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LOCAL, EXCLUDING POLITICAL, TO GROW 3.7%
  National television ad revenue, thanks in part to the Tokyo 
Olympics, are expected to grow 4.6% in 2021, rebounding 
from a recession caused by COVID-19 that was more mild 
on the media than predicted, according to a new forecast 
from media buyer Magna Global.
  Excluding the Olympics’ $800 million in incremental ad sales, 
national TV is expected to rise 3.3% in 2021, Broadcasting 
& Cable reports.
  With the presidential election in the rear-view mirror, local 
TV revenue will be 20.4% lower, or up 3.7% if you exclude 
the record political spending in 2020. Magna said that for 
2020, national TV will finish down 11.1%, while local will 
close down 3.4%, or down 20.6% not counting political.
  Magna estimates that the election generated $6.1 billion 
in net incremental advertising sales. Digital haul from the 
election was $1.5 billion, three times 2018, with $700 million 
spent on digital video. Local television took 
in about $3.6 billion in political ads, up 30%, 
and national TV grew 32%.
  Traditional (or linear) advertising is 
expected to be down 2.8% in 2021 after 
a 15.8% plunge in 2020. The weakness in 
linear was offset by growth — slower but still significant — in 
digital media.
  Digital growth is expected to be 8% in 2021, down from 10% 
in 2020 and 16.7% in 2019.
  Mobile will be the biggest gainer, up 12% in 2021, followed 
by online video, up 11.8%. Online video revenue jumped 
19.4% in 2020 as the pandemic drew consumer to streaming.
  Overall, U.S. advertising is expected to grow 4.1% in 2021 
to a record $230 billion, compared to a 1.3% decline in 2020, 
including cyclical events.
  Since its last report in June, Magna has increased the 2021 
growth rate for North America to 4.2% from 4%.
  Globally, Magna sees advertising growing 7.6% excluding 
cyclical events like the Olympics, and 8.1% including them.
  “Back in the spring, Magna predicted that digital media 
organic growth factors would drive digital to grow despite 
the COVID recession (+1% globally, +3% in the U.S.),” said 
Vincent Letang, EVP, global market intelligence at Magna.
  “It turns out digital media resilience 
was even stronger than expected 
(+8% globally, +10% in the U.S.) and 
possibly because of the changes 
brought by COVID,” he said.
  The pandemic triggered a tremendous 
acceleration in both supply (digital media 
usage and audiences, e-commerce) 
and demand, with small businesses 
embracing digital media to keep their 
business alive during lockdowns, and 
big brands pivoting toward lower-
funnel marketing channels as they 
typically do in recession times.

MAGNA: NATIONAL TV REVENUE TO GROW 4.6% IN 2020
ADVERTISER NEWS
  Apparel retail is set to bounce back, according to a 2021 
outlook report from Moody’s Investors Service. Operating 
profit at department stores, including Macy’s, Nordstrom 
and Kohl’s, will rise over 500%; at off-pricers like TJX 
Companies and Ross more than 450%; and at apparel 
and footwear retailers brands like those at Tapestry, Gap 
Inc. and L Brands by over 100%, Moody’s said. The 
casualization accelerated by the pandemic will continue, 
as will online sales and healthy living trends, benefiting 
companies like Nike, Under Armour, V.F. Corp. and 
Wolverine World Wide, according to the report... Jim 
Marcum, CEO of David’s Bridal, said sales of wedding 
dresses have remained strong despite the cancellations 
and postponements of large wedding receptions. David’s 
CEO believes many events will be pushed into next year, 
which should further buoy the chain’s performance... 

Costco will continue to offer a special 
designated shopping hour for club 
members 60 and older as well as those 
who are disabled or have compromised 
immune systems. Most clubs across the 
U.S. designate shopping hours of between 

9 AM and 10 AM local time Monday through Friday for older 
members... Petco has filed for an initial public offering with 
the Securities and Exchange Commission. The specialty 
pet retailer said it plans to be listed on the Nasdaq under 
ticker symbol WOOF, but has yet to determine the price or 
number of shares to be offered... Luxury department stores 
including Saks Fifth Avenue, Neiman Marcus, Selfridges 
and Lane Crawford are stressing multichannel retail, 
investing in digital tools and focusing on promotions and 
high-performing categories including home, lifestyle and 
wellness to drive holiday sales this year... Cracker Barrel 
has implemented new programs to help the chain more 
easily make adjustments in tough times, like the pandemic, 
so much or all of an eatery’s sales can shift to off-premises 
options. The chain has added more options to its Heat ’n 
Eat prepared meal takeout line, introduced a selection of
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E-COMMERCE SURGE STRAINS SUPPLY CHAINS...
  Retailers are adding fulfillment centers as e-commerce 
revenues rise, but not all are keeping pace with their supply 
chain infrastructure, Chain Store Age reports.
  Major fulfillment challenges are continuing for retailers 
amid the sharp growth in e-commerce as a result of the 
COVID-19 pandemic, according to new research from 
enterprise technology provider Blue Yonder and conducted 
by Researchscape International. The survey revealed 
that e-commerce revenue as a percentage of total revenue 
increased by 33% from before initial COVID-19 lockdowns 

began in March 2020.
  In Blue Yonder’s Future of Fulfillment 
Research Report, 27% of respondents 
have added fulfillment centers to meet this 
shift, and half operate centers dedicated 
to e-commerce order fulfillment. Roughly 
seven in 10 (71%) have expanded their 
logistics network to meet increased 
e-commerce demand and 46% said they 
need to be closer to the consumer to 
reduce cost to fulfill and enable delivery 
speed and convenience.

  However, despite the recent rise in the use of micro-fulfillment 
centers amongst certain retailers, only 15% of all retailers 
surveyed claimed to have leveraged micro-fulfillment centers 
in their logistics network.

AND $70B OF RETURNS WILL REQUIRE SPACE...
 In the first three quarters of 2020, third-party logistics 
companies leased 27% of warehouse space at properties 
sized 100,000 square feet or more. They’ve been ramping 
up to handle the billions of returns sure to deluge retailers 
that will be processing more than 30% of their sales online 
this holiday season.
  Last Christmas, online product sales tallied $168 billion. 
This year that tally will vault to $234 billion, more than $70 
billion of which will be returned, according to a new report 
from CBRE that says retailers will rely on the 3PL’s to handle 
complex reverse logistics.
  Costs accrued from the customer care, transportation, and 
liquidation loss of a $50 returned item can add up to $29.50, 
according to Otoro, which polled shoppers and found that 
42% of shoppers said they stopped shopping with retailers 
that handed them negative return experiences.

SALESFORCE: $60B IN HOLIDAY DIGITAL SALES
  Salesforce’s most recent 2020 Holiday Shopping 
Insights shows that global online sales hit a new record of 
$270 billion, up 36% compared with 2019. In the U.S., digital 
sales reached $60 billion, up 29% year-over-year, with a 22% 
increase in consumers who participated in Cyber Week this 
holiday season compared with 2019.
  The study analyzes the global shopping behavior of more 
than 1 billion global shoppers on the Salesforce Customer 
360 platform.
  Some of the other key findings by Salesforce included the 
impact of pickup options. U.S. retailers that offered curbside, 
drive-through and in-store pickup options increased digital 
revenue by 29% on average. By comparison, retailers that 
didn’t offer these pickup options only saw 22% average 
growth over last year.

NETWORK NEWS
  ABC has made its first back-order pickup of the 2020 
season, giving the drama Big Sky an additional six 
episodes. The crime thriller, which was the network’s first 
new scripted series of the season to launch, has performed 
well since its debut Nov. 17. After seven days of viewing 
across linear and digital platforms, the show secured 
10.8 million viewers and a 2.5 rating among adults 18-
49, becoming the network’s highest-rated debut since 
The Rookie in October 2018. The back order takes the 
total number of episodes ordered to 16... NBC has put in 
development No Stone Unturned, a 
drama inspired by Steve Jackson’s 
book No Stone Unturned: The True 
Story of the World’s Premier Forensic 
Investigator. Written by Drew Lindo, in 
No Stone Unturned, the NecroSearch 
international investigation team – a 
group of the nation’s top scientists, 
specialists and behaviorists – use the 
latest technology and most advanced 
techniques to solve “unsolvable” crimes 
outside the justice system... The CW 
has renewed two of its alternative series. Penn & Teller: 
Fool Us, which the network says is its highest-performing 
unscripted series, has been renewed for an eighth cycle. 
New clip show World’s Funnies Animals, whose Nov. 27 
telecast logged the network’s best series performance in 
the time slot in almost two years, will return for a second 
cycle. Penn & Teller: Fool Us and World’s Funnies 
Animals were among four alternative series on the CW’s 
pandemic-proof fall 2020 schedule that fill five out of 12 
hours weekly. There is no renewal decision yet on the other 
two, CW veterans Whose Line Is It Anyway? and Masters 
of Illusion... Christian Borle (Little Shop of Horrors) and 
Michael Potts (Ma Rainey’s Black Bottom) are set to recur 
opposite Michael Sheen and Tom Payne on the second 
season of Fox’s serial-killer thriller drama Prodigal 
Son. Prodigal Son was the No. 1 new series last fall and 
reached 8.9 million viewers across multiple platforms in its 
first season. Season 2 premieres at 9 PM Tuesday, Jan. 
12, on Fox... National correspondents Jericka Duncan 
and Adriana Diaz have been named new anchors of CBS 
Weekend News. Duncan will anchor on Saturdays from 
Chicago, and Duncan will have Sunday duties from New 
York. Duncan will anchor this Sunday and Diaz will helm 
on Dec. 12. They will assume their permanent positions 
in January. The COVID-19 pandemic has forced the news 
division to broadcast the newscast from across the U.S. 
with various anchors because of the limitations on the CBS 
Broadcast Center in New York. Reena Ninan and Elaine 
Quijano had previously been weekend anchors... David 
Lander, the actor best known as “Squiggy” on the long-
running ABC sitcom Laverne & Shirley, died Friday. He 
was 73 and passed at Cedars-Sinai Medical Center in Los 
Angeles from complications related to multiple sclerosis, 
which he battled for 37 years. Lander studied acting at the 
High School for the Performing Arts, Carnegie Tech 
and New York University. Teamed with Michael McKean, 
aka “Lenny” on Laverne & Shirley, Lander created a 
memorable comic turn on the eight-year run of the series, 
which ended in 1983.
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Rodney Dangerfield

I came from a real tough 
neighborhood. I put my 
hand in some cement 
and felt another hand.
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FAMILIAR TUNE FOR RESTAURANTS: JOB LOSSES
  The restaurant industry lost jobs for the first time since 
April as new restrictions to fight the coronavirus pandemic 
weighed on sales at eating and drinking places, CNBC 
reports.
  The surge of new COVID-19 cases in November weighed 
on overall job growth, which slowed down to its lowest rate 
since May. Unemployment decreased from 6.9% to 6.7%, 
according to the monthly U.S. jobs report. Food and drinking 
places lost 17,400 jobs in November, and the industry has 
an unemployment rate of 13.8%.

  But the spike in infections is hitting the 
restaurant industry particularly hard. This 
autumn, states and municipalities across 
the U.S. began imposing another round 
of restrictions on bars and eateries after 
reopening indoor dining and expanding 
capacity during the summer months.
  Reduced capacity or pivoting entirely 
to takeout and delivery means fewer 
workers are needed inside the kitchens 
or serving up food.

ADVERTISER NEWS
(Continued from Page 1)
alcoholic beverages to boost the average dine-in check 
size and rolled out a new tablet-focused point-of-sale sys-
tem... Toyota Motor Corp. plans to bring 25 new or signifi-
cantly updated models into the U.S. market during the next 
16 months, and while other manufacturers might be pulling 
back on sedans, coupes and sports cars, fully half of the 
new products will be passenger cars... Honda Motor Co. 
is moving beyond an aggressive expansion of its certified 
pre-owned vehicle business by launching an updated sales 
website that now lists non-certified used vehicles up to 10 
years old. American Honda is using HondaCertified.com 
for the non-CPO listings.
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FunnyTweeter.com

When people ask if I was 
dropped on my head 

as a child, my mother’s 
face turns red and she 
changes the subject.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

NETWORKS SEE IMPROVED AD OCCURRENCES
  The top 25 TV networks are finally seeing total advertising 
occurrences near pre-pandemic levels, MediaPost reports.
  After months of double-digit percentage declines, for the 
week of Nov. 16-22, the number of advertising commercial 
messages were flat versus the same week the year 
before, in terms of total TV advertising occurrences for 
top categories — automotive, insurance, pharmaceutical, 
restaurants and retail, according to Kantar Media.
  At its worst, in June, the number of advertising occurrences 
was down 32% from the same month in June 2019. It was 
27% lower in September, with a 10% 
drop in October. In March — the month 
the pandemic started — there was no 
change in ad occurrences among the top 
networks.
  Kantar attributes the current 
improvement to announcements related 
to vaccines and the start of the holiday 
season.
  The individual categories that gained 
the most in the most recent week were 
automotive and restaurants — up 21% 
and 25%, respectively. Pharmaceuticals were 16% higher, 
while insurance added 2%. 
  Only retail continues to struggle — down 14% versus the 
same week a year ago.
  The worst-performing category for any month-long period 
during the pandemic was automotive, which dropped 50% 
in April and 41% in May.
  The networks included in the research are CBS, NBC, 
ABC, Fox, ESPN, TNT, TBS, HGTV, Food Network, 
USA Network, Bravo, MTV, Hallmark Channel, History, 
Discovery, CNN, Comedy Central, Adult Swim, Fox 
News Channel, E!, A&E, AMC, VH-1, TLC and truTV.

KROGER CRACKS TOP 10 E-COMMERCE LIST
  The pandemic has shaken up the grocery landscape, 
accelerating the shift to online grocery faster than many 
previously anticipated. But fortunately for Kroger, the 
company had made digital investments over the years that 
helped it navigate 2020’s unusual circumstances.
  According to eMarketer, the company will see its 
e-commerce sales in the U.S. surpass $11 billion this year, 
growing by more than 79% year over year.
  And for the first time, Kroger will break into the top 10 U.S. 
e-commerce retailers list and hold the No. 9 spot, inching 
just past Costco Wholesale, the research firm reports.
  The grocery giant will also surpass Macy’s, which held the 
No. 10 spot in 2019 but has since dropped out of the list.
  Indeed, despite U.S. retail e-commerce sales growing by 
more than 32% this year, Macy’s will fall out of pace with the 
companies in eMarketer’s top 10 largely due to declines in 
apparel sales.
  Because consumers are spending the majority of their 
time at home, many aren’t shopping for new apparel, which 
has ultimately impacted the department store.
  Rounding out the list:  Wayfair (No. 8, $11.66 billion), Target 
(No. 7, $13.82 billion), Best Buy (No. 6, $15.7 billion), The 
Home Depot (No. 5, $16.71 billion), Apple (No. 4, $27.51 
billion), eBay (No. 3, $38.61 billion), Walmart (No. 2, $46.2 
billion) and Amazon (No. 1, $309.58 billion).


