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LARGEST ADVERTISERS LEADING RECOVERY
  The U.S. advertising marketplace grew 5.9% in August, its 
first monthly year-over-year expansion since March, when 
the effects of the COVID-19 pandemic put the brakes on 
many forms of ad spending.
  The finding, based on a MediaPost analysis of Standard 
Media Index’s U.S. Ad Market Tracker, represents actual 
media-buying processed by the major ad agencies and 
brands, and may not be as representative of the long-tail 
marketplace of smaller advertisers and agencies.
  In fact, within the Ad Market Tracker database, the 
biggest advertisers represented by the top 10 advertising 
categories increased their ad spending in 
August 8.4% over August 2019. During the 
same period, advertisers in categories 11-
plus declined 3.1%, indicating that the U.S. 
ad market rebound is being led by the biggest 
advertisers.
  That said, smaller brands tend to be even 
more reliant on digital media than expensive national media 
like broadcast and cable network TV, and the Ad Market 
Tracker shows that digital is leading the turnaround as well.
  In August, digital ad spending soared 17.9% over August 
2019. During the same period, national TV advertising 
declined 10.8%.
  The data affirm projections of many analysts that the U.S. 
ad recession would bottom out during the summer and 
would begin to rebound heading into the fourth quarter.
  Sequentially, August’s index increased 34.8% over July’s.

OUTLOOK: HOLIDAY SALES TO GROW 1% TO 2.6%
  AlixPartners forecasts a rise of 1% to 2.6% in holiday 
season retail sales spanning the period between October 
and December, with consultants proposing that the 
shopping season will permanently begin a month earlier 
going forward.
  Last year, sales totaled $1.132 trillion for the same 
three-month period. “The traditional November-December 
holiday-season definition is meaningless this year — and, 
I would argue, for the future as well. 
For years now, holiday sales have 
been pulled forward earlier and 
earlier, thanks mostly to the explosion 
in online shopping,” said Joel Bines, 
global co-leader of the retail practice 
at AlixPartners. “The pandemic has 
accelerated what was well on its way 
to happening anyway.”
  Berkeley Research Group 
forecasts that Oct. 10, or 10/10/2020, 
will be the official start of the holiday 
shopping season, thanks to the 
marketing possibilities and the 
possibility that Amazon.com will 
host its Prime Day sales event then.

SMI: U.S. ADVERTISING ECONOMY RISES 5.9% IN AUGUST
ADVERTISER NEWS
  DSW has opened shoe shops inside two Hy-Vee grocery 
stores in Minneapolis. Four more are expected to go live 
this month. The DSW shops will be located at the front of 
the Hy-Vee stores and will be stocked with 3,000 to 4,000 
pairs of shoes. “We were already thinking at the time about 
how to make the shoe shopping experience easier for 
customers. In many cases, grocery stores are the number 
one shopping destination that people go to again and 
again. This has become more so through the pandemic,” 
said Bill Jordan, chief growth officer at Designer Brands, 
parent company of DSW... Walmart is expanding its one-

year-old freestanding health care format 
beyond its initial home base. It’s also taking 
a new approach to how the facilities are 
constructed. The retail giant said it plans 
to open seven more locations in Georgia 
by the end of the fiscal year and two in the 
Chicago area this fall. Walmart Health 

debuted in September 2019, in Dallas, Ga., and has since 
expanded to six locations, with five in Georgia (including 
a newly opened site in Cartersville) and one in Arkansas. 
In addition, Walmart Health will expand into Florida, with 
seven locations in the Jacksonville market in 2021, with at 
least one opening in the early part of the year… Speaking 
of Walmart, it’s rolling out Free Assembly, a new private 
label clothing brand that offers “high-quality pieces” at 
prices from $9 to $45. The 55-piece line will be sold on 
the retailer’s website and in 250 select stores... eBay is 
citing mail delivery delays resulting from recent changes 
made to the service by Postmaster General Louis DeJoy 
as the reason it is shifting more of its deliveries from the 
U.S. Postal Service to UPS. On-time delivery rates have 
fallen from 90% to 81.5% under DeJoy, according to a 
Senate report... Meat prices are falling in grocery stores 
and restaurants across the U.S. as the shortage created
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WIDESPREAD SHORTAGES AT FURNITURE RETAIL
  When furniture retailers began reopening their brick-
and-mortar locations following weeks of temporary 
shutdowns, a major furniture boom hit, and its wake has left 
manufacturers in every category scrambling to get ahead of 
retailer demand.
  Retailers, in turn, have been working hard to get ahead of 
subsequent impact on inventory, delivery times and prices.
  “I don’t know that anybody anticipated this kind of demand,” 
said Jeff Seaman, CEO of Rooms to Go in Seffner, Fla. “We 
certainly did not. We thought that business would be pretty 

strong once things opened up again in 
May, but really the depth and strength of 
the business is just shocking.”
  “There are so many moving parts, and 
it just takes one to upset the proverbial 
apple cart,” Eric Easter, president 
and CEO of Indianapolis-based 
Kittle’s Furniture, told Furniture 
Today. “Labor availability, COVID-19 
cases, component shortages, demand 
acceleration, hoarding by retailers, to 
name a few.”

  But just how long will the demand boom and industry-wide 
shortages last? That’s the million-dollar question, according 
to many retailers.
  Some believe that as long as people are at home, the 
demand will continue. Retailers agree that shortages are 
totally dependent on a variety of compounding issues, such 
as pricing increases and container price increases, which 
have increased in the past few months.
  Further out, retailers’ concerns over a drop-off in sales after 
the boom are beginning to grow, which could impact retail 
buying patterns as much as sustained heavy purchasing.

PRIMETIME EMMYS RATINGS HIT ALL-TIME LOW
  Despite stacked odds, the 72nd Annual Primetime Emmy 
Awards went off without a hitch Sunday night.
  Still, the show, produced by ABC and hosted by Jimmy 
Kimmel, wasn’t able to overcome all of the obstacles put in 
its path by the ongoing coronavirus pandemic.
  In early estimates from Nielsen, it appears the event 
saw the lowest viewership of any Emmy ceremony in the 
Television Academy’s history, drawing only 5.1 million 
total viewers. That’s a 14% drop in viewership compared 
with last year’s hostless event.
  Kimmel and producers at ABC knew they were taking a 
risk with this year’s Emmys. The event was hosted live from 
an empty Staples Center in Los Angeles, with the majority 
of nominees waiting in their living rooms to hear if they had 
won.
  The show itself was rather seamless considering all of 
the hurdles the broadcast had to jump due to the ongoing 
coronavirus pandemic. The production team ended up 
shipping 130 camera and lighting kits to nominees across 
the world since social distancing guidelines would not permit 
any mass gatherings. Not to mention, there are ongoing 
travel restrictions.
  There was no red carpet, no live audience and the 
ceremony’s lead-in show was an episode of Celebrity 
Family Feud. This year the Emmys also competed against 
Sunday Night Football and the NBA Playoffs.

OOH VIEWING BOOSTS NFL’S WEEK 1 RATINGS
  The first week of the NFL season, which also is the first to 
have Nielsen’s out-of-home viewing estimates embedded 
in the ratings, has proven to have a significant impact, 
despite the pandemic, MediaPost reports.
  The out-of-home viewing, which mainly comes from bars, 
restaurants, health clubs and offices that presumably have 
been impacted by reduced capacity due to COVID-19, 
boosted Week 1 of the 2020 NFL season’s ratings by 7%.
  While Week 1’s overall ratings are down 9% from the same 
week in 2019, an analysis by the equity research team at 
UBS estimates it would have been down 
16% without the contribution of the out-
of-home audiences.
  “With advertising deliveries now sold on 
an [out-of-home] basis, the potential uplift 
in ratings should not have a corresponding 
impact on advertising revenues,” UBS 
analyst John Hodulik notes. He added, 
however: “Many networks had already 
been selling deliveries on an OOH 
basis prior to Nielsen’s formal change in 
reported ratings.”

OUTLOOK: MORE CORD-CUTTING ON HORIZON
  Rising numbers of consumers dropping traditional pay-TV 
services — cable, satellite and telco pay-TV — are set to 
drop total traditional pay-TV subscribers below 80 million 
this year.
  According to an estimate by eMarketer, there will be a 
7.5% decline in 2020 (6.6 million homes) to 77.6 million 
traditional pay-TV subscribers. These totals are down 23% 
from 2014.
  Traditional pay-TV subscribers would then be estimated 
to comprise 64% of all U.S. TV homes. In four years, 
traditional pay-TV services are projected to drop to 50% of 
all TV homes.
  Nielsen says for TV’s 2020-2021 TV season, there will be 
121 million TV households, up slightly from 120.6 million a 
year ago. Total TV viewers is 0.2% higher to 307.9 million.
  Virtual pay-TV providers are picking up the slack, according 
to analysts. After a period of growth, new vMVPDs such as 
Sling, Hulu Live with TV, AT&T Now and YouTube TV are 
collectively slipping.
  In the first quarter, the vMVPD category lost 341,000 
subscribers versus the fourth quarter 2019, according to 
MoffettNathanson Research, which now totals 9.6 million 
subscribers.

THIS AND THAT
  The Detroit auto show, which was supposed to move from 
January to June so that events could take place outdoors, 
has been moved again — to September 2021. It has now 
been moved to Sept. 28-Oct. 9, 2021, show officials said, 
with the public show happening Oct. 2-9... A resurgent 
stock market and fiscal stimulus propelled the net worth of 
U.S. households to the highest level ever in Q2, despite a 
record drop in Q1 caused by the pandemic. The net worth of 
American households and nonprofit organizations jumped 
6.8% in Q2 to $118.96 trillion. That is about $380 billion 
more than at the end of 2019, before the pandemic wiped 
out more than $7 trillion of household wealth.
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ADVERTISER NEWS
(Continued from Page 1)
by the outbreak of COVID-19 cases in processing plants 
has waned. SpartanNash recently ran a sales promotion on 
ground beef, ribs and sirloin steak. “The supply is plentiful 
right now. Barring any outbreaks, we’re feeling pretty good,” 
said Lori Raya, chief merchandising and marketing officer 
at SpartanNash... Pottery Barn has teamed up with The 
Renewal Workshop to launch Pottery Barn Renewed, 
a new line that represents the retailer’s “first step towards 
becoming a circular business.” The tie-up marks The Renewal 

Workshop’s first line with a major home 
furnishing retailer, the company said. To 
extend the life of its products, the brand 
is reselling returned and imperfect goods, 
which include bedding, bath, curtains, 
pillows, throws, table linens and robes, 
according to a company press release. 
The products go through The Renewal 
Workshop’s six-stage process of being 
sorted, graded, sanitized, repaired, 
inspected and verified. The items will 
then be listed for sale on The Renewal 

Workshop’s website.

ACCOUNT ACTION
  T-Mobile is placing its massive estimated $2.1 billion media 
account into review — a figure that includes the Sprint 
business, Ad Age reports. T-Mobile said ID Comms is 
managing the review. It also confirmed that the incumbent 
agencies are Publicis Media, WPP’s Essence and Horizon. 
Per the COMvergence database, the Sprint and T-Mobile 
media business combined is worth $2.1 billion. Publicis Media 
currently controls the offline T-Mobile business, worth $810 
million; Essence handles T-Mobile’s digital duties, worth 
$200 million; and Horizon controlled the Sprint business, 
worth $1.1 billion, according to COMvergence estimates. 
People close to the matter tell Ad Age that Essence, Publicis 
Media and Horizon are going to compete in the review.
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AUTO: PANDEMIC CAUSES DIGITAL AD PULLBACK
  Digital ad spending in the U.S. automotive industry will 
decrease by 18.2% this year to $10.94 billion, according to 
eMarketer. The research firm says this will be the largest 
reduction in digital ad spend by an industry after travel, 
where spend will contract by 41%.
  Historically, automotive spending has been fairly even 
across search, video and nonvideo display ads. But in 2020, 
search will take a back seat as auto advertisers focus less 
on performance marketing amid the coronavirus pandemic.
  During the onset of the pandemic, car shoppers delayed 
their purchases, while manufacturing 
plants and dealerships closed or 
operated at limited capacity. When that 
spending recovers, eMarketer says, 
depends largely on when the pandemic 
subsides and how quickly the economy 
recovers. The recent rise in used car 
sales indicates a pent-up demand for car 
purchases. The research firm expects 
auto digital ad spend will grow 21.4% in 
2021 to $13.29 billion, slightly below its 
pre-pandemic peak.
  Auto advertisers are expected to reduce spending on 
search by 32.9%, display by 10% and video (a subset of 
display) by 5%. This reflects how advertisers are focusing 
on brand marketing over direct response during the 
pandemic.
  According to eMarketer, auto will make up 8.1% of total 
U.S. digital ad spend in 2020, down from 10.1% in 2019. Its 
share has trended downward since the firm began tracking 
the vertical: from 12.1% in 2016, to 11.3% in 2017, to 10.6% 
in 2018.

BUYERS SEEK HOMES, BUT FEW ARE FOR SALE
  The pandemic has aggravated the housing market’s 
longstanding lack of supply, creating a historic shortage of 
homes for sale, The Wall Street Journal reports.
  Buyers are accelerating purchase plans or considering 
homeownership for the first time, rushing to get more living 
space as many Americans anticipate working from home 
for a while. Many potential sellers, meanwhile, are keeping 
their homes off the market for pandemic-related reasons.
  The combined effect has created an extreme drought of 
previously owned homes for sale. At the end of July, there 
were 1.3 million single-family existing homes for sale, 
the lowest count for any July in data going back to 1982, 
according to the National Association of Realtors. In the 
week ended Sept. 12, total for-sale inventory was down 
29.4% from a year earlier at the lowest level since at least 
late 2017, Zillow Group said.
  “Every year we think, ‘We’re hitting new record lows, it 
can’t get worse,’ but then it does,” said Danielle Hale, chief 
economist for Realtor.com.
  The shortage has pushed home prices higher, stretching 
the budgets of many middle-class and first-time home 
buyers. The median existing-home price crossed above 
$300,000 for the first time ever in July, up 8.5% from a year 
earlier, according to NAR.
  Rapidly rising house prices are effectively canceling out 
the increased purchasing power that buyers are getting 
from lower interest rates, brokerage Redfin Corp. said.


