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ONLINE TO REMAIN PRIMARY SHOPPING CHANNEL
  According to a survey on 2021 holiday shopping behaviors 
from continuous product design firm Quantum Metric, 
online will remain the main method for completing holiday 
shopping in 2021.
  The survey found 81% of respondents did more than half 
of their 2020 holiday shopping online and plan to purchase 
the same amount, if not more, of their gifts online during the 
upcoming holiday season, Chain Store Age reports.
  With many families unable to celebrate the holidays together 
in 2020, two in three consumers (64%) expect the upcoming 
season to be more meaningful than in years prior, making 
Americans 56% more likely to be emotionally invested in the 
2021 holidays.
  The added pressure will lead nearly two in three (62%) to 
spend more than they had before the pandemic, as more than 
half (54%) seek gifts that represent a personal connection 
with the recipient. This emotional spending is driving up 
consumers’ expected budgets, with 30% anticipating they’ll 
spend up to $1,000 on the holidays, while almost one in 
four (23%) say they will spend up to 
$2,000.
  Additional findings from the survey:
•  Consumers are shopping 
distracted. Consumers will take an 
informal approach to holiday shopping, with three in four 
(72%) choosing to browse for gifts while at work, watching 
TV or doing other tasks. Even with their attention divided, 
nearly two in five (37%) will take less than a day to make 
decisions on holiday gifts.
•  Retailers shouldn’t bet everything on Black Friday. 
Despite the buzz, one in three (36%) won’t shop on major 
sale days like Black Friday or Cyber Monday. In fact, half 
plan to start buying holiday gifts well before Black Friday. 
While 66% avoid major holidays due to out-of-stock issues 
and potential errors in their online shopping experience, 
three in four (76%) say they prefer to shop more sporadically.
•  Millennials are personal shoppers; Gen Z focuses on 
convenience. Millennials (age 25-44) are the most likely to 
purchase gifts with a personal tie (58%), with nearly three 
in 10 (29%) taking a week to make a purchase. Meanwhile, 
Gen Z shoppers (age 18-24) are focused on convenience 
with 29% preferring to use holiday gift guides and 23% 
taking less than an hour to make a decision on a gift.
  “Our findings show that the surge in 2020 e-commerce 
holiday sales wasn’t just a result of the pandemic, it signified 
a major shift in shopping behaviors that will continue into the 
upcoming season,” said Mario Ciabarra, CEO of Quantum 
Metric. “With emotions high, retailers need to create digital 
experiences that are personalized and intuitive, allowing 
consumers to focus less on how they shop and more on 
finding the best gift for friends and family.”
  Quantum Metric’s survey polled 2,000 U.S. consumers over 
the age of 18. Using a third-party mobile survey platform, 
the survey was commissioned in June 2021.

SURVEY: E-COMMERCE SET TO SOAR FOR THE HOLIDAYS
ADVERTISER NEWS
  Ulta Beauty will open its first mini-shops inside Target stores 
next month, with plans to open more than 100 by year’s end 
and to eventually reach 800 shops. Ulta will sell more than 50 
prestige makeup, skin care and hair care brands in the shops 
and through Target’s e-commerce site, and the partnership is 
focused on drawing new shoppers and increasing shopping 
trips and loyalty… Sleep products seller Casper will open 
its first branded brick-and-mortar shop inside Bed Bath and 
Beyond’s renovated Manhattan flagship, which reopens this 
week. The move is part of a larger partnership between the 
retailers that will also include adding Casper experiences at 
more Bed Bath and Beyond stores and selling Casper prod-
ucts at Bed Bath and Beyond stores nationwide and online… 
The Fresh Market, which was publicly traded between 2010 
and 2016, is filing for an initial public offering again. The com-
pany looks to initially raise $100 million and pay down debt 
that totaled nearly $1 billion on Jan. 31… The return of lunch 
business and continued off-premises sales have sparked 
optimism from Chipotle Mexican Grill CEO Brian Niccol, 

who plans to grow the chain to 6,000 
units in North America. The company 
expects double-digit sales growth in 
Q3, but there are concerns about food 
and freight costs, despite recent menu 

price increases meant to offset rising costs… Walmart Well-
ness Day will take place at more than 4,700 Walmart phar-
macies nationwide on Saturday. The discount giant is offering 
health screenings, wellness resources and immunizations at 
its pharmacies as part of the free event. The goal of Walmart 
Wellness Day is to help customers get back on track with 
preventive health measures they may have missed over the 
past year, especially as many families prepare for in-person 
work and school this fall… A legendary motorcycle brand is 
rolling out an online marketplace for pre-owned motorcycles. 
Harley-Davidson is launching H-D1Marketplace on its 
H-D.com e-commerce site. H-D1 Marketplace is designed 
to offer consumers comprehensive functionality to search, 
sell and purchase pre-owned Harley-Davidson motorcycles 
across North America. The marketplace connects custom-
ers to the Harley-Davidson dealer network and is backed 
by the Harley-Davidson Certified inspection and warranty 
program… Dollar General has launched its second supply 
chain facility in the Bluegrass State. The discount retailer in-
vested approximately $65 million in its new distribution cen-
ter in Walton, Ky. The Walton facility is expected to create 
300 new distribution and private fleet career opportunities 
and support more than 800 Dollar General stores at full ca-
pacity… Coca-Cola’s Q2 earnings and revenue beat Wall 
Street’s expectations. The company also raised its full-year 
forecast for adjusted earnings per share and organic reve-
nue growth. Coke’s revenue surpassed 2019 levels as some 
markets bounced back from the pandemic. A year ago, the 
company reported its biggest plunge in quarterly revenue in 
at least three decades as lockdowns crushed demand.
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VAB TO MRC: SUSPEND NIELSEN’S ACCREDITATION
  Media trade body VAB is calling on the Media Rating 
Council to suspend accreditation for Nielsen’s national TV 
ratings amid continued problems stemming from the data 
giant’s COVID-19 workarounds, Ad Age reports.
  MRC accreditation is what gives Nielsen TV ratings their 
legitimacy to be used as currency in billions of dollars worth 
of network TV deals. But suspending accreditation likely 
wouldn’t throw the marketplace into chaos, says VAB CEO 
Sean Cunningham, whose group represents TV networks.
  Networks and buyers could still transact using the 
suspended ratings, he says. But suspension, he says, 

would force Nielsen to come forward 
with a detailed, public plan for fixing 
measurement problems that have led to 
persistent undercounts of TV audiences 
for more than a year, particularly Black, 
Hispanic and younger audiences.
  In a statement, the MRC said it’s 
taking concerns of the VAB and its 
members “very seriously” and has been 
actively pursuing issues the group has 
identified both with its full TV committee 
and Nielsen management. At this time, 
Nielsen national TV ratings remain 
accredited, the MRC announced, 

adding: “We will keep the marketplace informed of any 
subsequent actions.”

VERIZON: FIOS TV SUBS DOWN, BROADBAND UP
  Verizon yesterday disclosed that while its legacy Fios TV 
service continues to lose pay-TV subscribers, the losses 
are more than offset by increases in high-speed internet 
subscriptions — gateways for third-party OTT video 
distribution into homes, Media Play News reports.
  Verizon has no branded streaming service, but it is offering 
select mobile customers upwards of 12 months free access 
to Disney+ and Discovery+.
  Fios TV ended Q2 with more than 3.7 million subscribers, 
which was down 270,000 from the previous-year period. 
In the quarter, Verizon lost 62,000 net subs vs. a loss of 
81,000 last year.
  At the same time, Fios broadband ended the period with 
almost 6.4 million high-speed internet subs, up 421,000 
subs from the previous year period. In the quarter, Fios 
added 92,000 broadband subs compared with 10,000 net 
additions last year.

NBCU, ROKU TEAM FOR OLYMPICS STREAMING
  NBCUniversal and Roku have announced a partnership 
to bring the 2020 Tokyo Summer Olympics to streamers 
on the Roku platform in the U.S.
  For the first time, Roku is creating direct access to NBCU’s 
5,500 hours of streaming coverage of the Summer Games. 
Roku users will be able to access in-depth coverage of the 
Games via the NBC Sports or Peacock channels on Roku 
devices through Aug. 8.
  “As this is Peacock’s first Olympics, we saw a great oppor-
tunity to bring the games to life across the Roku platform,” 
Maggie McLean Suniewick, president, business develop-
ment and partnerships, direct-to-consumer, NBCU, said in 
a statement. “This experience on Roku makes NBC Olym-
pics content unmissable for streamers.”
  NBCUniversal previously announced that it will present 
7,000 hours of coverage of the 2020 Tokyo Olympics this 
summer across its multiple platforms.Thursday, July 22, 2021

DISCOVERY: UPFRONT MOST SUCCESSFUL EVER
  Discovery, the last upfronts week presenter that was still 
negotiating business in July, has finally crossed the upfront 
finish line, Adweek reports.
  In what’s likely its final upfront prior to next year’s merger 
with WarnerMedia, the company completed negotiations 
for its most successful upfront ever, according to a source. 
Discovery did not share any specifics about CPM (cost per 
thousand viewers reached), volume or pricing.
  The company more than doubled its upfront sales of 
Discovery Premiere, which allows advertisers to buy a mix 
of the 30 most-watched shows from across the Discovery 
portfolio and was a top upfront priority 
for Jon Steinlauf, chief U.S. advertising 
sales officer of Discovery Inc. More than 
200 clients are now buying Discovery 
Premiere.
  Demand was strong for the company’s 
advanced advertising offerings, as well 
as its digital properties, including new 
streamer Discovery+ and its Go apps.

CABLENET CHATTER
  ESPN has landed a talent touchdown. 
After years of trying to secure top sports 
celebrities to boost its flagship Monday 
Night Football coverage, the Disney-backed sports outlet 
said it has enlisted both Peyton and Eli Manning to co-
anchor a second broadcast of its signature show, starting 
this fall. The famous football brothers will lead the new 
broadcast on ESPN2, and the sports-media giant said it 
may also place their show on its streaming-video ESPN+. 
The pair will start their duties in the fall of 2021 and continue 
through the 2023 season, handling a total of 30 games over 
three seasons.

GLOBAL SMART-TV OWNERSHIP AT 51% BY 2026
  More than half (51%) of all households worldwide will 
own a smart TV by 2026, corresponding with 1.1 billion 
homes, according to Strategy Analytics.
  At the end of 2020, 34% of global households — more 
than 665 million — owned a smart TV. Sales of smart TVs 
grew by 7.4% in 2020 to reach 186 million units, accounting 
for 79% of all flat panel TVs sold.
  Sales growth over the past year was strongest in North 
America, where government stimulus checks helped to 
drive an increase in spending on home entertainment 
products as consumers found themselves spending more 
time at home due to COVID-19 restrictions.

THIS AND THAT
  U.S. spending in influencer marketing is set to hit $3.69 billion 
this year, a 33.6% rise over 2020, and projected to surpass $4 
billion in 2022, according to eMarketer. Instagram captures 
approximately half of that spend... Life expectancy in the U.S. 
fell by 1.5 years in 2020, the biggest decline since at least 
World War II, as COVID-19 killed hundreds of thousands. 
Provisional data from the Centers for Disease Control and 
Prevention showed American life expectancy dropped to 
77.3 years in 2020, roughly the same level as in 2003. It was 
the largest single-year decline recorded since 1943.

Strategy Analytics

More than half (51%) of all 
households worldwide will own 

a smart TV by 2026, about
1.1 billion homes.


