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OUTLOOK: SALES TO HIT $189B, UP 33% OVER ’19
  E-commerce spending is set to skyrocket this holiday 
season as many customers continue to limit their time in 
physical stores amid the pandemic.
  U.S. holiday online sales will total $189 billion, up 33% 
over last year’s holiday season, according to Adobe 
Analytics Holiday Forecast 2020. The increase, equal 
to two years’ growth in one season, would shatter all 
previous records. 
  Depending on two important factors, online holiday 
spending could get an even further boost, Adobe said. 
If consumers receive another round of stimulus checks 
or physical stores need to close in large parts of the U.S. 
due to COVID-19 outbreaks, online spending will jump an 
additional $11 billion, surpassing $200 billion, for a 47% 
year-over-year increase.
  Instead of Cyber Week 
(Thanksgiving Day to Cyber Monday), 
Adobe predicts November and December 
will turn into “Cyber Months” this year. 
Online sales will surpass $2 billion every 
day between Nov. 1-21 and increase to $3 billion a day 
Nov. 22 – Dec 3.    
  Black Friday is projected to generate  $10 billion in online 
sales, a 39% increase over last year. Cyber Monday will 
remain the biggest online shopping day of the year, with 
sales jumping 35% to $12.7 billion.
  Affordable and free shipping options will be in high 
demand this holiday. With 64% of consumers saying they 
won’t pay for expedited shipping this year, retailers need 
to communicate their free shipping cut-off dates clearly, 
Adobe advised. Retailers will offer the cheapest shipping 
options on the day after Cyber Monday.
  “As retailers adapt to consumers’ new behaviors in this 
pandemic, we expect earlier discounts, more shipping and 
pick-up options and uncertainty around in-store purchases 
to drive this year’s online holiday sales to record highs,” 
said John Copeland, head of marketing and customer 
insights at Adobe. “This year is unlike any in the past, and 
for the first time we are no longer referring to peak holiday 
sales as Cyber Week — it’s now Cyber Month.”
  Other highlights from the Adobe report:
  Twenty-six percent of consumers said that the outcome 
of the election will impact their holiday spending. Based on 
past elections, online sales were negatively impacted after 
the outcome was known. Online sales were down 14% the 
day after the 2016 election, and dropped by 6% the day 
after the 2018 midterm election.
  Mobile spending will increase 55% to $28.1 billion,  
accounting for 42% of all online sales.
  BOPIS (buy online, pick up in store), now including 
curbside pick-up, will have more than 40% more 
orders vs. 2019.  As people panic buy the week leading up 
to Christmas, BOPIS is expected to top 50% of all orders 
at retailers that offer the service.

ADOBE: HOLIDAY ONLINE SPEND TO BREAK ALL RECORDS
ADVERTISER NEWS
  Ford Motor Co. reported third-quarter net income of $2.4 
billion and raised its full-year forecast even as it readies for a 
number of major product launches in the coming months. The 
automaker’s adjusted earnings before interest and taxes in 
the quarter more than doubled from the same period a year 
ago to $3.6 billion, and margins jumped to 9.7%. Revenue 
increased 1% to $37.5 billion. Ford generated nearly $3.2 
billion in North America with a profit margin of 12.5%... 
Toyota Motor North America said it added 1.5 million 
Toyota and Lexus vehicles to a large recall announced 
in January over a fuel pump that may stop operating, 
potentially causing a stall or risking a crash. In total, about 
3.34 million vehicles are now included in the recall, covering 
model years 2013 to 2020. The most recent recall involves 

vehicles manufactured between 2017 
and 2020, Toyota said in a statement 
yesterday... Bed Bath & Beyond, which 
has seen its same-store sales improve 
during the novel coronavirus, expects its 
business to stabilize in 2021 and to post 

gains in the low- to mid-single-digit gains by 2023. The 
retailer also announced plans to launch 10 private label 
brands over the next 18 months... Amazon.com is looking 
to fill 100,000 seasonal jobs to help meet shopping demand 
during the holiday season. Rivals Walmart and Target 
have also ramped up hiring for the holidays. All three 
companies added large numbers of permanent staff earlier 
in the year as demand increased with the pandemic... 
Panera Bread is adding three new flatbread pizzas to its 
menu this week. “With the launch of Flatbread Pizza, we 
are looking to redefine the expectation of pizza and carve 
out a niche for Panera in the pizza category,” said Claes 
Petersson, Panera’s chief food and innovation officer. The 
pizzas are priced starting at $7.99 and come in three flavors 
— cheese, margherita and chipotle chicken and bacon… 
Postmates is adding delivery service for retailers in the Los 
Angeles area, including Buck Mason, Le Labo, Parachute 
Home, the Venice Beach Boutique, Coutula 12th Tribe, 
Timbuk2, Zadig & Voltaire, Supervinyl and Urbanic... 
Friday, Nov. 13 will be a lucky day for customers of a 
leading discount retailer. Dollar General is the latest major 
retailer to offer a Black Friday holiday sales event before 
the traditional Friday-after-Thanksgiving date (Nov. 27 this 
year). Lowe’s, Home Depot, Walmart, Amazon, and 
J.C. Penney have all also announced early Black Friday 
promotions for 2020. On Nov. 13, Dollar General will make 
special deals available at nearly 17,000 stores, with select 
online discounts... Kroger has begun offering customers 
rapid antibody COVID-19 testing and plans to roll out the 
service to all of its 2,200-plus pharmacies. Kroger Health, 
the company’s health care services arm, said yesterday that 
the FDA-authorized rapid antibody tests will be available at 
all Kroger pharmacies and 220-plus Little Clinic locations 
in 35 states by the end of November.
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AVAILS
    WESH 2, the Hearst Television NBC affiliate in Orlando, 
Fla., has an immediate opening for an experienced Sales 
Professional. If you are motivated by great 
compensation, an excellent suite of product 
offerings, and the tools to be successful, 
look no further. We provide the resources for 
powerful marketing solutions; you provide 
client focus and desire to win. Come join one of the fastest-
growing markets in the country! Click HERE to apply. EOE.
  Account Executive, Temple/Killeen, Texas: KWTX 

News 10 and CW12 is seeking an 
enthusiastic, highly motivated Account 
Executive who can connect with clients 
and help them achieve their business 
objectives through effective TV and 
digital advertising. The ideal candidate 
will possess excellent communication 
skills and have an enthusiastic and 
outgoing personality, along with a drive 
to succeed. Most importantly, we are 
looking for a hard-working salesperson 
who wants to have FUN at work, make 

money and help local businesses grow. CLICK HERE for 
more info or 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.

DONE DEAL
  Tegna has named Jessica Hagan as president and GM of 
KTVB-TV, Boise, and KTVT-TV, Twin Falls, Idaho, effective 
Nov. 16. Hagan had been director of sales at Tegna’s King 
5 Media Group, which includes KING-TV and KONG-TV 
in Seattle. She succeeds Kate Morris, who was named 
president and GM of Tegna’s KPNX-TV in Phoenix. Hagen 
began her career as a news intern at Northwest Cable 
News. She joined KONG, then owned by Belo, before 
moving to KING as market development director from 2013 
to 2016 and being promoted to her current post.

WORLD SERIES SEES MORE DISMAL VIEWERSHIP
  After decades of drought, the Los Angeles Dodgers finally 
bathed in triumph in the World Series on Tuesday night. In 
their first championship since 1988, the Dodgers took down 
the Tampa Bay Rays 3-1 in Game 6 on Fox.
  It has been a World Series of record-low viewership. Delayed 
yesterday because of “processing issues” at Nielsen, the 
early numbers have Game 6 watched by 10.3 million fans, 
with a 2.7 rating in the adults 18-49 demographic.
  While up 2% from this year’s Game 5 in initial audience, 
Tuesday night’s game is down a hard 37% in sets of eyeballs 
from Game 6 of the 2019 World Series on Oct. 29 last year.

BIDEN CAMP SWAMPS TRUMP ON LATE TV ADS
  Democratic presidential nominee Joe Biden is leveraging 
a massive cash advantage to overwhelm President Trump 
and his Republican allies in states across the U.S. in the 
final week before Election Day, even as the battlefield 
of competitive states expands deep into traditionally 
Republican terrain, The Hill reports.
  Biden’s campaign will spend $51 million on television and 
digital advertising over the final week of the pre-election 
sprint, according to data maintained by the nonpartisan firm 
Advertising Analytics. Outside groups are set to spend 
another $36 million on his behalf.
  Trump’s campaign has blocked off 
about half that amount. The campaign 
itself will spend just $11 million over the 
final week, and it will spend an additional 
$15 million in coordination with the 
Republican National Committee.
  America First Action, the largest 
outside group spending on Trump’s 
behalf, has nearly $20 million in reserved 
airtime.
  The Democratic nominee’s edge comes 
not just in the depth of his spending advantage, but in its 
breadth. The Biden campaign will spend at least $1 million 
in television and digital advertising in a dozen states over 
the final week, from perennial bellwethers like Florida 
and Pennsylvania to more reliably red states like Arizona, 
Georgia and North Carolina.
  The Biden campaign is even planning a late $1 million blitz 
in Texas, a state at the heart of any Republican’s path to the 
White House.

NETWORK NEWS
  CBS has renewed Big Brother for Season 23. Julie 
Chen Moonves will return next summer as host. The show 
follows a group of people living together in a house outfitted 
with 94 HD cameras and more than 113 microphones, 
recording their every move. Each week, someone gets 
voted out of the house, with the last remaining house 
guest receiving $500,000... Fox will premiere The Masked 
Dancer, a spinoff of hit The Masked Singer, in December. 
The Masked Dancer will see masked celebrities showing off 
their dance moves. Craig Robinson hosts and Ken Jeong, 
Paula Abdul, Brian Austin Green and Ashley Tisdale 
make up the panel. The show is inspired by a segment on 
The Ellen DeGeneres Show. Costumed celebrities will be 
joined on stage by masked partners and back-up dancers, 
as they perform a series of dances together, touching on 
hip-hop, salsa, jazz, tap and more... Fox has given a script 
commitment with penalty to The Counsel (fka Untitled 
Sunny Hostin Project) a one-hour drama. Written by Erica 
Shelton (The Good Wife), the project is inspired by the 
political and personal experiences of Sunny Hostin. In it, 
four thirty-something women of color, who are leaders in 
their respective fields of journalism, law, politics and public 
relations, must rely on their lifelong friendship to overcome 
a scandal that threatens to unravel everything they’ve 
achieved. Hostin has been a co-host of The View since 
2016. Hostin previously served as a host and legal analyst 
at CNN, as well as a fill-in co-anchor for ABC News’ World 
News Now and America This Morning.
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Conan O’Brien

Tried to do a seance with my 
dead grandparents and it 

immediately devolved into a 
political argument.
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STUDY: RISK OF DIGITAL POLITICAL AD FRAUD
  Just days before the presidential election, 13% of U.S. 
digital political media ad spending — $377 million — could 
be subject to advertising fraud.
  According to a study from the University of Baltimore, 
and CHEQ, a cyber-security anti-fraud company “one in five 
invalid clicks is not from U.S. voters.”
  With over 65% of voters consuming news and information 
from digital media channels, spending on the U.S. election 
this year could amount to $1.3 billion to $2.9 billion.
  “Bot-makers create millions of headless browsers, that can 

simulate all human-like actions such as 
mouse movement, page scrolling, and 
clicks, to load webpages and cause ad 
impressions, that appear entirely human,” 
according to the authors.
  The study says, for example, that 56% 
of Google political spend occurs in the 
last month of the election race, with 21% 
of ad dollars pumped out in the final 
10 days. “Due to limits set by Google 
and Facebook, campaigns are instead 
spending on more junk ad-prone traffic.”

  While media campaign refunds are possible, the study 
says all this comes too late. The study quotes veteran digital 
executive Zach Edwards, who says: “In a business ad buy 
you have an ROI, you have people checking it for months 
afterwards, and if it didn’t pan out you may ask for a refund, 
whereas in political buying the only day that matters is 
election day.”

ACCOUNT ACTION
  Walgreens Boots Alliance, a global retail and pharmacy 
company that brought in $139 billion in 2019 revenue, has 
renewed its relationship with WPP following a review that 
started in May. Publicis Groupe was a finalist in the review, 
a person familiar with the matter tells Adweek. The company, 
which had reported net advertising expenses of $585 million in 
its fiscal 2019, initially selected WPP as its global advertising 
partner in 2017. According to WPP, it will serve as Walgreens 
Boots Alliance’s global marketing and communications 
agency until the end of 2022, with the option to extend the 
partnership to 2024. WPP said it will work with Walgreens 
to “implement its integrated mass-personalization marketing 
strategy and reputation-management communications 
strategy in support of the company’s strategic priorities.”
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The ketchup bottle always 
teaches you new ways it 
can destroy your shirt.
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AMAZON NOW HAS 126 MILLION PRIME MEMBERS
  Amazon.com has 126 million members in its Prime loyalty 
program in the U.S. as of September, according to a new 
estimate from Consumer Intelligence Research Partners 
(CIRP). Prime members account for roughly 65% of Amazon 
shoppers in the most recent quarter, according to CIRP.
  CIRP based its findings on a survey of 500 U.S. consumers 
who made a purchase on Amazon.com between July and 
September.
  Amazon doesn’t disclose how many Prime members it has 
by country; however, in January, it said it had more than 150 
million Prime members globally.
  “After several quarters of slower 
growth, Prime memberships picked up 
in the most recent quarter,” says Josh 
Lowitz, partner and co-founder of CIRP. 
“COVID-19 likely drove much of this 
growth, with customers needing to order 
more items, more frequently as they work 
and study from home. The annual growth 
rate in the base of members was the 
highest in four years.”

FOX LAUNCHES WEB PORTAL FOR AD BUYERS
  Believing it’s never too early to start thinking about the 
upfront, Fox has launched an ad campaign aimed at media 
buyers and brand managers, and a web portal where 
clients can get information about upcoming schedules and 
programming, Next TV reports.
  The campaign uses the theme “The Power Of Fox Is The 
Power To Break Through” and informs clients that they can 
buy the company’s four verticals — entertainment, sports, 
news and the Tubi streaming services — or buy the entire 
portfolio.
  “This is the first time really that we’re approaching the 
marketplace as a portfolio,” said Erin Saulnier, executive 
VP of ad sales marketing at Fox, who spearheads the 
campaign.
  The campaign launched Monday, with digital ads bought 
on the websites of The New York Times and advertising 
trade publications. A second round of ads will hit in January.

ALLEN BUYS THIS TV, LIGHT TV NETS FROM MGM
  Byron Allen has announced the purchase of digital multicast 
networks This TV and Light TV from MGM. Financial terms 
were not disclosed.
  The media mogul’s TV empire now holds 10 networks, 
including The Weather Channel, and 16 TV stations in 12 
markets.
  “I am happy to announce that Allen Media Group has 
achieved another critical milestone by successfully acquiring 
two over-the-air broadcast television networks, This TV and 
Light TV from MGM,” said Allen. “We are going to continue to 
invest a substantial amount of capital into the programming, 
marketing, and distribution of these networks. We are strong 
believers in broadcasting and free-streaming direct-to-
consumer platforms.”
  This TV was launched in 2008 and is programmed with 
films and classic TV series. Light TV features family-
friendly movies and series and was launched in 2016. Both 
networks are carried as the secondary digital channels of 
local broadcasters.


