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TV, RADIO PROVE MOST RESILIENT LEGACY MEDIA
  Global advertising expenditures will shrink 9.1% in 2020 
to $572 billion before recovering to grow 5.8% to reach 
$606 billion in 2021 and $636 billion for 2022, according to 
Zenith’s latest spending forecast.
  The U.S., in fact, is proving to be relatively resilient this year, 
benefiting from record political spending in the run-up to the 
political elections in November, MediaPost reports. 
  U.S. ad spend is expected to decline by just 7% this year to 
$224.5 billion before climbing to $242.8 billion in 2021. 
  Asia Pacific is forecast to shrink by 8%, 
thanks to some success keeping the virus 
under control. Advertisers in Western Europe 
cut spend aggressively in Q2, and ad spend 
will shrink by 15% this year, while Central and 
Eastern Europe will decline 8%, Latin America 
by 13% and MENA by 20%.
  Digital advertising will account for 51% of 
global ad spend this year, an upgrade compared to the 49.5% 
it forecast in December. Digital ad budgets were cut quickly 
early in the crisis. But as time progressed, brands allocated 
more budget into digital channels to take advantage of their 
flexibility and ability to optimize performance, particularly 
important qualities in an uncertain time, Zenith says.
  Now, digital ad spend will shrink by just 2% in 2020 and 
Zenith does not expect any of this share to return to traditional 
media as the crisis eases: digital advertising’s market share 
is forecast to reach 54.6% in 2022.
  “Paid search has been losing share of the digital ad market 
over the last few years as video and social channels have 
gained prominence,” explains Jonathan Barnard, head of 
forecasting, director of global intelligence for Zenith. “But this 
year search has come to the forefront as a way of connecting 
with consumers who have new needs, and also have to find 
new ways of satisfying their old needs in these difficult times.
  The recovery of traditional media will be patchy and “under 
powered,” reports Zenith. Among traditional media, television 
and radio suffered the least, expected to end the year with 
11% and 12% respective declines. Recovery for television 
and radio will be minimal, with 2% and 1% growth expected 
for 2021 respectively.
  Out-of-home (OOH) and cinema, unsurprisingly, have 
suffered the most from government restrictions on movement, 
and consumers’ avoidance of public places. Out-of-home 
advertising is forecast to shrink by 25% in 2020 and cinema 
by 51%. Looking forward, Zenith forecasts 16% growth for 
OOH and 65% growth for cinema, but neither will return to 
2019 peaks by 2022.
  The crisis exacerbated the long-term decline of print 
advertising as newspaper ad spend is forecast to shrink by 
21% globally this year and magazine ad spend drops 20%. 
Zenith states that newspaper and magazine advertising in 
the report includes only the publishers’ advertising revenues 
from printed publications; their revenues from digital 
publications are included in digital advertising.

ZENITH: GLOBAL AD SPEND TO DECLINE 9.1% THIS YEAR
ADVERTISER NEWS
  Target will follow Walmart in closing its doors on Thanks-
giving Day, it announced yesterday. It said it would do so 
in order to make holiday shopping as safe and stress-free 
as possible amid the coronavirus pandemic. Target also an-
nounced it would start rolling out holiday deals in October 
to prevent the large crowds that typically mark the end-of-
year shopping season. Holiday discounts will be available 
both online and in stores… A number of large chains with 
rules that require shoppers to wear mask to enter stores — 

CVS, Home Depot, Lowe’s, Walgreens and 
Walmart — will still allow people refusing to 
wear face coverings to shop. The goal is to 
reduce confrontations between staff and indi-
viduals who refuse to follow the rule… Albert-
sons saw its same-store sales grow 26.5% in 
the first quarter and its digital revenues jump 
276%. Net income for the business was up 

$1 per share compared to eight cents for the same period 
in 2019… A national coin shortage has many businesses 
unable to make change for cash purchases. Chick-fil-A in 
Virginia is offering a free entree voucher to customers who 
exchange $10 of rolled coins for $10 in paper cash. Other 
businesses have similar offers, including select 7-Eleven 
stores that offer a free Slurpee to those who trade $5 in 
change for $5 in bills... With debt maturities looming next 
year, Lands’ End says there is “substantial doubt” about the 
company’s ability to survive over the next 12 months. The 
company is working to replace its term loan financing, which 
could put to rest those doubts. “Due to the Company’s recent 
trends of profitable growth, management believes that it will 
be able to refinance the Term Loan Facility on acceptable 
terms despite the challenging financial environment reflect-
ing the COVID-19 pandemic,” Lands’ End said in a securi-
ties filing. The clothing seller in Q1 saw revenue fall more 
than 17% to $217 million, while its operating loss grew more 
than five times over... Tractor Supply reported Q2 net sales 
growth of 35% to $3.18 billion, up from $2.35 billion last year. 
The company also reported a 30.5% increase in compara-
ble store sales and triple-digit growth in e-commerce sales, 
according to its earnings report. The company noted that it 
introduced new technology and services, including curbside 
pickup, same day and next day delivery, and its first mobile 
app. The retailer is also rolling out contactless payments, 
expanding its in-store Wi-Fi capabilities and is improving 
its ship-from-store fulfillment operations, per the company’s 
earnings call… Walgreens Boots Alliance announced yes-
terday that Stefano Pessina is stepping down as CEO after 
more than five years in the job. He took the post after the 
2014 merger with UK drugstore Boots... The Federal Trade 
Commission says buyers of polluting Volkswagen vehicles 
received more than $9.8 billion in settlements. Volkswagen 
agreed to offer to buy back or repair more than 550,000 pol-
luting diesel U.S. vehicles after it admitted in 2015 it used 
secret software to cheat emissions tests.
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WHY CAR DEALERS SHOULD BE ADVERTISING
  In what could be a positive move for automotive advertising, 
a new survey commissioned by CarGurus finds fewer buyers 
are putting off a purchase.
  “Despite these short-term delays, most sales are not lost 
in the long-term. In fact, the pandemic has even stimulated 
some new demand,” the report says.
  The survey found that in June, 69% of car shoppers reported 
delaying their car purchases, down from 79% in April. And 
even among those delaying their purchase, the majority 
(70%) are actively researching their planned buy.

  The survey showed just 2% of 2020 
initial prospective buyers have now 
delayed their purchase indefinitely. That 
is down from 8% in April. The survey also 
found more than one in five (22%) of 
2020 purchasers and current prospective 
buyers had not planned to buy this year 
before the pandemic.
  Even as more Americans are working 
from home than ever before, riding in 
a car never looked better compared to 
jumping on a bus, subway or airplane. 

“As consumers emerge from lockdown, change travel plans, 
and reconsider what mobility will look like in the long-term, 
vehicles are becoming even more vital to everyday life,” says 
CarGurus.
  The survey found 49% of respondents say they see their car 
as an escape or for fun, and 45% say they expect to use their 
car for more road trips or longer drives. And almost three-
quarters (72%) of those planning to travel this year say they 
intend to drive, rather than fly, for one or more trips.

ANALYSTS: COVID-19 WEIGHS ON AD RECOVERY
  As the U.S. hit an ominous milestone – 4 million confirmed 
cases of COVID-19 – the path to an advertising recovery is 
likely to take longer than first expected, industry analysts say.
  Initial forecasts that called for a rebound to start in Q3 are 
being reconsidered as infections surge in large states like 
California, Texas and Florida. That has forecasters saying 
they are likely to lower their outlooks for 2020.
  In mid-June, as lockdown measures across the U.S. were 
gradually being relaxed, Magna said it expected ad spending 
to start to stabilize in Q3, down a modest 4.8%, and to recover 
in Q4. That would have been a major turnaround from the 
16.8% hit the ad market endured in Q2.
  But with Americans continuing to work from home and 
categories like travel and entertainment taking longer to 
bounce back, it’s now looking like Q3 could be “significantly 
worse” than minus 4.8%, Vincent Letang, EVP of Global 
Market Intelligence at research firm Magna, tells Reuters.
  Magna, part of advertising conglomerate Interpublic Group, 
last month called for flat revenue in Q4 compared to 2019.
  Brian Wieser, the chief forecaster at the ad-buying giant 
GroupM, believes that each passing quarter will see 
improvements. GroupM has called for a 13% decline this 
year in the total U.S. ad market.
  COVID-19 has also had a dramatic effect on digital. 
According to eMarketer, digital’s years-long double-digit 
spending growth is set to come to an end this year, rising just 
1.7%, or $2.2 billion. The research firm previously estimated 
growth of nearly 17%, or $22 billion.

WALMART, KROGER SHAKE UP DAIRY INDUSTRY
  Americans’ thirst for cheap milk — and grocers’ rush to 
provide it — are remaking the centuries-old dairy industry, 
The Wall Street Journal reports.
  When supermarket shoppers reach for white gallon jugs 
these days, most of the time they grab a low-priced store 
brand. To expand those offerings, major grocery retailers, 
including Kroger, Walmart and Albertsons, have built their 
own milk-bottling plants.
  Grocers’ move into the bottling business is threatening 
some of the biggest operators in the $40 billion U.S. milk 
industry, the purveyors of national brands. 
Dean Foods, which until last year 
was the largest U.S. milk processor by 
sales, and Borden Dairy, another big 
producer, were sold this year after filing 
for bankruptcy in November and January. 
Executives of both had blamed some of 
their struggles on grocers’ focus on cheap 
milk, often used as a loss leader.
  “There are retailers who prefer to have 
really aggressively low prices on milk 
because it’s a great way to get people 
in the stores,” said Tony Sarsam, Borden’s former chief 
executive. Private-equity firm KKR & Co. and Capitol 
Peak Partners, an investment firm headed by former dairy 
executives, bought Borden out of bankruptcy this month.
  Adding to the industry’s pressures, milk’s luster has been 
slowly fading for years in an increasingly crowded beverage 
market. Many consumers have switched to bottled water 
and juice, or dairy alternatives made from almonds or oats; 
breakfast cereal has fallen out of favor.

NETWORK NEWS
  ABC has put into development a family-themed drama 
named Chicano, inspired by Richard Vasquez’s novel, from 
from Queen of the South showrunner Natalie Chaidez, Eva 
Longoria and Forest Whitaker. The proposed series tells 
the multi-generational saga of the Sandovals, a Mexican-
American family that emigrates to Los Angeles in pursuit of 
the American Dream. It will follow the struggles and triumphs 
of the family from 1920 through present and explores the 
question of what it means to be American... On the heels of 
the rumors of Big Brother returning in mid-August comes 
word that Season 2 of CBS relationship/reality series Love 
Island is moving production from Fiji to Las Vegas. The 
series has reportedly begun pre-production, and will doing 
regular testing for COVID-19 as well as adhere to social 
distancing. The new contestants will be quarantined prior to 
shooting... In the wake of Regis Philbin’s death, ABC News 
will pay tribute to the television pioneer’s life and legacy with 
the primetime special Regis Philbin: The Morning Maestro 
– A Special Edition of 20/20. The special will air tonight at 8 
PM (ET). Philbin is known for hosting the Live franchise for 
28 years. First with Kathie Lee Gifford and then with Kelly 
Ripa. The special edition of 20/20 will feature an exclusive 
interview with Ripa, who now co-hosts Live with Kelly and 
Ryan. The program will also include Philbin’s final television 
interview with Jimmy Kimmel in March as well as interviews 
with his co-hosts through the years, including Gifford and 
Mary Hart, interviews with his childhood friends, and a tour 
of the Bronx, where he grew up.
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Larry The Cable Guy

Which is the better place 
for social distancing? 

The golf course? Or the 
gluten-free section of 

Golden Corral?
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MANUFACTURING GAINS, BUT COVID-19 LOOMS
  New orders for key U.S.-made capital goods increased 
by the most in nearly two years in June and shipments 
accelerated, but the gains were likely insufficient to avert 
the deepest plunge in business investment and economic 
activity since the Great Depression in Q2 because of the 
COVID-19 crisis, Reuters reports.
  The improvement in manufacturing reported by the 
Commerce Department yesterday was driven by pent-
up demand following the reopening of businesses. The 
budding recovery is threatened by a resurgence in new 

cases of the coronavirus.
  Orders for non-defense capital goods 
excluding aircraft, a closely watched 
proxy for business spending plans, 
jumped 3.3% last month, the Commerce 
Department said. That was the biggest 
increase in these so-called core capital 
goods orders since July 2018 and 
followed a 1.6% rise in May.

THIS AND THAT
  Mediahub research reveals 72% of 

gamers want brands to participate in e-sports as long as 
they are knowledgeable and 58% are happy to see brands 
investing in e-sports to help the industry grow. Some 42% 
say ads related to video games are the second-most 
impactful space for brands, with YouTube claiming top 
spot at 44%... App interest doesn’t appear to be waning, 
with a record-breaking 120 billion downloads during 2019, 
according to App Annie’s Mobile App Evolution report. 
App Annie also reported increased time spent on apps, and 
a tendency for consumers to utilize multiple apps within 
specific categories... About 72% of Gen Z college students 
say they are more likely to buy from a brand they follow on 
social media.
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FunnyTweeter.com

Big thanks to everyone 
who bought us wedding 
china. I think about you 

every time we move.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

FREEWHEEL DEAL OPENS DOOR TO NBC SPOT ON
  NBCUniversal’s Owned Television Stations division 
has signed a multi-year agreement with FreeWheel, the ad 
marketplace for local and regional connected TV and OTT 
advertisers, to make it easier for advertisers to access and 
transact with NBC Spot On’s premium inventory.
  NBC Spot On is the owned stations group’s advanced 
video advertising business designed for local/regional CTV 
and OTT advertisers. 
  The deal between the two Comcast-owned entities is 
designed to make it easier for those advertisers to access 
and transact with NBC Spot On’s 
inventory through FreeWheel’s Strata 
platform.
  Advertisers can access NBC Spot 
On’s fully owned or directly purchased 
long-form, premium inventory to 
activate campaigns across any DMA 
and NBCUniversal’s Regional Sports 
Network group.
  NBCUniversal Owned Television Stations 
includes 42 NBC and Telemundo local 
TV stations and digital businesses in 30 
markets, as well as a regional news network, and locally 
based digital TV networks. Strata is used by more than 
1,200 media agencies.

SMI: AD RECESSION BEGINS MODERATING IN JUNE
  After plummeting 31% in May, the U.S. ad market showed 
signs of stabilizing in June, declining only 17% in June vs. 
the same month in 2019, according to the latest data from 
the U.S. Ad Market Tracker, a collaboration of Standard 
Media Index (SMI) and MediaPost.
  Even so, it was the fourth consecutive monthly decline in 
U.S. ad demand, following March (-11%), April (-35%) and 
May (-31%).
  Most of the improvement came from the world’s biggest 
brands, as the top 10 ad categories declined only 11% in 
May versus categories 11 and above, which fell 29%.
  Digital remains the most resilient medium, declining only 
3% in May. That’s a quarter of the rate of erosion of national 
TV, which fell 12% vs. the same month in 2019.

SINCLAIR DROPS VIRUS CONSPIRACY THEORIST
  Sinclair Broadcast Group has dropped plans to air a 
segment that included a doctor who has advanced the 
conspiracy theory that Dr. Anthony Fauci was responsible 
for the creation of the coronavirus.
  The segment was to be featured on Eric Bolling’s America 
This Week. It featured an interview with Judy Mikovits, a 
medical researcher who was featured in a conspiracy video 
called The Plandemic.
  “Upon further review, we have decided not to air the 
interview with Dr. Mikovits,” Sinclair said yesterday. 
“Although the segment did include an expert to dispute Dr. 
Mikovits, given the nature of the theories she presented we 
believe it is not appropriate to air the interview.”
  Fauci is the director of the National Institute of Allergy 
and Infectious Diseases and a member of the White 
House coronavirus task force.
  Over the weekend, Sinclair had said that it would delay the 
segment for a week so that it could be reworked.


