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COMPANIES SEEK COST-EFFECTIVE AD STRATEGY
  While many brands have been focused on cutting costs 
during the pandemic, a new generation of direct-to-
consumer (DTC) brands saw an opportunity to reach a 
captive audience via their televisions, Adweek reports.
  More than 1,200 DTC brands this year to date, beginning in 
March, are new to television and are in full experimentation 
mode, according to Sean Muller, CEO and founder of TV 
ad measurement firm iSpot.tv. In fact, more than any other 
TV advertising category, “the whole direct-to-consumer 
sector continues to show growth,” including in fourth-
quarter holiday-themed spending, said Peter Olsen, EVP 
of ad sales at A+E Networks.
  Some companies that began airing ads include men’s 
apparel brand Mack Weldon, shapewear marketplace 
Shapermint and athleisure brand Vuori. 
According to iSpot.tv, Mack Weldon 
has spent $1.87 million on TV this year, 
Shapermint has spent $1.2 million and 
Vuori, which started TV advertising most 
recently, has spent $310,000.
  Muller cited the pandemic — which 
boosted sales of these digitally native 
brands while increasing the flexibility of TV ad pricing, 
commitment and placement — as the driver behind the 
influx of DTC companies. He also pointed out that these 
newer entrants have already seen the success that more 
mature DTC brands such as Carvana and Chewy have 
had by advertising on TV.
  “Earlier in the year, we saw a steady increase in demand 
for our products, driven partially by the increase of people 
working remotely and the shifting preference for casual 
wear,” said Alieu Fye, Mack Weldon’s senior director of 
performance marketing and acquisition. “This increase, 
combined with a pullback in marketing spend from many 
retailers and businesses, gave us some flexibility to expand 
into new areas to reach new customers.”
  For all three brands, the main goal was to connect with 
more people in a cost-effective way, which is particularly 
important during a pandemic.
  “The natural response may be to pull back for both the 
advertiser and for the customer on items with a higher 
price point,” said Nikki Sakelliou, Vuori’s VP of marketing. 
“People are spending more time at home than ever, and 
it felt like a great opportunity to invest in as part of our 
advertising strategy.”
  Prior to the pandemic, Vuori was more focused on direct-
response advertising on social. But through advertising on 
TV, it could reach a larger audience with more in-depth 
brand and product storytelling, said Sakelliou.
  Shapermint’s thinking was along the same lines. “As our 
brand grows, it’s important to aim to reach the audience 
through multiple mediums with different communications

(Continued on Page 3)

DTC BRANDS FINDING NEW AUDIENCES VIA TELEVISION
ADVERTISER NEWS
  The Boeing 737 Max is nearing clearance to fly again after 
a 20-month ban prompted by two fatal crashes that sent 
the company into a crisis, but the planes are returning to a 
different problem. The coronavirus pandemic has roiled airline 
finances around the world, hurting demand for new planes and 
helping to drive up cancellations and deferrals. Boeing has 
lost $3.45 billion this year through the end of September and 
analysts don’t expect it to get to positive free cash flow until 
the end of next year... Walmart posted a 6.4% gain in same-
store sales, above the 3.9% consensus, and earnings per 
share came in at $1.34, above the $1.18 that analysts were 
expecting. The retailer saw online sales jump 79% during the 
quarter. “We’re convinced that most of the behavior change 
will persist beyond the pandemic and that our combination 

of strong stores and emerging digital 
capabilities will be a winning formula,” 
CEO Doug McMillon said on Walmart’s 
earnings call... Kohl’s reported a 13.3% 
decline in sales during Q3 as consumers 
continue to cut back on purchasing 
apparel. The latest report did, however, 
show improvement over recent quarters. 

The chain’s sales fell 22.9% in Q2 and 43.5% in the first. The 
retailer reported that its online business remained strong and 
that it showed an improvement on its profit margins... Pepsi 
has launched a new cola that includes cinnamon and apple 
flavoring in time for Thanksgiving. The brand is giving its fans 
an opportunity to get the new drink by submitting a photo 
or video on Twitter or TikTok of failed attempts to make a 
turkey with the hashtag #PepsiApplePieChallenge... Casper 
yesterday reported that Q3 net revenue decreased 3.3% 
year over year to $123.5 million, which CEO Philip Krim 
attributed largely to supply challenges leading to significant 
out of stocks in its direct-to-consumer and retail partnership 
channels. The online mattress brand said its DTC revenue 
decreased 11.4% to $89.9 million, while its retail partnership 
revenue increased 28.3% to $33.6 million. Casper’s net 
loss was $15.9 million, an improvement of 31.1%, or $7.2 
million, from last year... Best Buy is now offering same-day 
delivery at nearly all U.S. locations via Instacart. Customers 
have access to a selection of electronics and tech products 
for same-day delivery, including laptops, TVs, home office 
essentials, headphones, tablets, gaming, smartwatches, 
streaming media players, and small appliances. Instacart 
has been steadily diversifying its roster of retailers beyond 
its core offering of on-demand grocery delivery... The Home 
Depot reported a strong quarter as it continues to benefit 
from consumers’ increased spending on home-improvement 
projects amid the pandemic. Net income rose 24% to $3.43 
billion, up from $2.77 billion in the year-ago period. Sales 
rose 23.2% to $33.54 billion, topping analyst expectations of 
$32.04 billion. Digital sales increased 80%, with customers 
picking up about 60% of their orders in stores. Home Depot’s 
U.S. same-store sales surged 24.6% in the quarter.
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AVAILS
  WKMG-TV, the CBS affiliate in SUNNY Orlando, Fla., 
has an opening for an Account Executive with a minimum 
of 3-5 years of TV/digital sales experience. Must 
enjoy working in a collaborative and communicative 
environment and be highly motivated. Ideal 
candidates will bring a proven track record of 
producing revenue on TV/digital platforms, strong 
new business development experience and the 
ability to negotiate effectively with strong closing skills. 
Please send your resume to asawyer@wkmg.com to apply 

now. EOE.
  It’s fun to work in a company where 
people truly believe in what they are 
doing! WJET in Erie, Pa., seeks a 
dynamic Local Sales Manager with 
a minimum of three (3) years of sales 
management experience. We are 
looking for a sales leader who creates 
a positive culture for success through 
leadership, clear direction, teaching, 
motivating and evaluating the sales 
efforts of our Local team. Bachelor’s 

degree in Marketing/ Communications or an equivalent 
combination of education and work-related experience 
needed. CLICK HERE to apply. EOE.
  Sports production and distribution group seeks a person 
to obtain sponsorships for live D-2 college basketball and 
football for the 2020-21 -22 seasons. Candidates should have 
background and proven expertise to reach out to companies 
for sponsorship opportunities doing business primarily in 
the N.C., S.C., Ga., Va., Tenn. and Fla. markets. This is a 
commission-based position with a success fee for reaching 
sales goals. To apply, email: cdharwood@aol.com. EOE. 
  Are you a dynamic sales leader looking to lead an awesome 
television sales team in the Mid-South with no state income 
tax? WHBQ-TV in Memphis, Tenn., is in search of a 
Director of Sales to lead their top-performing FOX affiliate. 
The ideal candidate will be responsible for managing the 
sales strategies of a multiple media portfolio, and will lead 
a team of sales managers, traffic and account executives. If 
interested, please send your resume to christopher.harp@
cmg.com. EOE.

See your ad here tomorrow! CLICK HERE for details. 

BUICK, JAGUAR TOPS FOR PRE-OWNED VALUE
  Buick ranked as the top mainstream brand and Jaguar 
won in the premium brand category as future vehicle value 
forecaster ALG named the winners of the 2021 Pre-Owned 
Value Awards, or POVAs.
  ALG, the analytics subsidiary of TrueCar Inc., awarded 
its 2021 POVAs to vehicles with the lowest forecast 
depreciation from two to five years of age, during the period 
of 2020 to 2023.
  ALG chief industry analyst Eric Lyman said Buick and 
Jaguar provide the best of both worlds to consumers. He 
said that includes luxury and quality along with the value 
and peace of mind of certified pre-owned program benefits.
  ALG introduced the Micro Utility category for the first time 
with this year’s awards, and the Jeep Renegade took top 
honors.

SURVEY: ROKU LEADS OTT, CTV AD SHARE IN Q3
  Nearly 50% of all programmatic OTT and CTV advertising 
goes to Roku devices, dwarfing other device makers, 
according to a third-quarter 2020 survey from ad-technology 
company Pixalate.
  Roku’s share of advertising is tops, leading OTT and 
CTV devices, with Amazon at a 9% share; Samsung, 6%; 
Apple, 5%; Vizio, 4%; Google and Chromecast, 2%. LG, 
Sony and Microsoft each have a 1% share.
  But competitors are making gains: Looking at the first 
quarter of this year through the third quarter, Apple’s share 
of programmatic ads grew 175%; Vizio, 
up 57%; and Samsung, 55% higher. 
Overall, Roku lost 4% share, and 
Amazon, down 37%.
  At the same time, the research says 
there was a 64% gain in programming 
advertising share for Roku for “premium” 
services in Q3 compared to Q1.
  According to an estimate by 
MoffettNathanson Research, total 
advertising on Roku will be $646 million 
this year.
  Pixalate says overall there was a 70% rise in OTT and 
CTV advertising from Q1 of this year through Q3. Industry 
estimates are that OTT/CTV advertising could reach $5 
billion to $8 billion this year.
  Research also says programmatic OTT and CTV ad-fraud 
traffic was at 21% in Q3, 18% in Q2 and 21.6% in Q1.

NETWORK NEWS
  Transgender actor J.J. Hawkins is set to join the CW’s 
Charmed for the third season. Hawkins will become the 
first trans actor on the reboot of the iconic show. He joins 
the cast in the recurring role of Kevin, a transgender male 
college student. The reboot was created by Constance M. 
Burge and based on the original Aaron Spelling series 
that ran on the WB from 1998-2006. The cast also includes 
Melonie Diaz, Sarah Jeffery and Madeleine Mantock... 
Transparent alumna Alexandra Billings has joined ABC’s 
The Conners for a multi-episode arc in the current third 
season. Billings plays Robin, a transgender woman who 
lives in Lanford and works as a supervisor in the local 
factory. In Season 3, The Conners continue to face the daily 
struggles of life in Lanford. Dan, Jackie, Darlene, Becky and 
D.J. grapple with parenthood, dating, financial pressures 
and aging in working-class America.

IBM: BOOMERS TO FUEL ONLINE HOLIDAY SPEND
  Global consumers are changing how they shop for the 
holidays as the pandemic continues.
  More than 60% of respondents plan to shop online for 
the holidays, according to Home for the Holidays, a new 
survey of more than 12,500 global consumers (including the 
U.S.) from the IBM Institute for Business Value. This is a 
huge year-over-year upswing, as e-commerce accounted 
for only 20% of holiday sales in 2019.
  Much of this growth is driven by baby boomers, who plan 
to buy online 116% more than they did in 2019.
  Meanwhile, 62% of consumers surveyed shopped in-store 
for the holidays in 2019, but only 28% plan to do so in 2020. 
(All metrics are for global shoppers.)
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Rodney Dangerfield

I could tell my parents 
hated me. My bath toys 

were a toaster and a radio.
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HOMEBUILDER CONFIDENCE SETS RECORD HIGH
  The nation’s homebuilders have never been this happy, 
CNBC reports. In November, builder confidence in the 
construction market for single-family homes soared to its 
third record high in as many months.
  Overall builder sentiment hit 90 on the monthly National 
Association of Home Builders’ Wells Fargo Housing 
Market Index. Anything above 50 is considered positive. 
Last November, the index stood at 71. At the start of the 
coronavirus pandemic, in April, builder confidence plummeted 
to 30. Buyer demand has been incredibly and unexpectedly 

strong since then.
  Of the index’s three components, current 
sales conditions rose 6 points to 96. 
Sales expectations in the next six months 
increased 1 point to 89 and buyer traffic 
rose 3 points to 77.
  The NAHB noted that 69% of the 
responses for the November survey were 
received before the election for president 
was called by the media on Nov. 7. The 
election results, therefore, and their 
impact on builder sentiment, will be 

reflected more fully in December’s HMI report.

DTC BRANDS FINDING NEW AUDIENCES VIA TV
(Continued from Page 1)
to build the recognition and to reach new audiences,” said 
CMO and co-founder Massimiliano Tirocchi.
  For all three startups, the results thus far are promising. 
In August, Shapermint began broadcasting its ad campaign 
“Feel Like the Masterpiece You Are” on national television 
networks such as TLC, Hallmark, MTV, Bravo, E! and 
Lifetime. Site visitors who came from TV grew from 19% 
at the end of September, up from 10% in June, and also 
increased overall traffic, Tirocchi said. The shapewear brand 
also learned customers trusted the brand more because of 
its television presence.
  Mack Weldon is also encouraged by its foray into television. 
It began airing ads in June on a number of channels and 
platforms including Bloomberg, CNBC, Discovery, Viacom 
and Hulu. According to Fye, the brand saw a 5% increase in 
site traffic, a number that has fluctuated depending on testing, 
but has steadily increased with the approaching holidays.
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FunnyTweeter.com

My cat walks down the 
steps in front of me like he’s 

the beneficiary of my life 
insurance.
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PACE OF RETAIL SALES EASES IN OCTOBER
  American shoppers boosted their buying more slowly in 
October, another sign the U.S. economic recovery is losing 
steam as coronavirus cases increase across the U.S.
  “We’re going into a difficult winter,” said James Sweeney, 
chief economist at Credit Suisse, pointing to rising 
COVID-19 infections, new local business restrictions and 
dimming prospects for a fresh government relief package 
this year.
  Slowing payroll gains and waning government assistance 
mean “however you cut it we should have weaker consumer 
spending over the next quarter or two 
than we had this summer,” Sweeney told 
The Wall Street Journal.
  The Commerce Department said 
yesterday that retail sales, a measure 
of purchases at stores, restaurants and 
online, rose a seasonally adjusted 0.3% 
in October from a month earlier. That was 
well below a 1.6% increase in September, 
and marked the smallest monthly rise in 
retail sales since May, when spending 
rebounded from sharp declines in the 
early phase of the pandemic.
  While spending on vehicles, electronics and at home-
improvement stores increased last month, sales dipped in 
key categories like grocery store, clothing and restaurant 
spending.
  JPMorgan Chase & Co. said last week its tracker of 30 
million credit and debit cardholders recorded a 7.4% decline 
in spending from a year earlier in the week through Nov. 9, 
the weakest reading since early September.

SURVEY: HOLIDAY SHOPPING STARTED EARLY
  A new survey reveals that holiday shopping has gotten 
off to an earlier start than usual this year and that cash will 
definitely not be king this season.
  As of early November, 59% of holiday shoppers said they 
had started making purchases, up 21% from a decade 
ago, according to an annual survey by the National Retail 
Federation and Prosper Insights & Analytics. More than 
40% of holiday shoppers said they started shopping earlier 
this year than they normally do.
  Retailers’ investments in the health and safety of their 
employees and customers appears to have paid off. A large 
majority (70%) of holiday shoppers said that, given the 
precautions retailers have taken for COVID-19, they have 
felt safe shopping in stores this holiday season.
  Credit cards remain the leading (42%) form of payment 
consumers plan to use this holiday season, followed closely 
by debit cards (41%). Just 15% of consumers listed cash as 
a top form of payment during the holidays, the lowest in the 
survey’s history and likely related to COVID-19, the report 
said.
  In addition, clothing and accessories are the most popular 
gift category, according to 54% of those surveyed, followed 
by gift cards/gift certificates (49%), toys (37%), books and 
other media (34%) and food/candy (28%).
  The 2020 top toys for boys and girls include Lego items 
and PlayStation. Cars and trucks, Hot Wheels and video 
games are also popular gifts for boys. Barbie and other 
dolls remain the top toys for girls.


