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THE GOAL? GET SHOPPERS TO COMMIT EARLY
  Fast, reliable delivery options have become table stakes for 
today’s brick-and-mortar retailers, thanks to Amazon. Now, 
they’re also becoming an important part of these retailers’ 
marketing strategies in the run-up to big holiday sales days 
like Black Friday and Christmas, Modern Retail reports.
  Ahead of Black Friday, many retailers are removing the 
minimum order value needed for customers to get free 
shipping, or are giving their most loyal 
customers access to the fastest delivery and 
fulfillment options for free. It’s increasingly 
important this year, as there are only 26 
days between Thanksgiving and Christmas, 
compared to 32 last year. That means that 
customers who typically do their holiday 
shopping between those two dates have 
fewer days to shop, and retailers have fewer 
days to get them their orders in time.
  Target recently integrated Shipt, its same-day delivery 
service, into its mobile app to make it more prominent to first-
time customers. Previously, customers had to place orders 
for Shipt through the Target website, or a separate Shipt app. 
And it’s offering free same-day deliveries of $75 or more 
now through tomorrow. Macy’s also previously announced it 
would offer free same-day delivery in 30 markets.
  The goal is to get customers to commit as early as possible to 
doing all or most of their holiday shopping with that particular 
retailer, by making them feel confident they can find every 
product they need in one place, and that they can get all 
of them in time. Best Buy, which is offering free shipping 
through Dec. 25 and free next-day shipping on orders of $35 
or more, has a section on its website where customers can 
see what day they need to place orders to receive products in 
time for holidays like Hannukah, Christmas and Kwanzaa, 
depending on where they are shipping to.
  “There’s a big education process with a lot of these benefits, 
and you are not going to be able to convert quite as well 
if consumers don’t know about it going in,” said Andrew 
Lipsman, e-commerce analyst at eMarketer.
  Retailers trying to entice customers with free shipping 
options during the holidays isn’t entirely new. But, retailers 
have been able to tout fast delivery as more of a differentiator 
this year as more them have finally invested enough in 
fulfillment that they can offer same or next-day delivery, or 
buy online, pick up in-store. Walmart just introduced free 
next-day delivery in select markets earlier this year, while 
Target first only introduced same-day delivery after acquiring 
Shipt in 2017.
  “Last year, in particular, we saw an arms race in retailers 
offering new fulfillment options and promoting that heavily 
across platforms,” said Bill Duffy, associate director at 
research firm Gartner. Last year, in an annual study of nearly 
100 retailers’ holiday promotions, Gartner found that about 

(Continued on Page 3)

RETAILERS FOCUS ON DELIVERY AHEAD OF HOLIDAYS
ADVERTISER NEWS
  Home Depot has reported that its financial results have 
been negatively affected by an increase in shrink. CNBC 
says the retailer is not alone, as the National Retail 
Federation reports that organized retail crime cost the 
industry between $778,000 per $1 billion in sales in 2018... 
Bumble Bee Foods, the canned seafood brand, filed for 
bankruptcy protection — crushed by the weight of legal 

expenses “stemming from its involvement in 
a conspiracy to fix prices on canned tuna,” as 
The Wall Street Journal reports. It plans to 
sell its assets to Taiwan-based FCF Fishery 
Co. for $925 million. Bumble Bee’s current 
owner, private equity firm Lion Capital, 
bought the company for $980 million in 2010. 
Axios says Bumble Bee’s sales took a hit as 
consumer appetite for canned tuna waned. But 
ultimately its scheme with competing brands 

to keep prices of canned tuna artificially high — which drew 
a hefty criminal fine and customer lawsuits — pushed the 
company into bankruptcy... J.M. Smucker has signaled that 
improving demand in its coffee and snack segments would 
counter weakness in its premium dog food business, helping 
investors look past the Jif peanut butter maker’s lowered full-
year forecast, Reuters reports. Smucker has been investing 
heavily in its pet food business, making acquisitions to 
remain competitive in the fast-growing space. The company 
has added brands such as Milk Bone and celebrity chef 
Rachel Ray’s Nutrish through the acquisition of Big Heart 
Pet Brands and Ainsworth Pet Nutrition to bolster sales... 
Target is taking a unique approach to private labels by 
creating brands that consumers recognize and that also offer 
more affordable items than third-party brands. The strategy 
has proven successful: Target boasts more than 40 private-
label brands, and it saw apparel sales grow by more than 10 
percent in the most recent quarter on A New Day, Goodfellow 
& Co., and other private labels that account for nearly all of 
the retailer’s clothing offerings... Ahold Delhaize is trying out 
lunchbox, a small-format concept with cashierless checkout 
technology in Massachusetts, Supermarket News reports. 
The store allows shoppers to scan in as they enter and walk 
out with their purchases without stopping to check out... Jack 
in the Box is testing digital menu boards and back-of-house 
improvements as part of a plan to cut its average transaction 
time by one minute, particularly at the drive-thru, Nation’s 
Restaurant News reports. The chain also plans to invest in 
a smartphone app that allows patrons to see the menu, order 
and pay ahead... The latest Tesla vehicle was unveiled to a 
crowd at the company’s California studio last week, with the 
basic version of the Cybertruck set to retail for $39,900 and 
top-end models topping out near $70,000. Tesla CEO Elon 
Musk introduced the sharp-angled electric vehicle, which 
many observers said looks nothing like a pickup, and shook 
off a failed test in which an object broke a window that was 
supposed to be unbreakable, CNN reports.
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FOR NEWS, AMERICANS FAVOR MOBILE DEVICES
  Americans continue to be more likely to get news through 
mobile devices than through desktop or laptop computers. 
Roughly six-in-ten U.S. adults (57%) often get news this 
way, compared with 30 percent who use a desktop or laptop 
computer, according to a Pew Research Center survey.
  The share of Americans who often get news on a mobile 
device is more than double the 21 percent who did so in 
2013, the first time Pew asked this question. At the same 
time, the portion of Americans who often get news on a 
desktop or laptop computer has remained relatively stable.

  Mobile also outpaces desktop when it 
comes to more occasional use of digital 
devices for news. Eight-in-ten U.S. 
adults get news on mobile devices either 
sometimes or often. By comparison, 
six-in-ten Americans get news using 
a desktop or laptop computer at least 
sometimes. Overall, a majority of U.S. 
adults (82%) get news online at least 
sometimes, whether from mobile devices 
or desktop or laptop computers.
  Younger adults are far more likely than 

their elders to often get news on a mobile device. About 
seven-in-ten (72%) adults 18-29 often get news this way, 
compared with 38 percent among those 65 and older. 
Conversely, those 65 and older are more likely to often get 
news on a desktop or laptop computer than those 18-29 
(34% vs. 23%).

OPENING STORES A PRIORITY FOR DTC BRANDS
  An overwhelming majority of direct-to-consumer brands 
report they are profitable, and looking to expand globally. 
That’s according to new research by the Interactive 
Advertising Bureau (IAB), which also found that DTC 
brands using diversified media channels — including online 
and print display ads, direct mail and television — in pursuit 
of their next waves of growth.
  Results from Disruptor Brands: Founders Benchmark 
Study show that in contrast to the most recent set of high-
valuation startups, direct brands are focusing on profitability 
and customer satisfaction ahead of market share. Ninety 
percent of surveyed DTC brands state they are already 
profitable, taking an average of about three years to achieve 
profitability. The findings suggest the vast majority of 
disruptor brands are building organizations to last: Only 15 
percent cite that being acquired is a long-term goal.

U.S. HOME SALES JUMPED 1.9% IN OCTOBER
  Americans took advantage of lower mortgage rates and 
purchased more homes in October, though sales were held 
back by a shortage of available properties.
  The National Association of Realtors says sales of 
existing homes rose 1.9 percent last month to a seasonally 
adjusted annual rate of 5.46 million. That’s 4.6 percent higher 
than a year ago, suggesting that lower borrowing costs are 
bolstering the housing market.
  Still, the data shows a mixed picture. Housing, including 
home construction, has picked up this year and fueled 
economic growth in the July-September quarter for the first 
time in nearly two years. Economists expect it will boost 
growth in the current quarter as well.

NETWORK NEWS
  A return of Saturday Night Live’s most popular former cast 
members as hosts usually drive strong ratings, and this past 
weekend was no exception. The Nov. 23 edition of SNL, 
with alum Will Ferrell in his fifth turn as host, delivered a 4.3 
Live+Same Day household rating in the 44 local metered 
markets and a 2.0 adults 18-49 rating in the 25 markets with 
local people meters. That was up from the previous week’s 
episode, which had Harry Styles as host and musical guest 
(3.9, 1.6). Last time Ferrell hosted SNL in January 2018, he 
lifted the venerable program to season high ratings... For a 
second year in a row, NBC is shaking up 
the judging panel on summer juggernaut 
America’s Got Talent. Deadline reports 
that new judges Gabrielle Union and 
Julianne Hough won’t be returning next 
summer. Set to come back as judges 
are AGT staples Simon Cowell, who is 
also the show’s creator and executive 
producer, and Howie Mandel. Union 
and Hough joined AGT in Season 14, 
which aired this past summer. This is 
only the second time in the history of the 
show that a judge exits after a single season. The first time 
was after AGT’s maiden cycle when original judge Brandy 
Norwood was replaced by Sharon Osbourne... NBC has 
put in development Falling/Apart, a single-camera comedy 
written by Steve Basilone (The Goldbergs). Falling/Apart 
is a time-bending comedy that concurrently explores the 
beginning and the end of a romantic relationship... Fox has 
handed a put pilot commitment with a big penalty to Football 
Book Club, a multi-camera comedy from Robert Horn 
and Scott Ellis, and former New England Patriots wide 
receiver Malcolm Mitchell. Written by Horn, Football Book 
Club is inspired by Mitchell’s experiences. In the comedy, 
when a career-threatening injury sidelines professional 
football wide receiver Lawrence Lasalle, a trip to an Athens, 
Georgia, bookshop unexpectedly lands him as the only 
male in an all-female Southern book club, started by recent 
suburban widow Nancy Leverett. These two opposite lives 
collide at a time of major transition for both, as a surprising 
relationship forms, bonding a group of opinionated Southern 
women with an all-star athlete from an entirely different walk 
of life and with an entirely different social perspective... The 
Price is Right has a couple of primetime specials on CBS, 
as the SEAL Team cast turns up on one episode and Seth 
Rogen on another. The Price is Right at Night: A Holiday 
Extravaganza With the Cast of SEAL Team is on at 8 PM 
(ET/PT) on Dec. 22, and The Price is Right at Night: A 
Holiday Extravaganza With Seth Rogen is on Dec. 23... 
The long-awaited merger of CBS and Viacom, which reunites 
companies controlled by National Amusements for the first 
time since 2006, is expected to close in the next couple of 
weeks. Christina Spade, the CFO of CBS, will retain that 
title when the company merges with Viacom. Last week 
CBS confirmed its stock will be delisted on the New York 
Stock Exchange when the merger is closed. ViacomCBS 
shares will trade on the NASDAQ under the ticker symbols 
VIACA and VIAC, the company said, confirming plans first 
laid out in October. Investors don’t yet seem persuaded: 
Shares of both companies are down since the combination 
was formalized in August.
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I’d like to put money on 
Kelly Clarkson hosting 
the Emmys next year. 
I have a feeling her old 

Tweets will hold up.
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BLOOMBERG’S SINGLE-WEEK TV AD BUY: $33M
  Former New York City Mayor Michael Bloomberg plans to 
drop a staggering $33 million on national and local television 
ads ahead of his presidential campaign.
  The spots are scheduled to run in 99 cities across the country 
from Nov. 23 to Dec. 3, according to the media intelligence 
firm Advertising Analytics.
  “Only Tom Steyer has spent more on TV ads, he’s at $38 
million, but has been running ads since July,” Advertising 
Analytics analyst Ben Taber told The New York Post, 
referring to the other billionaire in the race.

  “Warren and Sanders are the next two 
largest advertisers, and they are both 
under $8 million each. So in one week 
Bloomberg has just about leapfrogged 
the whole field,” Taber said, referring two 
of the frontrunners, Massachusetts Sen. 
Elizabeth Warren and Vermont Sen. 
Bernie Sanders.
  The bulk of the ad buy — more than $6 
million — will air nationwide. The biggest 
markets by city are New York, with $2.3 
million, Los Angeles with $1.9 million and 

Houston with $1.2 million.
  Bloomberg will also put $1.16 million into advertising in the 
Dallas-Fort Worth area. That spend includes one-minute 
spots with local station WFAA, according to FCC filings.
  He’ll also target President Trump’s turf with $308,000 in 
West Palm Beach and Fort Pierce, Fla.
  Bloomberg has already committed to pouring $15 million to 
$20 million on a voter registration drive in battleground states 
to help the Democrats beat President Trump in November. 
That’s in addition to the $100 million he’s pledged to spend 
on anti-Trump spots in the battleground states.

THIS AND THAT
  Insiders say Facebook is considering an increase to rules that 
govern the size of a group a political ad can target in the face 
of criticism that its policies allow politically motivated groups 
to aim misleading ads at small populations. According to The 
Wall Street Journal, the company is looking at increasing 
the required targeting number to several thousands from its 
current minimum of 100... WeWork has appointed former 
Publicis Groupe CEO Maurice Levy as Interim Chief 
Marketing Officer and Chief Communications Officer as part 
of a turnaround plan. WeWork has been in turmoil for months 
after questions arose about the company’s value earlier this 
year as it prepared to file a since-withdrawn IPO.
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My 9-year-old just made 
a ‘protein shake’ out of 
milk, cookies and ice 

cream. I’m making him 
my new nutritionist.
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WFA: MARKETERS EYE IN-HOUSE PROGRAMMATIC
  On the heels of a report from the American Association of 
Advertising Agencies (4As) asserting that the trend toward 
clients in-housing their programmatic media-buying has been 
“sensationalized,” a new study of some of the world’s biggest 
marketers by the World Federation of Advertisers (WFA) 
indicates that more than twice as many aspire to bring their 
programmatic media buys in-house than plan to outsource it.
  The WFA study, which was conducted in the first quarter 
by OxfordSM, surveyed executives at 21 global marketers 
representing a total of $32 billion in annual marketing 
expenditures.
  Asked what their aspirations were for 
handling programmatic media buys in the 
future, half said they see no change, while 
36 percent plan more in-housing and 14 
percent plan more outsourcing.
  On the bright side, plans for traditional 
media are far more status quo. Two-
thirds plan no change in how traditional 
media buys are handled, while 20 percent 
anticipate even more outsourcing. Only 13 
percent plan to bring more of it in-house.
  “The well documented trend towards in-sourcing is backed 
up by this research,” the WFA report noted, adding: “All 
companies have in-house capabilities in place or a mix of in-
house and outsourced capabilities.”
  Asked how they currently handle media, only 5 percent said 
it’s currently entirely in-house, although 20 percent said they 
had a “mix” of in-house/outsourced service for programmatic, 
and a 10 percent mix for traditional media-buying.

RETAILERS FOCUS ON DELIVERY PRE-HOLIDAYS
(Continued from Page 1)
20 percent temporarily removed free shipping minimums.
  Although more and more people are doing their holiday 
shopping online, many customers are afraid of not getting 
an online order delivered in time, and as such, are going to 
go with the retailer they feel most confident can fulfill their 
order in time, according to Lipsman. During the 2017 holiday 
season, UPS had to issue a warning in early December that 
many deliveries were running a day or two behind schedule, 
as it was processing a record-high number of packages.
  As such, both Lipsman and Duffy said that last year more 
retailers started pushing holiday promotions that emphasized 
click and collect, and expect the trend to continue this year 
with the compressed holiday season.

AT&T TV ‘PILOT’ LAUNCHES IN 4 MORE MARKETS
  AT&T has quietly launched the streaming version of its 
premium DirecTV satellite TV service, AT&T TV.
  AT&T tells Multichannel News the service became 
available last week in New York City, Seattle, Minneapolis 
and Miami. In August, AT&T began “piloting” the service 
in nine markets; Orange and Riverside, Calif.; Topeka and 
Wichita, Kan.; El Paso, Odessa and Corpus Christi, Texas; 
St. Louis; Springfield, Mo.; and West Palm Beach, Fla.
  The self-installed streaming service, which starts out for 
$59.99 a month for the first year with a 24-month contract, 
ships with an Android TV-powered set-top. After the first 
12 months, the price of this entry-level “Entertainment” tier 
elevates to a very linear-pay-TV-like $93 a month.


