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LOST JOBS FORCED CONSUMERS TO SHIFT GEARS
  Brand loyalty took a hit in 2020 as consumers, struggling 
with job losses and a disrupted supply chain, went with 
alternative options.
  Among U.S. consumers, brand loyalty dropped from 65% 
in March to 49% in November, according to a study from 
Omnicom Media Group. The study, conducted across 
13 waves of online research from March to December, 
surveyed up to 1,100 people ages 18-72. Ethnicity, regional 
and household income breakdowns of the group reflected 
the U.S. Census.
  Brand loyalty eroded mostly in response to devastating job 
losses in the U.S., as people struggling with income loss 
defected to cheaper products, said Shreya Kushari, chief 
client officer at OMD. Others switched brands when the 
products they wanted weren’t immediately 
available due to logistical challenges. 
  But consumers are more optimistic about 
2021. Just 42% feel that the economy is 
weak, down from 64% in March. Half of 
those surveyed plan to pull the trigger on 
big-ticket purchases they put off in 2020, 
such as a car, a home or a vacation, likely 
this spring or summer.
  Despite the devastating economic context, consumers 
adopted new brands that align with their values, and dropped 
those that don’t.
  Almost half (49%) of people in the study said they switched 
brands to “take a stand” in response to a brand’s behavior 
amid the social justice crisis this past year. Meanwhile, 17% 
stopped supporting a brand based on their response to social 
issues, while 25% started supporting a brand because of the 
way they broached the topic.
  “There was an increased expectation that brands need 
to have a lot more empathy for their consumers beyond 
just selling  products,” Kushari said. “They pushed on the 
consciousness of the people and said, ‘I would like to take a 
stand for equality, justice, freedom.’”
  Consumer media habits also shifted considerably throughout 
2020, as people spent more time at home. 
  In the spring, 61% reported spending more time with 
streaming video. The number hit a 
peak in the summer with 66% spending 
more time with streaming video, before 
falling back to 61% in the fall.
  The percentage of people who 
reported their social media usage 
and online browsing peaked in the 
summer before dropping off again in 
the fall. Podcast consumption also 
spiked during the pandemic. Twenty-
six percent of respondents reported 
spending more time listening to 
podcasts in the spring, increasing to 
33% in the summer.

STUDY: BRAND LOYALTY FALLS AS ECONOMY STRUGGLES
ADVERTISER NEWS
  Procter & Gamble sales surged in the most recent quarter, 
fueled in part by demand for high-end household products 
from pricey dish soap to a $300 electric toothbrush. Despite a 
tough economic picture and high unemployment, the maker 
of Gillette razors and Pampers diapers said consumers 
are increasingly willing to pay more for products. Consumer 
spending on food and household products considered 
either premium or super premium rose more than spending 
on mainstream, value-oriented and private-label products, 
according to data from market-research firm IRI, which 
looked at online and grocery purchases for the 12-week 
period ended Oct. 4, compared with a year earlier. Premium 
soap, household cleaners and paper towels saw the most 
growth, according to the study... General Motors shares 

surged yesterday after Microsoft partnered 
with the automaker to lead a $2 billion fund-
raising round in a self-driving venture called 
Cruise. The software giant also will lend its 
prowess in cloud-computing, an essential 
tool for managing the GM-owned startup’s 
planned fleet of robotaxis... Fresh off a 
one-week shutdown, one of Ford Motor’s 

plants in Louisville, Ky., may be halting production for an 
additional two weeks as the COVID-19 pandemic continues 
to disrupt the supply chain. Ford says there is a tentative 
shutdown planned for the Louisville Assembly Plant for 
the weeks of Jan. 25 and Feb. 1... Meanwhile, Ford must 
recall 3 million vehicles with potentially defective driver-side 
Takata air bags with dangerous inflators. U.S. regulators 
are also requiring Mazda to recall and repair driver air bags 
in approximately 5,800 vehicles. The recalls will cover 
various vehicles from the 2006 through 2012 model years... 
Jewel-Osco is reported to be the first grocer in the U.S. 
to use automated pickup technology for online orders. 
The automated kiosk is located in the store’s parking lot. 
Customers go to the unit, scan a code and have their items 
delivered to them robotically. Customer orders are placed 
in the kiosk by the store’s associates… Costco has rolled
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YOUNGER VIEWERS HEAD TO LOCAL TV NEWS
  Younger demographics are flocking to local U.S. news 
stations fueled by their hunger to make sense of current 
events, suggests data presented by Nielsen during the first 
day of NATPE Miami.
  Spurred on by the events of the past year, including the 
pandemic, the Black Lives Matters movement and, most 
recently, the Capitol Hill riots, growth by age for news has 
skyrocketed on a year-over-year basis by as much as 100% 
among 18- to 24-year-olds.
  Analyzing the viewing behavior following the Capitol Hill 

riots on Jan. 6 as a recent example, 
Justin Laporte, VP of Audience Insights 
at Nielsen, noted that young audience 
figures had surged by as much as 100% 
for local news, while national news 
broadcasters also enjoyed a 50% uptick 
among this demographic.
  During the online presentation, given 
at NATPE’s A New Day for Stations 
panel, Catherine Herkovic, EVP and 
managing director for Local Television 
at Nielsen, added: “What we’ve seen 

during the crisis is that local news is the star: even younger 
audiences of 12- 17-year-olds are up by 30%.
  The Nielsen data shows that, across the board, news has 
been the genre most people have tuned to in the last year, 
peaking in April 2020 when news accounted for 45% of all 
TV viewing.

THIS AND THAT
  You Bet Your Life, hosted by Jay Leno, is sold in 85% of the 
U.S. in advance of its debut in fall 2021. Launching on the Fox 
Television Stations, the return of the classic game show has 
also been sold to stations from other station groups including 
Sinclair, Nexstar, Scripps, Meredith, Gray, McKinnon, 
Standard Media, Block and Sun Broadcasting... With an 
average viewer age approximately 20 years younger than 
that of linear TV, nearly half of Tubi’s 33 million monthly 
active users are under the age of 35, according to new data 
released by the Fox Entertainment-owned AVOD platform. 
Additionally, Tubi’s 2.5 billion hours streamed in 2020 mark 
a 58% increase in streaming viewership over the past 12 
months, providing an 80% incremental audience reach to the 
top 25 cable networks.

FINAL TREBEK EPISODES BOOST ‘JEOPARDY!’
  Jeopardy! received a parting gift from the late Alex Trebek 
as the show he hosted for 36 years celebrated a 29% increase 
from the prior week to a new season high 6.6 live plus same 
day national household rating, according to Nielsen.
  The show aired Trebek’s final five episodes, taped before 
his death at 80 of pancreatic cancer on Nov. 8, from Jan. 4-8.
  While CBS Media Ventures’ Jeopardy! soared, the week 
ended Jan. 10 was marked by the Capitol protest and siege 
on Jan. 6, and coverage of that event pre-empted many 
programs in many markets. Cable news coverage of the 
events at the Capitol also presented competition that was 
much stronger than usual.
  Trebek’s final week at Jeopardy!’s helm led all syndicated 
shows with the strip’s biggest household number since the 
week ended May 3, 2020.

NFL POSTSEASON SEES HIGHER AD REVENUES
  The first two weeks of the NFL postseason pulled lower 
average viewership — 22% and 7% lower, respectively — 
but gained higher overall national TV ad revenues because 
of two more games, MediaPost reports.
  The second round of the four divisional games were down 
7% to a Nielsen-measured 30.6 million in live program plus 
same-day time-shifted metric. The best results being Fox’s 
Tampa Bay-New Orleans game, averaging 35.5 million 
viewers.
  The week before the NFL expanded its wild card round 
of games to six from four a year ago. 
Average viewership per game dropped 
22% to 23.9 million (30.7 million the 
year before). Best results: Chicago/New 
Orleans on Fox, 28.6 million.
  Still, the NFL — because of the extra 
wild card games — benefited in terms 
of higher advertising overall revenues, 
up 40% to $913.2 million in national TV 
spending, according to iSpot.tv, from 
$653.9 million.
  Biggest advertisers this year: Verizon, 
80 airings ($35.4 million estimated national TV spend); 
Progressive, 55 airings ($32.8 million); TurboTax, 64 
airings, $28.5 million; State Farm, 48 airings, $28.1 million); 
and Geico, 65 airings (25.3 million).

RETAIL HIRING SURGED 189% YOY IN DECEMBER
  Seasonal retail employment gains hit their highest total on 
record in December, as retailers added 229,700 jobs during 
the month, Chain Store Age reports.
  The total is 189% higher than the 79,500 jobs retailers added 
in December 2019, according to an analysis of preliminary 
non-seasonally adjusted data from the Bureau of Labor 
Statistics (BLS) by global outplacement and business and 
executive coaching firm Challenger, Gray & Christmas.
  “The late-season hiring surge came primarily from club 
stores and supercenters, retailers that also typically sell 
groceries and other household items,” said Andrew 
Challenger, senior VP of Challenger, Gray & Christmas. 
“These are the retail jobs that have been in demand 
throughout the pandemic.”
  For the total 2020 holiday season, retailers added 788,600 
jobs, a 17% increase from the adjusted 672,300 jobs added 
in October through December 2019 (adjusted down from the 
702,000 jobs added during that season). It is the highest 
number of jobs added during the holiday season recorded 
by the BLS.
  Despite the gains, however, total employment for the 
sector is down by 429,200 jobs from December 2019. As 
of December, 15,730,500 workers were employed in retail, 
down 2.7% from the 16,159,700 employed workers in retail 
in the same month last year.
  According to the BLS, general merchandise stores, including 
warehouse clubs and supercenters, added 172,200 jobs 
during the holiday season, up from 111,800 jobs added 
at the end of 2019. Total employment in that sector is up 
184,900 jobs, or 9%, over 2019. Meanwhile, department 
stores added 155,900 jobs for the holidays, down 16.9% 
from the 187,700 jobs added in the same period last year. 
Total employment in this sector is down 5.3% from 2019.
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If you see someone 
looking too confident at 
the grocery store, ask 

them where the Velveeta is.
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KANTAR: HBO MAX HAD 20% OF NEW Q4 SUBS
  Broader app placement and a hit movie certainly have 
helped WarnerMedia’s HBO Max subscription streaming 
service, with new data from Kantar Worldpanel showing the 
service took 20% of all new SVOD subscribers in the fourth 
quarter of 2020.
  That’s up from 13.4% in Q3. The research firm said last year 
ended with 233 million SVOD subs in the U.S.
  For the full year, Disney+ led all services with 18.3% of 
new subs, followed by Amazon Prime Video (17%), Hulu 
(13.2%), Netflix (12.5%), Max (12%) and Apple TV+ (6.2%).

  In the crowded SVOD market, HBO Max 
launched last May and struggled out of the 
gate due to a variety of issues, including 
disputes with Roku and Amazon over 
app placement and a confusing debut 
while HBO Go and HBO Now were still 
operational.
  Since then, the two other HBO streaming 
services have been shuttered and Max 
has become available on Roku and 
Amazon Fire TV.

TRILLER POISED TO MAKE SUPER BOWL DEBUT
  Triller, the app that wants to take on TikTok, has a Super 
Bowl commercial in the works to run on CBS during the 
game, Ad Age reports.
  Triller, a music-and-video-sharing app, burst into prominence 
this summer, when it looked like Chinese-owned TikTok 
was in trouble in the U.S. (Then-President Trump tried to 
ban TikTok, citing concerns over its foreign ownership, and 
Triller’s founders and investors tried to capitalize by wooing 
top creative talent to try its app instead.)
  TikTok has remained strong in the U.S., but Triller, which 
claims to reach 65 million people a month, has not given up 
its quest. Now, the company plans to spend millions on a 
Super Bowl spot. Triller will play the role of scrappy startup 
with its first sponsorship at the Super Bowl.
  A source close to Triller says the app will appear in a national 
spot during the game. It’s still unknown what ad agency will 
help produce the ad and the length of the spot.
  Triller joins a growing list of first-time Super Bowl advertisers, 
including online car seller Vroom, freelance platform Fiverr 
and Scotts Miracle-Gro.
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Kantar

Disney+ had 18.3% of new 
streaming subs in 2020, 

leading all SVOD services.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

DECEMBER MALL TRAFFIC SURPRISINGLY HIGH
  Traffic statistics at American malls in the early days of this 
year’s expanded holiday shopping season fell in step with 
the volume of COVID-19 cases being reported — except 
during gift-buying crunch time in December.
  According to Placer.ai, the number of mall visitors decreased 
just 29% in October, a month during which weekly averages 
of new COVID cases ranged from 50,000 to 70,000. Year-
over-year traffic then plummeted by 42% in November when 
cooler temperatures lifted weekly case averages into the 
160,000 to 170,000 range.
  New case outbreaks continued into 
December, but mall traffic rebounded. 
Compared to November, traffic rose by 
10 percentage points to just a 32% falloff 
while COVID cases shot sky-high. On 
Dec. 19, Super Saturday, 250,191 new 
cases were reported. The weekly average 
on that date was 218,633.
  “December once again showed the 
resilience of consumer demand and the 
desire of shoppers to return to top malls,” 
said Ethan Chernofsky, VP of marketing 
at Placer.ai. “Visits were down just slightly behind the COVID 
high-traffic mark set in October. And importantly, this is 
putting mall visits up against December 2019, which was an 
exceptionally strong month for the segment.”

NETFLIX TOPS 200M STREAMING CUSTOMERS
  Netflix powered past the 200 million subscriber mark in 2020 
to cap its biggest-ever year of growth, driven by viewership 
gains during COVID-19.
  In Q4 2020, Netflix added 8.51 million paid streaming 
subscribers to stand at 203.7 million worldwide at the end of 
the year.
  Netflix previously forecast 6 million global paid net adds 
for Q4 (down from 8.8 million in the year-prior quarter), after 
the streamer saw a pandemic-driven boom in the first half of 
2020. For the full year, Netflix gained 36.6 million streaming 
customers — its highest annual gain, beating its previous 
record of 28.6 million in 2018.
  For 2021, Netflix has announced a massive slate of 71 film 
titles — with plans to debut new movies every week of the year 
— as the No. 1 SVOD player faces stepped-up competition 
from a slew of rivals including Disney+, Hulu, HBO Max, 
Peacock, Paramount+ and Amazon Prime Video.

ADVERTISER NEWS
(Continued from Page 1)
out a new curbside pickup program at three of the warehouse 
club’s locations in New Mexico. The retailer is offering the 
service in partnership with Instacart, which offers delivery 
for the chain... Domino’s had 22% of the quickservice pizza 
market in the fiscal year ended in November, according 
to The NPD Group. In the U.S. delivery space, Domino’s 
maintained 36%, with other major chains grabbing 27% and 
regional/independents totaling 37%. For carryout, Domino’s 
had 15%. Other major brands had 32%, with regional/
independents getting 52%. But CFO Stu Levy sees potential 
to gain more: The company sees potential for 8,000 U.S. 
locations and adding almost 5,200 international units, QSR 
magazine says.


