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BUT YOUNGER SHOPPERS ALSO LIKE IN-STORE
  Dual channel shopping is becoming more common, 
particularly among younger shoppers, according to the 
Retail Feedback Group’s 2020 U.S. Online & In-Store 
Grocery Shopping Study, which provides online and in-
store supermarket shopper analysis collected during the 
COVID-19 pandemic.
  Overall, 50% of in-store supermarket shoppers in the past 
30 days also ordered groceries online, according to the 
RFG study.
  This was most common with Gen Z (66%) and Millennials 
(61%), and to a lesser degree Gen X (52%), followed more 
distantly by Boomers (37%) and the Silent 
Generation (38%).
  Gen Z shoppers registered the lowest overall 
satisfaction, on a five-point scale where five 
is highest, relative to the other generations, 
for both their online (4.22) and in-store (4.02) 
experiences.
  “Grocers and analysts have traditionally segmented ‘in-
store shoppers’ from ‘online shoppers.’ However, a key 
takeaway from our research is the extent to which individual 
shoppers are now buying groceries both in a store and 
online, and that this activity is strongest among the younger 
and growing generations,” RFG Principal Doug Madenberg 
said. “We now have food shoppers who are able, and 
increasingly willing, to utilize a blend of physical stores and 
digital storefronts to meet their families’ needs, and it will be 
paramount to satisfy these shoppers going forward.”
  While 38% of shoppers used one online grocery provider, 
62% used two or more providers in the last three months, 
during the pandemic. This suggests many shoppers tried 
multiple services to see who could best meet their needs 
in terms of factors like product availability and pickup or 
delivery slots.
  The supermarket channel jumped to 34% of online 
shoppers indicating a supermarket as where they most 
recently shopped online for groceries during the pandemic 
(up from 22% in 2019). Walmart still registered the highest 
overall percentage of shoppers at 40% (showing a small 
increase from 37% in 2019) and Amazon decreased 
significantly from 29% to 14%.
  Instacart-fulfilled orders grew to 36%, up from 27% last 
year. However, despite the pandemic surge, supermarket 
shoppers constitute the largest percentage indicating they 
plan to shop less for grocery items online in the coming 
year (20%), as compared to Walmart (16%) and Amazon 
(13%) shoppers.
  Overall satisfaction among online shoppers registered 
4.38 (on a five-point scale), down from 4.48 in 2019. While 
all channels showed lower overall satisfaction as compared 
to the previous year, marks were still relatively high with 
Amazon leading (4.47), followed by Walmart (4.38) and 
Supermarkets (4.33). The Instacart-fulfilled subset had 
overall satisfaction of 4.35, down from 4.48 in 2019.

SUPERMARKETS LEAD PANDEMIC-ERA ONLINE GROCERY 
ADVERTISER NEWS
  Ford will take over Walt Disney properties in primetime 
to unveil its new Bronco, Ad Age reports. Three, three-
minute films introducing the Ford Bronco SUV will run on 
ABC, ESPN and National Geographic in each network’s 
first commercial break in the 8 PM hour on Monday, July 13. 
This will be the first time a product reveal will roadblock all 
of Disney’s broadcast, cable, digital and streaming proper-
ties in primetime. Ford is bringing back the Bronco name-
plate after a 24-year hiatus. The films were created by di-
rector Jimmy Chin in collaboration with Disney’s creative 
agency, along with the Ford team... A&W was founded in 

1919, making it one of the rare companies to 
survive the Great Depression, Great Reces-
sion, and all the economic downturns in be-
tween. Now the COVID-19 pandemic is up to 
bat, and America’s first franchised chain is still 
racking up sales. During the first 10 weeks of 
the year, same-store sales were up almost 8%. 

The bottom fell out in March, but the brand stabilized in 
April. The restaurant registered double-digit sales growth 
in May and is on pace to reach similar numbers in June… 
McDonald’s has said it will wait at least three weeks be-
fore allowing any restaurants in the U.S. that are not cur-
rently doing so to provide dine-in service. “Our resiliency 
will be tested again. COVID-19 cases are on the rise,” said 
a company letter by Joe Erlinger, McDonald’s U.S. presi-
dent, and Mark Salebra, head of the National Franchisee 
Leadership Alliance owners association… Transformca, 
the parent company of Kmart and Sears, is looking to raise 
at least $1 billion by selling its Sears Home Services di-
vision, which handles appliance repairs and vinyl siding 
replacement, as well as kitchen and roof remodeling proj-
ects. The move to put Sears Home Services on the market 
continues a practice established long ago by Eddie Lam-
pert, the company’s biggest shareholder, to sell off its most 
valuable assets… Veela Montgomery, CEO of Crate & 
Barrel for nearly three years, will leave the retailer Aug. 1. 
Montgomery has been credited with integrating the chain’s 
online and store operations, as well as the growth of its 
CB2 brand and the launch of The Table at Crate restaurant 
concept… Tailored Brands has been given some — but 
not much — breathing room as it struggles to manage its 
debt amid the COVID-19 pandemic. The company, whose 
brands include Men’s Wearhouse, Jos. A. Bank and Jo-
seph Abboud, said it skipped an interest payment of about 
$6.1 million for Men’s Wearhouse on 7% senior bonds due 
in 2022. The retailer has a 30-day grace period to make the 
payment before an event of default occurs… Denny’s and 
its franchisees expect to create 10,000 new jobs by the end 
of this year as restaurants reopen and the chain focuses 
on growth, CEO John Miller said. The available positions 
include the newly created role of sanitation specialist, which 
each Denny’s location added to help boost safety during 
the pandemic.
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FUBOTV JOINS STREAMING PRICE HIKE TREND
  FuboTV has joined the ranks of streaming services that 
have hiked their prices this week, including competitive 
vMVPD YouTube TV, and AT&T TV and DirecTV.
  FuboTV is upping the monthly fee for its family bundle by 
$5, to $65. Customers now on the standard plan are being 
automatically switched to the family bundle, which will raise 
their rate from $55 to $65 — although they can opt out 
by contacting customer service. The family bundle’s added 
features include three simultaneous streams, Cloud DVR 
Plus and 500 hours of DVR space.

  New standard-plan customers will pay 
$60, up from $55.
  FuboTV is citing the coming August 
addition of numerous channels through 
a new multi-year deal with Disney 
— including ABC, ABC News Live, 
Disney Channel, ESPN, ESPN 
2 and 3, Freeform, FX, FXX and 
National Geographic, along with its 
recent additions including Animal 
Planet, Comedy Central, Discovery, 
Nickelodeon, MTV, Tastemade, 

TUDN and TV Land, as a rationale for the increase.
  However, as of July 1, due to a failure of carriage 
agreement negotiations with WarnerMedia, FuboTV 
dropped channels including CNN, CNN Español, CNN 
International, TNT, TBS, Adult Swim, Cartoon Network, 
Boomerang, truTV, HLN and TCM.
  Meanwhile, Sling TV is looking to benefit from the spate 
of price hikes by offering a guarantee to freeze current 
prices for a year. Existing customers and new ones who 
sign up by Aug. 1 are guaranteed current prices through 
Aug. 1, 2021.
  The vMVPD is also seeking to sweeten the offer for new 
customers with a 14-day free trial through July 6, and a 
free over-the-air antenna for those who pre-pay for three 
months when they join.

ANALYST TO COMCAST: SEPARATE CABLE, NBCU
  Analyst Peter Supino of Sanford C. Bernstein & Co. 
said he likes Comcast, but he might like it better if the 
cable company spun out its NBCUniversal and Sky unit.
  In a research report built around an open letter to Comcast 
CEO Brian Roberts, Supino said that he upgraded Comcast 
stock to “outperform,” its highest recommendation. 
  Supino said that Comcast stock is now underappreciated 
by the market. “For Comcast to be a great stock, not just 
a good stock, we believe the company must re-think the 
strategy and structure of its NBCU and Sky segments,” he 
said.
  Now is the time for boldness, as opposed to incrementalism, 
Supino said. “The bold move we support is a spin-out of 
NBCU/Sky,” he said. “To sustain the status quo is a version 
of boiling a frog, and we believe this team is too smart, too 
competitive and too invested to oversee that.”
  Comcast’s strategy has emphasized scale and the 
acquisition of NBCU and Sky give the company insights 
into all aspects of the industry and increasingly into global 
markets. Financially, the company has grown its adjusted 
earnings per share by double digital in 10 of the last 11 
years and recently increased its dividend.

NETWORK NEWS
  Fox has confirmed that it has extended its options on the 
six pilots it ordered but hasn’t been able to produce because 
of disruptions caused by the COVID-19 pandemic. Fox is 
co-producing each of the six shows with a studio. This is the 
first pilot season for Fox Entertainment following the sale of 
Fox’s studio businesses to Disney last year. The extensions 
were needed because Fox’s deals to produce pilots and 
retain actors expired June 30. The extended series are live-
action comedies Pivoting and This Country; dramas The 
Big Leap, Blood Relative, The Cleaning Lady and the 
Untitled Film Re-Enactment Project. 
All of those shows are written by women. 
Fox, which won the ratings race last fall, is 
planning to order other pilots outside of the 
traditional pilot season... ABC has picked 
up options on actors in order to be able to 
be shoot several pilots once production 
can safely begin. The pilots that are ready 
to go are Rebel starring Andy Garcia 
and Katey Sagal; Harlem’s Kitchen; the 
comedy Bossy (previously called Kids 
Matter Now); Home Economics with 
Topher Grace; and Work Wife, inspired by Kelly Ripa and 
Ryan Seacrest. Three other pilots have been sent back for 
a second cycle of development: Adopted, National Parks 
Service (previously ISB) and Triage. The Disney-owned 
network said decisions will be made later on Prospect, 
Wreckage and the Untitled Kapneck/Holland Project, 
which is also known as Wild Child... Broadcasting icon 
Hugh Downs, who is remembered for his long stints as co-
anchor on both NBC’s Today show and ABC News’ 20/20, 
not to mention his roles as a game show host and panelist, 
and a program announcer, died last week Scottsdale, 
Ariz. Downs began his career in radio, and started in live 
television in 1945 in Chicago, where he became a regular on 
several nationally broadcast programs over the next decade. 
In 1954, Downs moved to New York City for a position as 
the announcer for Pat Weaver’s daytime The Home Show 
starring Arlene Francis. Immediately following, he was the 
announcer for Sid Caesar’s primetime Caesar’s Hour in 
the 1956-57 season, and then for NBC’s The Tonight Show 
Starring Jack Paar in late night. Downs was 99 years old.

TRUMP CAMPAIGN SPENDS ALMOST $100M ON TV
  President Trump’s campaign has made the biggest outlay 
on political advertising of the 2020 presidential race since 
the primaries, dropping $99.7 million on TV advertising, 
according to the latest Ad Age Campaign Ad Scorecard 
analysis. The ads were bought across the crucial swing 
states of Florida, Ohio, North Carolina, Pennsylvania, 
Wisconsin and Arizona.
  Trump won all six states in his 2016 race against Hillary 
Clinton. But recent polls have him trailing — or locked in a 
tight race — in each state.
  The campaign bought advance bookings — prepaid 
reservations of airtime — for the period between Labor 
Day and Election Day. Last week $95.9 million in ads were 
booked across all six states, with an additional $3.8 million 
poured into Florida. Of the total $99.7 million outlay, 37.6% 
is going to Florida, a state that’s particularly crucial to the 
president’s re-election bid.

7/6/2020

Conan O’Brien

Just now remembering 
I left a tuna fish 

sandwich on my desk 
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https://adage.com/article/campaign-trail/trump-just-dropped-nearly-100-million-fall-tv-campaign-ads-swing-states/2265471
https://www.usatoday.com/story/news/politics/elections/2020/06/25/new-york-times-battleground-states-trump-biden-race/3256189001/
https://www.usatoday.com/story/news/politics/elections/2020/06/25/new-york-times-battleground-states-trump-biden-race/3256189001/
https://www.miamiherald.com/news/politics-government/article243866487.html
https://www.miamiherald.com/news/politics-government/article243866487.html
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COMSCORE: TVOD, SVOD SALES PEAKED IN APRIL
  The coronavirus pandemic has increased consumer 
consumption of home entertainment platforms such as 
subscription streaming video and transactional video-on-
demand across all content genres, Media Play News 
reports.
  New data from Comscore said TVOD sales peaked in April, 
but were consistently above 12 million for the months of 
March, April and May. The peak month of April represented 
a 33% increase in TVOD sales from February.
  Subscription video-on-demand transactions followed a 

similar pattern, peaking in April 2020 
with over 262 million transactions. But 
transactions declined in May 2020, 
potentially signaling a gradual return to 
pre-pandemic levels.
  Ad-supported VOD transactions, which 
Comscore said is the VOD category with 
the highest transaction rates, also peaked 
in April but held steady through May 
as well. AVOD transactions numbered 
approximately 518 million in April and 
approximately 515 million in May, which 

represents a less than 1% decrease month-over-month.

THIS AND THAT
  A group of sports leagues, unions and media 
organizations, including both NCTA - The Internet & 
Television Association and the National Association 
of Broadcasters, are asking federal lawmakers to offer 
risk insurance for businesses attempting to operate as the 
pandemic continues. Many insurance companies are not 
providing pandemic coverage, the coalition points out in 
a letter to Congress... Peacock has obtained streaming 
rights to an array of programs from Paramount’s library, 
including Ray Donovan and Everybody Hates Chris. The 
NBCUniversal streaming service will have non-exclusive 
rights to Paramount television shows as of its July 15 national 
debut, but The Godfather series and Fatal Attraction 
will be among a number of the studio’s films exclusive to 
Peacock for limited periods... Dave Muscari, who spent 29 
years at WFAA-TV, has joined Jim Doyle & Associates.  
The firm has tapped Muscari, who was VP of product 
development at the Dallas station, to bring his marketing 
and branding expertise to its station clients. Muscari worked 
at WFAA while it was owned by Belo, then Gannett and 
now Tegna. Before Dallas, he was promotion manager at 
WSB-TV, Atlanta.
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MEDIA BUYERS BEARISH ON REMAINDER OF 2020
  Signs of media buyer optimism in early May seem to have 
been outliers, based on recent research from Advertiser 
Perceptions, which has been tracking U.S. marketers’ 
attitudes during the pandemic, eMarketer reports.
  More than two in five respondents to wave 5 of Advertiser 
Perceptions’ ongoing research, fielded in late May, said there 
would still be a “major impact” on ad spending in Q3, in line 
with responses to waves 2 and 3. The wave 4 survey had 
found, by contrast, that fewer than one in three respondents 
expected major impacts in Q3.
  Just 13% of U.S. media buyers said ad 
spending had already begun to ramp up 
by the time wave 5 was fielded May 18-
21, with an additional 3% anticipating that 
would happen by the end of the month. 
Some 79% of respondents said spending 
would start picking up by the end of Q3 — 
including 51% who expected it to happen 
during Q3.
  “Ramping back up” isn’t the same thing as 
returning to normal, and two other findings 
show buyers were more cautious about 
when they expected a return to normal spending levels.
  First, most respondents in wave 5 expected moderate or 
major impacts to continue through the end of this year. One-
third expected at least moderate impacts to continue into 
2021.
  And second, more respondents expected impacts to 
remain significant. Wave 5 of the research found that 43% 
of respondents expected a “major impact” on ad spending to 
continue into Q3, up from 31% of those surveyed in wave 4 
from May 1 to 5. In addition, 17% expected major impacts to 
continue into Q4.

U.S. SEES RECORD JOBS GAIN OF 4.8M IN JUNE
  Nonfarm payrolls soared by 4.8 million in June and the 
unemployment rate fell to 11.1% as the U.S. continued 
its reopening from the coronavirus pandemic, the Labor 
Department said last week.
  Economists surveyed by Dow Jones had been expecting a 
2.9 million increase and a jobless rate of 12.4%.
  The jobs growth marked a big leap from the 2.7 million in 
May, which was revised up by 190,000. The June total is 
easily the largest single-month gain in U.S. history.
  The numbers capture the move by all 50 states to get activity 
moving again after the virus seized up much of the U.S., 
particularly service-related industries. However, because the 
government survey comes from the middle of the month, it 
does not account for the suspension or rollbacks in regions 
hit by a resurgence in coronavirus cases.
  “The 4.8 million rise in non-farm payrolls in June provides 
further confirmation that the initial economic rebound 
has been far faster than we and most others anticipated,” 
said Michael Pearce, senior U.S. economist at Capital 
Economics. “But that still leaves employment 9.6% below its 
February level and with the spread of the virus accelerating 
again, we expect the recovery from here will be a lot bumpier 
and job gains far slower on average.”
  Indeed, new jobless claims remained stubbornly high last 
week, with another 1.427 million Americans filing, above the 
estimate of 1.38 million, the Labor Department said.


