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TECH ADVANCES CONSUMER SHOPPING PROCESS
  While the COVID-19 pandemic will eventually subside, many 
experts agree that some of the behaviors it has inspired — 
from online grocery sales to the proliferation of work-from-
home culture — will endure when America’s pre-coronavirus 
way of life resumes.
  In the auto sales space, digital storefronts have made a 
strong case for their staying power, demonstrating their 
ability to let consumers to check off many aspects of the 
vehicle-buying process before visiting a dealer lot.
  According to a Cox Automotive COVID-19 Impact Study 
cited by Wards Auto, 66% of shoppers are not delaying their 
plans to purchase a vehicle. But 61% said 
they’re “much less likely” or “somewhat less 
likely” to actually visit a dealership — not a 
surprise in the era of social distancing. With 
that dynamic in mind, digital storefronts 
make sense.
  “Dealers who have been slow to adopt and 
adapt found themselves at a disadvantage, but there are 
steps they can take to arm themselves for a more digital, 
more flexible, more consumer-first sales future,” writes Katie 
Wilkins, the senior director-product management at Dealer.
com.
  Among the key components of a digital sales infrastructure:
  Communicate online: Key tools include features like chat, 
video conferencing and virtual walkarounds, made possible 
by a variety of technologies. “These modern conveniences 
are helping dealers through this challenging time,” Wilkins 
writes. “Many consumers are already familiar with them, 
so there is little to no work in educating them.” The use of 
technology lets shoppers set the pace, allowing them to 
engage on their own terms. But for dealers, it’s a chance 
to advance the research phase of the customer’s buying 
journey.
  Accelerate sales: Online deal-making and digital retailing 
tools can also help accelerate the consumer’s purchase 
process. “Digital Retail engagement rates grew by 25% 
since the beginning of March and, despite a general decline 
in overall website leads, we were seeing digital-retailing 
deal and credit applications up 13% compared with the end 
of February,” Wilkins writes. The key is to provide options 
for car shoppers: While some might prefer face-to-face 
engagement, other will opt for an online process, even having 
a vehicle brought to their home for a test drive.
  Personalize content: This strategy has multiple benefits: 
It lets consumers more easily find content of interest, it 
automates campaign creation and it drives click-through 
rates than are two-and-a-half times higher.
  In March, Dealer.com says it saw 28% more Vehicle 
Detail Page views, as well as 99% more form submissions 
on automotive brands that ran incentives like zero-percent 
financing and deferred payments. “Dealers can automatically

(Continued on Page 3)

AUTO SALES GET BOOST FROM DIGITAL STOREFRONTS
ADVERTISER NEWS
  After a successful trial at 16 Sam’s Club locations, 
Walmart has announced plans to roll out curbside pickup 
at its warehouse club chain across the country. The service, 
which is temporarily free for all members, allows shoppers 
to order online or through the Sam’s Club mobile app while 
custom technology such as the Quick Pick app will help 
employees quickly prepare the orders... The pandemic-fu-
eled shift to online shopping was a double-edged sword for 
Thrive Market, an online seller of organic and natural prod-
ucts at competitive prices that uses a membership model. 
The company has added more than 100,000 new members 

in just a few months... Patagonia CEO 
Rose Marcario will step down today after 
six years at the helm, and Chief Operating 
Officer Doug Freeman will take over tem-
porarily while the retailer searches for a re-
placement... Inditex will permanently shut-
ter 16% of its global stores, or about 1,200 

locations, and focus more resources on e-commerce in the 
post-pandemic era, the company said. The highest number 
of closures will come in Europe and Asia, and will affect 
banners including Zara, Massimo Dutti and Pull&Bear... 
Sephora has pledged to take steps that will ultimately re-
sult in filling 15% of its shelf space with products from black-
owned beauty businesses. The effort resulted from the “15 
Percent Pledge,” a social media challenge to U.S. retailers 
by Brooklyn, N.Y.-based creative director Aurora James, 
who will serve on an advisory group to help Sephora make 
the changes... Starbucks will shutter 400 stores in the 
Americas and open 300 new locations as it rolls out more 
pickup-only stores and other new formats designed to fit 
changing times. The coffee giant’s same-store sales contin-
ued to fall in May amid the pandemic… The Mall of Amer-
ica in Minneapolis has reopened with only 150 of its 500 
tenants. Parking spaces for the facility have been reduced 
by 50% and, while face masks are not required to enter 
the mall, some retailers are mandating masks to be worn 
for customers to shop… Tyson Foods, the largest chicken 
producer in the U.S., said it is cooperating with a Justice 
Department investigation into price-fixing. The food manu-
facturer discovered last year that some of its employees 
were implicated in the alleged scheme that has seen the 
indictment of executives from Pilgrim’s Pride Corp. and 
Claxton Poultry Farms… Just Eat Takeaway is acquiring 
rival Grubhub for $7.3 billion. Matt Maloney, Grubhub’s 
founder and CEO, will continue to lead the company’s busi-
ness in North America and join Just Eat Takeaway’s board 
of directors… Lululemon reported a fiscal Q1 sales decline 
of 17% as its strong digital business wasn’t enough to offset 
the losses from its stores being temporarily shut due to the 
coronavirus pandemic. As of Wednesday, it said 295 of its 
489 stores globally have reopened for business, and about 
50% of stores in North America. It expects almost 100% of 
stores to be open again by the end of this month.
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ANALYST: CONSUMER VIDEO SPEND TO STAY FLAT
  Although all new digital video OTT spending continues to 
climb, one industry estimate for overall consumer spending 
on all video (including traditional pay-TV and theatrical 
box office) projects it will decline slightly due to COVID-19 
initially, and level off in the coming years.
  MoffettNathanson Research says total U.S. consumer 
spending on video will stabilize over the next five years, 
down 0.4% to $138 billion in 2024 from $141 billion in 2019. 
By way of comparison, video spending climbed to $141 
billion in 2019, from $128 billion in 2014.

  “Given technological shifts offering 
consumers greater value through 
streaming options, U.S. video spending 
has been in a deflationary environment 
since 2017,”  write Michael Nathanson 
and Craig Moffett, senior research 
analysts. “We believe that this 
deflationary period is a historic first.” 
  Total OTT business (subscription 
streaming, virtual multichannel video 
programming distributors, vMVPDs) is 
now estimated to climb 18% higher to 

$51 billion by 2024, with traditional video down 6% to $88 
billion in that year.
  Subscription streaming is projected to grow 19% to $38 
billion in five years, from $16 billion (2019), while vMVPDs 
will be up 17% to $13 billion from $6 billion.
  Sinking video businesses include traditional pay-TV 
revenues (cable, satellite and telco-based services) 
dropping 5% to $76 billion in 2024 from $99 billion in 2019); 
theatrical box office, down 3% to $8 billion (from $11 billion 
in 2019); and home video, losing 6% to $4 billion from $9 
billion.

AUTO ADVERTISERS STEPPING UP THE ACTION
  Advertising from the auto industry is accelerating quickly 
amid the end of stay-home orders in many states and 
subsequent dealership reopenings, MediaPost reports.
  The spend during the week of May 24 was nearly 
double where it was just three weeks earlier, according 
to MediaRadar. This is not the result of one or two 
manufacturers. Most major brands, including Toyota, 
General Motors, Nissan and Subaru, have increased their 
advertising.
  Although a much smaller subcategory of automotive, ad 
spending for RVs is up nearly three times year-to-date, with 
many consumers opting for road trips this summer due to 
the pandemic instead of plane trips. Related, one sector 
that has not come back so far is car rentals. Ad spending 
from this category almost completely evaporated beginning 
the week of March 22 and remains at almost non-existent 
levels.
  A rebound in automotive markets abroad may be 
encouraging foreign automotive brands to begin advertising 
more heavily in the U.S. in hopes of a similar recovery. 
In fact, looking at only import automotive brands such as 
Toyota, Hyundai, Subaru and BMW, there has already 
been a full recovery in ad spend.
  Spending year-to-date among import brands is up 10%, 
with much of the gain coming in the most recent weeks, 
according to MediaRadar.

AMERICANS SPENT BIG ON THEIR PETS IN Q2
  Perhaps hoping to capitalize on all the consumers who 
adopted pets during the COVID-19 pandemic, ad spending 
from pet brands was up 51% year over year in the second 
quarter, according to MediaRadar.
  The period with the increase spanned from March 8 to May 
23 — which aligns with when the pandemic first hit the U.S., 
ending with when some states began to loosen stay home 
executive orders.
  MediaRadar says its analysis determined that the average 
weekly ad spend from pet food brands increased 30% when 
comparing February of 2020 to April of 
2020.
  Pet food is the largest subcategory of 
the overall pet brand spending, making 
up over 75% of all the industry’s ads from 
March 8 to May 23. Cat food brands ad 
spending is up 38% year over year, while 
dog food saw a 17% increase.
  Mars, Nestle, General Mills, the J.M. 
Smucker Co. and The Farmers Dog are 
the top five advertisers in the category, 
according to the analysis, which looked 
at TV, digital, weekly print and newspapers from Jan. 1 to 
May 23.
  These five companies collectively spent more than $185 
million to promote pet products year to date. The study also 
found that all five brands have increased their ad spending 
so far this year.

PANDEMIC STILL HURTING CONSUMER PRICES
  U.S. consumer prices dropped for a third straight month 
in May as the coronavirus pandemic kept shoppers and 
travelers at home, but the rate of decline in inflation eased 
as the cost of groceries, rent and medical services rose.
  The consumer-price index, which measures what 
Americans pay for everything from alcohol to lawn mowers, 
fell a seasonally adjusted 0.1% in May after comparable 
declines of 0.8% in April and 0.4% in March, the Labor 
Department said.
  Excluding volatile food and energy categories, so-called 
core prices fell 0.1% compared with a 0.4% decline in 
April, marking the first time that index has declined in three 
consecutive months, according to the Labor Department.
  Economists say the worst of the coronavirus-related hit to 
inflation should be over, with states reopening and shopping 
demand returning.
  In the 12 months through May, the consumer-price index 
rose 0.1%, the weakest year-over-year increase since 
September 2015. Core prices were up 1.2% on the year, 
the Labor Department said.

DEM-ALIGNED GROUP LAUNCHES $20M AD BUY
  American Bridge is rolling out a $20 million ad campaign 
over 10 weeks in Michigan, Pennsylvania and Wisconsin in 
the hopes of softening up President Trump in the blue wall 
states he flipped to secure his 2016 victory.
  The new buy runs through the end of August, and will 
include TV, radio and digital ads. The group is targeting a 
smattering of markets across the states, including many 
of the Trump-leaning areas that the president’s campaign 
recently targeted with its recent ad buy.
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DIGITAL STOREFRONTS BOOST AUTO SALES 
(Continued from Page 1)
generate assets for these highly engaging incentives and use 
personalization algorithm technology to put the right one in 
front of that shopper based on their browsing history,” Wilkins 
writes. “Without lifting a finger, a dealership can get real-time 
assets like slideshows, banners and specials pages tailored 
to particular consumer preferences.”
  Meanwhile, current auto shoppers will likely take note of the 
fact that the generous incentives employed by automakers 
to goose sales in April in May are now easing. With inventory 

levels low — and with most assembly 
plants still not functioning at full capacity 
— there are fewer reasons to sweeten 
the pot.
  Tyson Jominy, VP of Data and 
Analytics at J.D. Power, said during a 
recent webinar that some tough choices 
await potential buyers. “Consumers have 
a choice and in the month of June they’re 
gonna have to decide: Do they want to 
have a similar payment, or do they want 
to have a similar vehicle?”

  Some automakers that previously offered zero-percent 
financing have reduced payment terms from 84 to 72 
months. Among examples cited by Jominy were Chevrolet 
Silverado and Ram pickup trucks.

THIS AND THAT
  The Wendy Williams Show, produced and distributed by 
Debmar-Mercury, has been renewed by Fox Television 
Stations through the 2021-2022 season, according to a 
rep for the daytime favorite. The show — along with several 
other talkers — took a hiatus this spring, prompted by the 
spread of COVID-19. Williams returned to filming episodes 
remotely from her home, only to take another break due to 
symptoms of fatigue caused by Graves’ disease... Some 
1.54 million Americans applied for traditional jobless benefits 
in early June, and more than 700,000 sought compensation 
though an emergency federal program, reflecting both a 
steady decline in job losses from the coronavirus but a still-
worrisome number of layoffs. Initial jobless claims slowed to 
1.54 million in the seven days ended June 6 from a revised 
1.9 million at the end of May, the Labor Department said 
yesterday. The figures are seasonally adjusted.
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CONSUMERS PLANNING TO SPEND MORE ON DAD
  While social distancing may be keeping some people away 
from dear old dad this year, it looks like they’ll spend a little 
more on him to make up for it, MediaPost reports.
  The National Retail Federation reports 75% of consumers 
surveyed plan to celebrate Father’s Day in some way, 
down a bit from 2019. Those who are observing the holiday 
say they intend to spend about $149 on gifts, an increase of 
about $10 compared to last year, amounting to roughly $17 
billion in total spending.
  And while more celebrations will certainly be virtual 
compared to a COVID-19-free 2019, 
it’s clear consumers are feeling a little 
more confident about venturing out 
to see extended family. Some 58% 
of respondents say they are likely 
to celebrate Dad virtually this year, 
compared with 66% who did so for last 
month’s Mother’s Day holiday.
  Whether they’ll see him in person or 
not, 77% say Father’s Day feels more 
important this year, precisely because of 
COVID-19. And among shoppers under 
the age of 35, that means looking for gifts that are unique or 
somehow create a special memory.

DONE DEAL
  Joseph W. Heston, a broadcast industry leader who has 
served since 1999 as president and general manager of 
KSBW-TV, Central Coast ABC (CCABC) 
and Estrella Costa Central – Hearst 
Television’s NBC, digital ABC and Estrella 
TV subchannels serving the Monterey-
Salinas, Calif., market – will retire later this 
year. Thirty-five of Heston’s 45 years in TV 
broadcasting have been spent at Hearst. 
Before taking over at KSBW in 1999, he 
was vice president and station manager of 
WTAE-TV, the ABC affiliate in Pittsburgh. 
He arrived at WTAE from WBAL-TV, Baltimore, where he 
was vice president and station manager.

COMSCORE HITS 1,000 LOCAL STATION MILESTONE
  Comscore has achieved a major milestone: providing 
1,000 local TV station clients with its local television 
audience measurement and demographic services.
  “This is a monumental moment for Comscore and our 
customers,” said CEO Bill Livek. “Reaching this milestone 
is a testament of how our customers are looking for 
advanced ways to better service their clients and improve 
their profitability using Comscore’s services.”
  The company, which this year marks its 10th anniversary, 
measures television viewership from return path devices 
across tens of millions of households in all local markets. 
Using this technique enables Comscore to look more 
closely, beyond age and gender, to transact on consumer 
behaviors, interests and lifestyles, the company says.
  Comscore announced Tuesday that it had inked a deal 
to provide Cox Media Group with local TV measurement 
services in six new markets, including Syracuse, N.Y.; 
Spokane; Wash.; Idaho Falls; Eureka, Calif.; Binghamton, 
N.Y.; and Alexandria, La.
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