s international markets. The series 
stars Jessica DiCicco (Adventure Time), Josh Zuckerman 
(Strange Angel), Abe Benrubi (E.R.) and India de Beaufort 
(All Hail King Julien)... Travel Channel will launch the eight-
part series The Osbournes Want to Believe, featuring Jack, 
Ozzy and Sharon Osbourne, on Sunday, Aug. 2 at 10 PM 
(ET). When it comes to the paranormal, 
legendary rocker Ozzy and his wife, 
The Talk co-host Sharon, are borderline 
skeptics. But son Jack is dermined to turn 
them fully to the other side, with the help 
of videos showing alleged supernatural 
activity ever caught on camera.

SURVEY: 41% WON’T EAT OUT FOR 
REST OF 2020
  The optimism that Americans felt in June 
about dining out in restaurants has largely 
disappeared, replaced by a growing aver-
sion to eating out amid rising coronavirus 
cases and renewed closures. 
  According to ongoing CivicScience tracking data, the first 
full week in June saw four in 10 Americans saying they’d be 
ready to eat out within a month. Meanwhile, only 27% of U.S. 
adults at that time said they would wait six months or more 
for their next meal in a restaurant.
  Since that point, though, the story has changed dramati-
cally. Now, just 31% say they’d be ready to eat out now or 
within a month, while 41% say they won’t be ready for at 
least six months.
  The proportion of those who estimate they’d be ready to eat 
out in two to five months has dwindled steadily from late April 
to early July, from 52% to 29%. This suggests that adults who 
may have been waiting to see how the pandemic played out 
are now making decisions one way or the other — whether 
they will eat at home or venture out for dinner.

NIELSEN REVERSES COURSE ON OOH VIEWING
  Nielsen, bowing to pressure from major TV networks, has 
reversed course and will once again aim to include out-of-
home viewership with overall TV ratings starting this fall, 
Deadline reports.
  “After speaking with many clients and learning more 
about your specific agreements for the upcoming season, 
it became clear that we had misunderstood the extent to 
which upfront deals have already been agreed to using out-
of-home metrics,” Nielsen CEO David Kenny wrote in a 
letter to clients. “Given the circumstances, we recognize that 
a delay would cause greater disruption to the industry than 
maintaining our original plan.”
  Last week Nielsen, citing the uncertainty caused by CO-
VID-19, said it would delay its planned integration of OOH 
viewing into the overall ratings picture, a step that would 
have provided a boost in the numbers at a time when net-
works could really use it.

Conan O’Brien

How much wood would 
a woodchuck chuck if a 

woodchuck did CrossFit? 
My guess is more.


