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ONLINE CHANNELS NO LONGER JUST FOR BUYING
  Omnichannel shopping, or shopping both online and in-
store, grew by 50% last year as the novel coronavirus 
pandemic took hold, according to Nielsen data.
  The percentage of U.S. consumers surveyed who shopped 
“heavily or exclusively” online grew 133% from September 
2019 to September 2020, while preferences for in-store 
pickup increased 26% during the same time period.
  Pet supplies, vitamins and skincare products saw particular 
sales growth on omnichannel platforms, and Nielsen noted 
that Hispanic consumers (54%) have led the charge in 
utilizing both online and offline fulfillment methods in tandem, 
compared to respondents who identified as African-American 
(43%) and Asian-American (31%).
  More consumers are using online channels not only to 
purchase goods, but also to compare prices, to research and 
to identify physical stores, Nielsen noted. Nielsen’s findings 
support its prediction that a post-pandemic 
environment will not witness a wholesale 
return to pre-pandemic retail habits, but 
rather that omnichannel shopping options 
for consumers are here to stay.
  With 56% of online shoppers — compared 
to 51% of brick-and-mortar shoppers — saying that they put 
“careful consideration” into each purchase at the point of 
sale in September 2020, Nielsen’s data drives the point that 
for grocers, as well as for retailers, a meaningful and value-
added online presence is an essential business component. 
  Job losses caused by the COVID-19 pandemic have 
widened socio-economic divides across the U.S., further 
splintering shoppers into “constrained” or “insulated” spender 
groups, where the former are far more inclined to research 
across multiple suppliers and purchase private label options 
to cut down on costs, Retail Dive says. This rise in highly 
price-conscious consumers is expected to last for several 
years and spells out for grocers the importance of offering 
different price points both virtually and in-store.
  Retailers have expanded their virtual communication with 
consumers over the course of the pandemic by pushing new 
e-commerce techniques and using social media innovatively 
to promote their brand identity. A consumer pivot away from 
e-commerce will occur slowly if at all, 
Nielsen says, so spending on point-of-
sale for delivery and pickup, as well as 
in-store, are long-term investments.
  With more cross-channel shopping, 
retailers are investing in store and 
online improvements along with 
technologies. Albertsons has bulked 
up its e-commerce services to 
generate long-term omnichannel 
growth. Walmart, meanwhile, recently 
introduced a new store format that 
encourages shoppers to navigate 
using the company’s app.

NIELSEN: OMNICHANNEL SHOPPING SURGE TO ENDURE
ADVERTISER NEWS
  More than 650 General Motors temporary employees 
and nearly 400 Ford Motor employees will become per-
manent full-time employees this month, the automakers 
said. GM and Ford both have agreements with the United 
Auto Workers to convert temporary employees to perma-
nent positions so they can reach top wages and benefits 
like others have on the line. Fiat Chrysler Automobiles’ 
contract with the union doesn’t set conversion dates like 
the agreements at Ford and GM... Jill Soltau exited the 
CEO post at J.C. Penney on Dec. 31 after two years at 
the helm, prompting new owners Brookfield Asset Man-
agement and Simon Property Group to launch a search 
for her successor. Simon executive Stanley Shashoua will 
serve as interim CEO while the retailer works with strategic 
partner Authentic Brands Group to find a CEO with an 
eye for modern retail… December proved a record month 

for cannabis sales in Illinois, pushing the 
state’s total to $1 billion for the year. Sales 
at the state’s 80 dispensaries grew nearly 
$87 million last month, up from $75.2 mil-
lion in November, according to the Illinois 
Department of Financial and Profes-

sional Regulation... Tuesday Morning has exited Chap-
ter 11 bankruptcy with new debt financing and a planned 
rights offering for shareholders, the company said. The 
off-price retailer leaves bankruptcy with a footprint of 490 
stores, down from the 687 it operated when it filed for bank-
ruptcy last May… The Vitamin Shoppe is kicking off 2021 
by collaborating with WW International (formerly Weight 
Watchers) on a health and wellness initiative. The partner-
ship includes a variety of “integrated offerings” and “liveable 
solutions” to inspire healthy habits, including the launch of 
co-branded nutritional supplements and the introduction of 
select member-favorite WW snacks and protein boosters 
to The Vitamin Shoppe. All products are available for pur-
chase at The Vitamin Shoppe’s 684 namesake stores and 
31 Super Supplements stores... McDonald’s will launch
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AVAILS
  WDSU, the Hearst Television New Orleans NBC affiliate, 
is seeking an energetic, passionate, analytical and creative 
National Sales Manager who is up to the challenge of 
setting new records across multiple platforms. This person 
will lead, inspire and motivate the national sales team to 
exceed revenue goals and serve as backup to the Local 
Sales Manager. Organization, strong sales negotiation skills, 
a keen attention to detail, and the ability to excel in a fast-
paced environment are required. CLICK HERE for more 
information or to apply.

  The Victoria Television Group is looking 
for Account Executives to manage and 
grow transactional business as well as 
focus on prospecting and closing new 
business in the Victoria, Texas TV 
market. We’re looking for a self-starter 
with proficiency in cold calling and 
creating and delivering presentations. 
Candidates must be willing to work near 
the Gulf Coast in the Victoria, Texas 
DMA, and must develop and maintain 
relationships with agencies to achieve 

monthly goals. Excellent negotiation and customer service 
skills required. To apply, send resume to: opportunity@
victoriatelevision.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

PACKAGE THEFT GROWING WITH E-COMMERCE
  As consumers order more products online for delivery, more 
packages are being stolen, Chain Store Age reports.
  According to the 2020 Package Theft Statistics Report 
from C&R Research, 59% of surveyed online consumers 
receive some type of package on a weekly basis, which is 
up 10 percentage points from 2019. Meanwhile, the number 
of respondents who reported having a package stolen rose 
19% from 36% in 2019 to 43% in 2020.
  Of the 43% who have had a package stolen, 64% say 
they’ve been a victim of package theft more than once. The 
average value of the stolen package was $136, with 81% 
saying they received a refund.
  About one-third (32%) of respondents say delivery companies 
aren’t doing enough to prevent package theft, with almost 
four in 10 (39%) staying home to meet the delivery driver 
when they’re expecting a package.

DONE DEAL
  John Robertson, since 2018 the senior director of finance 
at Hearst Television, has been promoted to vice president 
of distribution. Among other duties, Robertson 
will supervise negotiations with digital-first vid-
eo distributors and platforms. He will also con-
tinue to work on merger and acquisition projects 
and strategic initiatives as well as oversee the 
implementation of various applications related 
to Hearst’s testing and rollout of the emerging 
ATSC 3.0, or “next-gen TV,” standard. Robert-
son, who joined Hearst as manager of finance 
in 2011, was previously a senior associate at 
PricewaterhouseCoopers, where he consulted on finance 
and accounting matters.

AUTOMAKERS END ROUGH YEAR ON HIGH NOTE
  General Motors, Toyota Motor and Volkswagen chalked 
up fourth-quarter U.S. sales increases, signaling a further 
recovery for the industry to end a pandemic-wracked year, 
Automotive News reports.
  GM’s sales improved 4.8% from a year earlier, as three 
of its four brands advanced. Toyota Motor was up 9.4% for 
the quarter, thanks to a 20% December gain in a month that 
was aided by three extra selling days.
  The final days of December appear to have been more 
robust than forecast, with several automakers citing 
unexpectely strong retail activity over the 
holidays.
  “There was also no shortage of positive 
news in the last week of December, 
and that may have encouraged 
consumers and lifted sales – passage 
of the stimulus package, more certainty 
around the election outcome, coupled 
with a lot of vaccine news,” said Charlie 
Chesbrough, senior economist at Cox 
Automotive. “That may have been 
enough to drive a surge at the end of the 
month, a surge that surprised even us.”
  Fiat Chrysler Automobiles finished Q4 with an 8% 
decline, reflecting lower fleet shipments, with volume off 
4% at Jeep, 5% at Ram, 31% at Dodge and 58% at Fiat. 
Only the Chrysler brand, up 5%, and Alfa Romeo, up 23%, 
finished the quarter with gains. Still, the automaker said Q4 
retail sales rose 1% behind Jeep, Ram and Alfa Romeo 
volume.
  A December surge made Mazda one of the few brands to 
show a gain for the year. Hyundai’s fourth monthly increase 
in the last half of 2020 wasn’t enough to avoid a Q4 decline. 
And Nissan Group continued to struggle amid a wrenching 
shift in strategy.
  The light-vehicle market, down 18% through September, 
continued to rebound in December and Q4 from the lows of 
Q2. After five straight years of sales above 17 million, the 
seasonally adjusted sales rate plunged to 8.74 million in 
April as the pandemic gripped America and auto factories 
were idled.

VIZIO SEES 20% JUMP IN 2020 SMART-TV VIEWING
  Viewing on Vizio smart TVs surged to 1.1 trillion minutes in 
2020, up 20.3% from 2019 due to the coronavirus pandemic, 
the manufacturer said.
  With about 18% market share, Vizio is the No. 2 maker 
of smart TVs sold in the U.S. Using data from its automatic 
content recognition subsidiary Inscape, Vizio tracked 
some 17 million TV sets and viewers who opted in to have 
their viewing measured. Of that group, about 14 million view 
programming through the company’s SmartCast app.
  While COVID-19 was boosting viewing, streaming was 
also continuing an ongoing increase in popularity among 
viewers and programmers. Vizio added 150 new free linear 
channels over the course of the year and offered access to 
apps like Disney+ and Peacock.
  Overall streaming of ad-supported programming on 
Vizio rose 226%, the company said, with a 142% burst for 
SmartCast’s home screen since the onset of the pandemic 
in March.
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Rodney Dangerfield

I tell ya, yesterday was a 
tough day. I found some 
guy’s wallet. Inside was 
a picture of my two kids.

https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2010109/?utm_medium=jobshare
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 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

HOW PANDEMIC HAS HURT HISPANICS’ FINANCES
  The Hispanic population’s collective purchasing power 
is large and will get larger. But marketers can’t ignore the 
fact that many Hispanic consumers’ finances have taken a 
severe hit during the pandemic.
  That’s according to eMarketer, which says a rebound to 
pre-pandemic conditions would still leave Hispanics with 
below-average income and wealth.
  “Among the financial symptoms of the pandemic are 
struggles to handle routine expenses, including unignorable 
bills like rent and mortgage payments,” said Mark Dolliver, 

eMarketer principal analyst at Insider 
Intelligence and author of the report 
U.S. Hispanics in a Time of Pandemic. 
“And for a population that has suffered 
badly from the virus itself, the threat of 
medical bills looms large,” he said.
  Averaged across waves of polling 
conducted from March to July, Ipsos 
and Axios found 66% of Hispanic 
respondents worried about their ability to 
pay bills. In UnidosUS/Somos/Latino 
Decisions polling in August, 64% of 

Hispanics said they were concerned (including 34% “very”) 
about their “ability to keep up with basic expenses.”

ADVERTISER NEWS
(Continued from Page 1)
three chicken sandwiches in February as it tries to reach 
new customers with more poultry on its menu. Starting 
Feb. 24, consumers will be able to buy the Crispy Chick-
en Sandwich, Spicy Chicken Sandwich and the Deluxe 
Chicken Sandwich. The fast-food giant began testing the 
Crispy Chicken Sandwich in Houston and Knoxville, Tenn., 
nearly a year ago. The sandwich features a fried chick-
en filet served on a buttery potato roll, topped with butter 
and pickles. The spicy version comes with a spicy pepper 
sauce, while the deluxe sandwich comes with more top-
pings: shredded lettuce, Roma tomatoes and mayo… But 
that’s not all! Shake Shake has added two new Korean-
style chicken items to its menu. The new additions include 
a Fried Chick’n Sandwich and Chick’n Bites. Both items 
use Gochujang, a fermented red chili paste used in Korean 
cooking, in their recipes.
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Listen Notes

A total of 897,379 podcasts 
made their debut last year, 
a 186% increase over 2019.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

GEORGIA SENATE RUNOFF SPEND NEARS $500M
  As media spending for yesterday’s Georgia’s dual U.S. 
Senate runoffs inched toward $500 million, it was difficult to 
imagine there was any TV or radio inventory left in the state, 
Ad Age reports.
  With $483 million spent or booked for yesterday’s runoffs, 
$163 million in ads had yet to air, according to the fourth 
Campaign Ad Scorecard (CAS), Overtime Edition — 
part of an ongoing project led by Ad Age Datacenter in 
partnership with Kantar/CMAG.
  To call it a windfall is an understatement. Even before 
Georgia’s ad infinitum, station owners 
in key political markets around the U.S. 
had already reported enormous revenue 
growth due to unprecedented campaign 
spending up through Election Day.
  All four candidates spent more than $40 
million, with Democrat Jon Ossoff leading 
the way with more than $92 million. Ossoff 
faced Sen. David Perdue, one of two 
Republican incumbents. The second seat 
in play is held by Republican incumbent 
Kelly Loeffler, challenged by Democrat 
Raphael Warnock.
  Along with the candidates, Republican super PACs — 
American Crossroads ($48 million), Senate Leadership 
Fund ($47 million) and Peachtree PAC ($40 million) — 
round out the seven largest Georgia spenders. No other 
sponsor has spent more than $16 million.
  WSB, Atlanta’s Cox-owned ABC affiliate, ranks first with $70 
million in TV spending. Overall spending includes ads coming 
from markets bordering Georgia, including Jacksonville, Fla.; 
Chattanooga, Tenn.; and Greenville and Spartanburg, S.C.; 
and Ashville, N.C.-Anderson, S.C.

2020 WAS A RECORD YEAR FOR NEW PODCASTS
  The number of podcasts ballooned in 2020 with the debut of 
new shows nearly triple that of 2019, Inside Radio reports.
  The podcast search engine Listen Notes says 897,379 
new podcasts debuted last year. That was a 186% increase 
compared to the 313,112 new podcasts that came onto the 
scene in 2019. That brought the number of new podcasts to 
1,897,528 at year-end. And the number of episodes available 
for listeners totaled 91,075,724. Both figures have continued 
to tick higher in the early days of January, according to Listen 
Notes.
  A month-by-month tally reflects the impact of the COVID-19 
lockdown on the rollout of new shows. May was the biggest 
month for new podcast debuts according to Listen Notes, 
which detected nearly 106,000 new shows. June ranked 
second with about 92,000 new podcasts, followed by April at 
91,000. December had the fewest new show debuts of any 
month last year.
  The flipside of more podcasts being born is that the number 
of podcast deaths also rose last year. Listen Notes says 
there were 60,858 podcasts that were considered dead, an 
increase of 35% from 2019.
  The top genre remains Society & Culture, which represented 
13.4% of all shows. It is followed by Education (11.3%), 
Religion & Spirituality (9.2%), Arts (9%), Business (8.6%), 
Comedy (7.7%), Health & Fitness (5.9%), Music (5.5%), 
News (5.2%), Leisure (4.8%), and Sports (4.8%).


