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WALMART, TARGET, COSTCO TOP THREE CHOICES
  When it comes to buying wine, beer and spirits, stores win 
out — even during a pandemic. 
  Almost 90% of all beer, wine and spirits purchases 
in the last year were made in-store, and that number is 
expected to rise post-pandemic, according to a survey by 
ChaseDesign.
  Customers still prefer shopping in-store vs. online because 
they enjoy being in control of their experience and want 
the ability to browse, with nearly 40% saying they only 
purchase alcohol in-store.
  Walmart came out on top as the retailer providing the best 
overall experience for purchasing beer, wine and spirits, 
with Target, Costco and Total Wine among the top five. 
Independent liquor stores ranked second, behind Walmart. 
The strong showing by independents reflects the power of 
localization and trust in store associates — often the most 
undervalued asset at retail, the report said.
  The ChaseDesign Beer, Wine and Spirits Shopping 
Trends survey also found while buying alcohol online 
for pickup at store and home delivery 
levels increased dramatically during 
the pandemic, it is now experiencing a 
decline.
  During the pandemic 40% reported 
buying alcohol online, but it’s down to 
35% now and trending toward the 30% 
pre-pandemic levels.
  Other findings include:
•  When shoppers buy alcohol online, the top fulfillment 
method is through home delivery, different than most other 
consumer product purchases.
  And when shoppers choose to pick up online orders 
at store, only 13% report also shopping for other things 
when they go to the store to pick up. This is substantially 
below the 50% of shoppers who report going into stores for 
additional purchases when buying mainstream groceries.
•  While buying alcohol online provides the convenience 
shoppers like, they report missing the in-store experience, 
with 53% saying they enjoy seeing beverage choices in 
person, 42% reporting they like to pick up products to 
learn more about them, 41% saying its easier to discover 
new brands in-store, 37% indicating they like the overall 
atmosphere in a store.
  Thirty-five percent commented that store employees 
who know about options and choices, are missed while 
shopping online.
  The report noted that the future of shopping is neither 
digital nor physical stores, but rather the convergence of 
digital and physical in a retail shopping environment that 
truly makes the customer journey more enjoyable and 
productive.
  Twenty-five percent of respondents use a retailer’s app 
most of the time or always when shopping and another 
23% use it at least sometimes.

SURVEY: SHOPPERS PREFER TO BUY ALCOHOL IN-STORE
ADVERTISER NEWS
  Molson Coors is taking an ax to its blue-collar beer lineup, 
eliminating 11 economy brands as it puts more emphasis on 
higher-priced beverages, including hard seltzers and non-
alcoholic drinks. The cuts include Milwaukee’s Best Premi-
um; although the brand’s ice beer and light beer varieties will 
survive. Also on the chopping block is Mickey’s Fine Malt 
Liquor Ice, but the core Mickey’s brand, known for its green, 
beehive-shaped bottles, will remain. The rest of the cut list in-
cludes Henry Weinhard’s Private Reserve, Keystone Ice, 
Hamm’s Special Light, Keylightful (a fruity line extension 
of Keystone Light), Icehouse Edge, Magnum, Miller High 
Life Light, Steel Reserve 211 and Olde English HG 8000. 
While the brands are rarely featured in expensive marketing 
campaigns, they have often enjoyed on-the-ground support 
at retail and from local distributors... Prudential Financial’s 
brand identity has been tied to the UK landmark Rock of 
Gibraltar, featured on the company’s logo, since its introduc-
tion 125 years ago. For the last decade, the iconic symbol 
has been absent from Prudential’s campaigns. But now, a 

new generation will be reintroduced to the 
motif in the campaign, “Who’s Your Rock?” 
The spot, created by StrawberryFrog and 
directed by Adam Hashemi, debuted dur-
ing the opening ceremony of the Tokyo 
Olympic Games... Stellantis’ Dodge 
brand is launching a campaign in support 
of the release of the second studio album 
from singer and songwriter Billie Eilish. 

Happier Than Ever was released last week by Darkroom 
and Interscope Records. The effort includes the 60-second 
spot “Power Uncaged” from GSD&M that features Eilish’s 
track “Oxytocin” alongside the Dodge Challenger, Charger 
and Durango SRT Hellcats… Conor Flynn, CEO of Kimco 
Realty, said his company’s shopping centers are seeing cus-
tomer counts on par with numbers prior to the outbreak of the 
pandemic. The company, which operates about 400 grocery-
anchored shopping centers in the U.S., has seen an increase 
in its occupancy rates as the domestic economy reopens… 
Kroger is looking to reconnect with former customers who 
moved to Florida from states where the grocer has stores. 
It’s doing that by opening a 375,000-square-foot automated 
fulfillment center in Groveland, Fla., that will deliver online or-
ders to customers in the Sunshine State, Progressive Gro-
cer reports… As today’s lead attests, Walmart is a primary 
destination for alcohol sales. According to a new survey, it’s 
also doing well with the back-to-school crowd. RetailMeNot 
says almost seven in 10 consumers will make a back-to-
school purchase at one of the retail giant’s 4,700-plus U.S. 
stores. According to the survey — conducted by Ziff Media 
Group — a leading 69% said they planned to shop for back-
to-school at Walmart. Other top retailers included Amazon 
(61%), Target (50%), clothing stores (29%), dollar stores 
(27%), department stores (21%), Staples (21%), Kohl’s 
(20%), warehouse club stores (18%) and Best Buy (17%).
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NBCU LOCAL TO BUY ALBUQUERQUE STATIONS
  NBCUniversal Local said it reached an agreement to 
acquire the TV stations in Albuquerque, N.M., owned by 
Ramar Communications.
  Ramar owns four full-power stations including KASA-TV, 
one Class A Station and three low-power stations. Financial 
terms were not disclosed.
  “We are pleased to expand on Ramar Communications’ work 
with the Latino community in the market and look forward 
to serving Albuquerque’s Spanish-speaking audiences with 
the launch of our own Telemundo local news operation, 

soon,” said Valari Staab, president, 
NBCUniversal Local.
  The deal is subject to FCC and other 
approvals and the companies have 
filed an application to the FCC seeking 
consent.
  Ramar sold its Lubbock TV stations 
in 2020 and after this transaction it will 
continue to operate eight radio stations 
and several digital media products.

THIS AND THAT
  Disney’s Jungle Cruise debuted atop the weekend box 
office and in consumer homes, opening to an estimated total 
of more than $90 million globally, including $34.2 million in 
domestic box office across 4,310 screens, $27.6 million in 
international box office, and over $30 million in Disney+ 
Premier Access consumer spend globally. The movie was 
able for $29.99 purchase to Disney+ subscribers, suggesting 
1 million subs purchased the movie. The PVOD tally was 
half the $60 million Disney+ subs spent purchasing Marvel 
Studios’ Black Widow on its opening box office weekend... 
Forty-nine percent of women said they plan to do more hiking 
and walking this year, compared with 46% of men, according 
to NPD Group research that highlights opportunities outdoor 
gear brands and retailers have to grow sales to women. 
Men’s hiking boots made up 70% of sales in the category in 
the first half of the year, and brands are missing out on sales 
by failing to produce boots designed for women’s feet and 
style preferences, NPD’s Matt Powell said... Target aims to 
give $200 recognition bonuses to all of its more than 340,000 
frontline workers, a total investment of $75 million. Plans call 
for the bonus to be paid in August to all hourly full-time and 
part-time employees in stores and distribution centers.

beIN SPORTS GOES OTA IN 10 MORE HC2 MARKETS
  beIN Sports said it has been launched over-the-air in 
10 more markets by HC2 Broadcasting, which is being 
renamed as Innovate Corp., Next TV reports.
  The new deal means beIN Sports Xtra is available in 45 
markets and beIN Sports Xtra en Español is in 42 markets.
  beIN Sports Xtra offers a sampling of beIN Sports’ live 
converge of events including Ligue 1, Süper Lig, Copa 
Libertadores and Copa Sudamericana soccer, as well as 
the W Series women’s motor racing championships.
  New OTA markets for beIN Sports Xtra are Stockton and 
Modesto, Calif.; Albuquerque and Santa Fe, N.M.; Boston; 
West Palm Beach and Fort Pierce, Fla.; Raleigh, Durham 
and Fayetteville, N.C.; Minneapolis and St. Paul; Lubbock, 
Texas; Kansas City; Seattle; and Birmingham, Anniston and 
Tuscaloosa, Ala.

NETWORK NEWS
  NBC’s Tokyo Olympics primetime coverage netted 
around 10.5 million linear viewers Friday, the smallest 
audience of the games for the network so far. Over the same 
night of the Rio Olympics, NBC’s primetime viewership 
was down 56%. NBC claimed 15.2 million total audience 
delivery for Friday night, with Peacock notching its best-
ever Friday usage. According to the network, in TAD, its 
primetime coverage reached an audience of 15 million for 
the seventh day in a row. Viewership was down though 
from Thursday, which marked the 2021 games’ second-
most watched and second highest-
rated day, bringing in an average of 
16.2 million viewers... In a competitive 
situation, NBC has landed a single-
camera comedy starring and executive 
produced by Marlee Matlin, with a script 
commitment plus penalty. The untitled 
project is set in the cutthroat, fast-paced 
world of sign language interpreting. The 
workplace comedy centers around a 
medium-sized interpreting agency in Los 
Angeles managed by DJ (Matlin), who’s 
both overextended and overconfident... And Jay Pickett, 
known for his work on soap operas General Hospital 
and Port Charles, died of unknown causes last week. 
Pickett was on location in Idaho shooting the film Treasure 
Valley when he died while on a horse, according to actor 
and friend Jim Heffel. Travis Mills, a co-producer on the 
film, said on social media that Pickett’s death appeared 
to be a heart attack. Pickett made appearances on many 
popular TV shows including China Beach, Dragnet, Mr. 
Belvedere, Perry Mason and Days of Our Lives before 
securing a gig on the ABC soap Port Charles as Frank 
Scanlon in 1997. He followed that with a recurring role in 
General Hospital as Detective David Harper. Jay Pickett 
was 60 years old.

DOUBLEVERIFY’S Q2 CTV REVENUES SPIKE 89%
  As connected TV revenues grew 89% on a year-over-year 
basis for DoubleVerify in the second quarter, the brand 
safety-focused ad technology and analytics company also 
announced enhancements for marketers looking to avoid 
unsuitable CTV/streaming content.
  Television News Daily says new video filtering will sift 
through more than 90 brand safety and suitability categories 
including crime, violence, copyright infringement, 
inflammatory news and politics.
  DoubleVerify now says it has three Media Rating Council 
accreditations for CTV products — including most recently 
its viewability and video-filtering service.
  Other accredited services from MRC include fraud 
detection — SIVT (Sophisticated Invalid Traffic) detection 
and filtration — as well as a service for counting of 
impressions (display and video).
  The company says its CTV technology has been integrated 
with Amazon, Roku and Hulu.
  DoubleVerify said programmatic, CTV, social and 
international revenue were key business drivers. The 
company also announced other CTV enhancements, 
including reporting on campaign quality and identify 
violations and in-flight campaign optimizations.
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Time for my annual 
harsh-but-true fitness 

assessment in the Target 
fitting room.
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HARDWARE STORES TRY TO MAINTAIN MOMENTUM
  Home-improvement stores continue to see U.S. sales 
surge as the pandemic-propelled demand for DIY and home-
improvement projects continues through 2021, eMarketer 
says.
  The research firm forecasts that e-commerce growth 
at The Home Depot will reach 18% in 2021 for a total of 
$21.42 billion in sales. E-commerce sales will have more 
than doubled at The Home Depot since 2019, when its U.S. 
e-commerce sales were just under $10 billion.
  Lowe’s saw similar growth as its e-commerce sales 

skyrocketed by 140% from 2019 to 2021.
  A perfect storm of factors influenced 
this home-improvement e-commerce 
boom, from people hesitating to visit 
stores in person during the pandemic 
to bored and homebound U.S. adults 
taking on transformative DIY tasks. The 
e-commerce growth was also jump-
started by U.S. adults’ stimulus checks, 
as well as an explosive housing market.
  Home-improvement stores still saw 
smashing growth in the first half of 

2021, but as U.S. consumer behavior is less driven by the 
pandemic, the research firm expects to see more normal-
paced growth rates for the second half of the year.

TRUECAR: AUTO SALES EASED AGAIN IN JULY
  TrueCar forecasts total new vehicle sales will reach 1.292 
million in July, up just 1% from a year ago but down 8% vs. 
June, when adjusted for the same number of selling days.
  This month’s seasonally adjusted annualized rate (SAAR) 
for total light vehicle sales is an estimated 14.7 million, 
staying on par with July 2020.
  Excluding fleet sales, TrueCar expects U.S. retail deliveries 
of new cars and light trucks to be 1.171 million, which is about 
even with a year ago and down 7% from June.
  “Increasing pressure on new car inventory continues to drive 
the car buying landscape in July. Lower inventory is likely 
creating a drag on sales and driving up transaction prices. 
It is also leading to more would-be new car buyers opting 
for used cars, which in turn is contributing to the surge in 
used car prices,” said Nick Woolard, Lead Industry Analyst 
at TrueCar.
  Fleet sales for July are expected to be up 16% from a year 
ago and down 14% from June, when adjusted for the same 
number of selling days.
  Total SAAR is expected to remain about the same from a 
year ago at 14.7 million.
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TrueCar forecast

Total new vehicle sales will 
reach 1.292 million in July, up 
1% from a year ago but down 
8% vs. June, adjusted for the 
same number of selling days.

TV: WHERE TO FIND COLLEGE FOOTBALL FANS
  The 2021 college football season starts Aug. 28 and fans are 
anticipating a return to full stadiums; however, according to 
data from five representative markets 
in The Media Audit’s Spring 2021 
consumer surveys, TV is where very 
large majorities of fans prefer to watch 
their favorite teams.
  Although this correlation is well-established, an analysis 
of The Media Audit data reveals this combination is where 
advertisers can engage with younger adults who are often 
difficult to reach on linear TV programming.
  In the five representative markets, adults 
21-34 who are college football fans and 
watched via TV during the past 12 months 
ranged from 58.5% in Sacramento, Calif. 
to 86.2% in Seattle-Tacoma.
•  Pittsburgh (73.1%); Orlando, Fla. 
(59.4%); Phoenix (73.7%); Sacramento, 
Calif. (58.5%); Seattle-Tacoma (86.2%).
  Among fans 35-49, the percentages are 
even larger:
•  Pittsburgh (85.4%); Orlando, Fla. 
(78.2%); Phoenix (87.1%); Sacramento, Calif. (59.6%); 
Seattle-Tacoma (78%).
  By comparison, listening to college games on radio is in the 
single or low double-digits in most of these markets, but of 
those, 39.3% were adults 21-34 in Sacramento and 32.2% 
were adults 35-49 in Orlando. This suggests advertisers in 
some markets may find a combo TV/radio buy to be beneficial.
  Advertisers will also be pleased that significant percentages 
of fans in these markets have incomes of $75,000 to $150,000 
and therefore have plenty of disposable income.
•  Pittsburgh (31.4%); Orlando, Fla. (32.3%); Phoenix 
(36.2%); Sacramento, Calif. (37.9%); Seattle-Tacoma 
(45.1%).

SURVEY: HOLIDAY PURCHASES TO HAPPEN ONLINE
  More than half of holiday shoppers plan to focus on 
e-commerce, with mobile and artificial intelligence (AI)-based 
services a strong draw.
  According to a new survey of 2,625 consumers across the 
U.S., UK and Australia from AI-based messaging platform 
LivePerson, 57% of respondents plan to conduct the 
majority of their holiday shopping online. Three-quarters said 
they’d purchase more from a website that allowed them to 
message with an expert to ask questions and get help making 
purchases, and 62% said they would trust an online retailer 
more if associates were readily available on messaging.
  In addition, 63% said they would purchase more from a 
website that offered an AI-based virtual assistant to help. Four 
in five (80%) said they would message from their phone while 
in a store if in-store associates were busy or unavailable.
  Respondents overwhelmingly reported trusting 
conversational AI with a variety of specific online shopping 
tasks, especially when informed they could be transferred 
to human associates as needed. The survey also noted the 
percentage of respondents interested in the following virtual 
experiences this holiday season: virtual showrooms (45%); 
viewing products in augmented/virtual reality (44%); shopping 
while watching a livestream (34%); and video consultations 
with personal shoppers (29%).

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY


