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2020 RACE HAS SEEN $7.2B IN SPENDING SO FAR
  It’s the most expensive election in history. Spending in the 
2020 contest is expected to reach a record-shattering $10.8 
billion, according to the Center for Responsive Politics, a 
nonpartisan group that tracks money in politics.
  That total estimated spending amount reflects the 
presidential and congressional races. So far, CRP noted, 
the 2020 election has seen $7.2 billion in spending. The 
group expects another bump once third-quarter fundraising 
results are released this month.
  To compare, the 2016 campaign cost $7 
billion, adjusted for inflation.
  “The 2018 election smashed fundraising 
records for midterms, and 2020 is going 
to absolutely crush anything we’ve ever 
seen — or imagined — before,” Sheila 
Krumholz, executive director of CRP, 
said in a statement. “This is already the 
most expensive presidential election in history and there 
are still months of election spending to account for. The 
unanswered question is whether this will be the new normal 
for future elections.”
  CRP said the presidential race will cost nearly $5.2 billion. 
Overall presidential spending totals through the cycle are 
already at $3.7 billion and breaking records. 
  The group expects $5.6 billion to be spent on House and 
Senate races, a 37% increase from the 2016 campaign.
  While the coronavirus pandemic has led to campaigns 
changing how they connect with voters and donors, CRP 
noted, millions of dollars are being spent on digital ads 
that, in part, encourage voters to donate or request mail-in 
ballots.
  A separate study led by the Wesleyan Media Project in 
conjunction with the Center for Responsive Politics shows 
that former Vice President Joe Biden’s campaign has 
been outpacing President Donald Trump’s in TV and 
digital ad spending since Sept. 5. Biden’s team has spent 
more than $94 million on TV ads, while Trump’s campaign 
has invested $41 million over the past month.
  Overall, Trump has largely outspent Biden on digital ads 
since April. Yet the Democratic nominee has recently started 
to outpace the president. Since early 
September, the study shows that 
team Biden has spent just more than 
$32 million on Facebook and Google 
ads, while Trump has spent over $23 
million.
  Biden and his DNC fundraising 
committees went into September 
with $466 million on hand, a 
campaign aide previously told CNBC. 
Trump’s campaign spokesman 
has said that the team, combined
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THE $10.8B ELECTION: CAMPAIGN SMASHES RECORDS
ADVERTISER NEWS
  Starbucks has extended its work-from-home policy until 
October 2021 and has promised employees more flexible 
working arrangements when they return to their offices. The 
coffee giant pointed to medical guidance as the driving force 
behind its decision…Gap Inc. announced it will use virtual 
tech to hire the workers it will need to help fulfill online orders 
and work in customer contact centers this holiday season… 
Hy-Vee has tested 140 stores across eight states that use 

self-checkouts as the primary means for 
customers to pay for their purchases. The 
stores are not solely reliant on self-checkout; 
associates are able to step in to assist when 
needed. “That is Hy-Vee’s culture. We are 
always looking for innovative ways to make 
our business better, and make it a better 
experience for our customers. So, we are 
excited about trying new things,” said Dawn 

Buzynski, with Hy-Vee communications... Demand for big 
warehouses increased 51% in the first half of 2020, accord-
ing to Colliers International Group. “There is a surge in big-
box occupancy. Amazon obviously leads the pack. They’ve 
got multiple big boxes going up all over the country,” said 
Pete Quinn, Colliers’ national director of industrial services... 
H&M plans to close around 250 of its stores next year. The 
fast-fashion retailer is seeing an increasing percentage of its 
total sales moving online as the novel coronavirus pandem-
ic continues to affect the willingness of consumers to shop 
at brick-and-mortar locations. The retailer operates 5,000 
stores worldwide… At least four home furnishings vendors 
say that Belk is either late on payments or failing to make 
them altogether. The department store retailer, like many 
in the channel, has seen its business suffer as stores have 
been forced to close during the coronavirus pandemic. Belk 
announced job cuts at its headquarters in July. It is owned 
by Sycamore Partners, a private equity firm… Bed Bath & 
Beyond posted a same-store sales gain of 6% in the quar-
ter ending Aug. 29, its first such gain since 2016. The re-
tailer said its online business spiked 89% in the quarter as 
it increased new customers by 2 million during the period.
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AVAILS
  WPSD-TV and the Paducah Sun is seeking a digital 
savvy person who wants to work with the best group of 
marketing professionals in the Paducah DMA, 
in the capacity of Digital Sales Strategist. This 
position leads from the front and the successful 
candidate will possess a broad working 
knowledge of the fundamentals and emerging 
trends of interactive media sales, advertising 
and marketing solutions for local businesses. Send a cover 
letter, resume (CV) telling us why you would be an ideal fit 

to: DSS@WPSDlocal6.com. No calls, 
please. EOE.
  Do you have a strong competitive 
drive and determination to win? Are 
you a natural relationship builder and 
collaborator? If so, a fantastic opportunity 
awaits at the top media outlet in the 
“#1 City in the World” — Charleston, 
S.C. and WCSC-TV (CBS). Bring your 
tenacity, great communication skills and 
ability to close new business to WCSC 
Live 5 News and get rewarded well for 

your efforts. You will have the opportunity to sell across all 
WCSC’s television and digital platforms, providing advertising 
solutions to new customers that will help them generate sales 
and increase profitability. CLICK HERE for more details or to 
apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

SURVEY: HOLIDAY SHOPPERS SHIFTING ONLINE
  Three in four consumers will make online holiday purchases 
and want store employees to be home for Thanksgiving.
  According to the 14th annual Accenture Holiday Shopping 
Survey, 75% of respondents will do at least some of their 
holiday shopping online, up from 65% in 2019, while 43% 
plan to shop exclusively online this holiday season.
  Even though many retailers have been offering curbside and 
other contactless options at their stores due to the pandemic, 
77% of shoppers still want their purchases delivered directly 
to their homes, with only 11% willing to pick up purchases 
in-store and the same percentage willing to use contactless 
options like locker or curbside pick-up.
  More than half (56%) of respondents said they won’t 
shop with a retailer again after an unsatisfactory delivery 
experience. One way that retailers could get consumers 
back in stores for the holidays is through appointment-
based shopping. Nearly two-thirds (62%) of consumers said 
that booking a time to shop in person could inspire them to 
physically return to a department store, consumer electronics 
retailer or homewares retailer.
  In addition, three-quarters (76%) of the more than 1,500 
U.S. consumers surveyed said they want retailers to close on 
Thanksgiving Day. Slightly more than half of those cited the 
desire to give workers a well-deserved day off, with the rest 
saying retail workers should spend the holiday with family.
  The survey also revealed that apparel retailers could regain 
some ground this holiday season. Six in 10 respondents 
(61%) said they would purchase as many or more clothing 
gifts than last year, making clothing the second-most-likely 
purchase this season, behind only gift cards (64%).

FIAT CHRYSLER, GM SEE IMPROVING Q3 DEMAND
  Fiat Chrysler’s and General Motors’ auto sales fell in 
the third quarter, but both automakers saw a significant 
rebound in demand from the second quarter when the 
coronavirus pandemic wreaked havoc on the industry, 
CNBC reports.
  Fiat Chrysler’s sales fell 10% from a year ago, but they 
jumped 38% from Q2 to Q3 with 140,265 more vehicles 
sold from July through September than the previous 
three months. GM said its sales during Q3 declined 9.9% 
from a year ago but improved sequentially each month, 
showing continued signs of a recovery. 
Both automakers beat most sales 
expectations of industry analysts.
  Industry forecasters expect domestic 
U.S. auto sales to show vast 
improvements from Q2 but remain down 
11% to 13% from Q3 of 2019.
  Sales during the second quarter slid 
more than 30% compared with a year ago 
as the coronavirus caused consumers 
to stay at home, and dealerships and 
factories to shutter. A major driver for 
U.S. auto sales recovering faster than anticipated is retail 
sales, or those to individual consumers. 
  “While the economy has made a substantial rebound in 
the third quarter, retail auto sales have been even more 
resilient,” GM Chief Economist Elaine Buckberg said in a 
release. “Super low auto loan interest rates have boosted 
retail auto sales; yet more strength comes from pandemic-
induced demand.”
  Led by gains of its Palisade SUV, Hyundai Motor only 
reported a decline of 1.3% for Q3 compared with the same 
time period last year. That includes a 5.5% increase in 
September, according to the South Korean automaker.
  Others to report  Q3 sales include Nissan Motor (down 
32%), Toyota Motor (down 11%) and Honda Motor (down 
9.5%).

THIS AND THAT
  The five leading subscription video-on-demand streaming 
providers accounted for 83% of all connected television 
viewing in the U.S. in July, analyst firm LightShed Partners 
reports, using Comscore data. Leader Netflix drew a 26% 
share of the market, followed by YouTube at 21%, Amazon 
Prime Video at 17%, Hulu at 14% and Disney+ at 5%... Live 
sports streaming video platform Fubo TV has announced 
the launch of its initial public offering (IPO) of 15 million 
shares of common stock valued upwards of $165 million, 
or $9-$11 per share. Fubo TV intends to list its common 
stock on the New York Stock Exchange (NYSE) under the 
ticker symbol FUBO... New applications for unemployment 
benefits in the U.S. fell slightly last week but remained 
between 800,000 and 900,000 for the fifth straight week, 
reflecting a labor-market recovery that is losing momentum. 
Weekly initial claims for jobless benefits fell by 36,000 to a 
seasonally adjusted 837,000 in the week ended Sept. 26, 
the Labor Department said yesterday. In a positive sign, 
the number of people collecting unemployment benefits 
through regular state programs, which cover most workers, 
decreased by 980,000 to about 11.8 million for the week 
ended Sept. 19. That was the lowest level since March.
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Tina Fey

People used to imagine we’d 
all be robots and drive flying 

cars by now... and all we have 
are blankets with sleeves.
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ANALYST SEES 53M U.S. DISNEY+ SUBS BY 2024
  Disney+ is now projected to double its subscriber growth 
in four years, according to MoffettNathanson Research 
— to reach 159 million subscribers worldwide, MediaPost 
reports.
  Initial company projections in April 2019 estimated that 
Disney’s premium video streaming services, launched in 
November 2019, would get to 75 million subscribers by 
2024.
  MoffettNathanson said the premium video streaming 
service would get to an estimated 70 million subscribers.

  Disney+ U.S. subscribers are estimated 
to grow to 52.8 million in 2024 from 
MoffettNathanson’s projection of 35 
million by the end of the year. In addition, 
it expects profitability of $260 million for 
Disney+ in 2024.
  At the same time, other companion D2C 
Disney platforms — Hulu and ESPN+ 
— are also expected to see more rapid 
growth, with Hulu rising to 66 million in 
the U.S. (up from 55 million projection) 
and ESPN+ reaching 18 million U.S. 

subscribers (from the 12 million-subscriber level). 

THE $10.8B ELECTION: CAMPAIGN SETS RECORDS
(Continued from Page 1)
with the RNC, had $325 million on hand going into 
September. Biden and Democrats have recently seen a 
surge in fundraising both in the wake of Supreme Court 
Justice Ruth Bader Ginsburg’s death and the first debate 
between the two candidates.
  The data shows that Democrats are currently outspending 
Republicans this cycle, even when it removes the massive 
investments by billionaires and former presidential 
candidates Mike Bloomberg and Tom Steyer. Bloomberg 
ended up spending more than $1 billion on a campaign 
that won just under 60 delegates and the American Samoa 
caucuses.
  Democratic candidates and affiliated committees, 
according to CRP, have so far accounted for just under 
54% of the total spending. Republicans and their groups 
have contributed 38.9% of the overall spending spree.
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FunnyTweeter.com

Can you believe that 
six months ago we 

just let random people 
breathe on us?

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

A $250M (AND COUNTING) TV AD BLITZ IN FLORIDA
  Florida’s record-breaking campaign season continues to 
scale stunning new heights, with the presidential campaigns 
and their allies preparing to spend at least a quarter of a 
billion dollars on television ad time between now and Nov. 
3, Politico reports.
  The ad barrage is a reminder of Florida’s outsized role in 
the presidential election. President Trump, who narrowly 
won the state in 2016, is unlikely to win a second term in the 
White House if he loses his adopted home state.
  The jaw-dropping ad spending is $100 million more than 
what was spent four years ago in the 
battleground state.
  An analysis by Advertising Analytics 
showed that as of this week, Trump and 
Democratic nominee Joe Biden (and 
their allies) have purchased or plan to 
spend $243 million. When radio and 
digital advertising is included, the total 
jumps to $264 million.
  Florida is the undisputed leader in 
television advertising across the nation. 
Pennsylvania is second with $156.5 
million in buys so far, and North Carolina is third with nearly 
$107 million.
  According to Advertising Analytics, the Biden campaign 
has spent or reserved $77 million in airtime, compared to 
Trump’s $69 million.
  The two campaigns have aimed most of their firepower at 
media markets in Orlando, with $40.2 million in spending, 
and Tampa, with $36.2 million. The two markets collectively 
include an 18-county region known as the I-4 corridor, an 
area that’s home to a large number of swing voters that is 
targeted every election cycle.
  The Biden and Trump campaigns have spent nearly $33 
million combined in the Miami-Fort Lauderdale media 
market.

REPORT: VIEWER RETENTION A KEY CHALLENGE
  With a consumer base seeking more video distractions 
from the coronavirus pandemic, a new study by Bitmovin 
contends Web developers are grappling with a host of issues, 
including bandwidth costs and viewer retention in a market 
that has seen the arrival of Apple+, Disney+, HBO Max and 
NBCUniversal’s Peacock in just the past 12 months.
  While the number of household viewers streaming video, 
and their viewing hours have skyrocketed since the onset 
of the pandemic, the report found that many developers are 
cautiously scaling back on new projects to control costs in 
an age of distribution uncertainty.
  With more than 30% of the report’s participants citing 
changing business models as their third-highest priority due 
to the impact of COVID-19, it still remains to be seen whether 
intensified competition in this hotly contested SVOD market 
may also lead to new business and pricing models.
  Indeed, 47% of survey respondents cited reducing costs 
and time-to-market (40%), followed by changing business 
models (31%) and content acquisition (23%), the principle 
challenges.
  “For many, COVID-19 has impacted content distribution 
and shifted focus away from live events and sporting 
engagements,” read the report.


