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THE DOWNSIDE: CUSTOMER SATISFACTION TANKS
  Increased demand and expanded capacity fueled growth for 
grocery delivery and pickup in January. The total U.S. online 
grocery market posted $9.3 billion in sales during January as 
more than 69.7 million U.S. households placed on average 2.8 
orders across delivery, pickup and ship-to-home, according 
to the Brick Meets Click/Mercatus Grocery Shopping 
Survey. The delivery and pickup segment captured $7.1 
billion in January 2021, accounting for 77% of all online 
grocery spending during the month.
  Total sales grew 15% in January 2021 vs. November 2020, 
driven largely by a 16% increase in the number of households 
buying online. Among the total household monthly active 
users, 78% engaged with either a delivery or pickup service – 
up from 64% in November.
  The ship-to-home usage rate dropped from 56% to 46% 
during the same period. Even with this growth, January’s 
overall usage rate fell short of the record 76.7 
million households who shopped online in April.
  While the average number of total online 
grocery orders placed by monthly active users 
for January 2021 remained at 2.8, essentially 
flat versus November 2020, the delivery and 
pickup segment collectively gained nearly six 
percentage points of order share, accounting 
for 66% of all online orders completed during January 2021.
  The average order value decreased nearly 11% in January 
2021 versus November 2020 when analyzing the aggregated 
spend rates across all three segments (pickup, delivery, and 
ship-to-home).
  The strong gains in the total number of households shopping 
online during January were tempered by sharp declines in the 
leading indicator “likelihood to use a specific service again,” 
which measures the share of customers who are extremely 
or very likely to place another online order with the same 
provider within the next month.
  The overall satisfaction metric dropped to 56% in January, 
down more than 32 percentage points from the record high 
ratings level in November 2020; the pickup segment had the 
greatest decline (35 points) during the period.
  “It’s clear from the data that retailers will face a challenge in 
holding on to a lot of online shoppers as 
experience is not meeting expectations,” 
said Sylvain Perrier, president 
and CEO, Mercatus. “To remain 
competitive with mass merchandisers, 
regional grocers need to enhance the 
digital shopping experience so as not 
to give their customers a reason to 
spend their money elsewhere. Grocers 
have to look at where they can improve 
operationally, how they can efficiently 
scale to meet online demand, and 
which services will be most effective at 
revenue protection going forward.”

U.S. ONLINE GROCERY SALES HIT $9.3B IN JANUARY
ADVERTISER NEWS
  Crafts retailer Joann said it has gained 8 million new cus-
tomers during the pandemic and grew revenue 24.3% in 
the first three quarters of 2020, according to regulatory fil-
ings. The retailer’s efforts to modernize and build a digital 
presence to court younger consumers began even before 
the outbreak, and they paid off last year as loyal custom-
ers shifted their shopping online and new patrons seeking 
fabric to make masks found other reasons to return... A 
group of investors that collectively control a 9.5% stake in 
Kohl’s has proposed nine new members for the retailer’s 
12-member board of directors, according to multiple media 
reports. The group is pushing to add more directors with re-
tail experience to drive sales and shore up profit margins, 
and the investors also are reportedly urging Kohl’s to trim 
inventories and make it easier for shoppers to access pro-
motions and discounts... Aldi’s two separate divisions (Aldi 

Sud and Aldi Nord) are reportedly joining to 
launch a new company in Germany that would 
develop a stronger e-commerce presence for 
both entities. The approach would allow Aldi, 
which continues to expand its brick-and-mortar 
sites in the U.S., to build on the “Aldi Liefert” 
(Aldi Delivers) partnership already in place be-
tween the two divisions... Taco Bell will launch 

a “crispy chicken sandwich taco” in two markets next month, 
in both regular and crispy versions. The new menu item, 
which includes jalapeno buttermilk-brined chicken coated in 
crispy tortilla chips and served on a taco-shaped flatbread, 
is expected to roll out nationally later this year... S&P Glob-
al Market Intelligence included Tuesday Morning, which 
went through a Chapter 11 restructuring last year, in its latest 
monthly list of the most vulnerable retailers. Tuesday Morn-
ing has a 14.1% chance of default over the next year, ac-
cording to S&P. Also on the list are J. Jill (22.5% chance of 
default), Destination XL (19.1%), Revlon (15.1%), Wayfair 
(14.9%), Vince (14.7%), Build-A-Bear Workshop (13.1%), 
Casper (12.7%) and iMedia Brands (11.1%). Those
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SURVEY: ONLINE RETAIL APPEARANCE MATTERS
  Consumers often judge e-commerce retailers by how their 
online stores look, Chain Store Age reports.
  Six in 10 (59%) respondents said an e-commerce website 
or app that looks sketchy or unsafe is “very annoying” or a 
“deal-breaker,” according to a survey of 2,000 U.S. adults 
who had purchased something online within the past six 
months from e-commerce software provider Shogun.
  A sketchy or unsafe-looking website/app was the top-rated 
online shopping annoyance by a wide margin. Product 
out-of-stock/no longer available after click-through from a 

social ad distantly followed with 43% of 
respondents saying it is “very annoying” 
or a “deal-breaker.” 
  Other leading online shopping 
annoyances include a slow-loading 
website or app (42%), too many emails 
from retailer/brand (42%), website or app 
is hard to navigate on mobile devices 
(41%), having to click through too many 
pages to purchase (40%), few or low-
quality product pictures (39%), website or 
app requiring an app to purchase (37%), 

lack of reviews (33%), and pop-up help chatbots (32%).

DENTSU TO USE COMSCORE FOR LOCAL TV
  Comscore and dentsu Media are expanding its long-
standing partnership with Comscore, adding dentsu’s M1 
advanced audiences platform to its local market agreement. 
The companies made the announcement yesterday.
  “We believe in the meaningful progress that our agencies 
can deliver for our clients through the use of M1’s advanced 
audience capabilities for local investment, and Comscore’s 
transformative approach to data and currency makes us even 
stronger,” Jennifer Hungerbuhler, EVP, Managing Director, 
Local Video and Audio Investment, dentsu Media, said in 
a news release. “Furthermore, the integration of over 10 
million additional households into Comscore’s measurement 
footprint was a real driver for us, and we look forward to 
transacting on the audience-based data in 2021.”
  Comscore, which is touting its adoption of advanced 
audiences and the move to impressions, says its information 
is driving market share expansion for its agency business.
  Comscore says that segment has seen double-digit year-
over-year growth in new business since 2017.

THIS AND THAT
  With President Biden predicting 1.5 million daily COVID-19 
vaccinations nationwide by mid-spring, the return of the 
domestic box office could be right around the corner. 
Wedbush Securities media analyst Michael Pachter 
believes the box office could “normalize” as early as July as 
vaccinations roll out, and virus infections/deaths decline... 
As the COVID-19 vaccine becomes more readily available, 
66% of retailers will not mandate employees be inoculated, 
according to a Korn Ferry survey... Friday’s show marked the 
last Jeopardy! appearance by guest host Ken Jennings, the 
first replacement since the death of moderator Alex Trebek. 
Future guest hosts include Jeopardy! executive producer 
Mike Richards, journalist and author Katie Couric, Green 
Bay Packers quarterback Aaron Rodgers, 60 Minutes 
correspondent Bill Whitaker and actress Mayim Bialik.

NETWORK NEWS
  ABC has ordered two more seasons of summer mini-golf 
series Holey Moley, meaning Seasons 3 and 4 are in the 
works. NBA star Stephen Curry is executive producer and 
resident golf pro on the show. Commentators Rob Riggle 
and Joe Tessitore will return, as will sideline correspondent 
Jeannie Mai. The winner of the extreme mini-golf 
competition series gets the Golden Putter trophy and plaid 
jacket... Matt Lopez’s Latinx family drama Promised Land 
is the latest hour-long project to secure a pilot order at ABC. 
Previously known as American Heritage, the project is an 
epic, generation-spanning drama about 
two Latinx families vying for wealth and 
power in California’s Sonoma Valley. 
ABC bought the project pre-emptively 
with a put-pilot commitment last year... 
Nick Jonas is to make his Saturday 
Night Live hosting debut this week and 
will also perform as the musical guest. 
The Voice coach will perform double 
duty on the NBC on Saturday. Although 
he has never hosted before, Jonas has 
performed, including as a solo artist in 
2016 and alongside his brothers, most recently in 2019... 
Newcomer Ainsley Seiger has been cast as a series regular 
opposite Christopher Meloni, Dylan McDermott, Tamara 
Taylor and Danielle Moné Truitt, in NBC’s Law & Order: 
Organized Crime, and Charlotte Sullivan (Rookie Blue), 
Nick Creegan (David Makes Man), Ben Chase (The Last 
Thing He Wanted) and Jaylin Fletcher (Snowpiercer) are 
set to recur in the network’s SVU spinoff series... Amber 
Ruffin is getting a linear bow for her Peacock late-night 
show. The Amber Ruffin Show will air in a 1:30 AM slot 
on NBC on Friday (Feb. 26) and March 5. It will take the 
slot of repeats of A Little Late with Lilly Singh, which do 
not generally air on Friday nights. The move is a boon for 
Ruffin’s nascent late-night show, giving it a chance to find 
new viewers on the linear network... Eve has been tapped 
as a lead in Queens, ABC’s hourlong pilot. Written by 
Zahir McGhee, Queens is the story of four estranged and 
out-of-touch women in their 40s who reunite for a chance 
to recapture the fame they enjoyed as members of a ’90s 
group that made them legends in the hip-hop world... Alex 
Meneses, who has appeared in Jane The Virgin and Why 
Women Kill, is joining The CW drama Walker in a recurring 
role. Meneses will play Adriana, a successful psychiatrist, 
author and the mother of Micki Ramirez, Cordell Walker’s 
new partner in the Texas Rangers. Meneses has also 
appeared in Everybody Loves Raymond, The Goldbergs, 
CSI and Prison Break... Bradley Gibson, who currently 
recurs as Everett on the Starz series Power Book II: Ghost 
is set to join the forthcoming reboot of Kung Fu at The CW 
in a recurring role. Gibson will play the character of Joe 
Harper in Kung Fu. He was the most recent Simba in The 
Lion King on Broadway. He also appeared in A Bronx Tale 
after making his Broadway debut in Rocky... In other CW 
casting news, Roswell, New Mexico has added Quentin 
Plair in a recurring guest star role. Plair was most recently 
seen starring opposite Ethan Hawke and Daveed Diggs in 
the Showtime series The Good Lord Bird. His credits also 
include BET’s The Quad, ABC’s The Good Doctor and 
Hello Cupid for for Black & Sexy TV.
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Shogun survey

59% of those who have 
made an online purchase in 
the past six months say an 
e-commerce website or app 
that looks sketchy or unsafe 

is “very annoying” or a 
“deal-breaker.”
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SLING TV REVERSES Q4 SUBSCRIBER LOSS
  Online TV market founder Sling TV reported a Q4 gain of 
16,000 subscribers. That compared to a loss of 94,000 subs 
in the previous-year period. It was the second consecutive 
quarterly subscriber gain after three quarters of losses.
  The Dish Network-owned subsidiary ended the fiscal year 
with 2.47 million subs, down 118,000 subs from the end of 
2019.
  Dish’s legacy satellite TV service lost 133,000 subs in the 
quarter, in addition to 578,000 in the year. The operator 
ended 2020 with 8.81 million subs compared with 9.4 million 

in 2019.
  When Sling launched in early 2015, it 
was the first time a pay-TV operator had 
offered a standalone online TV service 
outside the traditional cable bundle. The 
market, which quickly included DirecTV 
Now (now AT&T TV), Charter Spectrum 
TV Plus, YouTube TV, Philo, Fubo TV, 
and (now shuttered) Sony PlayStation 
Vue, among others, was seen as a 
strategic alternative to cord cutting and 
the exploding OTT video ecosystem.

ADVERTISER NEWS
(Continued from Page 1)
companies have also appeared on S&P’s previous lists... 
The TJX Cos. portfolio had an exceptional end to 2020 and a 
very strong start in 2021. Visits to T.J. Maxx, Marshalls and 
HomeGoods locations overcame a drop in traffic between 
October and November as COVID cases surged and then 
sustained the momentum into 2021, according to Placer.ai. 
Visits to T.J. Maxx were down 15.6% YOY in November, with 
the traffic gap decreasing to 7.8% in December and reaching 
1.5% year-over-year growth in January. Marshalls saw its 
YOY visit gap declining to 13% in December and 4.4% in 
January. HomeGoods saw growth of 4.6% in November, 
7.1% in December, and a 24.9% YOY increase in January.

2/23/2021

FunnyTweeter.com

I put my phone in airplane 
mode and it immediately 

tried to charge me $10 for 
a can of Coke.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

REPORT: DISNEY PUSHING BACK ON NFL RIGHTS
  The National Football League wants to charge its current 
network partners double what they’ve been paying to 
broadcast games — but Disney is pushing back, citing the 
high price tag for Monday Night Football, CNBC reports.
  The NFL is in active discussions on renewal rates with all 
four of its existing network partners — NBC, CBS, Fox and 
Disney-owned ESPN, according to sources.
  NBC, CBS and Fox are likely to accept increases closer 
to 100% than Disney, which is currently paying much more 
than the three broadcast networks for its Monday Night 
Football package, said the people, who 
asked not to be named because the 
negotiations are private.
  Disney agreed to pay $1.9 billion 
annually for MNF in 2011 — a deal that 
runs through 2021. That dwarfed the 
average $1.1 billion annual cost for Fox, 
$1 billion annual price tag for CBS and 
$960 million for NBC’s Sunday Night 
Football.
  Disney has already rejected paying 
anywhere close to $3.8 billion per year 
for its new deal, said two of the people.
  “We’re looking at the long-term trends of sports viewership,” 
Disney CEO Bob Chapek said earlier this month. “We’ve 
had a long relationship with the NFL. If there’s a deal that will 
be accretive to shareholder value, we will certainly entertain 
that and look at that. But our first filter will be to say whether 
it makes sense for shareholder value going forward.”

MARKET FOR AUTO LOANS IS GETTING TOUGHER
  Auto lenders appear to be tightening approval standards 
and cutting back on loans to customers with subprime credit, 
according to separate reports last week from the New York 
Federal Reserve and from the TransUnion credit bureau.
  At the same time, credit enquiries for customers with 
subprime credit also are down, and that implies some of 
those borrowers may be dropping out of the loan market 
entirely, TransUnion says.
  “If you look in total aggregate, things look OK. But as many 
economists have talked about, there is a bit of a K-shaped 
recovery taking hold,” says Matt Komos, VP for research 
and consulting at TransUnion.
  “K-shaped” means some consumers, such as new-vehicle 
buyers with secure jobs and good credit histories, have 
bounced back from coronavirus shutdowns. That’s the 
upper-right leg of the “K.” Others, including many workers 
in low-wage service jobs, may still be unemployed. That’s 
the lower-right leg.
  Meanwhile, the New York Fed reports auto originations to 
customers with subprime credit are down for Q4, while most 
risk categories gained origination volume in the New York 
Fed’s latest Household Debt and Credit Report.
  Subprime auto loan originations, defined as credit scores 
below 620, were $28.1 billion for Q4, down 9.4% vs. 2019, 
the New York Fed says. Auto originations include new and 
used, loan and lease.
  The biggest-volume risk category tracked by the New York 
Fed is credit scores 760 and above, which increased 5.6% 
to $58.1 billion for the quarter. Credit scores from 720 to 
759 increased the most, by 8.9%, to $24.4 billion.


