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E-COMMERCE RETURN POLICIES WILL BE CRUCIAL
  Heavy rates of pre-holiday online shopping are set to 
continue once the holidays have passed.
  According to a new consumer survey from on-demand 
fulfillment platform Ware2Go, a UPS subsidiary, 31% of 
respondents intend to shop online within a few days after the 
holidays. Another 34% plan to shop online within the month 
of January, while 23% will wait two to three months before 
shopping online again.
  The survey also examined consumer plans for shopping 
during the holiday season, with 83% of respondents saying 
they plan to do more online shopping for holiday gifts in 
2020 compared with 2019. Overall, this means 70% of 
respondents will be shopping online 
exclusively or combination — both online 
and in-person — shopping.
  Examining consumer attitudes toward 
online returns, the survey finds that six 
in 10 respondents say an e-commerce 
retailer’s return policy is very important to their decision to 
make a purchase, while another 34% say it’s somewhat 
important. Only 6% are indifferent.
  Just over half (51%) of respondents have purchased a gift 
for someone and then returned it before gifting it.
  While reasons varied, responses revealed that many 
of these returns are preventable. Thirty-five percent, for 
example, said the item was not as pictured or described; 
33% said that it took too long to arrive; 31% reported that the 
fit wasn’t right; and 31% ordered multiple options to compare.
  A plurality of respondents, 47%, favor in-store returns, but 
35% still prefer to return through the mail. For the most part, 
respondents said they act swiftly to return gifts they don’t 
plan to keep, with 24% returning in less than one week, 33% 
returning in one to two weeks, and 18% taking two weeks to 
one month to return.
  Conducted in October 2020 by Propeller Insights on 
behalf of Ware2Go, the survey polled more than 1,000 U.S. 
adult consumers.
  Meanwhile, shoppers who haven’t ordered all of their 
holiday gifts yet and are thinking about buying online might 
want to think again.
  With a record number of people 
shopping on the web, the majority of 
retailers have pushed up shipping 
deadlines by at least one to two days, 
and about 25% of them by at least a 
week, according to Jason Goldberg, 
chief commerce strategy officer at 
Publicis Communications, part of 
Publicis Groupe.
  Yesterday marked the official cutoff in 
the U.S. for standard ground shipping 
to receive an order by Dec. 24, for 
UPS, FedEx and the U.S. Postal 
Service.

SURVEY: CONSUMERS WILL POST-HOLIDAY SHOP ONLINE
ADVERTISER NEWS
  Walmart’s autonomous trucks from technology startup 
Gatik will start delivering goods to a Neighborhood Market 
store in Bentonville, Ark., without a safety driver on board. 
The retailer launched a test of the trucks with a human on 
board in 2019 and the vehicles have racked up more than 
70,000 miles since… Amazon Fashion yesterday an-
nounced the launch of “Made for You,” a custom T-shirt sales 
portal that employs “virtual fit technology” via the Amazon 
app. Each item is created after customers provide height, 
weight, body style and two photos of themselves, pick from 
two fabric types and eight colorways, and choose length, 
fit, neckline and sleeve length. The shirts are $25 each and 

available to U.S. customers… Germany-
based Adidas will explore strategic op-
tions that could include a sale of Reebok, 
the U.S. athletic brand it acquired for $3.8 
billion 15 years ago. A possible Reebok 
sale could be part of a five-year strategic 

plan Adidas is set to unveil in March, the company said… 
Bed Bath & Beyond will sell Cost Plus World Market to 
private equity firm Kingswood Capital Management for an 
undisclosed amount in a deal scheduled to close early next 
year. In addition to the 243 Cost Plus World Market stores, 
the deal also includes the banner’s digital retail operations, 
its corporate offices and distribution centers... Domino’s 
will spend about $9.6 million on one-time bonuses of up to 
$1,200 for 11,500 hourly employees at its company-owned 
restaurants and supply chain centers. Earlier this year, 
Domino’s rewarded employees with bonuses that were paid 
from March through May and offered paid time off for those 
affected by COVID-19... Inspire Brands says the Arby’s, 
Buffalo Wild Wings, Sonic Drive-In, Jimmy John’s and 
Rusty Taco parent company has completed its acquisi-
tion of Dunkin’ Brands Group for $11.3 billion. With the 
acquisition of Dunkin’ Brands Group (including Dunkin’ and 
Baskin-Robbins stores), Inspire Brands is now the second-
largest foodservice company in the U.S. by locations and 
sales, totaling nearly 32,000 restaurants in 60 countries

(Continued on Page 3)
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AVAILS
  WCSC-TV (CBS) Account Executive: Do you have a 
strong competitive drive and determination to win? Are you 
a natural relationship builder and collaborator? 
If so, a fantastic opportunity awaits at the top 
media outlet in the “No. 1 City in the World” — 
Charleston, S.C. You will have the opportunity 
to sell across all WCSC’s television and digital 
platforms, providing advertising solutions to new 
customers that will help them generate sales and increase 
profitability. Previous broadcast sales experience preferred. 

Please apply online HERE. EOE.
  WSLS-TV, the Graham Media / NBC 
affiliate in Roanoke/Lynchburg, Va., 
is seeking a dynamic, enthusiastic and 
results-oriented Account Executive. 
The AE will sell WSLS-TV, Me TV 
Roanoke, WSLS.com and their advanced 
Omne digital solutions. Primary focus is 
on developing and growing a new client 
base. Candidate must be able to learn, 
understand and pitch the vast array of 
multimedia advertising opportunities 

available. To apply, please attach cover letter and resume 
via email to: amower@wsls.com. No calls, please. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Parks Associates OTT research finds 20% of U.S. 
broadband households currently use an ad-supported OTT 
service and 15% use a “freemium” service, placing these 
offerings in a strong second place behind OTT subscription 
services among business models. Parks’ research finds 
U.S. broadband households in Q1 2020 report spending 
an average of $16 per month on OTT video service 
subscriptions, behind $89 per month on pay-TV services... 
Three out of five Ohio restaurants say they will be forced 
to close permanently within six months if they don’t receive 
more government support, according to an Ohio Restaurant 
Association survey released last week. The percentage of 
restaurants reporting they might close has risen 20% since 
the association’s last survey just two weeks ago.

NBCU RENEWS ‘THE KELLY CLARKSON SHOW’
  NBCUniversal Syndication Studios has renewed The 
Kelly Clarkson Show for two more seasons. The Emmy-
winning daytime talker has been sold to NBC Owned 
Television Stations group through 2023.
  The hour-long program, which currently airs in 100% of the 
U.S. on more than 200 stations, has already been sold in 
national syndication to more than 75% of the U.S. for its third 
and fourth seasons.
  Hosted by Clarkson, the critically acclaimed daytime talk 
show headed into Season 2 as the most watched new talk 
show in seven years. It has averaged 1.6 million viewers 
daily and delivers the youngest audience among the top four 
daytime shows. Season 2 features in-studio guests and a 
virtual in-studio audience with fans from across the U.S.
  Clarkson’s “weekday hang” includes a mix of celebrity 
guests and everyday people, performances, games and her 
unfiltered perspective on life, relationships and more.

NETWORK NEWS
  Fox has given a straight-to-series order to a contemporary 
version of the classic drama series Fantasy Island. The 
project will air next summer. Keeping the semi-anthological 
format of the original with a handful of main characters living 
on the island and new guests arriving in every episode, 
the new Fantasy Island will tell emotional, provocative 
stories about people who walk in with a desire, but end up 
reborn to themselves through magical realism... ABC has 
put in development The Three Joaquins, a Latinx family 
drama from writers Jordan Heimer and Manny Figueroa. 
The Three Joaquins is based in part 
on Figueroa’s childhood experience. 
It centers on a wealthy and powerful 
Latinx family who have their Pasadena 
world turned upside down when the 
living proof of their father’s secret life 
arrives on their doorstep in the form 
of 16-year-old Tito, a kid who shares 
nothing with his family but their name... 
CBS has put in development Burn In, 
an AI drama based on P.W. Singer and 
August Cole’s novel Burn In: A Novel 
of the Real Robotic Revolution. Burn In is described as 
a gripping techno-thriller and fact-based tour of tomorrow. 
The drama explores an America where the science fiction 
of AI and robotics has come true... CBS Sports and 
Nickelodeon are getting kids and families into the game 
with a special slime-filled presentation of the NFL’s Wild 
Card Game on Sunday, Jan. 10, at 4:30 PM (ET). The NFL 
Wild Card Game on Nickelodeon will feature kid-focused 
content and Nick-themed elements throughout, including a 
special halftime presentation, guest reporters and original 
on-field graphics, virtual filters and more. The NFL Wild 
Card Game on Nickelodeon will air alongside CBS Sports’ 
broadcast of the game on The CBS Television Network.

SAMSUNG TO GAUGE IMPACT OF TV + STREAMING
  Samsung has launched a new service intended to help 
advertisers better engage target audiences, regardless of 
how they watch TV, by measuring the combined impact of 
linear and streaming campaigns. 
  “We are able to show, at a campaign level, how linear and 
streaming complement each other to reach heavy linear 
viewers, as well as light linear and cord-cutting audiences,” 
Justin Evans, global head of analytics and insights, 
Samsung Ads, said in a statement. “Advertisers should be 
able to measure the impact of their entire TV campaigns, 
not be forced to operate in silos.”
  In a pilot with General Motors, Samsung Measurement 
identified the effectiveness of campaigns by audience type, 
then provided recommendations to improve the automaker’s 
car sales, in-target reach, buy rate and other KPIs. The 
service helped GM to “optimize and allocate spend based 
on how to best reach our consumers,” said Cadillac chief 
marketing officer Melissa Grady.
  Samsung’s news follows Nielsen’s announcement Dec. 
8 that it will do away with current commercial ratings by 
2024, replacing them with Nielsen One. That service will 
provide second-by-second measurement and the reach and 
frequency of each individual ad across screens, marrying 
linear viewing with digital impressions.
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Stephen Colbert

Breakdancing has been added 
to the 2024 Olympic Games, 

making it the first medal 
ceremony that will take place 
on a Brooklyn-bound Q train.

https://gray.tv/careers#currentopenings
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REPORT: DISNEY STEAMERS CHALLENGE NETFLIX
  Since the beginning of subscription streaming video, 
Amazon Prime Video and Hulu have shadowed market 
pioneer Netflix from afar. New data from eMarketer suggests 
upstart Disney+ (with Hulu) will significantly bridge Netflix’s 
lead in the next 24 months.
  Following a strong launch in November 2019, Disney+ is 
on track to surpass $4 billion in U.S. subscription revenue by 
2022. In its first full year, Disney+ has grown rapidly, spurred 
by original content and stay-at-home government pandemic 
orders. In fact, the service will help Disney reach Netflix’s 

share of the market by 2022.
  Netflix ended its most recent fiscal period 
with 195 million subscribers worldwide. 
Disney+ had 86.8 million subs through 
Dec. 2; 125.6 million when including Hulu.
  Disney+ revenue is projected to reach 
$1.94 billion by the end of this year. With 
a recently announced $1 price increase 
next year, it will add another billion in 
revenue in each of the next two years. 
That figure will jump to $4.23 billion by 
2022. As of this year, Disney+ represents 

26.5% of Disney’s OTT revenue, with Hulu accounting for 
67.6% and ESPN+ making up 5.8%.
  Disney+, combined with Hulu will cement Disney as the 
No. 2 streaming player in subscription revenues this year. 
By 2022, its revenue will be nearly equal — $12.95 billion for 
Netflix and $12.36 billion for Disney.

THE 2020 HOLIDAY JOBS ARE IN THE WAREHOUSE
  The balance of available holiday jobs this year has radically 
shifted from storefront to warehouse and delivery amid 
record purchases online, Reuters reports.
  The supply of available holiday jobs in U.S. customer-
facing retail fell by a third to 302,100 this year from around 
466,400 jobs last November, data from the Bureau of Labor 
Statistics gathered by consultancy Challenger, Gray & 
Christmas showed.
  Macy’s cut seasonal hires to 25,000 this year from 80,000 
in 2019. JC Penney, fresh from bankruptcy, is hiring just 
1,700 people in contrast to 37,000 last year.
  Meanwhile, applications for U.S. storefront retail positions 
have jumped by around 34% year-on-year, according to 
November data from jobs site Glassdoor.
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FunnyTweeter.com

I went to the doctor because 
I have been hearing voices 
non-stop. Apparently, they 

are called children.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

NIELSEN: LINEAR VIEWING MADE GAINS IN 2020
  Nielsen has released 2020 Top 10 lists of the most 
watched telecasts and series on linear television as well as 
the programs with the biggest delayed viewing lifts. Most 
of the titles on the charts are broadcast programs whose 
ratings periods go by seasons from September to May.
  The Top 10 list of most watched telecasts (in Live+7) is 
dominated by football, with only Fox’s The Masked Singer 
and ABC’s The Oscars from entertainment programming 
making the cut.
  CBS’ NCIS, FBI and Blue Bloods were the most 
watched non-sports series of 2020. Not 
surprisingly, these are older-skewing 
dramas as Nielsen’s ratings reflect live 
viewing and playback; most younger 
viewers consume scripted TV shows on 
demand via non-linear platforms.
  Two of the top three time-shifted 
programs (in percentage viewership 
increase) are no longer on the air, ABC’s 
Emergence and Stumptown. Leading 
the pack in absolute L+7 viewership 
game is the NBC drama This Is Us.
  Nielsen’s report also reveals that while streaming video 
has exploded during the pandemic, linear viewing also 
has posted some gains. Q2 2020 live and time-shifted TV 
consumption among people 18 and older increased by an 
average of 4 minutes per day (to 4 hours, 8 minutes) from 
the prior year. Overall in Q2, consumers 18 and older spent 
just shy of 6 hours each day with video, an increase of 35 
minutes from the prior-year period, per Nielsen.

NRF: ORGANIZED RETAIL CRIME LOSSES GROW
  Organized retail crime is continuing to rise, both in terms 
of the cases and related losses, Chain Store Age reports.
  The dollars lost to organized retail crime (ORC) topped the 
key $700,000 per $1 billion in sales threshold for the fifth 
year in a row, according to the newly released 16th annual 
ORC study from the National Retail Federation. Seventy-
five percent of surveyed loss prevention executives at a 
cross-section of large and mid-sized retail companies said 
ORC activity had increased in the past year, up 10% from 
68% in 2019.
  The study also found that ORC losses averaged $719,548 
per $1 billion in sales during 2020, up 2% from 2019 and 
up nearly 60% from the $453,940 per $1 billion average 
reported in 2015. The top five cities for ORC in the past year 
in order were Los Angeles, Chicago, Miami, New York and 
San Francisco.

ADVERTISER NEWS
(Continued from Page 1)
globally, with $26 billion in sales… Sales of Nissan 
Motor’s new Rogue are charting higher in the U.S. since 
the compact SUV debuted in October by attracting higher-
income customers, a sign the Japanese automaker is 
making progress in shedding its incentive-led expansion 
strategy. Buyers of the new Rogue have an average 
household income that is about $10,000 higher than the 
previous model’s buyers, according to Mike Colleran, 
Nissan North America’s senior vice president in charge of 
U.S. marketing and sales.


