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TECH SPEND REPLACES TRAVEL, EXPERIENCES
  To say online shopping boomed in 2020 would be an 
understatement, with the trend accelerating due to the 
COVID-19 pandemic.
  New data from eMarketer suggests that lost pre-pandemic 
spending on restaurants, bars, salons, travel, live events, 
movie theaters, etc., contributed to a $100 billion uptick in 
e-commerce spending, notably on consumer electronics.
  In January, eMarketer forecast total e-commerce sales to 
reach $675 billion in 2020. Now, that estimate is closer to 
$795 billion.
  Consumer electronics were particularly well suited to serve 
the needs of a population suddenly stuck at home managing 
unexpected work, school and leisure time. Online CE sales 
are tracking toward $179.3 billion, up from pre-pandemic 
estimate of $150.1 billion. “That’s $29.3 billion in unanticipated 
online spending on devices to help us work, learn, [entertain] 
and play from home,” analyst Ethan Cramer-Flood wrote.
  Indeed, tech spending on hardware 
and services during the 2020 holiday 
season (October-December) is 
projected to reach $135 billion in 
revenue in the U.S. That’s a 10% 
increase from last year, according to 
the Consumer Technology Association.
  Projected top-selling CE devices over the holidays include 
smartphones, laptops, next-generation video game consoles, 
TVs and wearables.
  “The 2020 holiday season will bring economic, safety and 
political unknowns – but the consumer desire to give and 
receive technology gifts is certain,” said Lesley Rohrbaugh, 
CTA’s director of market research. “With consumers forgoing 
budgets for travel and experiences this year, more dollars 
will go towards technology gifts that support connection, 
productivity, health and home entertainment, as technology 
has been a critical asset to so many during the ongoing 
pandemic.”
  Perhaps no CE retailer has better adapted to the pandemic 
than Best Buy, which saw a near 174% increase in 
e-commerce revenue and entertainment in the most recent 
fiscal quarter. The nation’s largest CE retailer was quick to 
offer online purchases with curbside 
pick-up during the early days of the 
pandemic.
  The chain’s entertainment segment, 
which includes products such as DVD/
Blu-ray Disc movies, video game 
hardware and software, books, music 
CDs and computer software, saw 
same-store sales increase 17.5% 
compared with a 20.8% decline during 
the previous-year period. The division 
generated 5% of domestic revenue, or 
$542.5 million, compared with $448.2 
million last year.

E-COMMERCE, ELECTRONICS RETAIL WINNERS IN 2020
ADVERTISER NEWS
  Target is selling a high-end skincare and beauty retail-
er it acquired in 2013 to a fast-growing UK e-commerce 
company. THG Holdings, also known as The Hut Group, 
has agreed to acquire Dermstore.com for $350 million in 
cash. In a release, THG described Dermstore as the No. 1 
U.S. pure-play online retailer of prestige skincare and spe-
cialty beauty brands. The deal comes as Target is about 
to embark on a major beauty initiative. In November, the 
discounter and Ulta Beauty entered into a deal to open 
Ulta-branded makeup and skincare shops inside hundreds 
of Target stores nationwide. Target will also offer an online 
version of the Ulta experience on its website… Microsoft’s 
Xbox Series X next-gen gaming console has been out of 
stock since its launch in early November at retailers such 
as Best Buy, Amazon, Walmart and Target. Microsoft 
says the shortage could continue until April. Resellers and 
bots are helping drive the shortage, in addition to consumer 

demand… Retailers with significantly 
higher profit during the pandemic in-
clude Amazon and Walmart and to a 
lesser extent CVS Health, The Home 
Depot and Lowe’s. Some of the com-
panies are cited by the think-tank 

Brookings for not sharing the wealth with workers.  Best 
Buy and Target were lauded for boosting worker pay… A 
closely watched Apple analyst is warning that investors 
should be cautious about a report that the iPhone maker is 
planning to produce a self-driving car in 2024. Last week’s 
report by Reuters sent shares of companies that build parts 
for autonomous cars soaring. But the hype was purely on 
speculation some of those companies might supply parts 
for the Apple car, TFI analyst Ming-Chi Kuo warned in a 
note… The Fiat brand will be down to just one vehicle in 
the U.S. after cutting the 500L compact car and 124 Spider 
roadster from its 2021 lineup. That leaves just the 500X 
crossover in the Italian brand’s lineup, a blow to the am-
bitions of parent company Fiat Chrysler Automobiles’ 
late CEO, Sergio Marchionne, who returned the small-car
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BIG-BOX RETAIL AD SPEND SPIKES PRE-HOLIDAYS
  When comparing the average weekly spend since 
November to the average weekly spend from April to 
October, Walmart, Target, Macy’s, Best Buy and Kohl’s 
more than doubled the amount they spent on advertising.
  Walmart, Target, Macy’s, Best Buy and Kohl’s drove spikes 
in online advertising buys.
  While retail ad spend saw the same seasonal spike 
as in 2019 ahead of the holidays, it’s no surprise that 
spend remains down year-over-year in 2020, estimates 
MediaRadar, which yesterday released an analysis of retail 

brands’ weekly ad spend leading up to 
the holidays.
  Despite the decision by advertisers to 
pull back budgets at the beginning of 
the COVID-19 pandemic, the increase 
in spend reflects changes in consumer 
behavior and an uptick in e-commerce 
by consumers.
  MediaRadar estimates that in mid-
April, the amount brands spent fell as 
much as 45% year over year, but in the 
most recent weeks, brands spent more 

on advertising, bringing levels to settle at 20% below the 
year-over-year average.
  Amazon increased the amount it spent, but not to the 
same degree as the others. Amazon maintained “fairly” high 
levels of ad spending throughout the year, the analysis said.
  Amazon, Macy’s, Lowe’s, Target and Walmart — year-to-
date — are the top five retailers in terms of the amount they 
spent on advertising.
  YTD, the largest cuts made by retailers have been to print 
publications — specifically newspapers, dropping 49% on a 
year-over-year basis.

ACCOUNT ACTION
  JPMorgan Chase has concluded a global media review, 
selecting WPP and Dentsu as its global media agencies 
of record, Campaign US reports. The review, kicked off 
in late September, spanned the financial services giant’s 
offline media buying business in the U.S., Northern Europe 
and Asia, and was supported by MediaLink. Zenith, the 
U.S. incumbent, lost the account after holding it since 
2005. JPMorgan Chase splits its media buying budget, 
managing its $200 million digital media account in house, 
and outsourcing the $218 million offline portion to agencies. 
WPP will create a team of GroupM media agencies called 
Team JPMC powered by WPP to handle the account, 
which includes all offline and digital planning, media buying, 
analytics, measurement and SEO.

THIS AND THAT
  While Warner Bros. Pictures’ Wonder Woman 1984 
has generated the majority of headlines since its Christmas 
Day simultaneous bow in theaters and on HBO Max, 
Disney/Pixar Animation’s Soul quietly pulled an upset. 
The jazz music-themed title was streamed by 2.4 million 
Disney+ households in the U.S. over the holiday weekend 
— 200,000 more than streamed WW84 domestically on 
Max, according to Samba TV. Samba TV reportedly tracks 
viewer recommend program data from more than 13.5 
million smart TVs in the U.S.

CAPITOL STATIONS OFF DISH IN RETRANS FIGHT
  Three Capitol Broadcasting stations in North Carolina 
have gone dark on Dish in a retrans dispute, the blame for 
which each is laying at the other’s feet, Next TV reports.
  In a press release, Dish said Capitol had ignored its 
request for an extension and left its customers in the dark.
  The stations at issue are NBC affiliate WRAL-TV and 
Fox affiliate WRAZ-TV, both Raleigh-Durham, and 
independent WILM-TV Wilmington.
  “We don’t understand why Capitol Broadcasting has 
chosen to put our customers in the middle of these 
negotiations,” said Melisa Boddie, 
programming VP for Dish. “We offered 
an extension to keep these stations 
up for customers while negotiations 
continued, but Capitol never responded. 
Instead, they ignored our offer and 
forced a blackout of three North Carolina 
TV stations.”
  She said Dish remains open to working 
on a fair, long-term deal.
  Capitol saw it quite differently, as 
WRAL pointed out on its website.
  “WRAL and FOX 50 [WRAZ] have fallen victim to the 
same fate as hundreds of other local TV stations across 
the country, removed by Dish after they refuse to reach a 
fair agreement to carry our stations,” it said in an “important 
message” on its website.
  Capitol concedes the issue is the price for its signals.
  “We are choosing to not be bullied into essentially giving 
away our programming to a company that resells it so they 
can make millions,” it said. “We do not think it is right.”

AMAZON’S ONLINE-ONLY NFL GAME DRAWS 11.2M
  The Saturday (Dec. 26) NFL game between the San 
Francisco 49ers and Arizona Cardinals was the first 
professional regular season football game to be exclusively 
streamed online without a national broadcast.
  The Week 15 matchup was viewed in part by 11.2 million 
people, including 4.8 million “average minute audience” on 
Amazon Prime Video and Twitch — a record for an NFL 
game, Media Play News reports.
  The game was also broadcast locally in San Francisco 
and Phoenix — upping the “average minute audience” to 
5.9 million.
  Notably, the NFL said viewers streamed more than 800 
million combined minutes of the game, which would rank 
it among Nielsen’s weekly Top 10 streaming content chart 
tracking Netflix, Amazon Prime Video, Hulu and Disney+.
  Prime Video is the current streaming partner for NFL 
Thursday Night Football, which is broadcast nationally 
by Fox Sports.

NETWORK NEWS
  ABC wrapped its season of Monday Night Football with 
a bang, delivering a 1.2 in the adults 18-49 demo and 6.05 
million viewers who watched the Buffalo Bills eviscerate 
the New England Patriots 38-9 in a game simulcast on 
ESPN. Its early Nielsen Live+Same Day numbers were 
even in the demo and up in viewers compared with ABC-
ESPN’s last Monday Night Football game (Bills vs. San 
Francisco, Dec. 7).
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Rodney Dangerfield

I’m gettin’ old. My last 
birthday cake, I couldn’t 

blow out the candles. 
The heat drove me back.
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IN A SURPRISE, BOOK BUSINESS STRONG IN 2020
  With so many people stuck at home and activities from 
concerts to movies off limits, people have been reading a 
lot — or at least buying a lot of books. Print sales by units are 
up almost 8% so far this year, according to NPD BookScan. 
E-books and audiobooks, which make up a smaller portion of 
the market, are up as well.
  “I expect that at the end of the year, when you look at the 
final numbers,” Madeline McIntosh, chief executive of 
Penguin Random House U.S., said of the industry, “it will 
have been the best year in a very long time.”

  When the U.S. slammed shut in March, 
book sales dropped sharply, but the 
dip didn’t last. While some parts of the 
industry have continued to struggle, like 
bookstores and educational publishers, 
publishing executives say demand came 
rushing back around June.
  Many of these sales went to Amazon, 
but big-box stores, especially Target, 
also did well.
  Even though commuting has plummeted 
this year, audiobook revenue is up more 

than 17% over the same period in 2019, according to the 
Association of American Publishers, and e-book sales, 
which had been declining for the past several years, are up 
more than 16%.

ADVERTISER NEWS
(Continued from Page 1)
brand in 2011 to North America after a 27-year hiatus… 
Furniture Today’s Top 100 furniture stores, a ranking of 
the leading 100 furniture stores across the U.S., comprised 
42% of total furniture and bedding sales in 2019. This marks 
a 2% gain from the 2018. The Top 100 totaled $48 billion, 
a 2.9% increase from 2018, and accounted for 85% of all 
furniture store sales in 2019. The Top 100 includes stores 
from the three furniture channels: traditional, lifestyle and 
manufacturer branded. The traditional store channel is led by 
Houston-based Mattress Firm, Seffner, Fla.-based Rooms 
To-Go, and Berkshire Hathaway furniture division stores... 
Amazon has filed a building permit worth $211.6 million for 
a previously announced fulfillment center in Sioux Falls, S.D. 
Ryan Cos. is building the center, which is expected to open 
in 2022 and create about 1,000 jobs.
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FunnyTweeter.com

I refuse to acknowledge 
the New Year until the 
old one cleans up the 

mess it made.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

SMI: NOVEMBER BEST AD MONTH OF THE YEAR
  It was a November to remember as the U.S. ad economy 
turned in its best month so far this year, increasing 11.5% 
over the same month in 2019.
  That’s according to data from the U.S. Ad Market Tracker, 
a collaboration of Standard Media Index and MediaPost 
that’s based on total ad spending by the major agency 
holding companies.
  November was the fourth consecutive month of growth in 
the U.S. ad economy, which was crippled in March with the 
onset of the pandemic and continued to recede through July 
before the rebound began in August.
  The growth affirms projections by 
major industry analysts who predicted a 
third- and fourth-quarter turnaround from 
what’s been called one of the greatest 
ad recessions in modern history as the 
U.S. dealt with the financial effects of the 
COVID-19 pandemic.
  According to the U.S. Ad Market Tracker, 
the Top 10 ad categories grew 23.3% 
in November. However, all other ad 
categories continued to erode, down 3.2% 
in aggregate.
  The digital ad marketplace increased by 29.3% in November, 
while national TV has stabilized, rising 0.4%.
  The Ad Market Tracker indexes the movement of U.S. ad 
market volume on a month-to-month basis. Data represented 
in the index is derived from actual spending by ad agencies 
representing approximately 70% of all U.S. agency spend.

SALE OF UNIVISION TO SEARCHLIGHT CLOSES
  Days after getting the FCC’s green light, the sale of 
Univision Communications to private investment firm 
Searchlight Capital Partners has crossed the finish line.
  Former Viacom executive and ForgeLight principal Wade 
Davis will take over as Univision CEO, replacing Vince 
Sadusky. While no radio stations will be sold, the new 
owners will spin off three TV stations in Puerto Rico.
  The complex sale, structured as a stock purchase, has a 
number of stakeholders: Searchlight now holds a 26.2% 
stake, with another 26.1% held by ForgeLight, the operating 
and investment firm controlled by Davis.
  An 11.6% stake is held by Liberty Global, with the remaining 
36.1% controlled by Televisa, the Mexican broadcaster that 
creates much of the content aired on Univision’s Spanish-
language TV network.
  Televisa will keep its program license agreement and will 
“continue to serve as an important strategic partner to the 
company’s new majority owners,” Univision said yesterday.
  The new owners say they plan to use Univision’s extensive 
platform and entertainment, sports and news content to 
“deepen its relationship with the Hispanic community” while 
looking for new growth opportunities by creating new content 
for the next generation of Hispanic viewers, expanding its 
portfolio of ad products and enhancing its digital presence.
  Univision had been exploring sale options since mid-2019 
after an early attempt by its private equity owner – a consortium 
of several other stakeholders – was unable to find enough 
support on Wall Street to take the company public and allow 
them to begin liquidating their decade-old investment. The 
group paid $12.3 billion for Univision in 2007.


