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E-COMMERCE GROWS SHARE OF TOTAL SALES
  U.S. e-commerce sales in 2020 grew more than 30% 
from 2019, according to new quarterly figures released by 
the U.S. Department of Commerce, as the coronavirus 
pandemic and nationwide lockdowns pushed shoppers to 
rely on internet retailers for their consumer needs.
  Americans spent $791.7 billion online last year, up 32.4% 
from 2019. Meanwhile, total retail sales in 2020 increased 
3.4% from the year prior. That behavior translated to 
e-commerce claiming a bigger piece of the pie of total retail 
sales than before. E-commerce ended the year accounting 
for 14% of all U.S. sales, up from 11% in 2019.
  While consumers shopped online before the pandemic, 
they were pushed to rely on digital retailers even more 
during the COVID-19 pandemic, as many physical stores 
were closed and people opted to stay indoors as much as 
possible to slow the spread of the coronavirus. 
  Consumers filled up their virtual shopping carts with 
products that they might not have otherwise ordered online, 
particularly groceries, according to the U.S. 
Census Bureau. Online purchases of food 
and beverage items grew more year-over-
year than any other category between the 
second and fourth quarter of 2020.
  People also sought out new hobbies and 
activities to keep them busy and entertained 
while stuck at home. A category including 
sporting goods, musical instruments and 
books saw a huge boost in the second quarter of 2020, as 
pandemic lockdowns swept the U.S.
  Other hot online purchases included gear for home 
improvements — furniture, gardening equipment, building 
supplies and so on — and personal and health care items.
  The shift to digital commerce has benefited a string of 
major retailers like Amazon, Walmart, Target, Best Buy 
and Home Depot. Pure e-commerce players like Etsy, 
Shopify and eBay also got a lift.

SURVEY: SHOPPERS WANT FAST IN-STORE PICKUP 
  Retailers who are not able to fulfill online orders for in-
store pickup quickly risk losing customers.
  Fifty-percent of consumers expect to be able to order 
online and pickup in-store on the same day, according to 
SOTI’s From Bricks to Clicks: State of Mobility in Retail 
2021 Report. And 45% said if delivery or pick-up of an item 
is more than two days, they would look elsewhere.
  In other findings, more than 50% of consumers agreed 
that a bad online shopping experience would destroy their 
trust in a brand.
  Consumers in North America have some very stated 
expectations when it comes to online shopping, according 
to the report. Sixty-three percent would like the returns 
process to be easier, preferably automated, and 57% 
are frustrated by the shipping/delivery/returns aspects of 
ordering online.

GROCERIES, SPORTING GOODS SEE BIG PANDEMIC GAINS
ADVERTISER NEWS
  Sonic Automotive’s specialty pre-owned vehicle brand 
now stretches into the nation’s most densely populated re-
gion — the Northeast. Last week the company announced 
the expansion of the EchoPark Automotive network with 
the addition of Used Car King in the New York markets of 
Cicero and Cortland. Sonic highlighted that these two Used 
Car King locations bring EchoPark’s nationwide count of re-
tail stores and delivery and buy centers to 18, following the 
recent openings of four new EchoPark locations during Q4... 
CVS plans to call, email and text people in underserved ar-
eas the federal government has designated as part of its CO-
VID-19 vaccination program, USA Today reports. The drug-
store chain also said it would set up vaccine clinics in vulner-
able communities and send caravans into neighborhoods to 
give more people access to the vaccines… Michaels Stores 
saw its sales jump 12% in the quarter ending on Aug. 1 and 
16.3% for the period ending Oct. 31, driven by online sales. 
Now the chain is looking to continue building on its simplified 

supply chain and customer focus to keep 
up the sales momentum going for the long-
term… The biggest source of growth for Co-
ca-Cola over the next few years will likely 
be the zero-sugar version of the company’s 
namesake soda. “Actually, the best growth 
driver in ’21 and probably for the few years 
is probably going to be Coke Zero Sugar,” 
Coke CEO James Quincey tells CNBC. 

The drink launched nationwide in 2017 as an updated ver-
sion of Coke Zero. The product has paid off for the company, 
fueling sales growth even during the coronavirus pandemic... 
The pandemic shut down much of the travel industry last year 
and took a big toll on luggage brands, which saw sales fall by 
more than 80% in the first three months of the outbreak, ac-
cording to NPD Group. SteamLine Luggage is among the 
companies predicting a revival in the coming months, par-
ticularly in international markets, founder Sara Banks tells 
Glossy... Bloomin’ Brands’ virtual chicken concept, Ten-
der Shack, is now available to order from 725 of the com-
pany’s restaurants around the U.S. The parent of chains in-
cluding Outback Steakhouse, Carrabba’s Italian Grill and 
Bonefish Grill says the fledgling Tender Shack concept has 
been generating weekly sales of $1,500 at some of its eat-
eries and believes it can achieve $75 million in incremental 
sales this year… From growing home delivery to enhancing 
curbside pickup, Walmart plans to spend more than $14 bil-
lion in the 2022 fiscal year to make its omnichannel options 
faster, more efficient and easier for shoppers to use. “Speed 
matters,” Walmart President and CEO Doug McMillon told 
investors at a meeting last week as he outlined plans for the 
retailer to “invest more aggressively in capacity and automa-
tion.” Last week the retailer announced Q4 and fiscal 2021 
earnings, reporting comp-store sales growth of 8.6% for the 
quarter and full year, as well as record revenue of $152.1 bil-
lion (up 7.3%) in Q4.
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AVAILS
  KMSS-TV in Shreveport, La., is seeking an Account 
Executive to sell TV and digital advertising to existing and 
new businesses and agencies. The ideal 
candidate is coachable and goal-oriented 
with strong interpersonal skills. Are you 
motivated by an excellent product, great 
compensation, and working with a talented 
team? We provide tools for powerful 
multi-platform marketing solutions creating partnerships, 
retaining and growing our client base. You provide sales 

ability, positive attitude, client focus and 
a desire to WIN! If you want to work for 
the best, send your resume to agivens@
kmsstv.com. EOE.
  Nexstar Inc., America’s largest local 
broadcasting company, is seeking an 
experienced and dynamic General 
Sales Manager to lead its sales 
operation as part of its operational and 
management agreement with Mission 
Broadcasting, providing sales services 
to WPIX-TV in New York City, the No. 

1-ranked market in the country. The GSM will have full 
oversight over Nexstar’s sales operations at WPIX-TV 
(CW), as well as the station’s digital, mobile and social 
media assets. CLICK HERE for more details or to apply 
now.
  KOLD News 13 in Tucson, Ariz., has an immediate 
opening for a Regional National Sales Manager to 
lead our national and political sales efforts. Candidate 
must possess strong leadership and the highest level of 
customer service and sales skills, along with a proven track 
record of success with negotiating and servicing national 
agencies. Achieving digital and broadcast sales objectives, 
continuously building relationships, communicating clearly 
and concisely, accurate forecasting, budgeting, developing 
and executing a strategic plan is critical. Come join our 
dynamic sales team! Apply at KOLD News 13, a Gray 
Television station. EOE.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  The new Google TV operating system has added Apple 
TV+ to its lineup. TCL and Sony smart television sets use 
the system, as does Chromecast with Google TV, and 
Google says more devices with Android TV will get the 
platform soon... The Trade Desk is growing as Madison 
Avenue’s dominant programmatic trading platform, and 
the company continued to surge in both revenues and ad 
billings during 2020 despite being “significantly impacted” 
by the effects of the COVID-19 pandemic. The Trade Desk 
said its revenues grew 48% in the fourth quarter and 29% 
for full-year 2020, despite a slowdown in ad demand... 
NBCUniversal’s advertising sales and partnerships unit 
has hired Yusuf Chuku to head a new client insights and 
strategy team. Chuku, who had been global chief strategy 
officer at ad agency VMLY&R, was named an executive 
VP. The new unit will focus on storytelling and leveraging 
insight to reach audiences that move the needle for clients 
businesses.

NBCU EVENT LOOKS TO WOO HEALTH SECTOR
  NBCUniversal is the latest addition to an ever-increasing 
roster of media companies that are fully embracing the 
health care industry for everything it’s worth, announcing a 
first-of-its-kind panel event that will kickstart its future health-
centric strategies and highlight how medical storytelling has 
changed since the COVID-19 pandemic began.
  “As we were approaching one year of the pandemic, we 
were having conversations virtually every day about some 
form of health, whether that was COVID or a sick relative or 
wearing face masks,” says Mark Marshall, president of ad 
sales and partnerships at NBCU.
  To acknowledge that holistic conversation 
and tie the medical field to its storytelling, 
NBCU this week is set to hold its first-ever 
Health is Universal summit, a series of 
panels and discussions about innovations 
and “human resilience” within the sector, 
Ad Age reports. The closed-door event 
will take place virtually on Thursday.
  Telehealth platforms, at-home 
prescription deliveries, DIY medical 
testing and more associated medical 
services have exploded over the past 12 months, permeating 
the U.S. marketplace and attracting consumer dollars like 
never before. And where dollars go, marketers follow.
  Annual upticks in the medical industry’s media spend 
reflect this shift. From 2017-2021, digital ad spending by 
health care and pharmaceutical brands will nearly double 
from $5.9 billion to a projected $11.3 billion by the end of this 
year, according to data from eMarketer, with 2020’s total 
spending alone up 14.2% from the previous pre-pandemic 
year.

U.S. HOME SALES EDGED HIGHER IN JANUARY
  Sales of previously owned homes rose in January, as the 
market stayed hot during the usually slower winter period 
and a shortage of homes kept pushing prices higher.
  Existing-home sales rose 0.6% in January from December 
to a seasonally adjusted annual rate of 6.69 million, the 
National Association of Realtors said. The January sales 
marked a 23.7% increase from a year earlier.
  Economists surveyed by The Wall Street Journal expected 
a 2.4% monthly decline in sales of previously owned homes, 
which make up most of the housing market.
  Home sales surged in 2020 to the highest level since 2006, 
as historically-low interest rates spurred demand. While 
winter is usually a slower period for home sales, economists 
say the pandemic disrupted the normal seasonal patterns 
by pushing home purchases that would have occurred last 
spring and summer to the fall and winter.
 “The housing market continues to remain very strong,” said 
Lawrence Yun, NAR’s chief economist. “Sales could be 
even higher, but the inventory is simply not there.”
  Home prices have climbed rapidly in recent months as 
buyers competed for a limited number of houses on the 
market. The median existing-home price rose 14.1% in 
January from a year earlier to $303,900, NAR said.
  Existing-home sales rose the most month-over-month in 
the South, at 3.2%, and in the Midwest, at 1.9%. January 
sales were down from December in the Northeast and the 
West.
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FunnyTweeter.com

I told my kid not to turn off 
the lights. He shuffled over 

to the switch, looked me 
in the eye, touched it, and 
got zapped. It was static 
electricity, but now he 
thinks I have powers.
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REPORT: ONLINE SHIPPING COSTS SEEN RISING
  Delivery costs have been climbing across the U.S. and are 
expected to continue as the pandemic drags on, creating a 
headwind for retailers, according to a report by Jefferies.
  “The recent growth in shipping costs has been fueled by 
the surge in e-commerce penetration, which has created 
a significant supply/demand imbalance and left carriers 
capacity constrained,” Jeffries’ analyst Janine Stichter said 
in the report, which was based on a call with Dean Maciuba, a 
former FedEx executive who is the North America managing 
partner at consulting firm Last Mile Experts.

  Consumers expect fast and free shipping, 
but that is an increasing burden for many 
retailers, especially those that were 
hurt by extended shutdowns during the 
COVID-19 pandemic. Mid-sized retailers 
are especially at risk because many don’t 
have the capacity to implement a robust 
and efficient enough shipping strategy 
to keep up with the demand for fast 
deliveries.
  This pressure comes largely from 
companies like Amazon, famous for its 

Prime two-day shipping, one-day and same-day delivery 
options. This has made consumers expect fast and free 
shipping, even though some may not even want or need it, 
said Stichter.

VIZIO ADS KICKS OFF NEW FREQUENCY TOOL
  With TV advertising frequency continuing to be a major 
issue among marketers on new TV digital and connected 
platforms, Vizio Ads, the smart TV advertising selling division 
of the Vizio TV set manufacturer, has started a new media 
tool, Universal Frequency Control. 
  Marketers can set limits on how often a Vizio TV within a 
household is exposed to specific ad creative when placing an 
ad on its platform. It will also measure the number of times 
an ad is exposed to each TV in a household across linear, 
connected TV, video-on-demand and OTT.
  Marketers can limit the number of times a Vizio Ads media 
buy reaches a device per day, week or month.
  Universal Frequency Control will work with Vizio’s Inscape 
data business, streaming from its automated content-
recognition technology.
  eMarketer projects total ad revenue on connected TV to 
grow to $11 billion for 2021.
  Last October, Vizio merged Inscape with Vizio Ads.
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Digital audio accounted 
for 11% of total media time 

per day for U.S. adults 
in 2020 and will rise to 

11.7%, or one hour and 34 
minutes per day, in 2021.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

ARE YOU TOO OBSESSED WITH A ‘MAGIC METRIC’?
  If your employees are still working in remote locations nearly 
a year after the pandemic started, you’re not alone. You 
may have put new metrics 
in place this past year to 
ensure that your sales reps 
are working efficiently. But that strategy may not yield the 
best results for you.
  When you insist that your reps make 10 cold calls a day, for 
example, you’re using extrinsic motivation. Shane Metcalf, 
a guest on the Manage Smarter podcast, warns that this 
approach drives employees into a “work-
to-rule” mindset. Your reps will resent your 
focus on this “magic metric.” They will 
make the required 10 calls, but they won’t 
do anything extra or creative. Only 30% of 
sales reps in this work environment will be 
engaged.
  Managers who tweak a sales rep’s 
workflow to allow the rep to utilize the skills 
they value rely on intrinsic motivation. By 
paying attention to your team member’s 
work style and career objectives, you’re 
showing you have their best interests in mind. You’re also 
positioning yourself as an empathetic manager. When you 
support the needs of the whole person, you can improve 
your team’s loyalty and engagement overall. Make sure your 
magic metric is all about finding what intrinsically motivates 
each rep.
  Source: SalesFuel - Manage Smarter.

DIGITAL AUDIO GROWS IN DAILY PROMINENCE
  Digital audio is capturing more of Americans’ time each day, 
according to new data released by eMarketer.
  A report by Inside Radio says the research firm found that 
nearly an hour and a half of time was spent with streaming 
audio and podcasts last year, forecasting people will add 
another five minutes to their digital audio diet this year. 
Analysts expect one hour and 34 minutes to go to podcasts 
and streaming audio this year, a 4.8% increase over 2020.
  The outlook includes a mea culpa from eMarketer. “Early in 
the pandemic, digital audio took a huge hit in user engagement 
and in the amount of time listeners were spending with the 
medium. Many observers, including us, predicted dire results 
in the short term. However, the rest of the year played out 
very differently than those early weeks,” it said in a blog post.
  The result was rather than the earlier forecast of a 1% 
decline in time spent with digital audio, U.S. adults instead 
increased their time spent with the medium by 8.3% last 
year. “The lesson of last year is that digital audio is far more 
resilient and adaptable than we thought,” eMarketer said.
  Digital audio accounted for 11% of total media time per day 
for U.S. adults in 2020 and eMarketer forecasts that will rise 
to 11.7% or one hour and 34 minutes per day in 2021. “More 
than 70% of US adults listened to digital audio content at 
least once a month last year, and 91.7% of this occurred via 
mobile,” it said.
  The firm also predicts that in 2021 a “major milestone” will 
occur: It says that for the first time, more time will be directed 
toward digital audio than traditional radio, albeit ever so 
slightly. It estimates 50.8% of U.S. adults’ total audio time will 
go to digital this year.
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