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UNIQUE SEASON AWAITS SHOPPERS, RETAILERS
  As plans change on a daily basis related to COVID-19 
developments, it will be imperative that retailers align their 
plans with the new circumstances that consumers find 
themselves in, according to Nielsen.
  As travel constraints and health rules force smaller 
gatherings this holiday season, spending patterns will no 
doubt be different compared with years past. With this in 
mind, Nielsen has identified five groups of shoppers that 
will emerge during the 2020 holidays. They are:
  1.  Constrained and Restricted: Already financially 
constrained or newly constrained, having suffered income 
loss as a result of COVID-19, these consumers have less 
money to spend. Due to local restrictions 
to travel, business openings and social 
interaction, these consumers also have 
less freedom to physically congregate 
and shop for their holiday needs. As a 
result of limited physical shopping, they 
may have less opportunity to shop around for the best deals 
and assortment.
  2.  Constrained but Free: Already financially constrained 
or newly constrained, having suffered income loss as a 
result of COVID-19, these consumers have less money to 
spend. They are likely to have a savings mindset as they 
prepare for the festive season, but because they have 
no physical restrictions, they will have more freedom to 
celebrate with others and to seek the right products and 
price points to suit their needs.
  3.  Cautious Middle: Not yet impacted financially, and 
their celebrations unlimited by physical restrictions, these 
consumers hold fears for what might be in store in the near 
future. They’re more likely to be cautious spenders and may 
prioritize occasion and gift giving with only those closest to 
them.
  4.  Insulated but Restricted: These consumers aren’t 
financially impacted by COVID-19, but their festivities will 
be affected by local physical restrictions. Smaller gatherings 
may curtail normal spending and encourage self-indulgent 
celebrations. Financial flexibility will drive these consumers 
to splurge in some ways to compensate for experiences 
that are no longer possible (e.g., travel).
  5.  Insulated and Free: These consumers aren’t 
financially impacted by COVID-19, but while their own social 
interactions may not be restricted, their typical celebrations 
may be affected by those unable to be with them this year. 
These consumers are likely to spend the most freely and 
to exhibit pre-COVID-19 holiday behavior. Many will be 
compensating for luxuries forgone earlier in the year, and 
may be more inclined to help those less fortunate, especially 
those close to them.
  As plans change on a daily basis related to COVID-19 
developments, it will be imperative that companies align 
their plans with the new circumstances that consumers find 
themselves in, Nielsen advised.

NIELSEN IDENTIFIES 5 SPENDING GROUPS FOR HOLIDAYS
ADVERTISER NEWS
  Ford Motor, which stopped reporting U.S. monthly sales 
nearly two years ago, has reversed course and will release 
monthly figures for the “foreseeable future,” Automotive 
News reports. Ford says it wants to give investors more 
detail on its U.S. performance during the pandemic. Fiat 
Chrysler Automobiles, Ford and much of the rest of the 
industry followed General Motors in switching to quarterly 
reporting... Meanwhile, Ford’s Lincoln brand has earned an 
interesting — and potentially dubious — distinction, the only 
major luxury brand to abandon the passenger car segment 
entirely. The last Lincoln Continental sedan rolled off the 
line Friday. At this point, Lincoln is following the lead of its 

parent, as Ford has killed off all of its 
passenger car models with the exception 
of the Mustang... Kohl’s has unveiled 
plans for a new store in Napa, Calif., as 
part of a new shopping center set to open 
in early 2022. The 55,000-square-foot 

store will replace the city’s larger Kohl’s... A higher-than-
forecast 1.9% increase in U.S. retail sales in September 
shows consumers are still interested in shopping and 
could bode well for the holidays. “Strong growth in retail 
sales during the last few months points to the resiliency of 
consumers even in this disruptive pandemic environment,” 
NRF Chief Economist Jack Kleinhenz said... Online sales 
for Ahold Delhaize’s grocery chains in the U.S. were up 
114.7% in the latest quarter as customers at Food Lion, 
Giant, Hannaford and Stop & Shop opted for pickup and 
delivery rather than shopping in stores... Hudson Group, 
the airport retail chain, plans to gradually reopen 700 of 
its 1,000 locations. The retailer had 300 locations open for 
business at the end of October. Sales in North America were 
down 75% in the latest quarter... 7-Eleven may be getting 
ready to sell off some locations as part of an acquisition. In 
August, Marathon Petroleum entered into an agreement to 
sell the 3,900-store Speedway chain to Seven & i Holdings, 
parent company Texas-based 7-Eleven. The deal would 
leave Seven & i with some overlap between 7-Eleven and 
Speedway stores, which it’s looking to address by divesting 
up to 300 gas stations, according to Reuters... Pet Valu 
plans to “wind down” its U.S. operations due to the severe 
impact from COVID-19. The specialty retailer of pet food 
and supplies will close all its 358 stores and warehouses in 
the U.S., as well as its corporate office in Wayne, Pa., with 
going-out-of-business sales to start in the coming days. 
Effective immediately, Pet Valu’s U.S. e-commerce site will 
no longer accept orders... Dollar General will have a pre-
holiday sales event on Nov. 13 with specials across its nearly 
17,000 stores and online, the retailer says. The retailer’s 
discounts span across various categories, including beauty, 
toys, holiday decorations, baking essentials and crafts, 
per the company announcement. The company is also 
offering deals on select items such as Lego, electronics 
and children’s books.
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NFL DOWN 8% IN AVERAGE GAME VIEWERSHIP...
  Halfway through the season, through eight weekends so 
far, the National Football League has seen an 8% decline 
in Nielsen-measured viewership versus a year ago to 14.5 
million viewers per game, Television News Daily reports.
  Analysts and network executives attribute the decline to 
an overload of sports TV competition due to the end-of-
the-season NBA playoffs and finals and Major League 
Baseball’s World Series TV games.
  In addition, issues arising from the COVID-19 pandemic 
have forced a rescheduling of some Fox and CBS Sunday 

games from Sunday time slots to Monday 
or Tuesday night-time periods.
  Through eight weekends, NBC’s 
Sunday Night Football is 17% lower to 
16.1 million viewers. ESPN’s Monday 
Night Football posted one of the 
better NFL TV franchise performances, 
dropping just 1% to 11.2 million viewers.
  Comparing four games played so 
far this year to five games a year ago, 
Fox/NFL Network’s Thursday Night 
Football has fallen 15% to 12.8 million 

viewers. In 2019, through eight games, the NFL averaged 
15.8 million. That’s up 6% versus a similar period during the 
2018 season.
  Through two months of the 2020 NFL season, iSpot.tv 
estimates national TV advertising spend is at $2.1 billion, 
virtually the same as a year ago. iSpot.tv calculates total NFL 
impressions are down 61.3 billion from 77.9 billion in 2019.

... WHILE NFL STREAMING USAGE CLIMBS 41%
  National Football League broadcast TV ratings have 
continued this season what has become a long, steady 
decline, dropping 10% collectively across CBS, Fox, ESPN 
and NBC, through the first four weeks of the 2020 pro football 
campaign, according to Sports Business Daily.
  But in its third-quarter State of Streaming report, research 
company Conviva releases NFL viewership data that seems 
to fly in the face of that downward trend. 
  Overall viewing of the NFL is up 41% on streaming platforms 
this season, Conviva said in a report released last week. The 
biggest spike in streaming NFL usage is via connected TV, 
which has seen a 38% spike. Mobile viewing is up only 15%.
  Streaming viewership of NFL games is up most in the 
daytime — 63% vs. the 2019 season. NFL streaming is up 
only 32% for primetime games.

THIS AND THAT
  Private job creation showed a sharp deceleration in 
October as the U.S. economy struggled against a resurgent 
coronavirus pandemic, according to a report yesterday by 
ADP. Companies added 365,000 positions for the month, 
well below the 600,000 estimate from a Dow Jones 
economist survey. That was the lowest reported gain from 
ADP since July... Record-low rates for both larger loans and 
low down-payment loans drove an increase in mortgage 
demand last week. Total mortgage application volume rose 
3.8% compared with the previous week, according to the 
Mortgage Bankers Association’s seasonally adjusted 
index. The demand was fueled by refinances, which rose 
6% for the week and were 88% higher annually.

NETWORK NEWS
  NBC won the Tuesday ratings race in viewers 18-49, as the 
networks hustled to cover Election Night. NBC posted a 1.7 
in that demo, per the Nielsen overnights, and a 7 share. That 
topped ABC’s 1.5/6. Fox had a 1.2/5 and CBS a 1.1/5. ABC 
had the most total viewers at 5.9 million. NBC had 5.7 million, 
CBS had 4.4 million and Fox tallied 3.6 million. NBC started 
Decision 2020 at 7 PM, as did ABC’s Your Voice/Your 
Vote and CBS’s CBS News 2020: Election Night. Fox’s 
Democracy 2020 began at 8 PM. Each network’s coverage 
extended beyond primetime... There will be a new face on 
the upcoming 17th season of Grey’s 
Anatomy. Mackenzie Marsh (Charmed, 
Will & Grace) is set for a recurring role 
on ABC’s flagship drama series. Grey’s 
Anatomy stars Ellen Pompeo, Justin 
Chambers, Chandra Wilson, James 
Pickens Jr., Kevin McKidd, Jesse 
Williams, Caterina Scorsone, Camilla 
Luddington, Kelly McCreary, Kim 
Raver and Giacomo Gianniotti. Season 
17 of Grey’s Anatomy premieres at 9 PM 
Thursday, Nov. 12.

AT&T LOOKS TO SHED U-VERSE TV, AT&T TV NOW
  AT&T reportedly wants to divest more than just DirecTV. 
According to CNBC, the telecom is also looking at possibly 
selling minority stakes in two of its other pay-TV platforms, 
virtual MVPD AT&T TV Now, and its legacy U-verse TV 
service.
  The telecom’s AT&T TV service, launched earlier this year, 
isn’t mentioned in the report.
  The New York Post reported last month that AT&T was 
talking to Apollo Management and other private-equity 
firms about a “fire sale” deal that would unload the DirecTV 
satellite TV business for around $15.75 billion. AT&T paid 
nearly $67 billion for it in 2015, factoring in debt.
  CNBC reported Tuesday that AT&T is talking to the same 
private-equity companies about taking stakes ranging from 
30% to 49% in AT&T TV Now and U-verse TV.
  Final bids are reportedly due in December.

THERE’S AN URBAN EXODUS TO SMALLER CITIES
  Now that more Americans can work and attend school from 
anywhere, they are increasingly looking to leave large urban 
centers for smaller, less dense cities with cheaper housing, 
CNBC reports.
  As different real estate entities try to measure the migration, 
certain cities are standout destinations.
  Santa Barbara, Calif.; Louisville, Ky.; and Buffalo, N.Y., 
are seeing big net inflows. This is the number of people 
looking to move in minus the number of people looking to 
leave, according to a study of online home search results 
by Redfin.
  Santa Barbara’s net inflow increased by 124% in the third 
quarter compared with the same period a year earlier. 
Louisville saw a 113% increase, and Buffalo a 107% gain.
  Redfin’s list includes El Paso, Texas; Burlington, Vt.; and 
Tulsa, Okla. Tulsa has a program, Tulsa Remote, that 
pays people to move to the city and work remotely. Most 
of the destination cities have relatively low housing costs 
compared with larger metropolitan areas.
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‘No way I’m going to stand 
in line for hours just to vote!’ 
says the person who camped 

out for Blink-182 tickets.
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TVISION RAISES $16M, EYES CTV MEASUREMENT
  TVision is building what its team hopes will become the 
standard for measuring streaming viewership — and to 
accelerate those efforts, it’s raised $16 million in new funding, 
TechCrunch reports.
  The New York City startup started by measuring traditional 
TV viewing, using webcams to determine whether viewers 
were actually paying attention to the ads. More recently, 
it’s launched a solution focused on connected TVs, where 
co-founder and CEO Yan Liu said there’s no standard 
measurement.

  “What I’ve found is that in streaming, 
there’s no such thing called a TV rating,” 
he said. “There’s no good currency, per 
se, in the industry.”
  Partly, that’s because the large players 
like Netflix and Disney+ are subscription-
based, rather than ad-supported, so they 
have little incentive to work with third-
party measurement firms.
  Liu also said that the measurement 
solutions currently in the market are 
largely limited to tags — an approach 

that allows advertisers to measure how widely their ads were 
seen, but doesn’t show them how their performance stacks 
up against industry benchmarks or competitors.

SINCLAIR POSTS SUBSTANTIAL $4.2B LOSS IN Q3
  Sinclair Broadcast Group posted a $4.18 billion Q3 
operating loss due to regional sports networks issues including 
subscriber erosion, the loss of two major distributors, and 
overall issues related to the COVID-19 pandemic.
  Chris Ripley, president and CEO of Sinclair, stated in 
an earnings release: “COVID-19 has also exacerbated 
subscriber churn, which has impacted results.”
  With regard to its RSNs, virtual pay-TV providers — Hulu 
+ Live TV and YouTube TV — recently dropped Sinclair’s 
RSNs, which represented a 10% subscriber reduction.
  For all of Sinclair’s business — TV stations and RSNs — 
political advertising was expectedly strong in Q3, coming 
in at $106 million versus $6 million in the non-presidential 
election Q3 2019 period.
  Total advertising for Sinclair TV stations was $344 million, 
up 12% from $302 million a year ago.
  Sinclair estimates the final three months of 2020 — the 
fourth-quarter period — will pull in $310 million to $326 million 
in core advertising and $194 million in political advertising. 
For its TV stations and RSNs, the company expects a total 
$503 million to $520 million in advertising.
  Overall, Sinclair revenue grew 37% to $1.5 billion from 
$1.13 billion a year ago. Total distribution revenue rose 42% 
to $1 billion, total advertising was up 32% to $500 million.
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You don’t have to make the 
same mistakes your parents 
made. An ambitious person 

makes new mistakes.
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SURVEY: HOLIDAY SHOPPERS LOOKING ONLINE
  Customers plan to make an increasing portion of their 
holiday purchases online, including Black Friday deals.
  Consumers plan to make an average of 67% of holiday 
purchases online this year, according to the third annual 
Holiday Gifting Survey from e-commerce platform 
Tophatter. This is a 20% increase from the average of 56% 
of holiday purchases respondents reported making online 
in the 2019 edition of the survey.
  More than half (54%) of respondents say they rarely or 
never attend Black Friday sales in-person, while 22% will 
attend if there is a discount or item they 
cannot pass up. Sixteen percent usually 
attend a Black Friday event in-person, 
but will skip this year to socially distance. 
Fewer than one in 10 (8%) respondents 
said they would never miss attending 
Black Friday sales in-person.
  Somewhat surprisingly, more than 
four in 10 (44%) respondents said the 
COVID-19 pandemic will not change their 
holiday shopping plans much, if at all. 
Another 30% said they are buying fewer 
gifts because they have less money or are on a tighter 
budget this year, while 7% buying more gifts because their 
loved ones need to be cheered up. Nineteen percent are 
shopping for the holidays earlier than usual due to the 
pandemic.
  Taking a broader look at holiday shopping windows, 
the survey found 37% of consumers did not plan to start 
holiday shopping until November, while 34% of people 
started in September and October and 11% plan to begin in 
December. Fourteen percent of respondents holiday shop 
all year, stockpiling gifts, while 4% do not plan to do any 
holiday shopping in 2020.

THANKSGIVING SPENDING PLANS REMAIN INTACT
  This year, nearly three-quarters of U.S. consumers aim 
to spend the same or more as last year for Thanksgiving 
items, with more than 80% saying it’s important to celebrate 
the holiday in spite of the COVID-19 pandemic, a survey 
from NCSolutions (NCS) finds.
  Among 2,024 U.S. adults polled Oct. 17-19, 73% said they 
expect to increase or maintain their Thanksgiving spending 
in 2020, with 15% planning to spend more than last year 
and 58% planning to spend the same amount. Twenty-
seven percent reported they expect to spend less this year.
  New York-based NCSolutions, which specializes in 
advertising efficacy, noted that the coronavirus crisis doesn’t 
appear to be dissuading shoppers from purchasing their 
Thanksgiving goods in stores, as 80% of those surveyed 
said they plan to shop that way.
  Nineteen percent indicated they would buy online for 
delivery, while 15% aim to use curbside pickup. Consumers 
were able to choose more than one purchasing method in 
the poll.
  In terms of the shopping venue, 67% respondents said they 
plan to do their Thanksgiving shopping at grocery stores, 
58% at superstores and 26% at warehouse clubs. Sixty-five 
percent report they will start “turkey day” shopping at the 
same time as last year, compared with 26% saying they’ll 
begin earlier and 9% planning to shop later than last year.


