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U.S. SALES SET TO RISE 6.5% TO 8.2% THIS YEAR
  Retail sales are expected to grow this year between 6.5% 
and 8.2%, amounting to more than $4.33 trillion in sales, 
as the U.S. economy begins to reopen and more and more 
individuals receive the COVID vaccine, the National Retail 
Federation said yesterday.
  A preliminary reading shows that retail sales grew 6.7% 
to $4.06 trillion last year, the industry’s leading trade group 
said, despite the health and economic challenges sparked 
by the pandemic. That was largely boosted by nearly 22% 
growth online.
  Over the course of the year, more Americans have turned 
to websites and apps to buy groceries, comfortable clothing 
and home goods. The numbers exclude automobile dealers, 
gasoline stations and restaurants.
  This year, NRF is forecasting e-commerce sales will grow 
18% to 23%, to $1.14 trillion to $1.19 trillion in sales. This 
growth is included in NRF’s total retail 
sales projection.
  “The trajectory of the economy is 
predicated on the effectiveness of the 
vaccine and its distribution,” NRF Chief 
Economist Jack Kleinhenz said in a 
statement.
  “Our principal assumption is that... the vaccination will be 
effective and permits accelerated growth during the mid-
year,” he said. “The economy is expected to see its fastest 
growth in over two decades.”
  Kleinhenz added that this year is already shaping up to 
see continued savings by consumers, record-high stock 
valuations, escalating home prices and record-low interest 
rates, all of which are contributing factors toward NRF’s 
projections for a robust economic rebound.
  The trade group further expects that as Americans become 
more comfortable traveling again and attending social 
gatherings, more money will be spent on services, which 
normally account for 70% of consumer spending. 
  “We are very optimistic that healthy consumer fundamentals, 
pent-up demand and widespread distribution of the vaccine 
will generate increased economic growth, retail sales and 
consumer spending,” NRF President and CEO Matthew 
Shay said.
  Some retailers have started to offer a glimpse into their 
expectations for the year. But these forecasts are often 
tinged with lingering uncertainty.
  Macy’s, for example, has said this year will be one for 
recovery and rebuilding, after it suffered steep sales declines 
in 2020. But it doesn’t yet factor into its expectations any 
rebound in international tourism.
  Home Depot, which has benefited from robust growth as 
more Americans invest in their homes during the pandemic, 
did not offer a full-year outlook when it reported earnings 
earlier in the week. Chief Financial Officer Richard McPhail 
said the retailer is not sure how long the pandemic will last 
and how that may influence consumer spending.

NRF: COVID-19 VACCINE TO UNLEASH RETAIL GROWTH
ADVERTISER NEWS
  The Food and Drug Administration’s staff endorsed 
Johnson & Johnson’s COVID-19 vaccine for emergency 
use, a critical step in bringing a third shot to the U.S. market-
place. The staff report released yesterday is meant to brief 
the FDA’s Vaccines and Related Biological Products 
Advisory Committee, which will meet tomorrow to review 
J&J’s request for emergency use authorization. During simi-
lar requests by Pfizer and Moderna, the agency authorized 
those companies’ vaccinations one day after the committee 
of outside medical advisors backed emergency use autho-
rization. The committee is expected to recommend J&J’s 
vaccine... Lowe’s reported earnings of $1.33 per share in 
Q4, ahead of the $1.21 consensus, as the home improve-
ment chain posted a 28.1% increase in same-store sales. 
“Strong execution enabled us to meet broad-based demand 
driven by the continued consumer focus on the home, with 

growth over 16% in all merchandising de-
partments, over 19% across all U.S. re-
gions and 121% on Lowes.com,” said 
CEO Marvin Ellison... Some have called 
Crocs the “it” shoe of the pandemic, as the 
clog became a closet staple for consumers 
seeking comfort during their more casual 

pandemic lifestyle. The popularity helped push Crocs to big 
sales gains in its latest quarter. Investors, however, sold off 
the stock on Tuesday, thinking its best days might be in the 
rearview mirror. Still, shares have more than doubled over 
the past year… Fry’s Electronics, the big-box consumer 
electronics chain that for years was known for its large and 
eclectic Blu-ray and DVD selection, yesterday announced it 
is closing all 31 of its stores. The chain, which for at least two 
years has suffered inventory problems, with store shelves 
largely empty, made the announcement on its website... The 
global semiconductor shortage will slash earnings at Gen-
eral Motors and Ford Motor by about one-third this year as 
supply constraints hamper production and profits, Moody’s 
Investor Service estimates. The chip shortage will material-
ly erode margins and could lower expected earnings before 
interest and taxes by as much as $2 billion for GM and $2.5 
billion for Ford, the ratings agency said in a note... Hyundai 
Motor will replace battery systems in some 82,000 electric 
vehicles globally due to fire risks — a costly $900 million re-
call that lays bare the thorny issue of how car and battery 
makers split the bill when problems arise. The recall is one 
of the first mass battery pack replacements conducted by 
a major automaker… TJX Cos. reported Q4 earnings and 
sales that missed expectations as its sales took a big hit from 
store closures around the world. Sales fell to $10.94 billion 
from $12.21 billion last year. Analysts had expected sales of 
$11.48 billion. By brand, only HomeGoods delivered comp 
increases, with open-only comp store sales up 12% for the 
quarter (and 13% for the full year.) TJX said COVID-related 
store closures cost it between $950 million and $1.05 billion 
in lost revenues during the quarter.
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AVAILS
  WTAE-TV, the market-leading Hearst Television ABC 
affiliate in Pittsburgh, seeks an experienced Account 
Executive who will be responsible for maintaining 
a local list, generating new business and selling 
our digital platform. If you are motivated by an 
excellent product, great compensation, and 
working with a talented team of professionals, 
look no further. We provide you every tool you 
need to deliver results-oriented, multi-platform marketing 
solutions. We need someone with superb sales skills, a 

positive attitude, and a desire to WIN! If 
you want to work for the best, we want 
to hear from you today! CLICK HERE to 
apply.
  Join our winning team in the Mile High 
City – DENVER! Nexstar Media seeks a 
dynamic Local Sales Manager to lead 
a team of winning Account Executives at 
Fox 31 and Colorado’s own-2 (CW). 3-5 
years of television sales management 
experience is preferred. 5+ years of 
television sales experience mandatory. 

Experience working in duopoly environment a plus! Top 
candidates will have excellent motivational, leadership and 
forecasting skills, along with a proven track record of rate 
integrity and winning new business. CLICK HERE for more 
information or to apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

FOR NOW, CHICK-FIL-A LEADS SANDWICH RACE
  As the fast-food world pushes an ever-increasing number 
of chicken sandwich options, one thing remains clear: That 
world still belongs to Chick-fil-A.
  According to data from Edison Trends, the Atlanta-based 
chicken sandwich chain remains the undisputed king of that 
particular market. It has an even greater share of the online 
market for fast-food chicken sandwiches now than it did 
before Popeyes introduced its version in 2019.
  The report looked at online sales of chicken sandwiches 
at eight chains, including Chick-fil-A, Popeyes, Wendy’s, 
McDonald’s, Burger King, Jack in the Box, Zaxby’s and 
KFC.
  Among that group, Chick-fil-A (45%) held the biggest share 
of online sandwich sales as of December. Popeyes had 17% 
but was down from 33% in January of 2020. McDonald’s was 
next at 16%, followed by Wendy’s (7%), Zaxby’s, Burger King 
and Jack in the Box (4% each) and KFC (3%).
  Edison Trends uses e-commerce data from a nationally 
representative panel of millions of U.S. consumers. While the 
data doesn’t cover all customers for the respective chains, it 
provides a good picture of demand for a particular product 
— in this case chicken sandwiches, arguably the most 
competitive single product in the restaurant business right 
now. It’s a market that is much bigger today than it was two 
years ago.
  Edison’s data helps explain why McDonald’s is so intent on 
upgrading its chicken sandwich. The burger giant is debuting 
its new Crispy Chicken Sandwich nationally later this week. 
The sandwich, years in the making, is a direct shot at Chick-
fil-A, its top competitor.

PARAMOUNT+ SHARES INFO ON PRICING, TIERS...
  Paramount+ will have two subscription tiers: a basic one 
costing $5 a month and a higher level at $10 a month.
  The $10 plan will be ad-free and will have some 
programming not available on the basic, ad-supported tier. 
Ingredients in the higher-end plan include the live CBS 
signal, which has been a key element of CBS All Access, 
the predecessor of Paramount+.
  Tom Ryan, president and CEO of ViacomCBS 
Streaming, announced the pricing and plan details during 
the company’s online investor day presentation yesterday, 
saying it will take effect in June.
  The base tier, he said, will include “the full 
spectrum of the Paramount+ experience” 
at “an incredible value.” Subscribers will 
get live sports like the NFL and UAIFA 
soccer; news from CBSN and on-demand 
CBS News segments; Paramount+ 
originals; Paramount movies; and “a 
massive portion” of library titles and 
current seasons of CBS shows.
  In addition to a lack of ads, the premium 
tier will offer live sports supplemented by 
“even more CBS Sports,” Ryan said, without elaborating. 
News will be “enriched” by news feeds, he said, including 
local news from stations around the U.S.

... AS VIACOMCBS U.S. STREAMING SUBS HIT 19.2M
  ViacomCBS reported a big increase in streaming 
subscribers and revenue — and swung to a profit in Q4.
  Domestic streaming subscriptions were up to 19.2 million, 
up 71% from a year ago, and Pluto TV monthly average 
users were up to 30.1 million.
  Net earnings for Q4 were $810 million, or $1.31 a share, 
compared to a $258 million net loss, or 42 cents, a year 
ago. 
  Revenues rose 3% to $6.874 billion from $6.656 billion a 
year ago. Ad revenues rose 4% to $3.145 billion globally 
and 2% domestically. Affiliate revenue was up 13%.
  ViacomCBS said streaming and digital video revenue rose 
71% to $888 million, driven by 74% growth in streaming 
subscription revenue and 69% streaming ad revenue 
growth.

REPORT: AT&T EYES SALE OF DIRECTV STAKE
  AT&T is “nearing” a deal to sell a “substantial” minority 
stake in its DirecTV satellite TV service, as well as its 
U-verse and AT&T TV Now platforms, to private equity firm 
TPG, CNBC reports.
  It was reported last month that AT&T was in serious talks 
with TPG, but the inclusion of the legacy U-verse platform, 
as well as the virtual MPVD AT&T TV Now, is somewhat of 
a new twist, although it had been previously bantered about 
in speculation.
  The new report, based on unnamed sources, said the deal 
would value the assets at around $15 billion — also in line 
with previous leaks.
  In 2020, AT&T lost 3.261 million paid users across 
DirecTV, U-verse and AT&T TV Now, as well as its recently 
launched, IP-delivered AT&T TV platform. This came after 
the telecom shed nearly 4.1 million subscribers across its 
pay-TV platforms in 2019.
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The royal family has an 
opening for a prince, and 
you’d better believe I’m 

sending out feelers.

https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2011074/?utm_medium=jobshare
https://nexstar.wd5.myworkdayjobs.com/en-US/nexstar/job/CO-Denver100-E-Speer-Blvd-KDVRKWGN/Manager--Local-Sales_REQ-7903
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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CTV AD IMPRESSIONS DECLINE SLIGHTLY IN Q4
  Although CTV still dominates in share of ad impressions 
by device, some digital video ad impressions have shifted to 
desktop and mobile app usage, partly due to more at-home 
video U.S. digital media work and leisure usage.
  Extreme Reach, a TV and video advertising-technology 
company, says video on desktop is at a 23% share for Q4 
2020, up from a 16% share in the same period for 2019. 
That’s a 37% hike.
  Mobile app ad impressions are at a 24% share, dipping from 
a 26% share in Q2 and Q3 of 2020.

  Connected TV device usage still leads 
with a 35% share, but has dropped from 
a 47% share in Q4 2019, a 26% decline 
year-over-year.
  Another change is the growing strength 
in the quarter among media aggregators 
like ad networks, DSPs or agency trade 
desks. Amazon Fire TV can be both a 
premium publisher and an aggregator 
depending on how it is bought; Roku is 
defined a premium publisher.
  For the first time, media aggregators in 

Q4 have a greater share than premium publishers, with a 
52% share of advertising impressions to 48% share.

SINCLAIR Q4 MEDIA REVENUE DROPS 6% TO $1.49B
  Sinclair Broadcast Group yesterday reported that its Q4 
2020 total revenue decreased 7% to $1.5 billion as compared 
to Q4 2019. Media revenues decreased 6% to $1.49 billion 
versus $1.581 billion in Q4 2019.
  Political revenues were $205 million in Q4 vs. $23 million 
a year ago due to 2020 being a presidential election year. 
Distribution revenues were $917 million vs. $1.104 billion.
  Said Chris Ripley, Sinclair’s president and CEO: “Certainly 
2020 will be a year not soon forgotten. The year was 
remarkable for its hardships, such as the pandemic that 
had a significant impact on people’s lives, the economy, and 
professional sports, and also its bright spots, such as the 
record political ad spending which helped offset weakness in 
core advertising caused by the pandemic.”
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TrueCar

Total new vehicle sales for 
February will reach 1,170,856 
units, down 7.6% from a year 

ago when adjusted for the 
same number of selling days.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

TRUECAR: WINTER STORMS HIT FEB. AUTO SALES
  February 2020 might be remembered as the last of the 
good car sales months. This month’s sales are expected 
to be off considerably from same-month sales last year, 
according to TrueCar, a consumer and auto retailer service 
with close connections to the U.S. car market.
  Last year the auto market roared into February on the 
strength of a surging economy, and sales reflected a 
buoyant mood. Then the COVID-19 crisis hit, and sales in 
March and April 2020 fell off the cliff before beginning to 
recover as the year unfolded.
  This month TrueCar projects that total 
new vehicle sales will reach 1,170,856 
units, down a sobering 7.6% from a year 
ago when adjusted for the same number 
of selling days.
  The seasonally adjusted annualized 
rate (SAAR) for total light-vehicle sales 
for the month is estimated at 15.5 million 
units. Total light-vehicle sales were 
14,665,787 in calendar-year 2020, down 
16.08%, according to statistics gathered 
by goodcarbadcar.net. Despite the 
February decline, analysts are not overly concerned.
  “New vehicle retail sales are expected to be flat for 
February, which is a good result given the expansive and 
prolonged nature of the winter storms throughout many 
parts of the country, including southern states, which do 
not typically experience snowstorms of this caliber,” said 
Nick Woolard, lead industry analyst at TrueCar. “At this 
time, many people are thinking about basic necessities, not 
purchasing their next vehicle. Those consumers are likely 
deferring their vehicle purchasing to the end of the month 
or to March.”

PANDEMIC HELPED BOOST RETIREMENT SAVINGS
  Americans didn’t stop saving for their financial futures 
last year, even though the pandemic made it hard for 
many people just to make it to the next paycheck. Despite 
economic uncertainty, the average individual retirement 
balance hit a new record.
  That’s according to data from Fidelity, which analyzed 
retirement savings trends in the fourth quarter of 2020 
across more than 30 million 401(k), IRA, and 403(b) 
accounts. The researchers studied account balances and 
contributions.
  The average 401(k) balance reached $121,500 at the end 
of 2020, an 8% increase from the year before and up 11% 
from the previous quarter. IRA balances hit $128,100, an 
11% spike from last year’s $115,400 average and a 9% 
jump from the quarter before. The typical 403(b) account 
balance saw a record, too: It rose 10% from last quarter to 
$106,100 and hit six figures for the first time.
  Balances benefited from the market’s gains, but another 
reason balances were up is because employees saved 
more. Across Fidelity’s 401(k) platform, one in three adults 
increased their contributions in 2020. The savings rate for 
403(b)s and 401(k)s both hit new highs during Q4, with 
participants contributing an average 7% and 9% of their 
pay, respectively. Combined with employer contributions, 
the total savings rate for 401(k)s was 13% and 11% for 
403(b)s.


