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AS BUSINESS RESUMES, IT’S A MATTER OF TONE
  As governments loosen restrictions related to the 
coronavirus, marketers are wooing millions of cooped-
up consumers who can increasingly venture back to hair 
salons, restaurants and other venues that were forbidden 
for months.
  The new stage of the pandemic means ads don’t have to 
be somber as often as they were in the spring, marketers 
said, The Wall Street Journal reports.
  The question is how carefree they should be. 
“The phase we’re in now is a phase of euphoria,” 
said Pedro Earp, global chief marketing and 
ZX Ventures officer at Budweiser parent 
Anheuser-Busch InBev. People who are tired 
of being locked down see an opportunity to 
resume elements of normal life, he said.
  In another ad that projects optimism, AB 
InBev calls out ways that it is helping during the pandemic, 
such as supporting local bars and making hand sanitizer. 
“Together we’re making it happen,” a voice says before 
asking consumers to contribute ideas for more good works 
at TogetherForBetter.com, adding, “Let’s dream big 
together.”
  But brands can’t act like the danger is gone, according to 
Earp, who predicted that any euphoria now will be followed 
by anxiety as consumers realize the virus is still here. “We 
just launched a campaign in Argentina asking people to 
come out of the lockdown in moderation and to do everything 
safely,” he said.
  The new Budweiser ad tries to combine excitement and 
responsibility. “We can’t wait to see our buds,” it says on the 
screen as the energetic Queen song “Don’t Stop Me Now” 
plays. “But when we do, let’s do it safely.”
  “Buds are back,” it concludes.
  “It’s saying this is a moment for us to celebrate,” said Monica 
Rustgi, U.S. vice president of marketing at Budweiser. “It’s 
been four months when everyone has been doing their part 
appropriately to stabilize the curve.”
  It was simultaneously imperative for Budweiser to deliver a 
safety message, Rustgi said.
  Even ads that don’t mention responsibility are often part 
of larger efforts that emphasize social distancing and other 
measures. In addition to its “Now Open” ad, the Las Vegas 
Convention and Visitors Authority began a campaign 
called “#VegasSmart” that urges wearing a mask and other 
steps.
  “The trick now is what classic advertising is about, which 
is mining how we can be relevant to the times without 
necessarily being overt about COVID as the condition,” said 
Aki Spicer, chief strategy officer at the Chicago office of ad 
agency Leo Burnett, part of Publicis Groupe SA. “That’s 
the next layer of evolved advertising right now.”
  Spicer said he is encouraging his teams to lean into the 
optimism some consumers feel — “not false goofy optimism, 
but the hope of the times.”

ADVERTISERS SHIFT GEARS TO PROMOTE REOPENING
ADVERTISER NEWS
  Ford Motor Co. is striving to maintain its full-size pickup 
dominance by redesigning the F-150 to incorporate — and 
improve upon — some of the most popular features that rivals 
have added in unsuccessful bids to dethrone it. The 14th-
generation pickup, unveiled virtually yesterday, is expected 
to offer best-in-class towing, payload, torque and horsepow-
er when it hits dealerships as soon as November. The pickup 

will include functional tailgate upgrades, similar 
to what General Motors introduced on the GMC 
Sierra in 2018. Ford is adding a larger center 
touch screen, just as Fiat Chrysler added to its 
Ram 1500 in 2018. And the automaker is hop-
ing to pre-empt a growing list of electric vehicle 
startups by offering a hybrid powertrain and mo-
bile power generators across all trims… Macy’s 
says it will cut 3,900 corporate jobs, 3% of its total 

workforce, in a move to cut $365 million in costs this year and 
$630 million annually going forward. “While the re-opening of 
our stores is going well, we do anticipate a gradual recovery 
of business, and we are taking action to align our cost base 
with our anticipated lower sales,” chief executive Jeff Gen-
nette said in a statement. “We know that we will be a smaller 
company for the foreseeable future, and our cost base will 
continue to reflect that moving forward,” he said… GNC is 
looking to restructure $750 million of debt as it has filed for 
Chapter 11 bankruptcy and announced plans to close be-
tween 800 and 1,200 stores. The vitamin and supplement 
retailer has said it expects to complete the restructuring or 
complete a sale of the company by the fall... Conventional 
wisdom says that retailers need to chase the increasing per-
centage of sales that are being generated online. Primark, 
which did around $10 billion in sales last year, does not offer 
merchandise online and has no immediate plans to change 
that. The fast-fashion retailer’s parent company, AB Foods, 
reports its earnings next week… Eighty-nine percent of con-
sumers will buy from a brand they follow on social media and 
75% will increase their spending on a brand’s products af-
ter making a social connection, according to Sprout Social. 
The analytics firm also found a direct sales correlation with 
those consumers who unfollow a brand. The top reasons 
for unfollows are poor customer service and product quality 
(49%) followed by irrelevant content (45%), too many ads 
(45%), privacy concerns (39%), negative press (29%) and 
corporate scandal (26%)… CEC Entertainment, the parent 
company of Chuck E. Cheese and Peter Piper Pizza, has 
cited the “financial strain” of having to close restaurants in 
response to the novel coronavirus outbreak as the reason it 
has filed for Chapter 11 bankruptcy protection. The company 
has reopened 266 of its 555 company-owned locations since 
states began lifting stay-at-home restrictions… La-Z-Boy is 
looking to achieve around 80% of its production from last 
year as it ramps up manufacturing of its reclining chairs, so-
fas and other home furnishings. The company pulled back 
after stores closed for the last four weeks of its quarter.
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COVID-19 IMPACT MAY ENDURE FOR GROCERS
  A new survey indicates many consumers will keep stocking 
their pantry even once the pandemic passes, Chain Store 
Age reports.
  According to a consumer sentiment survey from PwC, all 
respondents loaded their pantry more than normal during 
the COVID-19 crisis. This includes 47% who loaded slightly 
more than normal, 39% who loaded more than normal, and 
14% who loaded substantially more than normal.
  About two-thirds (64%) of respondents said they will 
continue to load their pantry at this level. Of those consumers, 

most (42%) will stop extra loading once 
COVID-19 is fully resolved. Another 24% 
will keep loading until grocery stores 
are consistently restocked. Almost one 
in five (18%) won’t stop loading their 
pantry, and 14% will load until shelter-
in-place mandates ease. 
  In other good news for grocery retailers, 
almost seven in 10 (69%) respondents 
said cooking at home has significantly 
increased their quality of life during the 
pandemic. About four in 10 (38%) said 

online shopping has somewhat increased their quality of life 
during the pandemic. 
  The survey also measured how consumers will react 
when brick-and-mortar stores reopen. Thirty-nine percent 
of respondents would shop in a store if physical distancing 
and other safety measures were in place, 30% would shop 
in a store only if they needed a product immediately and 
couldn’t wait for an online delivery, 12% would immediately 
shop in a store, 10% will most likely shop in a store with 
online pickup, and 9% prefer shopping online and have no 
need to shop in a store.

OUTLOOK: TIME SPENT WITH PODCASTS TO DIP
  U.S. adult listeners will spend an average of about 34 
minutes a day on podcasts, according to the latest estimates 
from eMarketer.
  Time spent is two minutes less than last year due to the 
COVID-19 pandemic’s impact on listening behavior, but it 
should return to pre-contraction levels by 2022.
  In the weeks following shelter-in-place orders, the dip in 
listening was most severe, though listens and downloads 
have rebounded a bit since then. This will be the first 
recorded contraction since the research firm began tracking 
U.S. podcast listener time in 2015.
  Despite the dip this year, time spent will return to steady 
growth in the coming years, verging on one-fifth of total 
time spent with digital audio. Streaming platforms continue 
to invest in podcasts, while publishers diversify content 
offerings, which will increase engagement among podcast 
listeners.
  For example, Spotify announced it now has more than 1 
million shows in its podcast catalog and hopes to expand 
its audience by experimenting with new formats, like video 
podcasts featuring YouTube creators.
  Through podcasts, brands can reach a highly engaged 
audience of digital audio listeners. eMarketer estimates that 
podcast listening time will make up 17% of total time spent 
with digital audio in the U.S. this year, and 18.9% by the end 
of the research firm’s forecast period in 2022.

SURVEY: CONSUMERS SET TO TREAT THEMSELVES
  Consumers believe new shopping behaviors they’ve 
adopted during the pandemic will become a part of their 
routine in the future, according to new data collected by 
Valassis Research.
  Based on responses from 1,000 U.S. consumers, the 
research finds consumers still have an appetite to shop, 
despite the COVID-19 pandemic. In fact, 36% have made 
an impulse purchase based on an advertisement since the 
pandemic began, and 65% said they’ll make an unplanned 
purchase to treat themselves in the next month.
  “Consumers have had to change the 
way they live and shop over the last 
few months, creating, for some, pent-up 
demand for novelty and discovery,” said 
Carrie Parker, VP of marketing for the 
consumer engagement and marketing 
technology company.
  Among the survey’s key findings:
  76% of consumers enjoy discovering 
new products based on deals they receive 
from brands.
  53% of consumers have tried a new 
grocery store, 52% have tried a new restaurant, and 49% 
have tried a new retailer since the pandemic began.
  “While saving money is top of mind, we see that many 
consumers are looking to discover new products, using deals 
and offers as a purchase catalyst,” said Parker. “Connecting 
the dots between shifting behavior, purchase motivations 
and preferred ways of engaging will enable marketers to 
use this consumer desire for novelty to make a real brand 
connection.”

U.S. GDP CONTRACTS 5% IN FIRST QUARTER
  The U.S. economy shrank at a 5% rate in the first quarter with 
a much worse decline expected in the current three-month 
economic period because of the coronavirus pandemic.
  The Commerce Department reported yesterday that 
the decline in the gross domestic product, the total output 
of goods and services, in the January-March quarter was 
unchanged from the estimate made a month ago.
  That was the sharpest quarterly decline since an 8.4% fall in 
Q4 2008 during the depths of the financial crisis.
  The Q1 decline reflected just two weeks of the shutdowns 
that began in many parts of the country in mid-March.
  Economists are forecasting a much bigger GDP drop of 
around 30% for the current April-June period.

PEACOCK FINDS HOME ON VIZIO, LG SMART TVs
  Peacock, NBCUniversal’s new streaming service, will be 
available on Vizio SmartCast TVs and LG smart TVs when 
it launches on July 15.
  Consumers will be able to access Peacock through the LG 
smart TVs’ Home Launcher or the built-in application on the 
Vizio SmartCast home screen.
  Peacock will offer a free tier featuring more than 7,500 hours 
of movies, shows, and live and on-demand programming 
across news, sports, reality and late night.
  Peacock Premium will also be available for $4.99 per 
month, featuring more than 15,000 hours of content. Viewers 
may also upgrade Peacock Premium to ad-free for an 
additional $5 per month.
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Conan O’Brien

If you’re missing the 
sensation of shaking a 
good friend’s hand, I’ve 
found that a four-day-

old mango has a pretty 
similar feel.
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JULY 4TH ENTHUSIASM MAY BE SUBDUED IN 2020
  Fewer people plan to celebrate Independence Day 
compared to last year, according to a new, nationally 
representative WalletHub poll, as well as consumer research 
from the National Retail Federation.
  In fact, almost one in three Americans told WalletHub that 
they feel less patriotic this year, and 78% plan to spend less 
money on the holiday compared with last year, MarketWatch 
reports.
  Of course, American pride wasn’t so hot last year, either, 
according to Gallup research in 2019, which found less than 

half of U.S. residents were “extremely” 
proud to hail from the land of the free and 
the home of the brave.
  WalletHub surveyed more than 350 
Americans from across the U.S. online 
to gauge their opinions on this summer’s 
celebration of the nation’s declaration of 
independence.
  Many think the government should be 
spending less on the holiday. Two-thirds 
of Americans surveyed said that local 
governments should not use taxpayer 

dollars for fireworks displays this Fourth.
  Considering more than 20 million Americans have filed 
for unemployment since the pandemic hit the U.S., and 
the government is considering a second round of stimulus 
checks to help people pay their bills, many people have 
bigger priorities at the moment than fireworks displays. 

THIS AND THAT
  Nearly 25% of newspapers published 15 years ago have 
been shut down, and the number of communities without 
a local source has grown by 500 in the same time period, 
researchers from the University of North Carolina report. 
Local newsrooms shut down at an average rate of 10 per 
month from 2004 to 2018, but that figure jumped to 30 per 
month in the first half of 2020... Another 1.48 million Americans 
filed for unemployment benefits in the week ending June 
20, according to the U.S. Department of Labor, exceeding 
expectations for 1.32 million. The prior week’s figure was 
revised higher to 1.54 million from the previously reported 
1.51 million. While this week’s report marked 12 consecutive 
weeks of deceleration, more than 47 million Americans have 
filed for unemployment insurance over the past 14 weeks.
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FunnyTweeter.com

1% milk was invented 
when someone poured 

regular milk into a glass 
that had water in it and 

they were too ashamed to 
admit their mistake.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

PQ MEDIA REVISES POITICAL SPENDING OUTLOOK
  PQ Media says it has revised its 2020 estimate for political 
media spending to $9.33 billion — a 28.8% increase over 
2016. That’s also up from the $8.33 billion the company 
projected in August of last year.
  At that time, however, an array of crucial factors hadn’t yet 
entered the picture, including billionaire Michael Bloomberg’s 
big-spending entry into the race for the Democratic presidential 
nomination; the arrival of COVID-19, which forced revisions 
to candidates’ media-buying strategies; a recession, which 
economists say began back in February; a surging U.S. 
unemployment rate, which now stands at 
16.1%; and the death of George Floyd in 
Minneapolis, which served as the catalyst 
for nationwide protests and has upended 
the complexion of November’s elections.
  Broadcast television spending, which 
includes local and network, is forecast to 
reach $4.05 billion, eclipsing the $4 billion 
threshold for the first time.
  Direct mail will reach $1.81 billion, driven 
by an increase in local politicians who 
opted for that medium instead of holding 
pandemic-era rallies. Digital media, including online and 
mobile, will comprise 13.2% of political media buying ($1.28 
billion).
  In terms of percentages, mobile media will see the biggest 
gains over 2016, up 329.4%, thanks to the proliferation of 
smartphones since the last presidential election cycle.
  Two platforms are expected to post declines in 2020 
compared with 2016: newspapers and experiential marketing.

AS SPORTS RETURN, VIEWING LEVELS LOWER
  With many major TV sports off the air, some returning TV 
franchises — golf, NASCAR and horse racing — have seen 
slight to major declines in viewing levels for the most recent 
reporting week versus the same time period a year ago, 
Television News Daily reports.
  The highest-rated sporting event for June 15-21 was NBC’s 
Belmont Stakes, which posted 3.3 million viewers in the 
Nielsen-measured live program-plus-same day time-shifted 
metric. 
  The race — an event that was pushed back several weeks 
due to the COVID-19 pandemic, which has postponed or 
cancelled many major TV sports events since March — was 
down 33% versus a year ago. A year ago, on June 8, the race 
pulled in 4.9 million viewers.
  Fox’s WWE Friday Night Smackdown came in at 2.07 
million, followed by Fox’s Sunday Geico 500 race with 2.06 
million and a CBS PGA golf RBC Heritage event, also on 
Sunday, at 2.04 million.
  Looking at similar sporting events, a Fox Sports 1 NASCAR 
Sonoma race a year ago pulled in 2.5 million viewers on a 
Sunday, while CBS’ golf event Travelers Championship 
took in 2.2 million.
  A year ago, for the same week, the Fox’s Women’s World 
Cup FIFA Soccer event pulled in 3.7 million viewers for a 
Sweden-USA match on a Thursday, while another 2.8 million 
watched two powerhouse soccer countries compete — 
France and Brazil — taking in 2.8 million viewers.
  Fox’s Major League Baseball coverage on a Saturday a 
year ago averaged 2.9 million viewers.


