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ONLINE SHOPPING TO ENDURE POST-PANDEMIC
  Online retail sales are expected to reach new heights in 
2020, as the global coronavirus pandemic has forced many 
homebound consumers to shop online. That is not changing 
anytime soon, The Wall Street Journal reports.
  E-commerce spending is expected to grow by low-double-
digit percentages through the next six years even after the 
end of social distancing measures forced by the pandemic, 
according to a new forecast from media-buying giant 
GroupM, part of WPP.
  Global retail e-commerce will amount to $3.9 trillion in 
2020, or 17% of global retail sales, according to GroupM’s 
report. The figures exclude food and delivery services to 
ensure consistency across markets, GroupM said.
  GroupM anticipates that sum will rise to $7 trillion by 2024, 
or 25% of retail sales, and reach $10 trillion globally by 
2027.
  Brands selling more products online 
are spending a greater portion of their 
budgets on digital marketing and placing 
more emphasis on advertising that directly 
drives sales, said Christian Juhl, global 
chief executive of GroupM. The shift toward e-commerce 
will also change the way ad agencies operate, he said.
  “It’s a continued migration of talent sets to people who 
understand data and performance,” Juhl said. “On the supply 
side, publishers have to quantify the value of their inventory. 
We’re not settling for broad reach and awareness.”
  Online shopping habits are expected to stick.
  “After a year of sitting at home, a lot of our behaviors are 
going to be permanently oriented toward these direct- and 
digital-commerce behaviors,” said Jay Pattisall, a principal 
analyst at research company Forrester Research, referring 
to an uptick in traditional e-commerce and consumer 
offerings like curbside pickup.
  In the future, as customers think less about safety than 
convenience, brands will need to better differentiate their 
online experiences from one another, he said.
  “In the early stages we saw a lot of very transactional style 
messaging talking about contactless 
payments, order online, curbside pickup 
— a lot of very functional benefits,” 
Pattisall said. “Brands will need to 
switch strategies to be more about the 
brand experience and values rather 
than just the functional convenience of 
e-commerce.”
  Ad agencies are likely to benefit from 
the uptick in online sales.
  “Both North America and [Europe, 
the Middle East and Africa]-based 
brands and clients expect to find the 
e-commerce capabilities and services 
from their external agencies,” Pattisall 
said.

GROUPM: E-COMMERCE 25% OF GLOBAL RETAIL BY 2024
ADVERTISER NEWS
  Ford is conducting final quality checks on thousands of 
early-production F-150 pickups that are stockpiled in lots 
around Detroit Metro Airport as dealers clamor for deliv-
eries of America’s best-selling truck. Ford factory employ-
ees at the Dearborn Truck Plant have been working to 
meet an insatiable demand for the 2021 F-150. That meant 
Ford had to build trucks while the prototypes were still be-
ing driven as test models. Those trucks from the early build 
make up the stockpile of vehicles parked near the airport, 
and they’re undergoing a final assessment, according to 
Ford… Honda Motor said it is recalling 1.79 million vehi-
cles worldwide in four separate campaigns, including some 
linked to reported fires. The recalls cover 1.4 million ve-
hicles in the U.S. The Japanese automaker said one recall 
covers 268,000 CR-V vehicles (model year 2002-2006) in 

the U.S. to replace power window master 
switches. Honda said there had been no 
reported injuries, but 16 fires reported re-
lated to the issue... UK-based JD Sports, 
owner of Finish Line, has purchased U.S. 
retailer Shoe Palace, which operates 167 
stores, for $325 million, JD Sports said. 

Members of Shoe Palace’s founding family will have an eq-
uity stake in JD Sports’ U.S. business and will continue to 
manage Shoe Palace... Lululemon Athletica experienced 
a surge in digital sales and other trends, including more 
consumers focusing on wellness, that it expects to contin-
ue after the pandemic subsides, CEO Calvin McDonald 
said. Athleisure sales are on track to hit $105.1 billion this 
year and grow 6.5% annually over the next three years, 
according to Euromonitor International and Coresight... 
Starbucks has cancelled two buy-one-get-one drink deals 
scheduled for today and Jan. 7 over concerns about over-
crowding stores while the pandemic continues. The events, 
called Happy Hours, are open to Starbucks Rewards 
members and the company said it will offer those members
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SURVEY: ONLINE SHOPPERS NOT VERY HAPPY
  Rising rates of e-commerce may not correspond with 
increasing customer satisfaction. A new global survey of 
consumers from Contentsquare indicates only 15% of 
respondents are happy with their online shopping experience.
  The survey also reveals that the top three causes of 
customer unhappiness when shopping online are when a 
site uses pop-ups and advertisements (49%), when a site 
or app crashes during checkout (48%), and when a discount 
code doesn’t work at checkout (45%).
  Other leading elements of online shopping that make people 

unhappy include when a website or app 
goes offline (23%), and when a customer 
can’t find what they’re looking for (42%).
  The research also shows that for almost 
one-third of respondents, online shopping 
is associated with boredom, frustration 
and even anxiety. Three in 10 reported 
feeling merely “content” with their digital 
shopping experience. Despite a general 
lack of satisfaction with online shopping, 
37% of respondents say they will avoid 
physical stores during the current holiday 

season.
  According to Contentsquare, there are four keys to digital 
customer happiness: convenience, product selection, prices 
and product information, and customization.
  Contentsquare surveyed 4,000 consumers and over 500 
marketers across the U.S., UK, France, Germany, Austria 
and Switzerland.

THIS AND THAT
  FCC chair Ajit Pai says advertising revenue increases for 
platforms like Facebook and Google demonstrate the need 
to revise regulations on media ownership, arguing that they 
currently disadvantage television and radio broadcasters. 
“When you ask the intellectually honest questions, the 
answers raise serious doubts about whether the FCC should 
have media ownership regulations at all,” Pai told the Media 
Institute... NextGen TV is now available in its largest market 
yet as seven stations in Seattle began transmitting using the 
ATSC 3.0 standard. The stations participating in the launch 
are KOMO-TV, KIRO-TV, KCPQ, KING-TV, KONG, KZJO 
and KUNS-TV... Mortgage rates set yet another record low 
last week — the 15th this year and the second record in as 
many weeks. Mortgage applications to purchase a home 
increased 2% last week and 26% from a year ago, according 
to the Mortgage Bankers Association’s seasonally 
adjusted index.

COMCAST, HEARST TV REACH RETRANS DEAL
  Comcast said it has quietly reached a retransmission 
consent agreement with Hearst TV stations across the 
U.S., including continued carriage of about 35 out-of-market 
stations in 38 markets that were originally expected to be 
dropped. Terms of the deal were not disclosed. 
  The Hearst TV stations were set to expire on Dec. 31 
and include affiliates of ABC, NBC, CBS, The CW and My 
Network TV. In addition, Comcast had expected to drop 
about 35 stations in 38 markets on Dec. 22 that were being 
offered to Comcast customers out of market. Now those 
channels will continue to be carried.

BIDEN DOMINATED PRE-ELECTION LOCAL TV ADS
  In the lead-up to the 2020 presidential election, President-
elect Joe Biden dominated the local TV airwaves, according 
to an analysis released yesterday by Nielsen.
  The data for the top 10 local TV advertisers in the U.S. 
during the month of October shows Joe Biden For 
President spent $83.2 million, generating 4.1 billion local 
TV impressions during the month, topping the nation’s No. 2 
local TV advertiser, Toyota ($52.9 million), by a wide margin.
  In general, Democrats outspent Republicans by a wide 
margin, too, based on the top 10 rankings, which also show 
the House Majority PAC ($44.1 million) 
ranking No. 3 and the Democratic 
National Committee ($41.2 million) 
ranking No. 5.
  The top spender in Spanish-language 
local TV was Charter Communications 
at $8.6 million, which bought it 276.3 
million impression. The Biden campaign 
was No. 2, at $6.6 million.
  Meanwhile, Procter & Gamble was 
the No. 1 national television advertiser 
in October. P&G spent $164.4 million to 
generate 33.6 billion impressions, according to Nielsen.
  P&G was also the top spender in Spanish, allocating $23.9 
million to get 2.3 billion impressions.

HERE’S WHAT TO EXPECT ON SUPER SATURDAY
  Super Saturday (which is this weekend), is poised to set an 
all-time daily record. That’s according to Customer Growth 
Partners, which forecasts that Super Saturday sales will 
reach $36.1 billion, up 5.5% year-over-year.
  The total will surpass Super Saturday in 2019, at $34.4 
billion, and 2018, at $31.9 billion.  
  CPG noted that the major snowstorm predicted to hit the 
Northeast yesterday and today will have no impact on Super 
Saturday, as parking lots will be plowed out well before the 
day dawns.
  The bullish forecast from CPG comes on the heels of sharp 
November growth and brisk sales the weekend of Dec. 12, 
noted CGP. Retail sales for November — the first half of the 
holiday season — reached a record $358 billion, up 9.1% 
from the $328 billion for November 2019, according to the 
latest sales data from the Census Bureau.
  Home and hardlines categories — notably electronics, 
home improvement, sporting goods, etc. — remain strong 
as consumer spending migrates from apparel towards the 
home and work-from-home lifestyles.

GRAY TV TOPS $400M IN POLITICAL ADVERTISING
  Gray Television said that its TV stations and digital services 
have run more than $400 million in political advertising so far 
this year.
  Gray’s stations in Georgia have run $20 million worth of 
campaign advertising for the state’s two U.S. Senate runoff 
races since Election Day on Nov. 3. 
  Gray said it expects political advertising will continue to grow 
through Jan. 5, when the special Senate runoff elections are 
held.
  Gray has Georgia stations in Savannah, Albany, Columbus 
and Thomasville. Overall, Gray owns station and digital 
properties in 94 markets.
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Mitch Hedberg

I bought a donut and they gave 
me a receipt for the donut... 
I just could not imagine the 
scenario where I’d have to 

prove that I bought a donut.
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SHOPPERS CUT BACK SPENDING IN NOVEMBER
  The holiday shopping season got off to a muted start as 
U.S. consumers reined in November spending amid a surge 
in coronavirus infections and new business restrictions in 
some states, The Wall Street Journal reports.
  U.S. retail sales, a measure of purchases at stores, 
restaurants and online, dropped a seasonally adjusted 
1.1% in November from the prior month, the Commerce 
Department said yesterday. October sales were revised to a 
decline of 0.1% from an earlier estimate of a 0.3% increase. 
Sales were up by 4.1% in November when compared with 

the same month a year ago.
  Restaurants, department stores and 
vehicle dealerships all reported sharp 
sales declines in November, with 
clothing and furniture purchases falling. 
Purchases of groceries and building 
materials increased, along with online 
sales.
  The November and October drops 
marked the end of several months of 
growth in retail spending after sharp 
declines earlier this year when the 

coronavirus pandemic triggered widespread business 
closures.

ADVERTISER NEWS
(Continued from Page 1)
alternative perks... St. Louis-based Schnucks Markets 
is making the holidays a little happier for its workers and 
local restaurants in its communities with a new program that 
gives all Schnucks associates a $15 gift card to a restaurant 
located within five miles of his or her work location. The 
company is spending $200,000 on the gift cards, which will 
help support local restaurants that have been challenged 
during the COVID-19 pandemic... The Super Bowl is 
doubtless going to look very different in 2021, given the 
ongoing pandemic. But that doesn’t seem to have deterred 
some of its most celebrated regular advertisers from planning 
big new commercials, Ad Age reports. Mars Wrigley’s 
M&M’s is returning after sitting out last year’s game and 
will “look to make people smile during the Super Bowl after 
a dismal year of fear and divisiveness.” Its 30-second ad 
is via BBDO. Meanwhile, Procter & Gamble’s Pringles 
is planning a spot via Grey that features “the hilarious 
consequences that occur when people get engrossed in 
Pringles Flavor Stacking combinations.”
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FunnyTweeter.com

What if we just vaccinated 
a bunch of mosquitoes and 

released them?

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

REPORT: STREAMERS TO SEE ’21 SUB SLOWDOWN
  Approaching 2021 could see a big slowdown in subscriber 
growth among major subscription streaming video services, 
according to new data from Omdia/Informa Tech.
  The research firm said that following outlier sub growth 
this year due to the pandemic among major services such 
as Netflix and Disney+, sustaining a similar growth curve 
next year could be challenging. Omdia said SVOD services 
worldwide added a combined 226 million subs in 2020.
  “All industries and economies tend to move between 
waves of growth and pools of stagnation and SVOD is 
no exception,” Rua Aguete, senior 
director, media and entertainment, said 
in a note. “While 2020 was a year for the 
records, 2021 will be a year of industry-
wide cooling despite the myriad services 
coming from big Hollywood players 
including Discovery, NBCUniversal, 
ViacomCBS and WarnerMedia.”
  Netflix, Apple TV+, Disney+ and 
Amazon Prime Video all saw significant 
net sub adds stemming from pandemic-
affected markets. In 2021, these services 
are expected to see declines, with Netflix and Prime Video 
eyeing their slowest sub growth since 2015.
  Netflix and Disney+ had 195 million and 86.8 million subs 
at the end of Q3, respectively.
  Notably, Aquete estimates AppleTV+ will lose 8 million 
subs by the end of 2021, due in part to the termination of 
free 12-month trials and relative lack of original content 
compared to competing services.

SURVEY: BAD NEWS IS BAD FOR ADVERTISERS
  Around one out of three web users say companies 
shouldn’t advertise next to news articles about COVID-19 
deaths, as well as articles about police brutality and civil 
unrest, according to a new survey.
  The survey, conducted last month by the industry 
organizations Trustworthy Accountability Group and 
Brand Safety Institute, examined consumers’ attitudes 
toward advertising around various types of content, from 
hate speech to pornography to news articles. For the 
report, the organizations questioned 1,143 U.S. adults, via 
SurveyMonkey.
  Among other questions, respondents were asked 
which types of news, if any, advertisers should avoid. 
Approximately 39% of respondents said advertisers 
shouldn’t appear adjacent to stories about “mass 
shootings in schools or other locations,” while 33.5% said 
advertisers should eschew placement near “violent riots or 
civil unrest.”
  Thirty-two percent, meanwhile, said companies should 
avoid advertising near stories about police brutality, and 
30% said companies shouldn’t place ads near stories 
about “COVID-19 deaths or tragedies.”
  Four in 10 respondents considered all news coverage 
appropriate for ads.
  Nearly three in four respondents (73.5%) said advertisers 
should prevent ads from running near hate speech, while 
68% said companies should avoid placing ads near 
pornography, and more than half (54%) said advertisers 
should steer clear of pirated movies or TV shows.


