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CATEGORY HAS 22% SHARE OF CHANNEL IN 2020
  Amid 2020’s grim retail environment, e-commerce stands 
out as a bright spot. By now, the story is well known: U.S. 
buyers have turned to online retailers like Amazon and 
Walmart in record numbers, mostly to avoid shopping in 
crowded places or because their local stores were closed.
  eMarketer forecasts that retail e-commerce sales in the 
U.S. will reach $709.78 billion this year, up 18% from 2019.
  Before the pandemic, it was already popular to buy computer 
and consumer electronics online. That product category will 
represent the largest share of U.S. retail e-commerce sales 
in 2020, at 22%.
  According to eMarketer, U.S. computer and consumer 
electronics e-commerce sales will total $156.5 billion this 
year — and nearly half of the products sold in this category 
overall (49.5%) will be purchased online. Not surprisingly, 
digital ad dollars are rushing to follow consumer behavior.
  By and large, the computing products and consumer 
electronics industry accounts for the bulk of digital ad 
spending by tech companies.
  Business-to-consumer (B2C) companies like Apple, Dell, 
Samsung and Sony fall into this category, as do B2B service 
providers like Adobe, Cisco, IBM, Microsoft, Oracle 
and other IT firms. Internet, cloud and software solutions 
providers like Intuit, Salesforce, Shopify and Zoom are 
also included, according to eMarketer.
  The pandemic has, for the most part, increased demand 
for these firms’ products and services, as it has for telecom 
services. Travel, auto, entertainment, and, to a lesser extent, 
retail have suffered steep downturns. But many computing 
products and consumer electronics companies have found 
themselves in the awkward position of booming while much 
of society goes bust.
  This boom is good news for digital publishers, at least. 
According to eMarketer, computing products and consumer 
electronics companies will spend $11.64 billion on digital 
ads in 2020, up 18% from 2019. This represents the fastest 
growth in digital ad spend across all industries in 2020. By 
contrast, total U.S. digital ad spend will grow just 1.7% this 
year.
  “I think there’s more optimism here 
than in some of the other industries,” 
said Mike Menkes, senior vice 
president at analytics firm Analytic 
Partners. “During the pandemic, 
demand for consumer electronics and 
computing products, for the most part, 
has not really declined and, in some 
cases, actually increased quite a bit.
  “It’s also an area where many 
purchases were already being made 
online, so there’s less interaction in-
store. Advertising budgets have been 
pulled back a little bit, but not as much 
as in other industries.”

E-COMMERCE POWERS CONSUMER ELECTRONICS SALES
ADVERTISER NEWS
  Neiman Marcus Group has emerged from bankruptcy 
protection, with new owners and a lot less debt. The luxury 
department store retailer’s restructuring plan includes the 
elimination of more than $4 billion of its roughly $5.5 bil-
lion existing debt and more than $200 million of cash inter-
est expense annually. Neiman Marcus said that it emerges 
from Chapter 11 with the full support of its creditors and 
new equity shareholders, and is now operating a strength-
ened capital structure, with no near-term maturities. Nei-
man Marcus filed for bankruptcy in May... Even the nation’s 
largest candy store retailer isn’t immune to the pandemic. 
It’Sugar has filed for Chapter 11 bankruptcy protection, 
citing the effects of the pandemic on sales and consumer 
behavior as well as “the recessionary economic environ-
ment.” The filing was announced by BBX Capital Corp., 
which acquired the retailer for approximately $57 million 
in 2017. It’Sugar, which has not yet filed a reorganization 
plan, said it plans to continue to operate its approximately 
100 stores while the bankruptcy proceedings are ongoing... 
Amazon is reportedly bringing its new Amazon Fresh 
grocery format to Whittier, Calif. According to the Whit-
tier Daily News, an Amazon spokesperson confirmed via 
email that a shuttered Orchard Supply Hardware store 
in the Friendly Hills Marketplace will serve as the latest 
Amazon Fresh site. Amazon is opening the store in an 
area with a number of nearby established brick-and-mor-
tar grocery competitors, including Aldi’s, Ralph’s, Trader 
Joe’s and Target... Patagonia has promoted an insider 
to chief executive. The outdoor apparel and equipment 
brand, known for its bold activism and commitment to the 
environment, named Ryan Gellert as CEO of Patagonia 
Works, the holding company for Patagonia. Gellert joined 
the company in 2014, overseeing its business in Europe, 
the Middle East and Africa. He succeeds former CEO Rose 
Marcario, who stepped down in June after 12 years in the 
role... Costco Wholesale Corp. ended its fiscal year on a
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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.

See your ad here tomorrow! CLICK 
HERE for details.

THIS AND THAT
  U.S. travel digital ad spending will drop 
by 41% this year to just $3.24 billion, 
according to eMarketer, which says 
no other industry will decline as fast 
or spend as little. In the first half of the 

year, thousands of travelers canceled trips, and airlines’ 
bottom lines took a historic blow. Major carriers avoided 
bankruptcies and layoffs only because of various government 
interventions... U.S. imports leapt 5.9% to a record in August, 
the first year-over-year rise since September 2019, according 
Panjiva, the supply chain research unit of S&P Global 
Market Intelligence. It said imports of household appliances 
jumped 79.7%, and furniture imports increased 38.1%, 
fueled by orders from retailers like IKEA and Target. The 
Port of Los Angeles, the nation’s busiest seaport, unloaded 
thousands of containers from seven unscheduled cargo ships 
in August... Consumers are not getting any more confident 
in the economy, but not getting significantly less confident, 
either. The latest edition of the Ipsos Confidence Index, 
based on an online survey of 923 consumers conducted 
Sept. 22-23, finds the overall metric slightly declining 0.5 
points to 53.9 from 54.4. The previous week’s score had 
been the highest recorded since the onset of the COVID-19 
epidemic in March. However, consumers are expressing 
optimism about the future. The Expectations index is up 0.5 
points to 66.9, which is actually three points higher than its 
pre-pandemic level.

WALMART, 605 REACH TV MEASUREMENT DEAL
  605, which offers a platform for TV measurement and 
audience analytics for national television, has announced 
an agreement with Walmart to support the retailer’s TV ad 
initiatives with data via its 605 PLATF0RM.
  Walmart and 605 have worked together for several 
years, mostly in advanced television advertising initiatives 
that provide insights into the audiences and the impact of 
Walmart’s linear TV campaigns.
  With this relationship, the two aim to enhance Walmart’s TV 
planning and analytics capabilities across a range of brands, 
products and retail initiatives.
  605 PLATF0RM is a web-based application that enables 
advanced measurement and analysis of TV programs and 
advertisements across linear, over-the-air, DVR and set-top-
box VOD.

NETWORK NEWS
  Amid COVID-19 pandemic disruptions — and the 
absence of studio audiences and live guests — late-night 
TV network talk shows’ ratings for the just-completed TV 
season continue to see mostly modest declines. CBS’ The 
Late Show with Stephen Colbert is the leading broadcast 
TV network late-night program — down 4% from a year ago 
to 3.452 million for the full 52-week season, from Sept. 23, 
2019 to Sept. 18, 2020. CBS came in at 3.61 million through 
the same period a year ago. NBC’s Tonight Show with 
Jimmy Fallon saw a steeper drop — down 16% to 1.93 
million viewers (vs. 2.29 million in 2018-
2019). ABC’s Jimmy Kimmel Live! 
slipped 3% to 1.91 million (vs. 1.97 million 
in 2018-2019). Among 18-49 viewers, 
competition remains much closer: Late 
Show and Tonight came in each with a 
Nielsen 0.4 rating and Kimmel was at a 
0.3 A year ago, Late Show and Tonight 
were both at a 0.5, while Kimmel was 
at a 0.4. This past season, among 25-
54 viewers, Late Show was on top with 
a 0.6 rating, while Tonight and Kimmel 
were tied at a 0.5. As with many other TV shows, production 
of late-night talk shows includes many virtual one-on-one 
interviews with no live audiences... ABC’s World News 
Tonight has won the 2019-2020 evening news race, the 
David Muir-anchored newscast averaging 9.39 million 
total viewers, and 1.88 million in the 25-54 demo, based on 
Nielsen Media Research. NBC Nightly News, anchored 
by Lester Holt, averaged 8.27 million total viewers, and 
drew 1.78 million in the 25-54 demo. CBS Evening News, 
anchored by Norah O’Donnell, averaged 5.86 million total 
viewers and 1.1 million viewers 25-54. World News Tonight 
rated a 6.1 in households while NBC Nightly News tallied a 
5.3 and CBS Evening News a 3.8. ABC News said World 
News Tonight won every night of the year in total viewers, 
which it added that no network had done since the start of 
Nielsen’s electronic database in the 1991-1992 season… 
Fox has renewed animated Bob’s Burgers for the 12th 
and 13th seasons, while extending veteran Family Guy for 
Seasons 19 and 20, extending both Twentieth Television 
series through 2023. Both animated comedies opened 
their new comedies Sunday, with Bob’s Burgers heading 
into Season 11 and Family Guy entering Season 18 with 
its 350th episode.

ACCOUNT ACTION
  Campaign US reports that JPMorgan Chase is putting 
its global media planning and buying account up for review. 
The review, which is being supported by MediaLink, covers 
the financial services giant’s offline media buying account in 
the U.S., Northern Europe and Asia. US incumbent Zenith, 
which has held the business since 2005, is participating in 
the pitch. The offline media account is worth $218 million, 
according to COMvergence. JPMorgan handles its $200 
million digital account media in-house. The brand launched 
its internal media agency Inner Circle in 2015, which 
began with a focus on creative but has since expanded 
to all areas of marketing. The review starts five months 
after JPMorgan Chase promoted Tracy-Ann Lim as chief 
media officer in April.
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Conan O’Brien

I just asked my wife why I 
walked into the living room, 

but she didn’t even know 
why she was there, so we 
watched TV for six hours.
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U.S. RETAILERS GET THEIR OWN SINGLES DAY
  A new October omnichannel sales extravaganza looks to 
compete with Prime Day and the 11.11 Global Shopping 
Festival.
  Retail research/advisory firm Coresight Research, 
shopping rewards app Shopkick and global online fashion 
marketplace Fashwire are launching the 10.10 Shopping 
Festival. During the weekend of Oct. 9-11, consumers can 
earn Shopkick “kicks” rewards currency for visiting and 
purchasing from participating retailers and brands, both 
online and offline. In addition, Fashwire is extending a special 

offer for its 300-plus brand partners to be 
part of the festival. 
  In addition to the numerous omnichannel 
sales holidays which have been 
introduced by individual retailers, multi-
retailer events including Cash Back Day 
and National Use Your Gift Card Day 
have emerged in recent years. The two 
dominant sales holidays continue to be 
Amazon Prime Day, reportedly slated 
for Oct. 13-14 this year, and Alibaba’s 
11.11 Global Shopping Festival, 

popularly known as Singles Day. Alibaba has been actively 
recruiting U.S. companies to participate in Singles Day 2020.

ADVERTISER NEWS
(Continued from Page 1)
strong note as consumers continued to shop its stores to 
stock up on items amid the pandemic. The membership-
based retailer’s net sales for the fourth quarter ended Aug. 
30 increased 12.5% to $52.28 billion, its highest increase 
in nearly three years. Total revenue rose to $53.38 billion 
from $47.5 billion. E-commerce sales jumped 91% during the 
quarter. Total same-store sales rose 11.4%, more than dou-
ble the growth of the previous quarter… After permanently 
closing 600-plus stores this summer, tween retailer Justice 
is closing more stores as part of parent company Ascena 
Retail Group’s bankruptcy. Twenty-three stores in 13 states 
are on the new closings list released last week, with Florida 
losing the most locations with four. New Jersey, New York 
and Ohio have three closures apiece. Ascena, which also 
operates Lane Bryant, Catherines, Ann Taylor, Loft, Lou 
& Grey and Cacique, filed for Chapter 11 bankruptcy protec-
tion July 23 and announced plans to shutter around 1,600 of 
its 2,800 stores... Ulta has postponed its planned expansion 
into Canada in order to “prioritize growth of its U.S. opera-
tions,” the company said in an SEC filing. The beauty retailer 
cited the current operating environment in its choice to tem-
porarily abandon those plans, but noted that Ulta “continues 
to believe international markets provide a long-term growth 
opportunity for the Company.”
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FunnyTweeter.com

I put on my husband’s 
deodorant and now I’m 
angry at the way I load 

the dishwasher.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

TV’S STRENGTHS: A KEY ELECTION DETERMINANT
  According to BIA, the lion’s (47%) share of political 
advertising dollars goes to local television and another 19% 
goes to cable/satellite/telcos.
  “There are two good reasons for 
that,” says The Media Audit’s Jeff 
Stein. “One is reach, the other is 
frequency.  Television reaches 93% 
of adults on the average day and the average adult spends 
more than four hours a day watching TV... more time than 
any other medium.”
  These stats come from The Media 
Audit’s 57-market online survey. The 
study of 60,000+ respondents shows 
active voters spend nearly 4.5 hours a day 
with TV. Thirty-six percent of viewers who 
are active spend more than five hours a 
day watching TV, and another 36% spend 
three to five hours.
  The impact of TV’s reach and time spent 
with the medium add up to power of 
television. In a 2019 study, Pew Research 
indicated that nearly four out of 10 adults 
identify as Independent. That number is significantly larger 
than the number identifying as Democrats or Republicans.
  The Media Audit study shows a similar estimate (41.9%) 
for Independents and shows TV reaches 92% of them. 
“While a lot of factors are at play in winning the election,” 
observes Jeff Stein, “undoubtedly reaching and influencing 
those Independents will be very important. The inherent 
communication strengths of television will make the 
difference.”

STORE SHOPPERS EXPECT DIGITAL SERVICES
  A new survey indicates a strong omnichannel customer 
experience is key to physical store success.
  According to a new study of over 2,000 U.S. consumers 
who plan to visit a high-touch, non-grocery retail store in the 
next six months, 80% of respondents expect to increase 
BOPIS and curbside pickup over the next six months. The 
New Store Shopper in High-Touch Retail, conducted by 
Incisiv and sponsored by Manhattan Associates, also 
reveals 85% have significantly increased curbside pick-up 
since the COVID-19 pandemic began in March. Almost eight 
in 10 (79%) say a contactless store pickup is very important.
  Respondents expressed mixed opinions about the current 
state of omnichannel checkout and pickup experiences. 
Eighty-five percent rate the ease of completing an order four 
stars or higher out of five, but 81% gave rating of three stars 
or lower when asked about stores’ availability of preferred 
pick-up date and time.
  While 91% miss shopping in stores, only 5% plan to try 
a product in-store in the next six months and only 28% 
plan to increase in-store shopping. But following months of 
e-commerce shopping, respondents are planning to increase 
in-store visits to return an order or item. In fact, returning an 
item to the store is the second biggest motivator for future 
store visits, behind same-day need.
  For 80% of shoppers, digital communications with store 
associates over the next six months are “likely” or “very likely.” 
As well, the study shows store inventory visibility will become 
the centerpiece of all associate and customer experiences.


