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The grinch who
stole Halloween

It looks like covid’s home for the holidays, forcing
retailers to rush the season—even more than usual
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A look at some of the happenings over the next five days of interest to
marketers, agencies and media players.

TRENDING

Hot topics in the world of marketing, including Pepsi and Notorious
B.I.G, Santa coming to Bass Pro Shops and Cabela and the week’s
biggest losers: Quibi and Jeffrey Toobin.

GONE IN A QUIBI

Is the heavily funded startup’s swift collapse a warning to brands
about sponsoring unproven streaming platforms?

EXECUTIVE ORDER

Interpublic Group of Cos. chooses Philippe Krakowsky, an 18-year IPG
veteran, as successor to Chief Executive Officer Michael Roth.

5 QUESTIONS WITH CVS

Chief Marketing Officer Norman de Greve discusses new consumer
behavior, marketing trends and Halloween.

AND, THE CAMPAIGN-AD WINDFALL WINNER IS ... FOX NEWS

At the national TV level, no network has done better than Fox News
when it comes to sopping up revenue from campaign ads.
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P&G HIKES MARKETING SPENDING AS SALES SOAR

Consumers have extra cash to spend on Tide and Bounty from all that
money they’re not spending on travel, entertainment and apparel.

HOLIDAY HAUNTED BY COVID-19

Marketers are going all-in on messaging that encourages consumers
to stay safe while keeping the festival of fright intact.

APP CHALLENGES BRANDS TO HELP CURB HATE SPEECH

Pernod Ricard seeks industry-wide support for program that is
modeled after carbon offsets.

NEW BUSINESS FOR GERRY GRAF AND MAXI ITZKOFF

Pandemic-imposed restrictions paved the way for creative vets’
independent company, Slap Global, based in Buenos Aires, New York
and Madrid.

IT’S BEGINNING TO FEEL A LOT LIKE CHRISTMAS

Black Friday no longer marks the start of holiday shopping as
consumers try to avoid crowds and shop online during the pandemic.

How to contact Ad Age
Email: AdAgeEditor@adage.com.
See our masthead at AdAge.com/masthead to contact
specific editors and reporters.
For subscription information and delivery concerns,
please email customerservice@adage.com
or call (877) 320-1721 (in the U.S. and Canada)
or (313) 446-0450 (all other locations).
Advertising: (212) 210-0139.
Classified: (800) 248-1299.
Library services: (313) 446-6000.
News offices: New York: (212) 210-0100, Chicago:
(312) 649-5200, London: +44 (0) 794-123-7761.
For reprints, email Laura Picariello at
lpicariello@crain.com, or call (732) 723-0569.

Contents copyright 2020 by Crain Communications Inc. All rights reserved.
Published by Crain Communications Inc. at 150 N. Michigan Ave, Chicago, IL 60601-3806.
Periodicals postage paid at Chicago and additional mailing offices. Send address changes to Ad
Age, Audience Development Department, 1155 Gratiot Avenue, Detroit, Mich. 48207-2912. $4.99 a
copy, $109 a year in the U.S. In Canada: $5.00 a copy, $239 per year, includes GST. Mexico $239, All
other countries $429, includes a one-year subscription and expedited air delivery. ‘‘Canadian Post
International Publications Mail Product (Canadian Distribution) Sales Agreement No. 40012850’’
GST #136760444. Canadian return address: 4960-2 Walker Road, Windsor, ON N9A6J3.
Printed in U.S.A. Four weeks’ notice required for change of address. Address all subscription
correspondence to Audience Development Department, Ad Age, 1155 Gratiot Avenue, Detroit,
Mich. 48207-2912 (1-877-320-1721). Microfi lm copies are available from ProQuest, 800-521-0600
or www.proquest.com. Ad Age is available for electronic retrieval on the NEXIS® Service (800227-4908) and Dow Jones & Co. (800-522-3567).

News What to watch for

The Week Ahead:
October 26-30

Oct. 26
It is the 300th day of the year—and 2020 can’t end soon enough.
Oct. 27
WSL, the retail strategy firm, hosts a webinar on supporting
African-American entrepreneurship. The hour-long session
includes Angel Beasley, merchandise director of specialty hair
at Walmart, and Erica Culpepper, general manager at L’Oréal
Multicultural Beauty.
Ad Age’s next Town Hall at 11 a.m. EDT brings together leaders
in multicultural marketing to delve into the debate between
general market versus multicultural, how to authentically

An Under
Armour
outlet
store at a
Simpsonville,
Kentucky
shopping mall.
Bloomberg
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E-COMMERCE UPTICK FOR UNDER ARMOUR

target these audiences and why it’s so important to get it right.
Oct. 28
Ad Age Remotely hosts McCann’s new CEO Bill Kolb at 11:30
a.m. EDT. He will discuss the new role, how the agency has
been navigating the pandemic and efforts around diversity and
inclusion.
Oct. 29
Quarterly results from Kellogg Co. and Kraft Heinz will
show how well the broader U.S. food industry is holding onto
consumers who stocked up on boxes of cereal, macaroni and
other packaged foods early in the pandemic.
Oct. 30
Under Armour reports third-quarter earnings. Though the
company has seen an uptick in e-commerce and a boost from
its face mask for sports, the brand has said revenue could fall
in the back half of 2020, including during the holiday period,
because of the continuing pandemic and its pressure on both
supply chain and sales.
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with Kellogg
Co. products
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News Where’s Santa?

Trending
Compiled by E.J. Schultz and Adrianne Pasquarelli

A quick look at last week’s winners, losers, hits and misses.
For more on these and other trending stories, visit AdAge.com
Jingle blues
Now that the holidays are in full swing, retailers are grappling
with the issue of the big man in the red suit. Due to COVID-19
restrictions, Santa will not be coming to town at Macy’s this
year, breaking with a nearly 160-year tradition of hosting the
jolly one at its New York City flagship. Santaland, as Macy’s
calls the visiting area, has been a boon to the brand, generating
store traffic and sales. Yet other stores are attempting to make
a visit with Saint Nick work—albeit with lots of restrictions and

Santa will
not be coming
to town at
Macy’s this
year.
iStock

News ‘Nothing can beat the p-e-p-s-i’

no laps. Bass Pro Shops and Cabela’s
will use a glare-free protective
barrier between families and Santa
to offer free photos. Consumers will
need to make online reservations for
the privilege.

TRENDING

Tweet of the week

Winner
It took 23 years, but Pepsi finally
capitalized on Notorious B.I.G.’s
freestyle rap about his love for the
soda. The brand remastered the
previously unreleased track—which
includes lyrics like “other sodas
taste the worst … nothing can beat
the p-e-p-s-i, yes I drink it constantly”—and paired it with an
animated ad. The move—timed with the late rapper’s induction
into the Rock & Roll Hall of Fame—got plenty of pickup
in outlets that accurately hit the brand’s intended target,
including pop culture site Hypebeast.
Loser
Outside of Jeffrey Toobin, few people had a worse week than
the backers of Quibi—including advertisers that wasted money
on the short video platform that finally conceded defeat.
Popular
Pornhub can thank Toobin for getting its ‘Wank-from-home
PSA’ ad back in the news. Our original post on the spot,
which originally published way back in May, was among
the top-read stories last week. The Lincoln Project again

News Pandemic personalization

claimed the top spot with its latest
Trump takedown—“Mourning in
Pennsylvania,” which puts a new
twist on Ronald Reagan’s “Morning
in America.”

TRENDING

Pop Quiz
Which of these is a real product?
(Answer at the bottom of this
column.)

A pandemic level of personalization
Speaking at ANA’s Masters of
Marketing, Tim Mapes, chief
marketing and communications
officer at Delta Air Lines, said
that we are still in the midst of a
public health crisis that is getting
worse. Plane travel has dropped so
much that now, instead of calling
out passengers by zone or by row to board, Delta attendants
are calling them out by name. “It takes it to a new level of
personalization,” Mapes said, though he noted he’s not sure if
such a service will be possible to continue post-coronavirus.
Marijuana state of mind
Another celeb has a pot brand. Jay-Z, who last year inked a deal
to become chief brand strategist at cannabis company Caliva,
today unveiled the moniker of his brand—Monogram, which
will launch “through a best in class e-commerce platform
dedicated exclusively to its singular product line.”
Envirobrew
Normally green beer is reserved for St. Patrick’s Day. But
now a craft brewer is using the color for an entirely different
meaning. HenHouse Brewing Company last week launched a

News On the move

brew called Vote for the Green New Deal—
which is as literal as it sounds. It’s not a
single beer (and it’s not actually green, we
don’t think). Instead, the California-based
brand is asking other brewers to slap the
label on their most delicious India pale
ale (or use a suggested recipe) as a way to
support Democrat-backed climate change
legislation.
On the move
Calvin Klein has tapped Linh Peters as
global chief marketing officer. She starts
Nov. 2. Peters was most recently VP,
loyalty, partnerships and licensed stores
product and marketing at Starbucks.

TRENDING

Quote of the week

“When I started in
marketing you were
in like 12-month,
18-month planning
cycles. And now we
operate in a world of
a 48-hour news cycle.
The big challenge is
how do brands adapt
and be agile in that
kind of world.”
Molson Coors Chief Marketing Officer
Michelle St. Jacques at last week’s ANA
Masters of Marketing conference.

Direct-to-consumer luggage brand
Away promoted Selena Kalvaria to chief
marketing officer, a new role, from senior VP of brand.

Number of the week
$12 billion: the newly projected sales of cereal in the U.S. this
year, which spiked due to changing dining patterns prompted
by COVID-19. The forecast, from GlobalData, is $1.2 billion
higher than 2019 and $1.1 billion higher than prior projections
for 2020. 
—Contributing: Jessica Wohl
Pop Quiz Answer: Sorry Natty Light fans, Natty Fright ain’t happening—except on
Twitter—but Heinz Tomato Blood ketchup is real for a limited time. Heinz will give away
570 limited-edition bottles of the ketchup to people who submit Halloween-themed videos
featuring Heinz ketchup in a TikTok hashtag challenge.
Return to
Table of Contents

$12
BILLION

News Biting the dust

WHAT QUIBI’S QUICK DEMISE
MEANS FOR STREAMING
By Jeanine Poggi and Garett Sloane

It was gone in a Quibi.
The streaming startup founded by Jeffrey Katzenberg and
headed by CEO Meg Whitman is shutting down after a very
short-lived run, potentially calling into question big-ticket
brand sponsorships of unproven streaming platforms.
Quibi, short for “quick bites,” was the darling of the
entertainment world, raising $1.75 billion to produce
programming starring top Hollywood talent, and it secured
$150 million in ad commitments from about 10 blue chip
sponsors ahead of its highly anticipated debut.
But once the platform launched in April, in the middle of the
pandemic, its entire business proposition was upended. The idea
of serving up shows fewer than 10 minutes in length—designed

The Quibi
short-form
mobile
video service
application
displayed on
a smartphone
Andrew
Harrer/
Bloomberg
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WHAT QUIBI’S QUICK DEMISE MEANS FOR STREAMING

specifically for mobile and to be consumed during short
breaks when people are outside their homes, such as during
commutes—seemed pointless when people had nowhere to go.
Many of Quibi’s advertisers, which included Progressive,
T-Mobile, Google, Taco Bell, Anheuser-Busch InBev, Walmart,
General Mills, Procter & Gamble and PepsiCo, have been
reluctant to publicly criticize the service. But deals with Quibi,
which were slated to run through April 2021, had been under
pressure since its debut, with some sponsors complaining
behind the scenes that it did not meet viewership goals.
“They haven’t delivered on the first round of advertising,” one
of Quibi’s launch sponsors told Ad Age in September. “It wasn’t
worth the money we paid them.”
‘They pitched us hard’
Quibi’s crash-and-burn trajectory is certainly enough to
leave marketers skittish. Brands have been eager to jump
into a streaming ecosystem that is exploding with new
media properties including NBCUniversal’s Peacock and
WarnerMedia’s HBO Max. Brands are looking for sponsorship
deals like the ones Quibi offered, giving them greater access
and input into how advertising lives on these platforms. These
deals, of course, often come with a higher price tag.
One marketing executive, who was approached early on
about a deal with Quibi, says, “They pitched us hard and we
determined early on that it was way overpriced,” adding
that, “their audience and impressions estimates were really
high and not realistic. We felt in order for them to hit that
guarantee, we would have to run a spot every 10 minutes.”
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First streaming wars casualty
Moving forward, Quibi’s demise—the first casualty in the
streaming wars—could call into question this model, and push
brands to strike deals with media companies that can offer
makegoods elsewhere in their portfolios. The more stable
media companies, with legacy businesses and TV networks,
might offer more flexibility, where they could steer brands if
one startup property stumbles. Quibi did not provide that kind
of safety net, according to one media buyer.
This comes as mega-media companies like WarnerMedia,
Walt Disney and ViacomCBS reorganize themselves to put
streaming at the center of their businesses.
“In a strange way, it sort of validates the success of other
launches like Peacock and Disney+, that it isn’t a given that if
you launch a streaming service it will be a success,” says David
Campanelli, chief investment officer, Horizon Media. “But also
it reinforces the thinking that viewers want to watch highquality, premium content in their living rooms on their TV
set.”

Contributing: E.J. Schultz
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Watch the Sam Elliott-narrated World
Series ad the Biden campaign is spending
$4 million to air
By Simon Dumenco

News Leadership shift

IPG TAPS PHILIPPE KRAWOWSKY
AS NEXT CEO, REPLACING
MICHAEL ROTH
By Judann Pollack

It’s official: Interpublic Group of Cos. has named Philippe
Krakowsky as successor to Michael Roth. Krakowsky assumes
the post of chief executive officer on Jan. 1, 2021. Roth becomes
executive chairman of the board.
Krakowsky, an 18-year IPG veteran, is exec VP and chief
operating officer at the holding company as well as chairman
of IPG Mediabrands, overseeing Acxiom, Carmichael Lynch,
Deutsch, Hill Holliday, Huge, Kinesso, Matterkind and
R/GA. Among his posts at IPG, Krakowsky has overseen

Philippe
Krakowsky
Photo
courtesy
of IPG
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IPG TAPS PHILIPPE KRAWOWSKY AS NEXT CEO, REPLACING MICHAEL ROTH

communications, business development, strategy and talent
functions. He will continue as IPG’s chief strategy officer.
The elevation of Krakowsky, 58, has been long
expected, and in the Oct. 21 announcement,
Roth called Krakowsky “the right CEO for
the next era at IPG. He is a brilliant strategist
and effective leader who has played a key
role in developing our open architecture
client service model, as well as modernizing
our data, marketing services and media
solutions,” Roth said.

“I appreciate the
confidence that
Michael and
the board have
placed in me.”
Philippe Krakowsky,
Interpublic Group of Cos.

“I appreciate the confidence that Michael and
the board have placed in me,” said Krakowsky.
“With our people, agency brands, technology companies and
culture, we are uniquely positioned to help our clients solve
their toughest business challenges. I am looking forward to
working with our fifty-thousand people and all Interpublic
Group and our clients around the world at this unique time,
where we are seeing changes in media and consumer behavior
accelerate at incredible speed.”
Roth, named CEO in 2005, is credited for righting the
company’s financial course. “In each of the past five years,
IPG’s growth rate has outperformed the industry average,
and total shareholder return has topped IPG’s peer group
over trailing one-, three-, five-, and 10-year periods, marking
a reliable level of achievement and progress during a time
that saw significant change in the industry with constantly
evolving market dynamics,” said the company’s statement.
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Those dynamics are evident in the
company’s earnings, also released last
week. Third-quarter net revenue fell
5.2% from a year ago to $1.95 billion
and organic net revenue dropped 3.7%,
attributed to COVID. Net revenue for
the first nine months fell 6.7% and
organic revenue was down 4.5%.
Said Roth: “In light of the very
challenging environment, we
are proud of our results in the
quarter, and the work our people
are doing under such challenging
and extraordinary circumstances. This level of performance
demonstrates how effectively our companies and our people
have adjusted to new ways of working.”

MORE
READING

Michael Roth
will become
executive
chairman of
the board.
Denis Doyle/
Bloomberg

How brands like Apple, Arby’s, Honda and
Progresso nail celebrity voice-overs
By Ilyse Liffreing

Watch: The top 5 creative brand ideas you
need to know about right now
By Ann-Christine Diaz, I-Hsien Sherwood and Erik Basil Spooner
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5 Questions

CVS CMO ON NEW CONSUMER
BEHAVIOR, MARKETING
TRENDS AND HALLOWEEN
By Adrianne Pasquarelli

Health care chain CVS has been a destination during COVID-19,
as consumers use its stores to test for the virus and also fulfill
their shopping list of household essentials. The chain has
pivoted to meet new consumer behavior, such as focusing
on digital methods of communication and introducing new
offerings for Halloween. Norman de Greve, chief marketing
officer of the Woonsocket, R.I.-based chain, discusses how CVS is
handling the changes and what lies in store—and out.

Norman
de Greve
Composite
by Ad Age
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CVS CMO ON ITS NEW CONSUMER BEHAVIOR, MARKETING TRENDS AND HALLOWEEN

The pandemic has forced a lot of shifts in consumer behavior,
from bread baking to online shopping by older consumers.
What are some of the changes you’ve seen from your
customers?
There have been a lot of changes. At their core, people are just
really interested in protecting themselves. You see things
like vitamins and immunity doing really well because people
are worried. Related to that, you see people trying to use
e-commerce a lot more than they are going into stores. Right
now, we’re in the middle of flu shots and the demand for flu
vaccinations is higher than it’s ever been. People are really
taking their health more seriously.
How are you integrating new trends, like a focus on vitamins,
into your marketing?
In August, we started with our back-to-school advertising. Of
course, we had to make it a lot earlier in the year and man, it
was hard to make back-to-school advertising when you didn’t
even know if people were going to be in school. We called it
back-to-the-new-school. The things you need when you go back
to school are different than the things you needed in the past—
hand sanitizers, wipes, that sort of stuff. After that, we did a
whole piece on immunity, and that’s just about getting your flu
shot. It’s all protection-related. From a marketing standpoint,
it’s really pivoted how we think about what we communicate
and how we communicate. Before COVID, we wouldn’t have
been as focused on communicating protecting yourself from
the things that are out there. We would have been more
focused on being your best healthiest self. Now, we’re more
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about how to keep
yourself safe.
How are the instore Health HUBS
performing during the
pandemic?
It’s been a right place
at the right time. If
you think about the
environment we’re in,
if they said how would
you like a conveniently
located health center
where you can go in on your schedule and get what you need
done quickly, this is the perfect environment to do that.
They’ve been really well-positioned in this environment. Some
of this testing requires a medical professional to be there. The
fact that we have integrated nurse practitioners in these stores
helps us deliver the COVID testing. Our overall goal is to get to
1,500 by the end of next year.
Despite all the vitamins, CVS is also a candy destination. How
are you planning for Halloween this year?
We just did a big initiative with Hershey. We’re giving away
a million Boo Bags, which are free bags, nicely decorated and
designed, you can put candy in it and leave it on somebody’s
doorstep. It gives instructions on what they can do for the next
person. It’s our way of saying we’re there for you.

A free flu shot
sign at a CVS
pharmacy
in Miami.
Marco Bello/
Bloomberg
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Beyond flu shot marketing, what is ahead
“People are just
for CVS this fall and through the holiday
really interested
season?
in protecting
We are also focused on DIY beauty. Think
themselves ...
about all the stuff you’re not going out to get
people are really
done anymore—nails and hair are still doing
taking their
really well, and skin. We’re helping people
be healthy that way. What a wacky time the
health more
holidays are going to be. Amazon had their
seriously.”
Prime Day—you can see a lot of the marketing
Norman de Greve, CVS
and merchandising is getting pulled forward.
Everybody expects e-commerce to be really
big, curbside pickup is going to be big; is
COVID going to flare up in these communities, and how do we
manage that? We are starting our holiday marketing in October/
November. The unique thing about CVS is it’s actually really
easy to get in and get the small things you need and get out and
not worry about it. We’re working on that and trying to deliver
some value in there as well.

MORE
READING
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CVS debuts its own media network
By Adrianne Pasquarelli
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THE CAMPAIGN-AD WINDFALL
WINNER IS ... FOX NEWS
By Simon Dumenco
Data analysis by Kevin Brown

And the winner of the election is ... well, Fox News, for one.
That’s a key takeaway from this, the penultimate pre-Election
Day edition of Ad Age Campaign Ad Scorecard—an ongoing
project led by Ad Age Datacenter Director of Data Management
Kevin Brown in partnership with Kantar/CMAG. Since Jan. 1,
2019, we’ve been tracking campaign ad spending across the
presidential, U.S. Senate, congressional and gubernatorial
races in an attempt to make sense of the marketing machine of
American politics.

President
Trump and
Joe Biden
faced off in
their final debate Oct. 22.
Morry Gash /
Bloomberg
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ELECTION SEASON ENTERS THE HOMESTRETCH

In the final stretch of the election season, here’s what you need
to know:
Campaign advertising has been the media’s
own stimulus/rescue plan
As Ad Age first reported in early September,
overall media spending in the first half of
2020 was down 19% compared to the same
period in 2019, according to Kantar, thanks
to the pandemic recession. Campaign
advertising, though, has been a blazing bright
spot for the bottom lines of a number of media
companies. There was no major election cycle
in 2019, so the year-over-year data is obviously
skewed, but Kantar’s “government, politics
and organizations” category increased 47%
during the first half. And indications are
that, when all is said and done, we’ll have
seen record campaign ad spending across the
entire 2019-2020 election cycle.

The real winners:
TV networks,
including a
handful of
traditional
broadcasters
and cable
giants—and
lucky affiliates
in swing states.

Even digital advertising avails can be weirdly scarce
We’re used to the idea that traditional measured media—
TV and radio—has finite inventory. But as Bloomberg News
reported last week, “At times, YouTube is so inundated with
election ads that it has been unable to place as much as three
quarters of the amounts campaigns would like to spend on a
given day.”
The (real) winners circle
In the previous Campaign Ad Scorecard, we noted the
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Top broadcast and cable TV properties by presidential spending
Post-primary. Dollars in millions.

Joe
Biden

Democratic
PACs

Donald
Trump

Republican
PACs

Total

Fox

$13.1

$0.0

$0.1

$0.0

$13.3

CBS

11.7

0.0

0.9

0.0

12.6

NBC

6.5

0.0

1.0

0.0

7.5

ABC

4.4

0.0

0.6

0.0

5.0

Univision

2.8

0.0

0.7

0.0

3.5

Fox News

6.1

0.6

19.5

0.0

26.3

CNN

6.6

0.4

3.0

0.2

10.2

HGTV

2.5

3.3

1.4

0.0

7.3

Food Network

2.7

2.7

1.6

0.0

7.0

TLC

2.1

1.3

0.7

0.0

4.1

Broadcast TV networks

Cable TV networks

Local station spending (market, affiliation)
WFTV (Orlando, Fla., ABC)

5.0

4.1

4.6

4.1

17.8

WDIV (Detroit, NBC)

4.1

9.2

2.1

1.5

16.9

WPVI (Philadelphia, ABC)

6.1

4.0

3.1

1.6

14.8

KDKA (Pittsburgh, CBS)

2.4

6.2

1.3

3.9

13.8

KPHO (Phoenix, CBS)

4.1

2.5

3.5

3.5

13.6

WESH (Orlando, Fla., NBC)

3.8

2.5

3.9

3.3

13.5

WSOC (Charlotte, N.C., ABC)

3.2

0.1

4.8

4.5

12.6

WJBK (Detroit, Fox)

3.0

6.6

1.8

1.2

12.6

WXYZ (Detroit, ABC)

3.2

6.3

2.0

0.9

12.5

WPLG (Miami, ABC)

3.4

4.6

2.9

1.4

12.3

Total TV

$405.0

$299.3

$243.1

$222.3

$1,169.8

Source: Media spending from Kantar/CMAG. Tracked spending for TV ads booked after April 8, 2020, (the
date Bernie Sanders dropped out and excluding primary spending), through Election Day as of Oct. 21, 2020.
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Democrats had, as of mid-October, outspent Republicans in
pursuit of the White House: $1.89 billion vs. $674 million,
as tracked by Ad Age Datacenter (with the Democrats’ tally
crazily skewed by the presence of free-spending billionaires
Mike Bloomberg and Tom Steyer during primary season). We’ll
know soon whether that was money well spent or wasted.
But right now we can definitively name some of the real
winners: TV networks—mostly a handful of traditional
broadcasters and cable giants—and some very lucky local
affiliates in swing states.
Fox News scores big
At the national TV
level, no network has
done better than Fox
News when it comes
to sopping up revenue
from campaign ads. It’s
no surprise the Trump
campaign spent the
most—$19.5 million—on
placing ads on Fox News
during the post-primary season; it is, of course, the TV-Viewerin-Chief’s favorite channel. But Joe Biden also spent $6.1
million on Fox News during the post-primary season—within
spitting distance of the $6.6 million his campaign spent on
CNN. Throw in some miscellaneous PAC money, and Fox News
pulled in a total of $26.3 million in presidential campaign ad
dollars in the space of six months.

The Trump
campaign
spent $19.5
million for
ads on Fox
News.
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Fox—aka the Fox Broadcasting Company, and the corporate
sibling of Fox News—grabs second place with $13.3 million,
while CBS is third with $12.6 million.
Orlando boom
The most astounding
windfalls, though, have
come at the local level.
For instance, Orlando
ABC affiliate WFTV has
pulled in a total of $17.8
million for airing ads
from Team Biden, Team
Trump and pro-Biden
and pro-Trump PACs
during the post-primary season. Another Orlando station,
NBC affiliate WESH, pulled in $13.5 million over the same time
period. All told, the 10 local TV stations that saw the biggest
campaign-ad windfalls collectively rang up $140.3 million.
In addition to Orlando, the swing-state cities attracting the
most local TV campaign advertising revenue were Detroit,
Philadelphia, Pittsburgh, Phoenix, Charlotte (N.C.) and Miami.
Yes! Michigan
One last note about windfall regions: In 2016, Trump beat
Hillary Clinton by a margin of less than a quarter of one
percent in Michigan: 47.50% vs. 47.27%. In election postmortems, the Clinton campaign was pilloried for ignoring
Michigan—or at least taking it for granted.
Joe Biden and his supporters seem to have gotten the message.

Joe Biden
and his
supporters
are spending
big in Detroit.
Bloomberg

News Campaign Ad Scorecard

ELECTION SEASON ENTERS THE HOMESTRETCH

His campaign has spent $4.1 million advertising on Detroit
NBC affiliate WDIV, while pro-Biden PACs spent another $9.2
million with the station. Detroit Fox affiliate WJBK sold $3.0
million of advertising time to Team Biden, while pro-Biden
PACs spent an additional $6.6 million. And Detroit ABC affiliate
WXYZ got $3.2 million from the Biden campaign, plus another
$6.3 million from pro-Biden PACs. (Again, all figures are for
the post-primary season.)
In short, of the top 10 local TV stations that saw the highest
campaign-ad windfalls in mid-to-late 2020, three are in Detroit—
and all three of those stations drew a lot more cash from Biden
and pro-Biden PACs than Trump and pro-Trump PACs.
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News Exceeding expectations

P&G HIKES MARKETING
SPENDING AS SALES SOAR
By Jack Neff

Procter & Gamble Co. blew through analyst expectations for its
fiscal first quarter, with organic sales up 9% to $19.3 billion, net
earnings up 19% and no signs that the dwindling effects of this
spring’s U.S. stimulus is making people trade down to cheaper
products.
P&G increased marketing spending at least $100 million, Chief
Financial Officer Jon Moeller said on an earnings briefing
call with media Oct. 20. That came as P&G continues to wring
savings out of overhead, media, agency and production costs—at
a pace of more than $200 million in the quarter ended Sept. 30—
but spent those savings back on marketing.

P&G has
benefited
from demand
for its stable
of premiumpriced household products.
Photo
courtesy
of P&G
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“We view this as a time to spend forward in
terms of our advertising levels, not to spend
back,” Moeller said. “First, there’s never been
more media consumed than there is currently, as
we all try to entertain ourselves and our families
and survive. And two, there’s a heightened need
to spend on hygiene and health.”
P&G has clearly benefited from the pandemic
keeping people home more, fueling demand
for its stable of premium-priced household
products—including Charmin, Bounty, Cascade
and Dawn. People are also washing clothes
more often as hygiene concerns grow, fueling
Tide sales.

P&G HIKES MARKETING SPENDING AS SALES SOAR

“Nine out of
10 people feel
better about
a brand if it
expresses a view
on a social or
environmental
issue.”
Marc Pritchard,
Procter & Gamble Co.

Speaking on Ad Age Remotely shortly after a talk at the
Association of National Advertisers Masters of Marketing
Conference on Oct. 21, Chief Brand Officer Marc Pritchard said,
“We had momentum going into the pandemic,” and part of that
was from changing its portfolio to focus squarely on cleaning,
health and hygiene products.
Pritchard at the ANA highlighted P&G’s “Force for Good” work,
a host of ads and marketing initiatives on equality and social
justice issues, sometimes controversial, and he said such ads
also fuel growth.
“Nine out of 10 people feel better about a brand if it expresses
a view on a social or environmental issue,” Pritchard said on
Remotely. “So it has an impact if done in a way that’s integral to
the brand.”
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Such social mission ads account for 10 percent or less of the
marketing for P&G brands, but they get an outsized amount of
attention, Pritchard said. And even though some have created
blowback, mainly from conservatives, he said it’s been relatively
small and hasn’t hurt P&G results.
A seemingly bigger threat is the economy. But P&G’s growth
accelerated last quarter, allaying fears that the dwindling effect
of stimulus checks and reduced unemployment benefits at the
end of the second calendar quarter would fuel that trend. The
company even raised its full-year guidance for organic sales
growth from 2%-4% to 4%-5%.
“We have not seen down trading to this point,” Moeller said,
adding that private-label shares in P&G categories have been
falling, and at an accelerated pace of one percentage point in the
most recent four-week period.
People appear to have extra money to spend on packaged goods
even without stimulus, Moeller said. “There are large parts of
many consumers’ budgets that aren’t being spent—the money
they would typically spend on entertainment, travel, meals out
at restaurants, apparel.”
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the upfront as direct deals expand
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This weekend, Halloween’s longtime standards of haunted
graveyards, howling ghouls and things that go bump in the
night will be underscored by the scariest fright of all: an
airborne respiratory virus that has threatened to upend the
family-favorite holiday as we know it.
Halloween is one of the calendar’s most important events
for candymakers and costume-sellers, and with marketers
having discussed how to best approach the night of Oct.
31 since the summer, many brands
are now going all-in on COVID-safe
messaging this year that encourages
consumers to stay safe while keeping
the festival of fright intact.
Hershey Co. and Mars Wrigley, which
separately make some of the holiday’s
most sought-after treats, both have
Halloween-related marketing efforts
running on multiple fronts in the
hopes of maintaining steady sales.
In addition to campaigns devoted to its individual candy
brands, Hershey this year assembled the “Hershey
Halloween Squad” composed of five experts including a child
psychologist, a lifestyle author and a husband-and-wife
crafting duo who have been churning out recipes, at-home
projects and decorating tips all October long.
Hershey was one of the first candymakers to get in on the spooky
action this year, releasing four Halloween-inspired chocolate

Hershey’s
Skeleton
Hands,
by the
Halloween
Squad from
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products in early July: Kit Kat
Witch’s Brew, Reese’s FrankenCup, Vampire Milk Chocolate
Kisses and Hershey’s Cookies ‘N’
Creme Fangs. Hitting shelves
nearly four months ahead of
Halloween, Hershey wanted
to “be prepared for a strong
recovery while also making
smart choices to mitigate risk
if consumer behavior remains
impacted,” CEO Michele Buck
said earlier this year.
To diversify their marketing,
Mars teamed up with Disney and 20th Digital Studio to
sponsor a series of “Bite Size” short horror films available on
FX, Freeform and Hulu until Oct. 31. The films will feature
brand integrations with M&M’s, Twix, Snickers and more, and
will serve as “one way we are able to ensure our fans have an
enjoyable and entertaining Halloween season,” Mars Wrigley
Media Director Ray Amati says.
Also new this year: Hershey’s Skeleton Candy Hands—
hand-shaped goodie bags that can be filled with candy for
trick or treaters.
Trick or treat … or don’t
While various municipalities from Beverly Hills to Toronto
have banned traditional trick or treating in line with public
health advisories, this continent’s appetite for fun-sized candy

From
Bite Size
Halloween
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“MENA” on
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has proven steadfast, with neither snow nor rain nor pandemic
able to dampen it.
Overall media spend on Halloween candy-related marketing is
down 19% from 2019 in the United States, but in-store candy sales
have been resilient, up 26% year-over-year as of late September,
according to a Halloween Candy Tracker published by market
research firm Numerator.
“Six months into COVID, consumers, brands and retailers
are all still adapting in real-time. In the case of Halloween,
consumers have acted early,” says Numerator CEO Eric Belcher,
whose data also found that more than 6 in 10 consumers will
buy candy for home consumption in 2020. Meanwhile, the
amount of households planning to pass out goodies to trick-ortreaters is down 25% this year.
To encourage the door-to-door tradition, Reese’s—which spent
more than 40% of last year’s marketing budget in October,
according to ad sales analyst MediaRadar—created a remotecontrolled front door on wheels to roam neighborhoods and pass

Say “trickor-treat,”
and candy
pops out of
the Reese’s
robot’s door
mail slot.
Courtesy The
Hershey Co.
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out candy via a robotic, voice-activated dispenser. All kids have
to say is “trick or treat,” and a king-size Reese’s Peanut Butter
Cups will pop out of the door’s mail slot.
Other brands including Sour Patch Kids and
Kool-Aid (or should we say, Ghoul-Aid) have
flipped the script entirely with a concept
collectively dubbed “reverse trick-or-treating,”
in which candy and goodies are brought directly
to consumers with socially distanced drop-offs.
“We know so many kids in the U.S. look forward
to typical Halloween traditions like dressing up
in costumes and collecting a respectable candy
stash,” says Danielle Freid, brand manager of
Sour Patch Kids, which is organizing contactless
candy deliveries in a dozen American cities.

“Consumers
want help,
and they want
inspiration,
and they want
to hold onto
the joy of
Halloween in
as many ways
as possible.”
Lisa Mathison,

Those supply drops will consist of Sour Patch
Hostess Brands
Kids’ “Zombies” candy and SPK-branded toilet
paper, because “nothing screams Halloween
like TPing your living room and wreaking some safe Halloween
havoc indoors,” the Mondelez-owned brand said in a
statement.
Cashing in while brands can
Even for brands that are not traditionally viewed as major
Halloween players, such as snack maker Hostess, the spooky
season can be a lucrative time to foster customer engagement
and support public health initiatives.
Citing data from this year’s Edelman Trust Barometer survey,
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which found 84% of consumers believe brands should play
a role in providing solutions for COVID-related challenges,
Hostess opted to launch its first-ever Halloween campaign to
engage consumers via digital and social channels.
Its “Bring Hostess Halloween Home” push taps celebrity chef
George Duran and Instagram “micro-influencers” to share
creative recipe projects starring Twinkies, Donettes and more
from Hostess’s lineup. The first-of-its-kind campaign, which
debuted two weeks ago, will emphasize the role the brand’s
snack cakes can play in a more intimate Halloween setting.
“We certainly felt that [Halloween] was a huge opportunity for
Hostess to come in and help parents find creative solutions,”
says Lisa Mathison, director of brand activation for Hostess
Brands. She adds that the company is focusing on the vast
majority of Americans who say they’ll be altering how
they celebrate Halloween in 2020—83% in all, according to
proprietary consumer research conducted by Hostess ahead of
the campaign’s launch.

Twinkie
Coffin
Courtesy
Hostess
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Both Hostess’s own data and the Edelman Trust Barometer
were “really strong indicators that consumers want help, and
they want inspiration, and they want to hold onto the joy of
Halloween in as many ways as possible,” Mathison says, even if
that assistance comes from a non-traditional Halloween brand.
In the spirit of the holiday, Chipotle is hosting
a virtual “Boorito” celebration and offering
digital trick-or-treaters buy one, get one free
coupons, while Krispy Kreme is partaking in the
reverse trick-or-treating trend, offering a dozen
individually wrapped doughnuts for $1 with the
purchase of a standard dozen. (The chain, as it
has for many years, will also give customers a
free doughnut if wearing a costume).
Retailers like Target and Lowe’s are diversifying
their Halloween plans this year with drive-thru
trick-or-treating events in order to better connect
with consumers, and doubling as a contingency plan
should traditional Halloween product sales slump.

“Six months
into COVID,
consumers,
brands and
retailers
are all still
adapting in
real time.”
Eric Belcher,
Numerator

What will you be for Halloween?
Meanwhile, dedicated costume-sellers—the yin to candymakers’
Halloween yang—may be in for a tougher time this year as fewer
consumers look to dress up while staying home. Year-over-year
costume sales are projected to fall $550 million this season.
The coronavirus pandemic has hammered retailers such as Party
City and Spirit Halloween, which have opened (and re-opened)
fewer brick-and-mortar locations than in previous years.

Feature

CANDYMAKERS GET CREATIVE FOR A SOCIALLY DISTANCED HALLOWEEN

That, coupled with the impact of unforeseen competition from
nontraditional outlets like Home Depot, whose 12-foot skeleton
decoration was the talk of the internet earlier this month, has
only exacerbated an already uncertain outlook.
Still, some brands are embracing Halloween costumes as a
complementary aspect of their holiday marketing.
In another ad bid from the Mars Wrigley portfolio, Skittles
released a limited edition Halloween costume: a wearable pack
of “Zombie Skittles” on a 6-foot frame to encourage social
distancing, enhanced by a button that can emit “the smell of
rotten zombie” to keep other Halloween revelers at bay.
Dunkin’ also hopped on the costume wagon, partnering
with Spirit Halloween to retail a set of festive garments that
allow consumers to dress up as a coffee cup and a strawberry
doughnut from the Massachusetts-based breakfast chain.
“Every Halloween, we see people creating their own Dunkin’
costumes to proudly show their passion for our brand,” says
Drayton Martin, VP brand stewardship at Dunkin’, which notes
that the $40 costumes, sold exclusively via Spirit’s online
store, are the first to be officially licensed by the brand.
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Pernod Ricard is borrowing a page from the environmental
movement seeking to curb online hate speech. The liquor giant
will push brands to begin reporting their “hate footprint” as part
of a wide-ranging effort aimed at combating the kind of social
media behavior that led to last summer’s Facebook ad boycott.
Pernod Ricard CEO Ann Mukherjee unveiled the proposal
last week during a speech at the ANA Masters of Marketing
conference (held virtually this year) in a bid to get other
companies to participate in the Pernod-led program, which it
dubs “#EngageResponsibly.”
Details are still being fleshed out, but the effort will involve
tagging players including Facebook, Twitter and Instagram
with a score that reflects the amount of hate speech occurring
on their platforms at any given time. A brand’s hate footprint
score will be commensurate with how much media they are
spending on each platform. If Facebook scores high on hate
speech, a brand will have a higher hate footprint if it spends
a lot of ad money on the platform. Brands can choose to offset
their hate footprint by donating money to groups that fight
hate speech—a process similar to how companies that emit
a lot of carbon can buy carbon offsets, such as investing in
renewable energy programs, for instance.
Pernod uses an environmental analogy in a video plugging the
effort. It compares climate calamities like rising oceans and
falling forests to social media spaces that “are now under threat.”
The ANA has endorsed the initiative along with the Global
Alliance for Responsible Media. The group, known as GARM,
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was formed last year by
the World Federation of
Advertisers to address
brand safety issues. It
includes participation
from advertisers, media
agencies and media
companies, including
Facebook and Twitter.
Pernod’s program also
seeks to incentivize
social media users to
flag hate speech as they
see it. Pernod wants to
organize an awareness
campaign, which will
potentially include paid
advertising, to remind people to use the built-in tools Facebook
and Twitter have to individually flag tweets and posts as
potentially violating their standards.
Pernod, with help from Salesforce, is also developing a tool that
people can use to flag questionable content outside of the means
provided by the social media companies. It’s a pretty simple
setup: Users can send direct messages to @EngageResponsibly
and the group promises to then forward the complaints to the
social media companies. “We are not arbiters of what’s right
and wrong. We are sharing it with the platforms, making them
aware that this is being surfaced as an issue,” Pernod Ricard

People
should use
social
media’s
built-in tools
to flag hate
speech, says
Pernod.
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North American Chief Marketing Officer Pam Forbus said in an
interview. “Some consumers—we’ve done our research on this—
say they want an easier way to report.”
Direct message approach
Pernod—whose brands include Absolut Vodka and Jameson
Irish Whiskey—was among more than 1,000 advertisers that
participated in July’s #StopHateForProfit
ad boycott, which was aimed at pressuring
“We are not
Facebook to do more to curb hate speech.
arbiters of
Pernod originally outlined plans to create
what’s right and
an app that consumers could use to identify
hate speech on social media. But “as we got
wrong. We are
into it, we took a very consumer-centric
sharing it with
design, we didn’t want the consumers to
the platforms,
have to leave and go somewhere else to do
making them
this,” Forbus said, describing the direct
aware that this is
message approach.

being surfaced as

July’s boycott “raised awareness [but] it
an issue.”
really didn’t solve the problem,” Forbus said.
Pam Forbus, Pernod Ricard
“What we are saying today is we are going
to actively solve the problem with this tool
for consumers and with this coalition to
help calculate the volume of hate on these platforms.”
Despite the large number of brands participating, the boycott
did little to stop Facebook’s profit-making machine, since a
vast majority of the social media company’s ad base comes
from small businesses. But big marketers such as Pernod have
a lot at stake in Facebook and other social media companies
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cleaning up hate speech because brands can be swept into
controversies if their ads run near questionable content.
Pernod’s @EngageResponsibly initiative is among a litany of
new industry-led programs aimed at hate speech, including
some from ad agency holding companies. Omnicom in August
announced the Council on Accountable Social Advertising,
which involves working with Facebook, Twitter, YouTube,
Snapchat, Reddit and TikTok to offer new controls to limit
where ads appear.
Pernod’s program is backed by WPP, whose Wavemaker is the
company’s media agency of record.
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Pandemic restrictions paved the way
for independent Slap Global
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2019 was a year of goodbyes for creative veterans Gerry
Graf and Maxi Itzkoff: Graf closed, and even held a funeral for, his
10-year-old agency, Barton F. Graf, while Itzkoff said farewell to
his post as partner and chief creative officer at WPP-owned Santo.
Now, in a year largely defined by struggles and closures in the
face of COVID, the two have teamed up to open independent
creative startup Slap Global, based in Buenos Aires, New York
and Madrid. They describe it a business accelerator fueled by
creativity—a hybrid of communications, consulting, data and
design focused on solving clients’ problems from the ground up.
Graf and Itzkoff met more than a decade ago at a Saatchi global
creative council meeting. Graf had been chief creative officer of
the network’s New York office, after serving in the same post
at TBWA\Chiat\Day, where he led category-redefining work
for Skittles. Itzkoff had been executive creative director at Del
Campo Nazca Saatchi Saatchi, known for its outlandish ideas
like a BGH campaign that tried to sell air conditioners with
dads wearing briefs, or the Cannes Lions Grand Prix-winning
effort for Andes Beer that helped bar-goers convince their
significant others that they weren’t at the pub.
Their similar sensibilities drew them together—both have
a no-bullshit approach and penchant for ideas that “people
tend to notice,” as Graf describes them. Barton F. Graf had
been home to attention-grabbing work for Supercell, Little
Caesars, Snyder’s Lance, Emerald Nuts, Tom Cat and Ragu,
among others. At Santo, Itzkoff led ideas for Coca-Cola and
Sprite, including campaigns like “Facing a Hater,” which put an
online bully in a room full of those he trolled, and “You Are Not
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Alone,” which featured a Reddit platform through which lonely
teens could seek counsel from those who have experienced
situations similar to their own.
Over the years, they had tried, but failed, to team up. Graf,
for example, wanted Itzkoff to join his agency, but life
circumstances kept getting in the way. Once Itzkoff saw that
Graf was closing Barton, however, the conversations started
again. And had it not been for the restrictions imposed by the
pandemic, the new company may not have happened.
During the past several months, both had come into projects
that would have benefited from the other’s expertise. Itzkoff had
joined up with new partners from outside of advertising and
was in the process of building technology and education startup
Oxygen Advanced Sports Education, while Graf had been in
discussions with Fox Sports on a potential job. The pair ended
up collaborating alongside other talents in Spain, and, working
together on Zoom from three different continents, the team
found a groove and decided they could build something new.

Santo
Argentina’s
“Facing
a Hater”
campaign for
Sprite.
Courtesy
Sprite
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Born from the pandemic
“We’ve all had to learn how to create during COVID,” Graf says.
“It doesn’t make a difference if you’re in New York City or Madrid.
All of a sudden you can go find talent anywhere on the planet, not
just in your region. There’s no excuse to be anything but diverse
anymore.”
The two are keen to avoid calling their company
an agency. “There’s talk in this industry about
clients paying less and less,” says Itzkoff. “But
the truth is, agencies are helping less and less.
It’s about going back to the core of our business,
which is to make another business grow.”
The name of the company speaks directly to
its role, Itzkoff adds: “It’s about slapping the
industry, slapping ourselves, our clients. We’re
the wake-up call. Let’s wake up and do things
differently, have those conversations that aren’t
so comfortable.”

“Some clients
will still want
advertising,
will still want
to pay a fee,
make us
pitch, but we
want to avoid
that.”
Maxi Itzkoff, Slap Global

The goal, they say, is to introduce creative
solutions early on, starting at the roots of clients’
business problems. Whether that ultimately leads
to a campaign, a product, experience, content, even a business
restructuring, will depend on the company’s needs.
“If you’re just looking for an ad campaign, anybody can do
that and it’s not gonna be that effective,” Graf says. “We want
to start with the business problems so we’re not wasting
anybody’s time.”
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Nothing new
“What we are talking about is not exactly new,” Graf adds.
“It goes back to when I used to work under TBWA chief
Lee Clow and he would tell me that everything is a piece of
communication—an ad, packaging, how you run the parking
lot at the company plant, the people you hire, the products you
create. He yelled at me because we were running Nextel and
we were supposed to write their HR manual. I said, ‘Why this?’
and he couldn’t believe I didn’t know why that was important.”
The company has five other partners in the various markets:
in Spain, Chief Strategy Officer Adrián Mediavilla and Chief
Creative Officer Rafael Santamarina, both formerly of Grey;
in Buenos Aires, Chief Strategy Officer Romina Celoné, Chief
Creative Officer Ignacio Etchanique and Managing Director
Ana Bogni, all Santo alumni.
The agency has already worked on projects for Uber,
Ballantine’s and Fox Sports, and has been developing Itzkoff’s
tech education startup Oxygen. Launching in 2021, the online

Barton F.
Graf
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university will be home to celebrity content from
the world of traditional sports and e-sports.
Long used to running their own show, both will
now have creative partners to answer to once
again. Graf says this is a good thing and recounts
a bit of “Star Wars” lore, when director George
Lucas had screened the first film for trusted
friends including Steven Spielberg and Brian
DePalma. “When everyone listens to you and says
‘yes’ to you, you get ‘The Phantom Menace.’ If
you have Spielberg and DePalma telling you your
movie sucks, you get ‘Star Wars.’”

“You can go
find talent
anywhere on
the planet
... there’s no
excuse to
be anything
but diverse
anymore.”
Gerry Graf, Slap Global
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It’s beginning
to feel a lot
like Christmas
Marketing campaigns
heat up in October

By Adrianne Pasquarelli

It’s not yet Halloween, but the winter holiday
shopping season is already in full swing. Amazon
Prime Day—which took place in mid-October, three
months later than usual—kicked off the deals,
and other retailers are jumping in with holiday
marketing and promotions. As many executives
acknowledged, Black Friday no longer marks the
traditional start to holiday shopping as consumers
try to avoid crowds and shop online amid the
continuing pandemic.
“There’s no crush of shoppers based on
doorbusters—as far as we’re concerned, it’s in
the past,” says Marisa Thalberg, who joined home
improvement chain Lowe’s as executive VP and
chief brand and marketing officer in February.

A Lowe’s TV spot
shows a family
trimming a holiday
tree as they celebrate Christmas
together at home.
Courtesy Lowe’s
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“There’s a season of savings, not just Black Friday.”
Marketers including Lowe’s, Gap and Banana
Republic debuted holiday ads last week, while
Macy’s recommended gifts to consumers. The
coming weeks will see more advertising from the
likes of craft marketplace Etsy, Target and CVS
as struggling retailers try to attract shoppers
and brands that have performed well during the
pandemic try to retain and build market share.
Lowe’s cyber deals
On Oct. 22, Lowe’s began its cyber deals. The
Mooresville, N.C.-based chain is highlighting new
brands and merchandise from categories such as
home appliances and décor, even as it continues to
focus on areas for which it is already well-known,
such as tools. A 30-second spot features much of
the new behavior consumers are familiar with,
such as homeschooling. It also shows kids playing
on scooters and holiday tree decorating as a family
celebrates Christmas together at home. Lowe’s
worked with Via Agency on the commercial.
“We sell tools and appliances and we sell a lot
of holiday decorations, but maybe there’s some
things out there that you didn’t know we are
going to carry and that’s the surprise,” says
Bill Boltz, executive VP of merchandise. He notes
that Lowe’s has added brand-name bedding and
items from brands including Ninja, KitchenAid,

A scene from Lowe’s
“Home for the Holidays”
TV spot. Courtesy Lowe’s
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Nordic Track and Bowflex.
Lowe’s, which recently reported a 30% rise
in quarterly sales, will also focus on holiday
activations, executives say, and will host red
mailboxes where consumers can deposit letters
to their home like they would to Santa. Lowe’s
worked with FleishmanHillard on some of the
activations, while Starcom handled media duties
for holiday advertising.

Gap’s ‘Dream the Future’
Similarly, Gap Inc. has also moved up its holiday
marketing this year. Last week, the retailer’s
namesake brand returned to its roots with “Dream
the Future,” a colorful song and dance commercial
that highlights togetherness, even during a time
of crisis. In typical years, Gap’s winter-season

Gap’s “Dream the Future”
holiday commercial
highlights togetherness.
Courtesy Gap
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marketing begins in November, but this year the
new work, the first holiday effort under new Chief
Marketing Officer Mary Alderete, began Oct. 20.
“We had shot this on our normal time frame to start
in November, but quickly realized we needed to pull
up,” says Alderete, who joined Gap earlier this year
from sibling brand Banana Republic. The retailer
did not work with an agency, again breaking with
previous years like last year, which included holiday
work from Johannes Leonardo, and instead relied
on Alderete, new VP-Global Creative Director Len
Peltier (who joined the brand from Banana Republic
this year) and their in-house team.

Banana Republic’s ‘Love the Present’
Meanwhile, Banana Republic is returning to
national TV for a holiday campaign for the first
time since 2005. “Love the Present” will hit
networks Nov. 9 following a digital campaign

Banana Republic’s “Love
the Present” ad celebrates
romantic holiday moments.
Courtesy Banana Republic
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from the brand that began last week.
“With shifting consumer shopping patterns, and
more time spent at home than ever, it’s the right time
to layer in national broadcast to extend our message
to a wider audience and visually demonstrate the
versatility of the assortment to the consumer,” Mike
Janover, head of marketing at Banana Republic, said in
a statement.

Macy’s as gifting destination
The season certainly looks different for Macy’s, which
was struggling before the pandemic and has seen brickand-mortar sales soften as consumers shy away from
stores. The chain is hosting its annual Thanksgiving Day
Parade as a show on TV, rather than a live event with inperson spectators, because of the coronavirus. Macy’s
is trying to position itself as a gifting destination with

The Macy’s
Thanksgiving Parade
will be a
show on TV,
rather than
a live event.
iStock
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both low-priced and higher-end merchandise, as
well as toys. In a gift guide, the chain recently
recommended stocking suffers including peach fizz
bath bombs and popular toys like LOL Surprise!
and Barbie.
Macy’s, which reported second-quarter sales
of $3.6 billion, a 35% decline over the yearearlier period, recently introduced partnerships
with Klarna, where consumers can spread out
payments over time, and DoorDash, which
expands delivery capabilities, to court more
shoppers.
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