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GREATER EXPECTATIONS AMONG ‘NEW REALITIES’
  With the coronavirus pandemic driving more U.S. consumers 
to shop online, it’s time for grocery retailers to take a closer 
look at how to retain and grow this segment of customers, 
according to strategic advisory firm Brick Meets Click.
  According to the latest Brick Meets Click/Mercatus 
Grocery Shopping Survey, U.S. monthly active users of 
grocery delivery and pickup services totaled 37.5 million 
households at the end of August, up 133% from 21.4 million 
a year ago. On the delivery side alone, monthly active users 
(at least one delivery order in the past month) numbered 22.1 
million in August, up 180% from 7.9 million a year earlier.
  Such growth, Brick Meets Click noted, has spawned “new 
realities” for grocery retailers: an increased online share of 
grocery spending dollars and higher shopper expectations for 
e-grocery services. As a result, grocery retailers 
looking to build on their e-commerce gains and 
fend off competition will need to focus on how to 
draw more online customers, boost order size 
and improve the customer experience, said 
Barrington, Ill.-based Brick Meets Click, which 
focuses on how digital technology is reshaping 
food sales and marketing.
  “If you want to catch more fish, you need to fish where the 
fish are, and winning back lapsed customers represents the 
strongest and nearest-term opportunity,” explained David 
Bishop, partner at Brick Meets Click. “We estimate that the 
size of the lapsed customer segment includes 23.6 million 
households who received one or more grocery delivery or 
pickup orders since March 2020 but none during the month 
of August.”
  Customers age 60+ are another key segment where brick-
and-mortar retailers can step up online business. The survey, 
which polled 1,817 U.S. adults who participated in household 
grocery shopping, found that monthly active users over 60 
accounted to 30% of users who had groceries shipped to 
them via a parcel carrier, yet only 20% and 18% of delivery 
and pickup users, respectively, Brick Meets Click reported.
  The research, too, showed that a shift in the customer 
mix toward more frequent users has propelled an increase 
in online basket size, with the average order value up 32% 
year over year in August. Specifically, Brick Meets Click said, 
the share of customers placing four or more online orders 
within the past three months with a specific grocery or mass 
retail provider rose to 56% in August from 43% a year before, 
whereas the share of first-time customers dipped to 23% 
from 25% in that time span.
  Average order value also grew based on the number of 
times a shopper used a specific service within the last three 
months. Customers who completed their first order with a 
specific grocery or mass retail provider spent an average of 
$76, yet that dollar ring rose to $91 (+20%) for their second 
order, $97 (+7%) for their third order and $101 (+4%) for 
their fourth order. After that, average spending leveled off, 
the study found.

SURVEY: FOCUS ON CONSUMER KEY TO ONLINE GROCERY
ADVERTISER NEWS
  McDonald’s restaurants nationwide will put the limited-
time McRib sandwich on the menu on Dec. 2, the biggest 
rollout of the cult favorite since 2012. The pork sandwich, 
which launched in 1982, comes back every year but typi-
cally on a smaller scale, and the chain has created a loca-
tor app to help fans find it… A bankrupt home décor chain 
is making an online comeback. Retail Ecommerce Ven-
tures (REV), which purchased the intellectual property, 
data and online-related assets of Pier 1 Imports for $31 
million in July, is officially opening a new online store for 
Pier 1 Imports. Pier 1 closed its brick-and-mortar stores in 
February. The new Pier 1 site currently stocks hundreds of 
familiar SKUs in categories including holiday and seasonal. 
Pier 1 is exploring the addition of a wider array of product 

offerings... Starbucks reported better-than-
expected fourth-quarter earnings results and 
same-store sales as customers start to return 
to its cafes faster than expected. But the pan-
demic still took a big bite out of sales. The cof-
fee giant said it lost $1.2 billion in sales during 
the fourth quarter amid modified operations, 
reduced hours, reduced customer traffic and 

other factors related to the pandemic... Lamps Plus is ad-
justing its holiday marketing strategy for an expected influx 
of online traffic and sales volume. The specialty lighting 
retailer expects to see a continuation of increased demand 
through the 2020 holidays drive record sales for the fourth 
quarter. In anticipation of a high-volume e-commerce holi-
day season, Lamps Plus upgraded its warehouse manage-
ment system, along with labor and slotting, during summer 
2020. California-based Lamps Plus operates 36 brick-and-
mortar stores in seven western states... Sam’s Club is 
teaming up with DoorDash to offer same-day deliveries of 
prescriptions on a nationwide basis. The first two deliver-
ies will be free through Jan. 31, after which deliveries will 
be made for $7.99... Lowe’s is planning to hire 20,000 as-
sociates to work in its stores and distribution centers as it 
expects sales demand to rise during the holiday season. 
The home improvement chain also announced that it will 
pay $100 million in bonuses, with full-timers receiving $300 
and part-timers getting $100... Under Armour reported 
earnings of nine cents a share on sales of $1.4 billion for 
the quarter ending Oct. 30, outpacing analyst expectations 
of earnings of five cents a share and sales of $1.13 bil-
lion. The athletic wear brand also announced that it has 
reached a deal to sell its MyFitness Pal app to Francisco 
Partners for $345 million... CVS Health is expanding its 
commitment to COVID-19 testing. The company plans to 
expand the COVID-19 testing services currently offered 
at select CVS Pharmacy locations to include rapid-result 
testing. The tests take about 30 minutes, from start to the 
delivery of the results. The tests will be available at nearly 
1,000 CVS sites by the end of the year, with nearly 100 of 
the sites to be operational this week.
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AVAILS
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach, Fla., market, has an incredible 
opportunity for you! WPBF 25 is looking 
for a dynamic sales superstar to join 
our phenomenal sales team. The ideal 
candidate will bring both broadcast and 
digital sales experience and will possess 
the drive and ability to thrive in a fast-paced, 
highly competitive market. Your creativity, originality and 
passion for developing new business will be encouraged 

and rewarded! CLICK HERE to apply. 
EOE.
  KOIN 6 TV / KRCW Portland’s CW, 
the Nexstar Media Group Inc.-owned 
CBS and CW duopoly in Portland, 
Ore., has an immediate opening for an 
Account Executive. The ideal candidate 
will be passionate, persistent and 
enjoy the sales process. Bachelor’s 
Degree and 3+ years of media sales 
experience preferred. Must multitask 
in a fast-paced environment and have 

a track record of success! We’re looking for an effective 
driver of revenue through growing existing accounts and 
new business development. Visit our WEBSITE for more 
info or to apply now.

See your ad here tomorrow! CLICK HERE for details.

CLASSIC TOYS MAKING A COMEBACK THIS YEAR
  This year’s hottest toys are decades old, The Washington 
Post reports. Take the Tonka Mighty Dump Truck: Sales 
of the bright yellow classic are up more than 250% from a 
year ago. Barbies, Hot Wheels and Legos are big sellers, 
as are puzzles and board games.
  Whether it’s a yearning for nostalgia or simply a desire for 
kids to put down their tablets and smartphones, consumers 
are reaching for old-school favorites, positioning the toy 
industry for its best holiday season in years.
  The pandemic has ushered in a fundamental shift in toy-
buying habits; instead of perusing the toy aisle or trading 
notes during playdates, parents are drawing on their own 
childhoods for inspiration. Classic toys also have strong 
appeal for adults who want their children engaged in open-
ended play for long periods of time.
  “It’s all about the tried-and-true, the toys that are already 
familiar,” said Jay Foreman, chief executive of Basic 
Fun, the Florida company behind such classics as Tonka, 
Lincoln Logs, Lite-Brite and Care Bears. “Parents and 
grandparents are not watching Nickelodeon or YouTube 
to see what’s new. They’re buying toys they know: Barbie 
Dreamhouse, Tonka Mighty Dump Trucks.”
  Analysts expect toy sales to be a bright spot in a holiday 
season mired by recession and high unemployment. 
Consumers are expected to spend an average of $650 on 
gifts this holiday season, down slightly from $659 a year 
ago, according to the National Retail Federation.
  Toy sales have climbed 18% so far this year, according to 
market research firm NPD Group, a stark contrast to the 
double-digit declines reported by department stores, and 
other retailers that sell furniture and electronics.

NOW PLAYING ON NETFLIX: PRICE INCREASES
  Netflix has raised rates on its most expensive and popular 
tiers in the U.S., the company announced last week, though 
it will leave its least-expensive tier at $9 a month.
  The company’s premium tier will jump to $18 a month, up 
$2. The most popular tier, the company’s standard plan, will 
rise a dollar, to $14 a month, the company said. Analysts 
expected the move. In a note to investors in September, 
Jefferies analyst Brent Thill said a hike is “probable in the 
near- to mid-term.”
  The changes were foreshadowed in the company’s earnings 
call earlier this month, when co-CEO 
Reed Hastings and other executives 
responded to analyst questions by saying 
they anticipated hikes in various markets 
that would be re-invested in additional 
content acquisition and production in 
what they termed a “virtuous cycle” that 
increased customer satisfaction and 
acquisition, and reduced churn.
  The latest hikes are the first in nearly two 
years in the U.S. Some Canadian plans 
were bumped up earlier this year, but a 
company spokesperson told The Verge that the U.S. increase 
“does not influence or indicate a global price change.”

FOR CAR BUYING, THE DEALER LOT MAY PREVAIL
  Despite the buzz online car buying has garnered of late, 
the vast majority of consumers will still prefer to purchase a 
vehicle at a local dealership, says Langley Steinert, founder 
and CEO of CarGurus, an online automotive marketplace.
  “I don’t subscribe to the idea that the whole (automotive) 
world is going online,” he says during a remote CarGurus 
conference for its dealer clients who list and advertise their 
inventory on its site. “That’s not going to happen.”
  Digital auto retailing gained traction last spring when 
COVID-19 kicked in and government mandates temporarily 
suspended in-dealership vehicle purchases in many states.
  Consumer interest in online car buying jumped from 19% in 
April to 39% in June, according to a CarGurus survey Steinert 
cites. He predicts 20% of auto consumers will want to buy a 
vehicle online. The rest “will want to buy locally.”
  That’s presumably good news for dealers who have not 
made digital retailing a top priority. “They don’t need to throw 
up their hands and say the sky is falling,” says Steinert.
  Still, “20% is not a small number,” he contends, referring to 
those consumers who he says will prefer remote car buying. 
“That is not a small trend. It needs to be addressed.”

HOUSEHOLD SPENDING UP 1.4% IN SEPTEMBER
  U.S. households boosted spending for a fifth straight month, 
helping the economy dig further out from the deep hole 
created by the pandemic, The Wall Street Journal reports.
  The Commerce Department said personal-consumption 
expenditures — a measure of household spending on goods 
and services — rose 1.4% last month. Consumers have 
increased spending since the summer, although the pace of 
gains slowed into early fall.
  Personal income — a measure of what households receive 
from wages and salaries, government aid and investments 
— was up 0.9% last month, after a sharp decline in August, 
rising on higher pay and remaining pandemic-related aid.
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Mitch Hedberg

If you are flammable and 
have legs, you are never 

blocking a fire exit.
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CAMPAIGN 2020: RECORD $8.15B SPENT ON ADS
  Heading to the end of the election season, total political 
advertising spending — TV, radio, and digital — is now at 
a massive $8.15 billion, with the Democratic candidates 
and party commanding the bulk of that message spending, 
according to Advertising Analytics.
  The total would easily be a record, according to a number 
of analysts, many of whom projected the huge result. 
Through Friday, overall Democratic spending — including 
candidate campaign, party and political action committees 
— for all races is at $4.6 billion, while Republican spend is 

at $2.6 billion and independent spend is 
at $907 million.
  Presidential campaign spending 
remains the biggest category, with a 
collective $2.94 billion for all advertising. 
Total Democratic presidential spending 
dominates at $2.16 billion, with 
Republican presidential spending well 
behind at $780 million.
  Collectively, Senate race political 
advertising spending is now at $2 billion 
— $1.1 billion for Democratic candidate 

spending, and $870 million for Republican spending.
  Spending for House representatives is at $1.15 billion — 
$649 million for Democratic candidates and $500 million for 
Republicans.
  For the 2018 mid-term campaign, Kantar/CMAG says 
$5.25 billion was spent for TV and digital advertising, 
compared to $4.35 billion for the 2016 presidential election.
  Kantar had estimated political spending to total $7 billion 
this year, which breaks down this way: Broadcast TV, $3.5 
billion; digital media, $1.8 billion; cable TV, $1.2 billion, and 
radio at $500 million.

INTERPRET: DIGITAL MOVIES SEE BIG LEAP IN Q2
  Interpret research reported a 25% jump in U.S. digital 
movie rentals and a 20% leap in digital movie purchases 
in the second quarter of 2020 compared to the first quarter, 
Media Play News reports.
  During the same period, the firm recorded a more than 70% 
jump in U.S. viewers renting movies digitally and a more 
than 60% leap in viewers making digital movie purchases.
  “Always a strong studio revenue driver in pre-pandemic 
times, the home entertainment experience is for now the 
only show in town,” the firm stated, noting the closing of 
theaters during the pandemic.
  Interpret’s New Media Measure showed that year-over-
year from Q2 2019 to Q2 2020, the number of movies seen 
in theaters fell about 65%.
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My friends are arguing 
about heating leftover pizza 

or eating it cold, and I’m 
over here wondering why 
they have leftover pizza.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

TARGETING THOSE SEEKING TO EXERCISE MORE
  Consumers who want to exercise more make up almost 
half (47.1%) of U.S. adults. Their aspirations drive them to 
spend money on activewear 
(27.5%) and athletic 
footwear (25.8%). They’re 
also 48% more likely than others to buy home exercise/
fitness equipment, 34% more likely to buy fitness tracking 
bands/wearables and 10% more likely to hire a personal 
trainer within the next year.   
  With 55% of these consumers seeking to purchase goods 
and services that make them feel healthy, 
it’s not surprising that they are 10% more 
likely than other folks to switch their gym 
memberships. These consumers are 
also into weightlifting (19.1%) and yoga 
(15.4%), so gyms that advertise these 
services can win them over.  
  Within the next year, consumers who 
want to exercise more will also focus on 
other areas of their health. They plan to 
visit eye doctors (38.1%); pay for vitamins 
or nutritional supplements (39.4%); and 
dental fillings, crowns, bridges or root canals (20.5%).
  It’s not easy to exercise when spending three or more 
hours in front of the TV as 63.4% of these consumers do. 
But their sedentary habits make them perfect targets for 
marketers. TV commercials motivated 56% of them to take 
action last year. More than 32% of these consumers were 
also swayed by pre-roll video ads last year. They’re 20% 
more likely to watch video from a local TV station via their 
website or app.
  Source: AudienceSCAN from AdMall at SalesFuel.

NIELSEN SELLING GLOBAL CONNECT FOR $2.7B
  Nielsen Holdings says it has agreed to sell its Global 
Connect business for $2.7 billion to affiliates of Advent 
International, a private equity investor, in partnership with 
James Peck, former CEO of TransUnion.
  Under pressure from shareholders, Nielsen had announced 
plans to spin Global Connect into a separate business and 
rename it Nielsen IQ. Nielsen plans to have a conference 
call today with investors to discuss the transaction. It will 
also discuss its third-quarter earnings, originally planned to 
be reported on Thursday.
  As part of the deal, Nielsen will receive warrants in the new 
company. The transaction was unanimously approved by 
Nielsen’s Board of Directors. “This is a win for both Nielsen 
Global Connect and for Nielsen (RemainCo), as well as for 
our shareholders,” said Nielsen CEO David Kenny.
  David Rawlinson, who was hired to run Global Connect, 
will remain CEO through the close of the transaction and is 
expected to be part of the leadership team going forward.
  Nielsen will grant Nielsen Global Connect a license to 
brand its products and services with the “Nielsen” name and 
other Nielsen trademarks for 20 years following closing.
  Additionally, Nielsen and Advent will provide certain 
transitional services to each other for periods of up to 
24 months following closing, grant each other reciprocal 
licenses for certain data and corresponding services relating 
to that data for periods of up to five years following closing 
and grant each other licenses to use certain patents.
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