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RESULTS A YEAR REMOVED FROM FIRST LOCKOWN
  The infusion of stimulus payments, coupled with the broader 
reopening across the U.S., gave a boost to retail growth in 
March as the nation reached the one-year mark since the 
first COVID-19 lockdowns impacted retail sales.
  U.S. retail sales (excluding automotive and gasoline) 
increased 26.3% in March compared to the year-ago period, 
and online sales grew 56.8%, according  to Mastercard 
Spending Pulse.
  Due to the “unique retail” situation of last March, which 
including stockpiling in the first half of the month and 
lockdowns the second, Mastercard also included 2019 
comparisons to show longer-term growth trends. Compared 
to March 2019, sales increased 14% in March 2021 and 
online sales rose 85.9%.
  Mastercard SpendingPulse, which measures in-store and 
online retail sales, reported that sales in the first half of March 
edged up 1.6% vs. a year ago, when consumers hit stores to 
stock up in the face of the pandemic. In comparison, during 
the second half of the month, retail sales 
rose 46.9% year-over-year, reflecting 
the positive boost of the stimulus and the 
lockdowns that weakened retail sales in 
the same period in 2020.
  The report noted that in March 2020, discretionary sectors 
such as apparel and jewelry experienced a dip in spend as 
people first started social distancing. This led to significantly 
elevated growth rates this March. Apparel sales rose 60.6% 
compared to the year-ago period. They rose 18.7% when 
compared to March 2019.
  At the same time, essential sectors such as grocery faced 
the opposite. Grocery sales fell into negative growth territory 
this March when compared to the strong growth in March 
2020 as consumers stocked up. However, grocery sales 
rose 7.5% in March 2021 when compared to March 2019.

MOODY’S: RETAIL DEFAULTS WILL EASE IN 2021
  There is good news and bad news for the U.S. retail industry 
when it comes to defaults and bankruptcies.
  The default rate in retail and apparel speculative debt will fall 
to 5.3% this year, down from the record high of 20% last year, 
according to a new research report from Moody’s Investors 
Services. Retailers with high leverage, however, could still 
find themselves unable to make their debt payments even 
as the U.S. emerges from the pandemic, Moody’s warned.
  “With 20% of Moody’s-rated U.S. retailers defaulting last 
year, the pandemic exacted a heavy toll on the industry,” said 
Raya Sokolyanska, a Moody’s VP and senior analyst. “But 
we believe the sector has a brighter horizon in 2021, thanks 
to big liquidity boosts from capital raises, broad balance 
sheet improvement and macroeconomic growth.”
  At the same time, Sokolyanska added, the retail default rate 
remains historically high. “Despite significant improvement, 
our 2021 default forecast remains well above previous 
economic recoveries,” she said.

MASTERCARD: U.S. RETAIL SALES UP 26.3% IN MARCH
ADVERTISER NEWS
  Molson Coors is celebrating the launch of its new low-
calorie lager, Coors Pure, by sending you on a beer run. 
Literally. Until Wednesday, consumers of legal drinking 
age who go for a jog in the shape of a Coors Pure can, 
and map their circuit with a running app, can enter to win 
a 12-pack of the new product. The giveaway is founda-
tional to Coors Pure’s new launch campaign, appropriately 
dubbed “Beer Run.” The USDA-certified organic brew — a 
first for Molson Coors — officially debuted nationwide on 
Wednesday to mark National Beer Day... Ocean Spray 
Cranberries and Heinz’s Homestyle Gravy brand are 
polling Twitter users to see if they think “Cravy” — a cran-
berry-based gravy — is a good idea. The concept will be-
come a reality if the poll gets 250,000 votes in favor this 
week, according to a joint statement… Ryan Cohen, a 
co-founder and former CEO of Chewy, will become the 
next chairman of GameStop, to take effect at the com-
pany’s annual shareholder meeting scheduled for June 9. 

Cohen, who took a stake in the gaming 
retailer last year, has been leading an 
effort to transform its digital operations 
and close underperforming stores… 
The nation’s largest grocery and meal 

delivery companies are planning to roll out credit cards 
that offer rewards to frequent users of their services. In-
stacart is expected to launch a card next year that will 
allow cardholders to earn 5% back on purchases it deliv-
ers. DoorDash is said to be deciding on a card provider 
and is looking to recruit restaurants and other companies 
it works with to participate in partner offers... VillageMD is 
planning an initial public offering. The company received 
a pledge last July of a $1 billion investment by Walgreens 
Boots Alliance. The two businesses are working together 
to open between 500 and 700 clinics staffed by doctors 
inside Walgreens’ stores in 30 markets over the next five 
years… The FedEx Packaging Lab is working with Ot-
ter Products to test a new box that’s designed to protect 
wine bottles during shipping, while keeping them cool at 
the same time. Direct-to-consumer wine shipping has ac-
celerated during the pandemic but faces challenges dur-
ing the winter and summer months. Wine needs to stay 
between 35 and 75 degrees to keep from going bad… Of-
fice and retail vacancies are up, driving rents down, but 
the Q1 vacancy rate at regional and super-regional malls 
stands out. The record 11.4% rate is a 90-basis-point jump 
from the previous quarter, according to Moody’s Analyt-
ics REIS... Saks Fifth Avenue announced it will close its 
fur salons by the end of this fiscal year, Jan. 29, and dis-
continue selling all products made with animal fur by early 
2023. “We recognize that trends constantly evolve, and 
that the sale of fur remains a significant social issue,” said 
chief merchandising officer Tracy Margolies. “As such, 
eliminating it from our assortment is the right step for us to 
take at this time.”
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AVAILS
  KLKN-TV, the ABC affiliate in Lincoln, Neb., is looking for 
a Promotion Manager to work with the management team 
in the planning, marketing and branding of 
Channel 8 KLKN-TV, on-air, in digital media 
and in other media. Must have an eye for 
good design, be able to shoot video, operate 
non-linear editing equipment and have 
a grasp of Adobe Photoshop and After Effects. Qualified 
candidates are encouraged to email resume and video reel 
link to Jeff Swanson, jswanson@klkntv.com, with the subject 

line “Promotion Manager.” No calls or in-
person inquiries, please. EOE.
  Do you enjoy connecting with local 
business owners, identifying and 
qualifying those that will benefit from a 
robust suite of digital products? Do you 
consider yourself a digital expert with 
a high degree of knowledge? If you 
answered yes, please apply to join the 
best marketing team in Las Vegas. As 
a member of the KLAS 8 News Now 
Digital Solutions team, the Digital 

Sales Specialist II is responsible for assisting the sales team 
in generating and growing digital marketing service revenue 
for the company. CLICK HERE for more info or to apply now. 
EOE.

See your ad here tomorrow! CLICK HERE for details.

DEMAND FOR MORTGAGE REFINANCING FALLS
  Mortgage rates moved higher again last week, causing 
homeowners and potential homebuyers to pull back on 
borrowing, CNBC reports.
  Overall mortgage application volume decreased 5.1% from 
the previous week, according to the Mortgage Bankers 
Association’s seasonally adjusted index.
  The average contract interest rate for 30-year fixed-rate 
mortgages with conforming loan balances ($548,250 or less) 
increased to 3.36% from 3.33%, with points increasing to 
0.43 from 0.39 (including the origination fee) for loans with a 
20% down payment.
  As a result, applications to refinance a home loan, which are 
most sensitive to weekly rate moves, fell 5% for the week and 
were 20% lower than a year ago.

THIS AND THAT
  Executives from cable and broadcast television networks 
say that Nielsen likely undercounted audiences by up to 10% 
last year, Variety reports. They argue that the COVID-19 
pandemic kept technicians from visiting participants, viewers 
watched programs outside of linear platforms and virus-
related deaths may have affected household reliability... 
With Netflix, Amazon Prime Video and Hulu essentially 
creating the subscription streaming video market, it’s not 
surprising that the three streaming services make up 65% of 
the U.S. SVOD market. New data from JustWatch suggests 
Netflix remains the market leader over Prime Video by a 
10% margin, and upstart Disney+ is in close contention with 
Disney-controlled subsidiary Hulu for third place. Netflix, 
JustWatch data shows, is No. 1 at 31%, with Amazon Prime 
Video at 21% and Hulu and Disney+ tied at 13%.

NCAA MEN’S TITLE GAME DOWN 14% IN VIEWERS
  CBS’ NCAA Men’s Basketball Tournament Championship 
game on Monday night sank 14% to 17 million Nielsen-
measured viewers from its 2019 contest, Television News 
Daily reports.
  This year’s game was won in the blowout by Baylor over 
Gonzaga, 86-70. Last year, the entire three-week tournament 
was cancelled due to the COVID-19 pandemic.
  CBS ran 74 national TV spots in the game, totaling an 
estimated $119 million in national TV advertising spend, 
according to EDO’s Ad EnGage. EDO, a TV advertising 
analytics company, estimated this yielded 
1.2 billion impressions.
  Top advertisers in the game included 
Capital One and AT&T, each with 
five commercial airings, while Geico, 
Coca-Cola, Buick and Apple each had 
three. Wendy’s, Subway, State Farm, 
Progressive Insurance, Powerade, 
NCAA, GMC and Acura had two each.
  CBS’ on-air promotion ran eight 
commercial spots. ViacomCBS’ premium 
streamer Paramount+ had two.
  Looking at the entire three-week, 66-game tournament 
event, Roku viewing on its platform grew 75% over 2019 
levels. In addition, Roku said a majority of those who watched 
the 2019 tournament did not return this year. Roku figures 
this percentage to be about 58%.
  The 2019 NCAA Men’s Basketball Tournament championship 
pulled in 19.6 million Nielsen-measured viewers. Kantar 
estimates total national ad spending for the 2019 event — 
game, pre-game and post-game programming — was $910 
million.

FOR TEENS, CHICK-FIL-A STILL NO. 1 RESTAURANT
  Chick-fil-A remains the most popular restaurant choice 
for teens, according to the latest Taking Stock with Teens 
spending survey from financial services company Piper 
Sandler, Restaurant Business online reports.
  The firm releases the survey twice a year, and Chick-fil-A 
has now topped the restaurant-spending list seven times in 
a row.
  Starbucks and Chipotle held on to their No. 2 and No. 3 
spots, respectively, followed by Dunkin’ at No 4., and In-N-
Out and McDonald’s tied for the fifth spot, according to the 
survey.
  Teen spending took a pandemic-prompted dip, falling to the 
lowest in the survey’s 20-year history, but it has rebounded 
about 1% to $2,165 annually per person, the survey found. 
Food remains teens’ top priority, making up 23% of their 
overall spending.
  The latest survey examined spending trends and brand 
preferences of 7,000 teens in 47 states, with an average age 
of 16.1 years. The consumer group contributes about $830 
billion to U.S retail sales annually, Piper Sandler said. The 
survey found that 33% of teens hold a part-time job, down 
from 37% pre-pandemic.
  For their favorite restaurants, 18% of teens preferred Chick-
fil-A, 12% said Starbucks was tops, 11% liked Chipotle, 4% 
voted for Dunkin’, and In-N-Out and McDonald’s tied at 3%. 
Chipotle’s percentage climbed 300 basis points from last 
year while McDonald’s fell 200 basis points.
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FunnyTweeter.com

Do you ever really know if 
your bagpipe is in tune?
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SUPPLY WOES COULD MEAN 1.3M FEWER AUTOS
  A trade group that represents automakers said a 
semiconductor shortage caused by COVID-19 could result in 
1.28 million fewer vehicles being made in the U.S. this year, 
the Detroit Free Press reports.
  In comments sent earlier this week to the Commerce 
Department, the Alliance for Auto Innovation said a recent 
survey of automakers and suppliers indicated the shortage 
could hurt auto production for another six months.
  “The chip shortage has forced a number of automakers 
to halt production and cancel shifts in the United States, 

with serious consequences for their 
workers and the communities in which 
they operate,” wrote John Bozzella, the 
group’s president and CEO.
  The Auto Alliance represents most major 
automakers doing business in the U.S., 
including General Motors, Ford and 
Stellantis. President Biden in February 
directed the Commerce Department to 
review risks in the supply chain, including 
the pressures put on industry by a global 
semiconductor shortage.

INTERNET AD SPENDING SURGED 12.2% IN 2020
  Despite — or maybe because of — the COVID-19 pandemic, 
internet ad spending soared 12.2% during 2020 to $139.8 
billion, according to a just-released annual report from the 
Interactive Advertising Bureau (IAB) and PwC.
  While the first half of 2020 — especially Q2, which declined 
5.2% vs. the same quarter a year earlier — did languish from 
the U.S. shutdown, the second half had a major impact.
  “The second half of 2020 made up for the rather abrupt 
drop in advertising revenue experienced toward the end of 
the second quarter,” IAB SVP for Research and Analytics 
Susan Hogan said in a statement, adding, “We not only had 
a rebound, we also had double-digit growth.
  “The fourth quarter holiday season sales, typical use-it-or-
lose-it year-end spending of media budgets, and revenue 
from political advertising all helped to offset the early COVID-
19-induced decline.”
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eMarketer

U.S. shoppers spent $72.46
billion via click and collect last 
year, accounting for 9.1% of all 
e-commerce sales. This year, 
those figures will increase to 

$83.47 billion and 9.9%.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

7 COMPANIES DRIVING CLICK-AND-COLLECT BOOM
  U.S. click-and-collect sales more than doubled in 2020 and 
will sustain double-digit growth rates over the next four years, 
according to the latest forecast from eMarketer.
  The research firm estimates that U.S. shoppers spent 
$72.46 billion via click and collect last year, accounting for 
9.1% of all e-commerce sales. This year, those figures will 
increase to $83.47 billion and 9.9%, respectively.
  Seven major click-and-collect multichannel retailers 
accounted for 64% of click-and-collect sales in the U.S. 
in 2020: Walmart, The Home Depot, Best Buy, Target, 
Lowe’s, Macy’s and Nordstrom. 
Together, these companies reaped more 
than $46 billion in click-and-collect sales.
  Not everyone on this list is a major 
e-commerce player, nor are they all in 
the top 10 for general retail (although 
Walmart, Target, Best Buy and The Home 
Depot are). But these seven companies 
have been among the most successful 
at leveraging the 2020 spike in interest in 
click and collect. Together, these retailers’ 
click-and-collect sales grew by 128.4% 
year over year (YoY) in 2020.

ROKU, AMAZON FIRE TV ADOPTIPON TICKS HIGHER
  With smart TVs now found in 70% of U.S. homes, the two 
OTT platforms that power the majority of those sets are more 
dominant than ever, Next TV reports.
  According to Hub Entertainment Research’s third annual 
Connected Home report, 57% of U.S. TV households now 
have a TV powered by either Roku or Amazon Fire TV vs. 
just 51% at the end of Q1 of last year. Forty percent of homes 
have Roku, either through a peripheral device like a player, 
smart speaker or streaming stick, or via a smart TV powered 
by the Roku OS. Roku’s infiltration into the U.S stood at only 
35% as of the end of Q1 last year, and 30% in Q1 2019 
  Twenty-nine percent of homes have Amazon Fire TV vs. 
26% in Q1 2020. (Some homes have TVs powered by both 
operating systems.)
  The increased proliferation of the top two OTT platforms 
comes amid markedly increased smart TV adoption — 52% 
of TVs in the U.S. are now smart TVs vs. 45% at the end of 
Q1 2020. Two out of five of those sets are powered by either 
Roku or Amazon Fire TV.

ACCOUNT ACTION
  Unilever is launching a media review in North America and 
most of the world, with a mix of incumbents and unnamed 
newcomers to the roster competing in the briefing stage, 
according to Unilever Chief Marketing and Digital Officer 
Conny Braams, Ad Age reports. Unilever reported $8.1 billion 
in brand and marketing investment globally last year, flat vs. 
2019, and was ranked as the fifth-largest global ad spender 
in 2019 by the Ad Age Datacenter. Its U.S. measured media 
spending was $529 million l-ast year, according to Kantar. 
Campaign previously reported Unilever is preparing a global 
review. Unilever brands include Dove, Axe, Knorr, Degree, 
Ben & Jerry’s and Seventh Generation. WPP’s Mindshare 
handles Unilever media in North America. Omnicom’s PHD 
and Interpublic-owned media agencies handle Unilever 
business in other parts of the world.


