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NRF: EXPOSURE TO NEW CHANNELS TO ENDURE
  The coronavirus pandemic has forced consumers to adapt 
many aspects of their lives, from daily routines to how they 
safeguard themselves and their families.
  Even as many communities reopen, it is likely that the 
pandemic will continue to impact how consumers of all 
ages socialize and shop, the National Retail Federation 
says. This is particularly true for baby boomers, those ages 
roughly 56-74. New data from the NRF’s Spring Consumer 
View study shows key ways the pandemic has shifted this 
demographic’s priorities and what it means for 
their interactions with brands and retailers.
  Stay-at-home mandates and social distancing 
requirements mean boomers have moved 
more of their lives online. Forty-five percent say 
they’re shopping online more as a result of the 
pandemic, which is significant given that the vast majority 
(82%) typically make fewer than half of their purchases 
online. Pet supplies, toys and books and other media are the 
products where more boomers have shifted their purchasing 
habits the most, with more buying mostly or entirely online as 
a direct result of COVID-19.
  It’s not just online shopping that has grown. Buy online, 
pick up in store has become increasingly popular during 
COVID-19, and boomers haven’t shied away from it. Over six 
in 10 are aware of BOPIS — more than any of their younger 
counterparts. Two-thirds have tried BOPIS; of those, 63% 
said it improved their overall shopping experience.
  The most common methods of BOPIS used by this 
generation are picking up at a store’s register (58%) and 
curbside pickup (30%). Regardless of which method 
they’ve tried, the overwhelming majority (80%+) found their 
experience to be convenient. These shoppers found using a 
locker code and having items brought directly to their car to 
be the most convenient aspects of the service.
  Boomers are the most interested in trying curbside pickup. 
Why? The top reasons are to avoid paying for shipping, 
followed by social distancing or self-quarantine restrictions.
  Consumers have had to change their shopping behavior 
and adopt new strategies since the onset of COVID-19, and 
shipping services are proving to be helpful.
  With the onset of stay-at-home orders, more than a quarter 
of boomers have used a delivery service such as Shipt or 
Amazon Prime at least once in the past three months, and 
two in 10 have done so multiple times. A quarter of those 
who haven’t yet used a delivery service are interested in 
trying it out. Given the impact of COVID-19, 61% of these 
shoppers say they’re using these types of delivery services 
more now than they used to, and more than a third are using 
them significantly more.
  During these uncertain times, consumers are experiencing 
and adopting more digital channels, and this exposure to new 
ways of shopping will have a lasting impact. Boomers will 
still visit stores post-pandemic, but they’re likely to continue 
using these services in some capacity.

HOW COVID-19 AFFECTS BOOMERS’ SHOPPING BEHAVIOR
ADVERTISER NEWS
  A boycott of advertisers on social media is gaining mo-
mentum, and Facebook is the primary target. Marketers 
are expressing unease with how it handles misinforma-
tion and hate speech, including its permissive approach 
to problematic posts by President Trump. Over the week-
end, Starbucks, Diageo and Coca-Cola said they would 
pause their advertising on all social media platforms. 
They’re among the biggest spenders on Facebook ads: 
Starbucks spent $95 million and Diageo $23 spent mil-

lion on the platform last year. Other compa-
nies have boycotted Facebook specifically, 
including Honda America, Levi Strauss and 
Patagonia... Restaurant Brands Interna-
tional, the parent company of Burger King, 
Popeyes and Tim Hortons, saw its sales fall 

by more than 30% in mid-March as locations were forced 
to close due to the novel coronavirus outbreak. With loca-
tions reopening, sales are beginning to come back. Pop-
eyes saw its same-store sales jump in the “very high 20s” 
last week and Tim Hortons posted a decline in the mid-20 
percent range… Gap has signed a deal with Kanye West 
for the rapper and entrepreneur to design a clothing line 
to be known as Yeezy Gap. The line will launch in the first 
half of 2021. Gap is looking for the new line to grow to a $1 
billion brand… Even as Rite Aid’s sales grew more than 
12% in Q1, the drugstore retailer operated at a loss in the 
period. Rite Aid’s Q1 net loss came to $72.7 million, an im-
provement from a year ago. During the quarter, the retailer 
also took on new costs associated with COVID-19, includ-
ing hiring an additional 6,000 associates for its store and 
distribution workforce. As the retailer continues struggling 
to turn a profit, it announced an exchange offer on $750 
million worth of bonds due in 2023... Lululemon is acquir-
ing the in-home fitness company Mirror for $500 million, 
the retailer announced yesterday, marking its first acquisi-
tion with a bet that more people are going to be pivoting to 
exercise at their homes. Following the closing of the deal, 
Mirror will run as a standalone company, and its current 
CEO, Brynn Putnam, will continue as Mirror’s CEO. The 
deal, which will be paid for in cash, is expected to close 
in the second quarter of fiscal 2020... Impossible Foods 
said yesterday that it will roll out its meatless sausage to 
all restaurants nationwide. The meat alternative is already 
available at Burger King and Starbucks locations in the 
U.S. The coronavirus pandemic has accelerated consum-
ers’ purchase of plant-based meats... Papa John’s has 
teamed up with NBA great Shaquille O’Neal to introduce 
the Shaq-a-Roni pizza, which is the pizza brand’s largest 
pie (16 inches) and comes with extra cheese and 66 piec-
es of pepperoni. The pie is cut into 10 slices versus eight 
on the typical pie. Papa John’s is donating $1 from every 
Shaq-a-Roni to its Foundation for Building Community, 
which “supports communities as they work together for 
equality, fairness, respect and opportunity for all.”
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U.S. ADVERTISING MARKET DROPS 31% IN MAY
  The U.S. ad market had another steep decline in May, falling 
31% from the same month a year ago, according to the latest 
data from the U.S. Ad Market Tracker.
  May follows a 35% decline in April, and an 11% decline in 
March, indicating that demand for advertising may not yet 
have hit bottom.
  The tracker, a collaboration of MediaPost and Standard 
Media Index, is based on the change in a composite index 
value of all the media-buying data processed and modeled 
by SMI from the major agency holding companies.

  A number of polls of ad executives have 
indicated that they expect the decline in 
ad demand to bottom out soon and to 
begin rebounding in the third or fourth 
quarter of this year.
  The index indicates the recession 
may be impacting smaller and mid-size 
advertisers more than the biggest. The 
top 10 ad categories declined only 27% 
in May, while all other categories were off 
46% year-over-year.
  The index also reveals yet another 

troubling sign for the network upfront advertising 
marketplace, which has already been delayed, relied on 
virtual presentations, and has had many on the demand-side 
predicting steep cuts in volume, price, as well as the number 
of quarters being bought upfront for next year.
  In May, the tracker’s national TV advertising index fell 36% 
from May 2019, the first significant decline since the current 
recession began.

JEANA STANLEY, HEARST VP OF FINANCE, DIES
  Jeana Stanley, Hearst vice president of finance, died June 
26 in Tierra Verde, Fla., according to a news release from the 
company. She was 54 years old.
  Stanley joined Hearst’s corporate finance 
team as vice president in August 2018, where 
she was responsible for overseeing internal 
audit and employee benefit functions.
  “Jeana was a unique, dynamic executive, 
having gained operational finance experience 
at the local television station level, and applied 
that across our broadcasting business and 
ultimately for the corporation,” said Hearst President and 
CEO Steven Swartz. “She was always engaging, on the 
cusp of new trends and ready to implement them.”
  Stanley served as vice president of finance for Hearst 
Television for almost eight years, working closely with Hearst 
Television’s corporate leadership and station management to 
provide operational and accounting expertise. She also led 
strategic initiatives relating to accounting, finance and back-
office operational matters.
  She previously served as VP of financial planning. Stanley 
first came to New York as director of financial planning for 
Hearst-Argyle Television in 2007.
  Stanley joined Hearst in 2004 as controller of Hearst 
Television’s WBAL-TV and WBAL-AM/FM stations in 
Baltimore. Prior, she was business manager of Gannett-
owned station WKYC-TV in Cleveland from 1998 to 2004. 
She began her career at Ernst & Young and was a Certified 
Public Accountant.

NBC LANDS GOLF RIGHTS AS FOX WALKS AWAY
  The media rights to the United States Golf Association, 
which include the U.S. Open, are jumping from Fox Sports 
to NBC Sports, the companies said yesterday.
  Although Fox’s agreement with the USGA still has several 
years left to run, the network negotiated to unload the rest 
of its deal to NBC, which also owns the Golf Channel and 
has rights to the PGA Tour, The Wall Street Journal 
reports.
  Terms of the deal weren’t disclosed, but sources say 
Comcast’s NBCUniversal is paying significantly less than 
what Fox Corp. has been paying in its 
deal, which started in 2015 and runs 
through 2027.
  When Fox acquired the USGA rights, 
it needed content for its soon-to-launch 
national sports cable channel Fox 
Sports 1. It dramatically outbid NBC and 
Disney’s ESPN, which were sharing the 
rights at the time.
  Fox signed a $1.1 billion pact that put 
the annual price at $93 million, much 
higher than the combined $37 million 
NBC and ESPN were annually paying. The price Fox paid 
for the USGA hasn’t paid off in big ratings.

REPORT: 30% USE SMART TVS TO STREAM VIDEO
  In an OTT video ecosystem, new data from the latest 
TiVo Video Trends Report finds that more than 30% of 
Americans surveyed access streaming video through 
Internet-connected televisions.
  That compares with 16.3%, 15.4% and 14.3% for the next 
three most-popular streaming media devices, including 
mobile devices, Amazon Fire TV and Roku, respectively.
  The data, which is based on a Q1 (ended March 31) survey 
of 4,367 adults in the U.S. and Canada, would appear to 
slightly undermine Roku’s actual market share considering 
the streaming media pioneer’s OS software powers most 
Chinese-made Smart TVs not branded Samsung.
  TiVo said Samsung’s Wizen operating system is found in 
more than 50% of Smart TVs, followed by Google-owned 
Android TV (14.1%), Roku (13%) and LG’s WebOS (2%).

PENDING HOME SALES SAW BIG REBOUND IN MAY
  After two consecutive months of decline, the index of 
pending home sales soared 44.3% in May as compared 
with April, the National Association of Realtors says.
  The monthly increase was the largest ever since the 
NAR started the index in January 2001. “This has been 
a spectacular recovery for contract signings, and goes 
to show the resiliency of American consumers and their 
evergreen desire for homeownership,” Lawrence Yun, 
chief economist for the NAR, said in the report. “This 
bounce back also speaks to how the housing sector could 
lead the way for a broader economic recovery.”
  The index measures real-estate transactions for 
previously-owned homes where a contract was signed 
but the sale had not yet closed, benchmarked to contract-
signing activity in 2001.
  Compared with a year ago, contract signings were still 
down 5.1%, a sign of how steep the declines in March and 
April were given the record monthly increase in May.
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Billboard just announced 
the song of the summer. 

It’s the sound of your 
spouse chewing.
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BORRELL: LOCAL ADVERTISING TO PLUNGE 13.1%
  A new local advertising forecast will show a dramatic 13.1% 
slowdown for this year, with growth potential only weak to 
slightly down in the coming years, Television News Daily 
reports.
  Borrell Associates says the steep drop this year is a 
revision of an early estimate, which showed a slight rise of 
1.3% for 2020. The decline is due to expected disruptions 
resulting from the COVID-19 pandemic.
  Borrell expects a decline of 1.3% in 2021, followed by a 
1.5% gain in 2022, a 0.5% dip in 2023 and a 1.9% hike in 

2024, and says the declines exclude 
political advertising.
  In April, BIA Advisory Services 
said advertising across all local media 
platforms was estimated to sink 3.6% to 
$144.3 billion in 2020. Last month, BIA 
also lowered estimates for local TV’s 
over-the-air/digital media for 2020 to 
$18.5 billion, down from an earlier $19.4 
billion projection.
  Over-the-air TV ad revenue is now 
estimated to drop 5% to $17 billion (down 

from $17.9 billion) while local TV’s digital revenue will remain 
the same at $1.5 billion.

THIS AND THAT
  Demand for flexible packaging, primarily plastic, in the 
U.S. is forecast to jump by 10% this year, up from 3% in 
2019, on coronavirus-related demand. “Our sales are going 
through the roof. As long as the virus is around people will 
continue to buy packaged,” said Emerald Packaging CEO 
Kevin Kelly... Comscore EVP for Commercial Steve Walsh 
has been appointed as an associate member of the Florida 
Association of Broadcasters’ (FAB) Board of Directors. In 
this new role, Walsh will join a group of industry leaders to 
advise and guide the FAB’s member TV and radio stations. 
Walsh leads Comscore’s local television verticals to drive 
client profitability and satisfaction across 1,000 stations.
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I will never tell you what 
I did for a Klondike bar. 
That’s between me and 

the survivors.
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FORD OFFERS RETURNS FOR ANXIOUS BUYERS
  Ford’s latest program hopes to lay to rest some of the 
fears tied to economic uncertainty in the era of COVID-19.
  Titled the Ford Promise, the automaker said yesterday it 
will allow new car buyers and lessees who finance through 
Ford Credit to return a vehicle with no strings attached in 
the event they lose their job.
  Buyers won’t be guaranteed a full refund, but they will 
have a burden of debt taken off their backs, should a 
worse-case-scenario play out.
  Diving into the details, Ford said it will value any car based 
on the National Automobile Dealers 
Association average trade-in value, 
reduce a customer’s amount owed by 
the NADA figure and then waive up to 
$15,000 extra. If there’s a remaining 
balance after the assistance, the buyer 
or lessee will be responsible, but even 
then, it should hopefully be a fraction of 
the original loan or lease amount.
  “We feel like right now, the economy 
is at the stage of recovery where people 
want things back to normal, they want 
to buy, but they’re still a little nervous about what the 
future holds,” Mark LaNeve, Ford’s vice president of U.S. 
marketing, sales, and service, said in a statement.
  Ford’s car-return program is not the first such effort. In 
March and April, Hyundai and Kia put out a similar offer. 
Such programs date back to the recession in 2009, when 
auto sales plunged and banks all but stopped providing car 
loans. At the time, Hyundai was among the first automakers 
to gain attention for giving customers a means of returning 
cars.

PARKS: OTT SERVICE CHURN RATE JUMPED IN Q1
  While consumers have jumped into streaming, they have 
been more fickle about committing to OTT services during 
the pandemic, Media Play News says.
  The churn rate for OTT services increased from 35% in 
Q1 2019 to 41% in Q1 2020, according to research from 
Parks Associates.
  During the COVID-19 crisis, more than two in five U.S. 
broadband households have trialed an OTT service, and 
8% of households have trialed four or more services, 
according to the report.
  “We are seeing a record number of consumers experiment 
with new OTT services as a result of the COVID-19 crisis 
and the shifts in strategy in the industry,” said Steve Nason, 
research director, Parks Associates, in a statement. 
“OTT services are offering extended free trials to build up 
engagement, and 8% of U.S. broadband households report 
they have subscribed to at least one new OTT service since 
the COVID-19 crisis began.”
  Among these new subscribers, 49% subscribed to 
Disney+ and 27% subscribed to Apple TV+, according to 
Parks.
  A key question going forward is whether subscribers will 
keep these services as fewer households shelter-in-place, 
according to Parks. A significant challenge, especially for 
services relying on original programming, is delivering 
new content since production on many series has halted, 
according to the report.


