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BUDGET-CONSCIOUS BEHAVIOR COULD PERSIST
  Frugality will continue to reign supreme for many consum-
ers, especially if and when government fiscal support re-
cedes. That’s according to a new report by The Conference 
Board, which noted that, at the peak of the pandemic, 64% 
of U.S. consumers reported actively cutting back on spend-
ing. After a drop in late 2020, it was back up at 62% in the first 
quarter of this year.
  As in previous downturns, this change in spending patterns 
may be slow to reverse, with many likely to stick to cheaper 
products and sales channels over name brands even after 
their finances recover.
  According to the report, Consumer Behaviors and Busi-
ness Opportunities in the COVID-19 Era, the greater 
frugality and value-seeking forced on consumers by COV-
ID-19’s economic shock may endure beyond the pandemic 
in significantly altered spending patterns. 
  “Consumers’ focus on frugality will reward companies that 
invent novel offerings and business models catering to more 
frugal wallets,” the report stated. “These include secondhand 
markets, rental services, and ‘sharing 
economy’ businesses — all likely to be 
facilitated by digital features.”
  Other insights from the report:
• The pandemic accelerated the move 
to digitized lifestyles, permanently raising 
expectations for convenience.  E-commerce surged during 
the pandemic, peaking at 16.1% of total retail sales in Q2 
2020.
  “This figure — a metric of where a purchase took place — 
dramatically understates digital’s true influence, though,” the 
report stated. “Consumers now expect digital convenience at 
every stage of the shopping experience, even if the final sale 
occurs in a brick-and-mortar outlet.
• The health crisis and home-centered way of life brought 
on by the pandemic motivated many Americans to focus on 
healthier lifestyles. Regardless of where people fall on the 
spectrum of current health behaviors, the longer-term lega-
cy of COVID-19 may be that health, wellness and self-care 
needs play an even bigger role in consumer decision-making.
  “This trend creates opportunities for businesses to cater 
to people’s health needs,” the report stated. “It has already 
fed sharply higher sales in natural products, fresh produce, 
and anti-anxiety products and services—from medication to 
meditation, CBD, and aromatherapy.”
  For American consumers, COVID-19 has accelerated pre-
existing trends and crystallized new preferences and priori-
ties,” said Denise Dahlhoff, senior researcher, consumer re-
search at The Conference Board. “The three trends promoted 
by the pandemic—digitally enabled convenience, frugality, 
and health and wellness—will continue to drive consumers’ 
behavior as the pandemic subsides. The most successful 
brands will be those that address these needs, ideally of-
fering solutions for consumers that don’t force trade-offs but 
rather balance these three at-times divergent priorities.’”

REPORT: POST-COVID CONSUMERS LIKELY AFTER VALUE 
ADVERTISER NEWS
  Drivers looking for new vehicles might want to buy now rath-
er than wait for summer sales that might not happen, experts 
and dealers say, as a global microchip shortage squeezes 
inventory levels. U.S. sales reported last week for the first 
three months of 2021 show robust consumer demand for 
new vehicles compared to last year’s pandemic-struck 
year. General Motors delivered 4% more vehicles with all 
brands except Chevrolet seeing a boost. Ford Motor sales 
were up 1%, and transactions of new Jeep, Ram, Dodge, 
Chrysler, Fiat and other vehicles now under the Stellantis 
umbrella rose 5%. Several foreign automakers saw double-
digit increases… Meanwhile, General Motors has pledged 
to increase the amount it spends on advertising with Black-
owned media companies, a move that comes amid growing 
pressure on U.S. corporations and Madison Avenue to diver-
sify the outlets where they advertise. The automaker said it 
would allocate 4% of its U.S. advertising spending on Black-
owned media companies by next year and would boost that 
level to 8% in 2025. GM’s announcement comes after media 

mogul Byron Allen and other Black me-
dia executives took out a full-page ad in 
several papers accusing GM of ignoring 
Black-owned media outlets… Lulule-
mon expects its investments in acquiring 
and marketing at-home workout compa-

ny Mirror to reap rewards as consumers continue to look for 
more convenient on-demand exercise options, CEO Calvin 
McDonald said. The company paid $500 million for Mirror last 
year in a deal that was set in motion before the pandemic hit, 
and at-home exercise demand is expected to continue even 
after the pandemic ends, McDonald said... Dave & Buster’s 
has unveiled plans to revitalize its restaurants this summer 
with an expanded menu, new games and an increased focus 
on virtual concepts, including the Wings Out chicken wing 
brand. “This is the most extensive update to our food offering 
in more than 10 years, and it allows our guests to explore 
new flavors,” COO Margo Manning said… With the resur-
gence of collectibles in full swing, eBay wants to capitalize 
on the demand. It has announced the debut of new tools to 
help sellers to authenticate and upload trading card listings. 
The launch comes as consumers increasingly gravitate to-
ward pre-owned and vintage goods. In 2020, eBay added 
11 million new customers; they helped the company’s U.S. 
gross value of goods increase 22.1% to $37.53 billion, up 
from $30.74 billion the previous year... Chicken chain Chick-
fil-A has announced its annual college scholarship winners 
for 2021 totaling $19 million in educational funds for team 
members pursuing higher education. This year, the chain 
will award 7,492 scholarships — nearly 400 of which were 
directly financed by the sale of Chick-fil-A bottled sauces in 
supermarkets. In 2020, Atlanta-based Chick-fil-A rolled out 
bottled sauces at retailers in select states across the U.S. 
with nationwide distribution beginning this spring. All of the 
royalties go toward the scholarship program.
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STUDY: 88M SHARED STREAMING ACCOUNTS
  There was a strong growth for streaming among U.S. adults 
in 2020, but not all of those gains came from new subscribers, 
as the practice of password sharing has led to a total of 88 
million “borrowed” accounts, according to a new study from 
CordCutting.com.
  In its Subscription Mooching: 2021 Annual Report, 
CordCutting.com noted an increase of nearly 50 million 
U.S. adults saying that they watch streaming — 168 million 
in 2020, 214 million as of this latest report. That represents 
more than 80% of people over the age of 18.
  However, with 88 million accounts being shared, the study 

estimates that streaming platforms are 
missing out on more than $4 billion in 
subscription fees, up from $2.6 billion in 
2020.
  The report says that only about 60% of 
people are paying for their own streaming 
subscription, but it varies depending on 
the platform. Amazon Prime Video 
has the largest percentage of users that 
subscribe on their own (72%), actually up 
from 2020 (69%). Disney+ is the lowest 
at 52%, but that is also up from 2020 
(50%).
  Some streamers are now taking action 

to try and prevent password sharing, including Netflix, which 
has tested password verification.

FURNITURE ORDERS JUMP 27% IN JANUARY
  New orders for furniture rose 27% in January compared 
with the same month in 2020, the eighth month in a row for 
high double-digit year-over-year increases as strong demand 
continues at retail.
  According to the latest Furniture Insights survey of residen-
tial furniture manufacturers and distributors from accounting 
and consulting firm Smith Leonard, that’s the same percent-
age increase as reported for December 2020, although Jan-
uary’s new orders were off 2% from the prior month. While 
brick-and-mortar and online furniture sales stay high, getting 
the goods to stores and consumers remains a challenge.
  New orders in January rose for 77% of survey participants, 
slightly lower than reporting last month. The January 2021 in-
crease compared with a 2% increase when comparing Janu-
ary 2020 and January 2019.
  January shipments increased 7% and were up for 65% of 
companies surveyed compared with January 2020, but fell 
5% from December.

THIS AND THAT
  As consumer spending shifted to e-commerce last year, 
producers of corrugated products increased output by 3.4%, 
while the industry has raised prices twice. Manufacturers 
are adding capacity or shifting paper production to 
containerboard... The domestic box office renaissance got 
a big boost from two cultural monsters as Warner Bros. 
Pictures and Legendary Entertainment’s Godzilla vs. 
Kong destroyed the underwhelming theatrical weekend 
norm, generating an estimated $32.2 million over three 
three days through April 4; and $48.5 million over five days 
across 3,000 screens operating at 25% capacity... The U.S. 
economy’s recovery from the pandemic strengthened in 
March as employers added 916,000 jobs — the biggest gain 
since August, the Labor Department said last week. The 
huge jump was up from the 468,000 increase reported for 
February, which itself was revised up by nearly 100,000 jobs.Monday, April 5, 2021

OUTLOOK: U.S. PAYMENT USERS TO TOP 100M
  The pandemic accelerated the adoption of mobile payment 
platforms (used at point-of-sale), as Americans sought out 
retailers offering contactless services.
  That’s according to eMarketer, which says user and 
transaction value growth have accelerated as a result.
  The research firm says in-store mobile payment app use 
will hit a milestone in 2021, reaching 101.2 million among 
Americans ages 14 and older. This comes after 29% year-
over-year (YoY) growth in 2020. Usage is now on track to 
surpass half of all smartphone users by 2025.
  “Many consumers tried mobile wallets at point-of-sale for 
the first time last year to avoid using paper 
currency and credit and debit cards,” said 
eMarketer forecasting analyst Oscar 
Orozco at Insider Intelligence. “The 
largest amounts of new users were Gen 
Z and millennials. We project that there 
will be around 6.5 million new mobile 
wallet users per year from 2021 to 2025, 
of which more than 4 million will be Gen 
Zers. Millennials will continue accounting 
for around four in 10 mobile wallet users, 
although that share will shrink.”

CABLENET CHATTER
  Six-part documentary series Pride, which chronicles the 
struggle for LGBTQ+ civil rights in America decade-by-
decade from the 1950s onward, will premiere on FX with 
its first three episodes back-to-back on May 14 beginning 
at 8 PM (ET). The final three episodes air on May 21. All of 
the episodes will be also available the day after on Hulu... 
Food-themed Magnolia Table with Joanna Gaines has 
been renewed by Magnolia Network for two more seasons. 
New episodes from Season 2 of the network’s flagship 
cooking show will be available weekly for six weeks starting 
Friday  exclusively on streamer Discovery+ as part of the 
Magnolia Network Preview... The Story of Late Night, a 
six-part docuseries, is coming to CNN, and the network is 
launching a companion podcast alongside it. The show will 
premiere Sunday, May 2 at 9 PM, followed by the return of 
United Shades of America with W. Kamau Bell at 10 PM.

GROCERY VISITS DOWN — BUT IT’S NOT SO BAD
  Panic-driven, stock-up shopping drove massive grocery 
store visit growth in the first few weeks of March 2020, 
leading the relatively strong performances of the same 
period in 2021 to pale in comparison, says a new report from 
Placer.ai.
  The location analytics firm notes that, despite a year-over-
year 28% drop in store visits the week of March 8, 2021, the 
outlook for grocery is much more positive than it appears at 
first.
  “The large year-over-year declines are being driven by the 
massive heights that these same grocery brands saw in the 
early weeks of the pandemic when consumers were afraid 
of not having enough key items,” Ethan Chernofsky, VP 
of marketing at Placer.ai, said in a blog post. “But 2021 is 
going to be mired in the unique challenge of trying to make 
sense of certain sectors in a world where year-over-year 
data could be heavily misleading.”
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