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56% SAY ONLINE PURCHASES ARRIVED LATE
  Many consumers reported various issues preventing their 
online orders from being fulfilled satisfactorily during the 
2020 holiday season.
  According to a new survey of U.S. consumers from supply 
chain technology provider Voxware, 56% of respondents 
reported that gifts they purchased online arrived later than 
the date that was promised at the time of purchase. Half of 
those who reported getting late gifts said more than 25% of 
purchased items were delayed. 
  Although 54% of respondents who had gift delivery delays 
said it was extremely important that retailers continuously 
communicate the status of their delayed orders and another 
42% said it was important, 42% of these 
consumers said retailers did not provide 
enough information about delayed items.
  In addition, 45% said information 
for tracking packages was unclear or 
not provided, 41% said that customer 
service was unavailable or unable to address questions or 
concerns, and 37% said that packages delivered did not 
include information for making a return.
  Other fulfillment issues affecting large percentages of 
online holiday shoppers included the inability to ship items 
from a single order to multiple locations (41%) and lack of 
gifting options such as gift wrap or gift receipts (39%).
  The survey also indicates retailers can lose sales due 
to online fulfillment issues. More than half (56%) of 
respondents reported being unable to purchase gifts they 
were considering because they were not available or would 
not arrive in time for the holidays.
  Almost three-quarters (73%) said retailers that met or 
exceeded their holiday fulfillment expectations will get more 
business from them in the future, while 53% will never place 
another order with certain retailers that mishandled their 
order fulfillment.

CONSUMERS STILL PREFER IN-STORE SHOPPING
  While the COVID-19 pandemic has skyrocketed the growth 
of online shopping, there is still a large segment of the 
population that wants to venture away from their computer 
screens and have in-store experiences.
  According to Raydiant’s second annual State of 
Consumer Behavior Report, 46% of respondents said 
that given the choice, they prefer to shop in person rather 
than online.
  Thirty-three percent prefer shopping at physical stores 
because they like to view, touch and interact with physical 
products, while 26% enjoy the overall shopping experience 
that a physical location provides, and 13% like the 
immediacy that in-store shopping provides — as opposed 
to waiting for delivery.
  Almost 30% of respondents said in-location customer 
service has gotten better in the past year, while 17.4% said 
customer service has gotten worse.

SURVEY: HOLIDAY SHIPPING SHORT OF EXPECTATIONS
ADVERTISER NEWS
  Walgreens Boots Alliance has agreed to sell its phar-
maceutical wholesale business to AmerisourceBergen in 
a $6.5 billion cash and stock deal. Walgreens has said that 
it will use the proceeds to invest in its retail operations… 
Impossible Foods announced its second price cut in the 
past year as the plant-based meat alternative brand has 
seen its sales volume increase by six times since 2019. 
The company’s new wholesale price for its Impossible 
Burger is $6.80 a pound, compared to $5.32 for a pound 
of ground beef… Lowe’s announced that it would open 
its first outlet store in Texas this year to sell “scratch-and-
dent appliances” at a discount to its regular retail prices. 

The home improvement chain opened 
its first ever outlet in Monrovia, Calif., in 
2019… Family Video, a 250-store vid-
eo rental retailer, has announced that 
it will shutter all of its locations in the 
Midwest. “The impact of COVID-19, not 

only in foot traffic but also in the lack of movie releases, 
pushed us to the end of an era,” said Keith Hoogland, 
CEO of Highland Ventures, the parent company that 
owns Family Video... Macy’s said that 45 more stores will 
permanently close, most early this year, as part of a plan 
announced a year ago to close 125 over three years. The 
department store will likely finish sooner, considering that, 
with 29 shut down last year, it’s more than halfway done. 
As of the third quarter 2020, the company ran 544 Macy’s 
stores, 54 Bloomingdale’s stores and 166 Bluemercury 
stores… Amid a consumer behavior shift toward comfort-
able clothing, Gap-owned Athleta has launched its first 
sleepwear collection. The brand’s foray into sleepwear 
starts with 14 pieces focused on providing “comfort for 
recovery,” but it will add new styles seasonally. The col-
lection was inspired by listening sessions with Athleta cus-
tomers and the company’s resident sleep expert... More 
than 1,000 chain stores, or a little less than one in seven 
stores, in New York City permanently or temporarily closed 
last year, according to the Center for an Urban Future’s 
annual report. The number of chain stores across all bor-
oughs dropped by 13.3% from last year’s 3.7% decline. 
About 2% of chains closed doors temporarily, and 11.3% 
did not indicate whether closed locations will reopen, the 
report said. Manhattan had the most losses, accounting 
for 520 of 1,057 store location closures, followed by Brook-
lyn, Queens, the Bronx and Staten Island respectively, per 
the report… Amazon.com has acquired 11 used Boeing 
767s from Delta and WestJet of Canada for the purpose 
of converting them into air freighters in support of its sup-
ply chain operations. The purchases mark the first time 
the e-tailing and tech giant has bought rather than leased 
jets for its air operations. Sarah Rhoads, vice president 
of Amazon Global Air, said the “mix of both leased and 
owned aircraft in our growing fleet allows us to better man-
age our operations.”
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GM PASSES RIVAL FORD IN TRUCK SALES IN 2020
  General Motors in 2020 dethroned rival Ford Motor in 
Detroit’s closely watched “truck wars,” securing the top slot 
in the lucrative market for large pickup trucks, The Wall 
Street Journal reports.
  For the first time since 2015, GM outsold Ford in large 
pickup trucks, a category that generates the bulk of global 
profits for each automaker.
  U.S. sales of GM’s two pickup models — the Chevrolet 
Silverado and GMC Sierra — rose 3.9% last year, to 
839,691 trucks, even as industrywide sales sank nearly 

15% amid disruption from the COVID-19 
pandemic. Ford’s F Series line, which 
includes its F-150 truck as well as the 
larger Super Duty, fell 12%, to 787,422, 
the company said.
  The rivalry among GM, Ford and Fiat 
Chrysler Automobiles’ Ram brand 
— which combined dominate the U.S. 
market for large pickups — has become 
more intense as that category has grown 
as a share of the overall vehicle market. 
Large pickups accounted for 16.7% of 

overall sales last year, up from 12.5% in 2015.
  The trend has bolstered the bottom lines of the Detroit 
automakers, helping to fuel a prolonged period of prosperity 
that only recently was disrupted by the COVID-19 health 
crisis.

... AS FORD’S U.S. SALES FELL 15.6% LAST YEAR
  U.S. auto sales for Ford Motor fell 15.6% last year due 
to the coronavirus pandemic, a decline in commercial fleet 
sales and tight inventories of its F-150 pickup trucks.
  Sales of the popular full-size pickup tumbled by about 
33% in the fourth quarter from the same time last year, 
the automaker reported yesterday. The lower sales were 
attributed to lingering effects from factory shutdowns 
last spring due to COVID-19 as well as a changeover in 
production of the facilities to produce the redesigned F-150.
  Ford’s 2020 sales decline is expected to be in line with the 
overall U.S. automotive industry, which is projected to be 
off by about 15% to 14.5 million vehicles.
  That would be the lowest domestic sales since 2012. 
It also ends an unprecedented five-year streak of sales 
topping 17 million units.

MOST STIMULUS PAYMENTS HIT BANK ACCOUNTS
  The U.S. Treasury Department has sent out more than 
$112 billion in stimulus payments electronically, meaning 
that about two-thirds of the second round of payments 
approved by Congress is already in households’ bank 
accounts, The Wall Street Journal reports.
  The payments — $600 per adult and $600 per child — 
were estimated to cost about $164 billion in all. They are 
part of a broader relief law last month that also includes 
unemployment insurance and money for small businesses.
  The pace of payments is faster than in the spring, when 
the government made the first round of payments of $1,200 
per adult and $500 per child. Then, about half the payments 
reached bank accounts within two weeks. Now, more than 
two-thirds of the money has gone out within about one week 
after President Trump signed the law passed by Congress.

CBS’ GRAMMYS RESCHEDULED DUE TO PANDEMIC
  The Grammy Awards, one of the biggest single event 
shows TV of the year in term of viewers and advertising 
revenue, is being rescheduled due to COVID-19-related 
issues in Los Angeles and California in general.
  The event was originally scheduled to air on CBS on Jan. 
31. It will now air March 14.
  CBS producers and The Recording Academy cite the 
current situation: Hospital services in the state are becoming 
overwhelmed and ICU beds are reaching capacity.
  A year ago, CBS’ The 62nd Annual Grammy Awards 
on Jan. 26, 2020, pulled in a Nielsen-
measured 18.7 million viewers. That 
was down 6% from 2019 (19.9 million) 
with a 5.6 rating among the 18-49 
demographic.
  The 2020 Grammy telecast generated 
an estimated $81.8 million in national 
advertising revenue, according to 
Kantar Media.
  Major advertisers a year ago included 
Lincoln Motor Co. with six airings, at 
an estimated $5.6 million, according 
to iSpot.tv; Facebook with two airings, at $3.7 million; 
Google, with two airings, at $3.7 million; Verizon, with four 
airings, at $3.7 million; and McDonald’s, with six airings, 
at $2.8 million.
  The next five advertisers were Kisqali, with one airing, 
at $2.8 million; Dovato, with one airing, at $2.8 million; 
Progressive Insurance, with three airings, at $2.5 million; 
and Warner Bros., with three airings, at $2.2 million; and 
Pepsi Zero Sugar, with four airings, at $1.6 million.

COX MEDIA, SUDDENLINK NEARING BLACKOUT
  Cox Media Group, owned by Apollo Global 
Management, said its retransmission consent agreement 
with Suddenlink is about to expire, and could lead to a 
blackout that would affect stations in six markets.
  “Rather than reach a fair and reasonable deal with CMG, 
Suddenlink may instead choose to adversely impact their 
customers. Now, more than ever, viewers need daily access 
to important and evolving information on the pandemic, 
and social and political issues,” CMG said. 
  CMG said it has more than 100 distribution agreements 
in place with other major cable and satellite providers. It 
added that Suddenlink customers can watch the CMG 
stations by switching providers.
  The GMC stations were blacked out on Dish in July and 
didn’t return until a deal was reached in December.
  The markets affected are Tulsa, Okla.; Memphis, Tenn.; 
Spokane, Wash.; Eureka, Calif.; Greenville-Greenwood, 
Miss.; and Alexandria, La.

THIS AND THAT
  Linda Yaccarino, chairman of Global Advertising and 
Partnerships at NBCUniversal, has been named chair of 
the Ad Council’s Board of Directors, succeeding David 
Fischer, CRO of Facebook. As chair, Yaccarino will 
work in collaboration with Ad Council leadership and the 
Executive Committee — the governing body of the Ad 
Council’s Board — to help develop messaging to address 
key social issues.
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ROKU HITS 51.2M ACTIVE MONTHLY USERS IN DEC.
  Streaming media platform Roku has grown its active 
accounts by 38% at the end of 2020 to 51.2 million, slightly 
higher than the number of active accounts for competitor 
Amazon Fire TV.
  Roku added 14 million active accounts at the end of 
December, up from 37.2 million at the end of 2019.
  In 2020, the streaming device and platform company says, 
total streaming hours grew a massive 55% to 58.7 billion 
versus the year before. In Q4 2020, total streaming hours 
were 17.1 million, also up 55% from Q4 2019.

  Roku now says it reaches 61.8 million 
people in U.S. TV households. That’s 
double its reach number of a year ago.
  Wells Fargo estimates active Roku 
accounts spent 3.7 hours a day on the 
platform, which equates to about $1.79 
in monthly average ad revenue per user. 
For 2021, it expects viewing time to grow 
10% to 12% over current levels.
  MoffettNathanson Research 
estimates Roku will pull in $566 million 
in video advertising dollars for 2020.

  Last month, Roku’s competitor, Amazon Fire TV, said it 
also reached the 50 million monthly active users level, up 
from 40 million monthly active users in January 2020. 

REPORT: $100B+ SPENT ON MOBILE APPS IN 2020
  Global consumer spending on mobile apps and games 
surpassed $100 billion in 2020, according to a preliminary 
December report from Sensor Tower. It was the first time 
consumers spent as much in a single year.
  On Christmas, consumers worldwide spent about $407.6 
million across the Apple App Store and Google Play, 
a 34.5% increase from $303 million in 2019. Consumers 
spent $112 million in non-gaming apps this Christmas 
compared to $70.5 million in 2019, according to Sensor 
Tower.
  TikTok generated $4.7 million globally in revenue on 
Christmas, making it the top non-gaming app for consumer 
spending. For both the Apple App Store and Google Play, 
entertainment was the top non-gaming spending category, 
bringing in $19.3 million for the Apple App Store and $4.3 
million for Google Play, per the report.
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UBS: NETWORK AD SPENDING WILL REBOUND
  The bad news for U.S. network TV ad spending is that 
it will likely see fourth-quarter 2020 results come in with 
the worst ad-spending erosion since the second quarter of 
the year — a significantly negative bellwether for the first 
quarter of the 2020-21 broadcast season.
  The good news is that the balance of the season should 
see upward momentum, thanks to easy comparisons with 
2020.
  Those are the predictions of the equity research team at 
Wall Street securities firm UBS, which projects full-year 
2021 network TV ad spending will rise 
3.4%, after plummeting 12% in 2020.
  The relatively positive outlook comes 
with some caveats, writes UBS analyst 
John Hodulik in a report sent to investors 
this morning.
  “For 2021, we believe the biggest 
question is the trajectory of the pandemic/
vaccine availability and strength of the 
U.S. economy,” he cautions, adding: 
“With greater reliance on the scatter 
market going into the new broadcast 
season, we believe there could be greater swings/ volatility 
around TV advertising numbers if the economy stumbles. 
For now, we show core National TV advertising returning 
to growth this year (easy comps and normalization of 
economic activity) but still expect spend to be down from 
2019 levels, which featured a strong economy and record 
low levels of unemployment.”

TEGNA ANTICIPATES BIG JUMP IN Q4 NET INCOME
  Tegna said it expects to report a 193% to 199% increase 
in fourth-quarter net income as political advertising during 
the Georgia Senate runoffs contributed to record revenue.
  In a preliminary Q4 report, Tegna said net income is 
expected to be $246 million to $251 million, with revenue of 
$932 million and $927 million.
  The broadcaster said political advertising will be about $264 
million for Q4, including $50 million generated because of 
the Georgia runoffs.
  Tegna will report its earnings on March 1.
  For the full year, net income is expected to rise 69% to 
71% to $484 million to $490 million. Revenue is seen rising 
27% to 28% to $2.932 billion to $2.937 billion.
  Tegna’s Premion advanced advertising unit is expected 
to finish the year with more than $145 million in revenue, 
up 40%.

ACCOUNT ACTION
  JPMorgan Chase has selected WPP and Dentsu to 
handle its global media agency assignments, Campaign US 
reports. Zenith previously handled a portion of the business 
along with other incumbents. The financial services giant 
spends an estimated $400 million annually on measured 
media, roughly evenly between analog and digital media. 
The company handles most of the latter in house. WPP 
is setting up a dedicated unit driven by GroupM staff and 
resources dubbed Team JPMC, which will handle offline 
and digital planning, media buying, analytics, measurement 
and SEO. JPMorgan launched its review in September and 
retained MediaLink to help manage the review process.


