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TOP 500 SAW 8% DECLINE; 50 LARGEST THRIVED
  Sales at the 500 largest chains in the U.S. fell more than 
8% last year, according to Technomic’s 2021 Chain 
Restaurant Report, as chain restaurants closed fewer 
locations than expected and gained share in a restaurant 
industry hammered by the pandemic and its dining room 
closures.
  Yet that number doesn’t necessarily demonstrate exactly 
how bad most of the chain restaurant business had it in 2020, 
Restaurant Business online says. Much of the Top 500’s 
performance was concentrated in the 50 largest chains, 
which were more likely to generate sales growth — and even 
strong sales growth — thanks to their already heavy use of 
drive-thrus, delivery and digital sales that proved vital for the 
industry and its consumers last year.
  Still, chain restaurants overall performed better than their 
independent cousins, with far fewer closures and a greater 
likelihood of sales increases.
  The 500 largest chains generated $304 billion in sales last 
year, down $27 billion from the year before. Nonetheless, 
said Kevin Schimpf, senior research 
manager at Technomic, they gained 
share. “As many small chains and 
independent restaurants struggled to 
simply stay in business over the last year, 
market share for the industry’s largest 
chains expanded significantly,” Schimpf said.
  A few key points from this year’s Top 500:
• Wendy’s overtook Burger King to become the nation’s 
second-largest burger chain. The chain’s introduction of 
breakfast in 2020 proved to be a winner for the brand. The 
chain’s system sales rose 4.8% last year to $10.2 billion, 
according to Technomic.
• Casual dining chains were hit hard. There are no casual 
dining chains in the Top 20, and Olive Garden overtook 
Applebee’s to become the largest U.S. full-service chain.
• Subway continued its freefall. The sandwich giant’s 
system sales plunged 18.5% — and unit count fell 7.5% — 
taking it all the way down to No. 8, with $8.3 billion in sales. It 
is only slightly ahead of No. 9 Domino’s, where sales surged 
17.6% last year.
• Chick-fil-A continues to thrive. Overall, chicken chains 
continued to do remarkably well last year, with strong 
performances by Popeyes (up 20%) and KFC (up 4.3%). 
No other big chain did better than Wingstop’s 31% system 
sales growth. None of that seemed to stop the Chick-fil-A 
train, where sales rose 13% to $13.7 billion.
• McDonald’s is typically dominant. The burger giant 
remains, by far, the largest restaurant chain in the U.S. and 
somehow grew more dominant last year. Its $40 billion in 
system sales now account for 13% of the entire Top 500.
  Technomic, a sister company of Restaurant Business, ranks 
restaurants based on system sales, counting all of the sales 
generated by restaurants whether they are company-run or 
franchisee owned.

THE BIGGEST RESTAURANT CHAINS STOOD OUT IN 2020 
ADVERTISER NEWS
  Nissan is killing a retail sales program that has been a 
thorn in the sides of dealers for a decade — not to mention 
failing in its primary goal of driving market share. The au-
tomaker tells Automotive News that it will officially aban-
don its controversial “stair-step” dealer volume bonus pro-
gram, which has used cash awards to incentivize retail-
ers to hit aggressive monthly, quarterly or year-end sales 
goals… Japan’s Subaru says it will shut its Yajima plant 
between Saturday and April 27 due to a chip shortage, 
affecting 10,000 vehicles. Subaru will restart all produc-
tion lines at the plant from May 10, it said in a statement. 
It added that the impact on the group’s financial results is 
uncertain… Krispy Kreme is adding two new items to its 
menu — Oreo Cookie Glazed Doughnut and Oreo Cookie 
Over-The-Top Doughnut — now through April 19. “We’ve 
taken everything fans love about Oreo Cookies and 
‘glazeifed’ it,” said Dave Skena, Krispy Kreme’s CMO. 
The deal with Oreo marks the first time in Krispy Kreme’s 
84-year history that it has teamed up with another brand to 

create a glazed doughnut… Apple says 
it is conducting a large battery storage 
project at its solar farm in Monterey 
County, Calif., designed to store up 
to 240 megawatt-hours of power. The 
Verge has learned that Apple is buying 

$50 million worth of Tesla lithium-ion “megapacks” for use 
in the endeavor… LG Electronics will stop making smart-
phones on July 31, after compiling losses of roughly $4.5 
billion in almost six years. The South Korean vendor was 
the third-largest handset supplier in the North American 
market, where its products made up 10% of smartphone 
sales, and had a 2% market share globally… Amazon av-
eraged 9.1 paid search ads on the first page of results last 
year and the number on Walmart’s marketplace jumped 
from 1.7 to 4.1 last year, according to data from Profitero. 
Paid search ads are on the rise as key discovery points 
for brands, and they are becoming increasingly important 
revenue generators for online marketplaces… The hotel 
industry just had the highest occupancy levels in the past 
two weeks since the start of the COVID-19 pandemic last 
March, Wyndham Hotels and Resorts CEO Geoff Bal-
lotti tells CNBC. People are traveling more as the weath-
er gets warmer, and they’re receiving their vaccines. The 
hotel chain consists of brands including Ramada, Days 
Inn, AmericInn, Super 8 and Hawthorn Suites… Dick’s 
Sporting Goods is doubling down on two popular sports: 
golf and soccer. It’s also expanding its warehouse store 
format. The nation’s largest sporting goods retailer, which 
is set to unveil a new concept, House of Sport, will debut 
nine redesigned Golf Galaxy locations this month, as well 
as expanded technology offerings in 62 additional loca-
tions in select cities nationwide. More remodeled sites will 
open later this year. As of Jan. 30, Golf Galaxy operated 
98 stores.
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AVAILS
  WMC-TV, the NBC-affiliated television station licensed to 
Memphis, Tenn., seeks a Digital Sales Coordinator. This 
position is an essential member of our 
team and is responsible for protecting 
revenue for our digital properties by 
booking digital business, optimizing 
orders and following through on fulfillment for our advertising 
partners’ digital campaigns. Must have good communication 
skills and be able to interface with the sales team. Come join 
our dynamic team! Be prepared to attach your resume when 

you APPLY HERE. Search by call letters 
(WMC) to find the opening. EOE.

See your ad here tomorrow! CLICK 
HERE for details.

THIS AND THAT
  Pew Research Center reports that 
85% of U.S. residents over 18 years old 
go online daily, and only 6% log on just 
once during that time. A survey of 1,502 
people also found that half of those who 

report constant use, which is 31% of the total, are between 
18 and 39 years old... Thanks to the pandemic and home 
confinement, 2020 was the year of the streaming video — 
with video uploads in both marketing and entertainment 
skyrocketing 80% from 2019, according to new data from 
Wistia. The research firm analyzed more than 44 million 
videos uploaded from 2016 to 2020 across more than 
500,000 registered users. Though video volume is up across 
the board, long-form videos stole the spotlight in 2020 from a 
growth perspective. The number of videos in the 30-minute 
to 60-minute category grew 140% compared to 2019 and 
446% compared to 2016.

STUDY: 58% OF AMERICANS REDECORATED IN ’20
  A consumer study from OfferUp, a mobile marketplace for 
local buyers and sellers in the U.S., found that in 2020, 58% 
of Americans redecorated their homes with new furnishing 
items.
  “As our homes became the place for work, school, and 
exercise, we saw demand increase exponentially for the 
items that make these things possible,” said Nick Huzar, 
CEO and co-founder of OfferUp. “2020 accelerated the shift 
from retail to resale that we’ve seen coming for a long time.”
  The study found that with professionals working from home 
and students shifting to remote learning, families purchased 
office items such as desk chairs out of necessity. Furniture 
focused on relaxation — including beds, mattresses, sofas 
— and decorative items such as rugs, lamps and pillows 
were also popular purchases, according to the study.
  As a result of the increased interest in redecorating, furniture 
and home goods, re-commerce grew by 17% in just one year. 
The OfferUp study predicts that these gains will become 
a $23.6 billion market by 2025, making re-commerce the 
fastest-growing channel for home-related items. In addition, 
it’s estimated that two-thirds of American homes have home 
goods and furniture acquired through resale.
  OfferUp’s consumer study also found that 11% of Americans 
moved because of the pandemic, with more than 31% making 
the transition from the city to the suburbs in 2020.

U.S. ADVERTISING EMPLOYMENT GAINS IN MARCH
  Employment in advertising, public relations and related 
services rose by 2,200 jobs in March, Ad Age reports.
  The job gains came as U.S. employers last month added 
916,000 jobs, the biggest monthly increase since August, 
according to the monthly employment report from the 
Bureau of Labor Statistics.
  Digital media continued to be the ad industry’s bright spot, 
with internet media staffing breaking a new record.
  U.S. employment in the BLS classification of advertising, 
public relations and related services increased to 440,200 
jobs in March, the second month of 
growth since ad jobs hit a pandemic 
period low of 432,100 in January.
  The increase in advertising employment 
last month came in below February’s 
upwardly revised gain of 5,900 ad jobs.
  This BLS bucket includes ad agencies, 
PR agencies and related services such 
as media buying, media reps, outdoor 
advertising, direct mail and other services 
related to advertising. Ad agencies 
account for the biggest portion — about 
43% — of jobs in that BLS bucket.
  U.S. ad agencies added 2,300 jobs in February. That 
rebound followed a weak January in which employment fell 
by 4,800 jobs.

ARE SALES OF FROZEN FOODS ABOUT TO THAW?
  When it came to stocking up on grocery items during the 
pandemic, frozen foods were hot. The question, according 
to Supermarket News, is how much of the sales gains that 
supermarkets achieved in 2020 will melt away in 2021?
  With many restaurants closed or operating at limited 
capacity, and amid a broad shift toward working from home 
and remote schooling, sales of frozen breakfast items, 
family meals, snacks, appetizers and desserts soared in 
2020.
  Across the industry, dollar sales of frozen foods grew 21% 
in 2020, driven by increases in the number of frozen food 
trips and spending per trip — resulting in a 19.4% increase 
in spending per buyer, according to the Power of Frozen 
in Retail report from the American Frozen Food Institute 
and FMI.
  The report also found that 57% of consumers continue 
to purchase more frozen foods than before the pandemic. 
Dollar sales rose in double digits across nearly all major 
categories, including gains of 30% and higher in frozen 
seafood and processed poultry.

TEGNA DEBUTS FEMALE-FOCUSED TWIST NET
  Tegna has launched Twist, a women-oriented multicast 
channel featuring lifestyle and reality programming.
  Available in 43 of the top 50 Nielsen DMAs, Twist carriage 
includes 41 Tegna markets, 11 Univision local television 
markets (including the top four markets of New York, Los 
Angeles, Chicago and Philadelphia), 31 HC2 Broadcasting 
markets and WISH Indianapolis, WADL Detroit and WIWN 
Milwaukee.
  Over-the-air television viewers can visit www.watchtwist.
com for availability in their area and to view program 
information and schedules.
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Fifty-eight percent of 
Americans redecorated 
their homes with new 

furnishing items in 2020.
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C-STORES SEE COMEBACK FOR SUMMER DRIVING
  Convenience store retailers expect that leisure travel and 
routine customer trips will return to pre-pandemic levels this 
summer, Chain Store Age reports.
  Fifty-two percent of convenience store retailers say summer 
travel and commuting patterns will be close to pre-pandemic 
levels, according to the results of a NACS survey of U.S. 
convenience store owners. However, 28% don’t expect to 
see traditional travel patterns emerge until 2022. Retailers 
anticipate growth in categories such as dispensed cold 
beverages and coffee (43% foresee growth), as well as 

immediate consumption prepared foods 
(62%).
  Convenience stores, which sell 80% 
of the fuel purchased in the U.S., 
experienced a 13% decrease in fuel sales 
and less customer traffic throughout the 
pandemic. The decrease in commuting 
and vehicle miles driven led to shifts in 
morning traffic and sales at convenience 
stores, with coffee and breakfast food 
sales off by 10% to 15%.

UBS: 80,000 U.S. STORES TO CLOSE BY 2026
  Although the pace of store closures has slowed from its 
2019 peak, don’t expect the reprieve to last long, according 
to a new UBS.
  At the end of last year, there were 115,000 shopping centers 
across the U.S., compared with 112,000 in 2010 and 90,000 
in 2000, UBS found in an analysis using data from the 
International Council of Shopping Centers.
  That equates to about 59 square feet of shopping center 
space per U.S. household, which is slightly less than 62 
square feet in 2010, UBS said. But it’s still well above the 55 
square feet of space per household in 2000, and 49 square 
feet in 1990.
  UBS is estimating that about 80,000 retail stores, which is 
9% of total stores, will shut across the U.S. by 2026. That 
assumes e-commerce sales rise to represent 27% of total 
retail sales by then, up from 18% today.

4/6/2021

FunnyTweeter.com

I’m starting to think some 
of these Marvel movies 

might be made up.
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ADVANCED TV AD IMPRESSIONS SAW ’20 REBOUND
  Although global TV viewership grew in the depths of the 
COVID-19 pandemic in 2020 during the second quarter, 
advanced TV advertising impressions declined by almost 
20%, according to a report from Google Ad Manager 
internal data. Advanced TV ad impressions were down 18% 
in the second quarter of 2020.
  Traditional advertising deal-making was down 35% in 
the period. That said, the programmatic TV advertising 
deal-making of advanced TV advertising impressions that 
remained was hardly affected — down 1%.
  Google Ad Manager analyzed data from 
35 global TV partners on its Ad Manager 
platform.
  The good news was that by the second 
half of 2020, there was overall recovery. 
Traditional deal-making for advanced TV 
(and programmatic deal-making) grew 
55% in the following period, Q3.
  In addition, advanced TV advertising 
impressions in Q3 were up 40% over Q2 
— mostly due to the return of sports TV 
programming.
  By the end of year (Q4), global ad impressions rocketed up 
60% YOY, with CTV taking the largest share.
  Global video-on-demand continued to command a majority 
of advanced TV ad impressions on digital devices (55%). 
But live content viewership is growing.
  Fourth-quarter ad impressions going to live audiences 
grew 85% YOY. In Q4, 45% of live advertising was seen 
on CTV.

NADA: LIGHT-VEHICLE SALES BOOMED IN MARCH
  New light-vehicle sales in March 2021 were stellar, according 
to a blog post by Patrick Manzi, the chief economist for the 
National Automobile Dealers Association.
  March’s SAAR of 17.75 million units is the second highest 
of all time for the month and just shy of March 2000. 
March 2021 sales were likely spurred on by delayed sales 
caused by severe winter weather in February and a boost 
from stimulus checks following the passage of President 
Biden’s COVID-19 relief bill.
  Sales in Q1 2021 equated to a SAAR of 16.8 million units, 
up significantly from the SAAR of 14.8 million units in Q1 
2020 — the first quarter affected by COVID-19. Sales in 
Q1 2021 came in just below the more typical SAAR of 16.9 
million units in Q1 2019.
  New-vehicle retail sales in March 2021 will most likely gain 
relative to both March 2020 and March 2019, while fleet 
sales continue to be depressed.
  Because of robust retail demand, manufacturers have been 
able to dial back their incentive spending. According to J.D. 
Power, average incentive spending per unit is expected to 
total $3,527, a decrease of $888 and $262 relative to March 
2020 and March 2019, respectively.
  Light trucks accounted for 77.7% of all new-vehicle 
sales in March 2021, up from 74% in March 2020. Lower 
discounting coupled with consumer preferences for higher-
trimmed light-truck models should result in record-high 
transaction prices for March. Average transaction prices, 
says J.D. Power, are expected to reach $37,286, just below 
the all-time record transaction price set in December 2020.


