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ENHANCED TARGETING IS THE NEXT FRONTIER
  TV consumption is higher than ever before. Streaming video 
and OTT are dominating the TV narrative with the launch and 
expansion of viewer options and COVID-19 pushing new 
theatrical releases to stay-at-home viewers.
  With linear TV and OTT viewing increasing dramatically, 
advertisers and agencies are focusing on the relevant 
questions of “how” and “where” to deliver their messages 
to the most relevant target audiences, Media 
Village reports.
  As Google ends its support for third-party 
cookies that track users in Chrome, and as 
more TV homes become addressable, “it’s 
critically important that advertiser and agencies 
become fluent in addressable TV advertising 
capabilities,” says Jim McGraw, director of 
addressable advertising at New York Interconnect (NYI), a 
joint venture between Altice, Charter and Comcast.
  McGraw notes “the targeting capabilities of the Internet and 
social media can be replicated across all of our networks with 
greater attentiveness, engagement and with the impact of 
the big screen. Set-top-box data informs the decision-making 
necessary for connecting viewers to product messages, and 
that invariably leads to measurable product lift.”
  Addressable TV advertising based on set-top-box viewing 
data is now acknowledged as the essential first-party data 
link between the TV industry, third-party data, and the brand 
and agency data that’s increasingly being used to inform 
media buying decisions. According to The Myers Report’s 
recent survey of 100 leading national brand advertisers, 
55% consider advanced/addressable TV solutions to be an 
important consideration in advertising decision-making; 77% 
are depending on advanced analytics resources; and 85% 
require trusted and brand-safe media environments.
  “We can provide privacy compliant audience data on who’s 
watching and what’s being watched and can connect this 
data to our clients’ consumer data,” McGraw said. “The 
data informs advertisers of the appropriate networks and 
dayparts to target based on the audience segments they’re 
trying to reach. Advertisers can provide NYI with access to 
any custom audience hosted on a third-party platform such 
as LiveRamp, then the NYI system matches the custom 
dataset to viewing patterns within its audience footprint.”
  According to The Myers Report, more than 75% of 
advertisers consider advanced analytics resources to be an 
important contributor to their media decision-making, with 
54% including advanced/addressable television solutions in 
their TV buying mix.
  Lisa Schoder, Ford Motors’ Head of U.S. Media, Digital 
Optimization and Growth Markets, said, “To the degree that 
I can get sufficient reach in addressable channels, that’s 
actually where I’m starting to go first. Fill that bucket first 
and then start to look at how you expand into broader reach 
media that fills up the upper funnel. Some partners are better 
positioned to go that route than others.”

VIRUS SPEEDS SHIFT OF TV BUDGETS TO DATA-DRIVEN
ADVERTISER NEWS
  Target’s quarterly results showed mixed news: sales were 
great, a 0.9% same-store increase paired with a 141% 
increase in digital sales to produce a blended sales gain 
of 10.8%. But as other retailers that have kept stores open 
have seen, wages, store cleanings, and other new expenses 
added about a half-billion dollars to costs, and quarterly 
net income fell from $795 million last year to $284 million 

this year. Partially due to stimulus checks and 
more customers leaving their homes, April was 
the best month of the quarter, with same-store 
sales up 16%. The hard-hit apparel category 
also started to recover in April… Despite cutting 
hours in most stores by up to three hours, 
Lowe’s enjoyed an 11.2% same-store sales 
increase for its latest quarter, with Lowes.com 

sales up 80%. Despite the extra costs it incurred, profit rose 
from $1.05 billion last year to $1.34 billion this year. Same-
store sales were significantly better than arch-rival Home 
Depot — analysts see that as a function of Home Depot’s 
greater reliance on professional contractors, and much 
of that activity being curtailed while Lowe’s relies more on 
individual do-it-yourself customers… The retailer-owned Ace 
Hardware co-op saw same-store sales up 4.2%, with online 
sales up 63%. April was the peak with comps up 26% at the 
stores and 580% online.  The co-op added 12 net new stores 
during the quarter and now has 4,566 member locations, 
61 more than last year at this point… Harley-Davidson is 
reopening its factories this week, but it has told its dealers 
they will receive fewer motorcycles this year. The motorcycle 
business has been in a prolonged sales slump even before 
this year, and the company plans to cut back on models and 
concentrate on best-selling, more profitable cycles. Harley 
has 698 domestic dealers… Darden Restaurants expects 
to have about 65% of its restaurants open for some dining 
room service by the end of May, most with limits on customer 
capacity. Blended same-store sales for its eight banners (led 
by Olive Garden and LongHorn Steakhouse), using off-
premise sales for the majority of revenue, have improved 
during each week of the pandemic, with the week that ended 
May 17 producing 51% of last year’s business… Zaxby’s 
is providing $5 million in relief to some badly distressed 
franchisees. With 759 locations in 17 states, the chain has 
suspended royalty fees for some franchisees, and  marketing 
fund contributions for all of them… With apparel sales 
among the weakest categories during the COVID-19 crisis, 
Urban Outfitters reported a 28% same-store sales drop for 
its latest quarter, with estimates for the current quarter even 
worse, down 60%... Sephora will start to reopen many of its 
stores tomorrow with new safety procedures and enhanced 
employee training. The brand has also patched up its 
relationship with J.C. Penney, where it has more than 600 
in-store shops. That deal is due to expire next year, and of 
course, Penney will be closing many of those stores due to 
its insolvency problems.
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REPORT: GLOBAL SVOD SUBS AT 776M BY 2025
  As expected, the coronavirus lockdown has jumpstarted 
consumer adoption of OTT video services such as Netflix, 
Disney+, Hulu and Amazon Prime Video.
  New data from Rethink Technology Research (RTR) 
finds that COVID-19 lockdowns generated a 8.9% boost to 
the SVOD market, which he says will reach $72.3 billion in 
revenue and 775.8 million subscribers by 2025.
  “When measured against our historic projections, we 
believe that the lockdowns will result in an 8.7% increase in 
subscriptions, and a 7.9% increase in revenue in 2020,” the 
research group wrote in a note.

  As Netflix’s Q1 results revealed, the 
worldwide SVOD market is expected to 
be positively impacted by COVID-19, as 
consumers turn to SVOD services to fill 
increased viewing hours. As a result, the 
launch of Disney+ could not have come 
at “a more opportune time.”
  Disney+ is projected to pass Prime Video 
and further narrow the gap with Netflix by 
2025. RTR contends SVOD remains the 
“nail in the coffin” for traditional pay-TV.
  “It is hard to see how viewers with two or 
more SVOD services can ever return to 
the conventional pay-TV model,” the note 

says. “The three streaming providers have… the biggest 
opportunity to rip market share from the pay-TV market… and 
their projected success means they will fundamentally alter 
the viewing habits of hundreds of millions of households.”

AUTO LOANS REMAINED ABOVE WATER IN APRIL
  Serious delinquency rates for auto loans were within a 
normal range from March to April, indicating federal aid, 
tax returns and lenders’ offerings of payment deferrals 
largely kept consumers above water — so far — during the 
COVID-19 crisis, credit bureau TransUnion said yesterday.
  Just 1.33% of auto borrowers were more than 60 days past 
due on their loans last month, down from 1.37% in March, 
TransUnion said in the first iteration of its Monthly Industry 
Snapshot Report. There were 83.8 million outstanding auto 
loans in Q1.
  Satyan Merchant, senior vice president and automotive 
business leader at TransUnion, said federal stimulus checks, 
unemployment benefits and forbearance programs are 
cushioning the blow of record job losses and lost profits 
during the pandemic.
  “The federal government quickly got a very large stimulus 
package out the door. The question is, How long will that last? 
Will this thing be prolonged and will consumers ultimately 
have run out of options in terms of missed payments on their 
loans?” Merchant said.

HERE’S WHAT LOCKDOWN HAS COST WORKERS
  Whether or not you’re one of the nearly 36 million 
Americans who have lost their jobs in the midst of the 
coronavirus pandemic, your income has most likely taken a 
hit, MarketWatch says.
  In total, U.S. workers have lost $1.3 trillion in income, 
amounting to an average loss of nearly $8,900 per worker, 
according to research published by the Society for Human 
Resource Management and Oxford Economics.
  Approximately 20% of the loss, or $260 billion, represents 
workers who remained employed. These workers either 
accepted a lower pay or reduced hours, according to the 
biweekly COVID-19 Business Index report.
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CABLENET CHATTER
  Kristin Cavallari is ending her E! reality show Very 
Cavallari after three seasons. The move comes after 
Cavallari and Jay Cutler filed for divorce in April. Very 
Cavallari took a look inside the life of the celebrity, 
businesswoman, wife and mother. The show focused 
on her company Uncommon James, but also followed 
the ups and downs of her marriage. Cavallari became 
known on MTV’s reality show Laguna Beach: The Real 
Orange County, then went on to narrate and star in the 
final two season of The Hills... Raymond Lee (Here and 
Now) and Brian Howe (The Newsroom) are set as series 
regulars opposite Eric Petersen and 
Annie Murphy in AMC’s dark comedy 
series Kevin Can F*** Himself. The 
show probes the secret life of a type 
of woman we all grew up believing we 
knew: the sitcom wife (Murphy). It looks 
to break television convention and ask 
what the world looks like through her 
eyes... Freeform has plotted out its 
original programming plans for the next 
12 months with second-season renewals 
for Everything’s Gonna Be Okay and 
Motherland: Fort Salem and the move 
of grown-ish, Good Trouble and Cruel 
Summer to next year. The news, released ahead of next 
week’s Disney Advertising Sales Virtual Roadshow 
presentation, comes as the network looks to get out 
in front of the COVID-19 production shutdown, which 
impacted a number of its originals, including the three 
series pushed to next year... As Greenleaf approaches 
its fifth and final season, OWN: Oprah Winfrey Network 
and Lionsgate have put in development a spinoff of the 
critically praised hit megachurch drama, from creator and 
executive producer Craig Wright. Greenleaf’s Season 
4 topped cable as the No. 1 original scripted series for 
African-American women and total viewers, and was the 
No. 4 original scripted series on cable for all women 25-54, 
leading OWN to be Tuesday night’s No. 1 cable network 
among African-American women, households and total 
viewers. Additionally, the network announced Greenleaf’s 
final Season 5 will premiere Tuesday, June 23 at 9 PM.

SURVEY: TAKEOUT ORDERS ARE ON THE RISE
  Consumers are ordering more takeout meals from 
restaurants during the COVID-19 pandemic, Chain Store 
Age reports.
  On-demand delivery/pickup platform DoorDash surveyed 
nearly 1,000 of its customers about their motivations for 
choosing takeout orders. More than half of respondents 
(56%) said the amount they ordered takeout has increased 
amidst the pandemic as they support their local businesses 
during COVID-19.
  However, supporting local business is not the only 
motivating factor for ordering takeout during the pandemic. 
One in five parent respondents said they are choosing 
takeout as an opportunity to go for a drive or get some 
alone time. More than four in 10 (44%) respondents said 
ordering takeout is a way to save both time and money 
(i.e., avoiding delivery fees with order pickup).

Conan O’Brien

Troubling thought: 
What if these are 

the good old days?


