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CONSUMERS LEANING TOWARD IN-STORE PICKUP
  The U.S. online grocery market showed contraction in year-
over-year sales for the second straight month in June 2021, 
as in-store pickup gained momentum.
  The latest Brick Meets Click/Mercatus Grocery Shopping 
Survey says the U.S. online grocery market generated $6.8 
billion in sales during June 2021, down 23% year-over-year 
and 3% lower month-over-month, as ship-to-home sales 
totaled $1.5 billion and pickup/delivery reached $5.3 billion.
  The overall sales decline was driven by decreases in the 
number of monthly active users (MAUs), order frequency, 
and spending per order. While the total market contracted, 
in-store pickup’s dominance continued to strengthen, and the 
degree of online grocery cross-shopping between grocery 
and mass retail services remained near all-time highs.
  The ongoing independent research initiative, created and 
conducted by Brick Meets Click and sponsored by Mercatus, 
found that 63.5 million U.S. households bought groceries 
online in June, a 12% decline from June 2020. Monthly active 
users declined across all age groups, with the youngest (18-
29) and the oldest (over 60) each dropping 
by more than 15%. Core customers (30-44 
years old) dropped only 6%. Pickup’s monthly 
average user base jumped by almost 16% 
on a year-over-year basis, while delivery’s 
base declined 1% and ship-to-home’s base 
experienced a drop of 6%.
  During June 2021, monthly active users 
placed an average of 2.7 online orders, down 
6% from 2.89 orders one year earlier. The share of orders 
received via pickup grew nearly 20% on a year-over-year 
basis, capturing 42% of total order share as delivery and 
ship-to-home experienced two- and four-percentage-point 
drops in share, respectively. 
  During June 2021, pickup regained the top share in large 
metro markets and once again became the dominant method 
across all four market types, growing monthly order share 
in all market types versus last year. In comparison, ship-
to-home’s order share shrank across all market types, and 
delivery’s order share grew only slightly in the least populated 
markets on a year-over-year basis.
  The June results also revealed that 
33% of monthly active users received 
online grocery orders only via pickup; 
another 16% received online grocery 
orders only via delivery. Pickup’s 
overall usage rate for June 2021 was 
nearly five percentage points higher vs. 
the prior year and over 23 points higher 
compared to August 2019. 
  Spending per order shrank as the 
weighted average across all receiving 
methods declined nearly 7% in June 
2021 vs. a year ago, mostly driven by a 
drop in delivery’s average order value.

ONLINE GROCERY SHOPPING EASES FOR SECOND MONTH
ADVERTISER NEWS
  Every new or redesigned Cadillac introduced in North 
America from now on will be an electric vehicle, fulfilling the 
luxury brand’s role as General Motors’ lead EV brand as 
the automaker speeds toward its goal of a zero-emission 
portfolio in the market by the end of the decade. “We will be 
leaving this decade as an EV brand, as things stand today, 
which means that we will not be selling [internal combustion 
engine] vehicles by 2030,” Rory Harvey, VP of global Cadil-
lac, said in April… At Home Group, the home décor super-
store, will open three new stores in July, bringing the total 
store count to 231 locations in 40 states. Two of the stores 
are on the East Coast in Princeton, N.J., and Abingdon, Md., 
and the third location is on the west coast in Temecula, Ca-
lif. At Home announced plans last February to open 12 to 
15 new stores across the U.S. this year. The company has 
an ultimate goal of having more than 600 locations nation-
wide… Moves by shoe brands including Nike and Crocs to 
shift away from wholesale deals in favor of growing direct-
to-consumer sales has been good for Skechers as retail-

ers seek new merchandise to fill their shelves. 
The shoe brand reported a 205.7% rise in 
wholesale revenue in Q2 vs. the same period 
last year as well as a 31% increase over Q2 
2019… Wegmans had pulled hand baskets 
from stores in response to the pandemic but 
is bringing them back in some locations. The 
family-owned grocery chain, which closed its 
self-serve hot and cold bars in response to the 

spread of COVID-19, has opened one at a store in Pittsford, 
N.Y., with no news on whether more will follow… Home De-
pot has a clear message for professional shoplifters: Stay 
away. The home-improvement chain is unveiling power tools 
that won’t work unless they’re properly scanned and activat-
ed at the register via Bluetooth technology. If a thief man-
aged to smuggle a power drill out of the store without paying, 
the drill simply wouldn’t turn on. Organized retail crime costs 
retailers an average of $719,548 per $1 billion in sales, a 
2020 survey from the National Retail Federation found — a
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AVAILS
  Nexstar Media Inc., America’s largest local broadcasting 
company, is seeking an experienced and dynamic Director 
of Sales to lead its sales operation 
in Colorado Springs, Colo. (DMA # 
82). In this role, the Director of Sales 
will have full oversight over Nexstar’s 
sales operations at KXRM-FOX, 
KXTU-CW, as well as the station’s 
digital, mobile and social media assets. Candidates must 
have a minimum 3+ years of management experience 

in selling TV, video and digital. CLICK 
HERE to apply.
  Hearst Television’s WMOR/Tampa, one 
of the premier independent stations in the 
country in a top growth market, is seeking 
an experienced Research Director. The 
Research Director will be part of the 
station’s management team and analyze 
data to present meaningful stories and 
strategies to outside customers and 
internal staff on promotions. If you’re an 
organized, detail-oriented team player 

with exceptional written and verbal presentation skills, and 
you have a desire to join a destination company offering a 
tremendous growth opportunity, CLICK HERE to apply!

See your ad here tomorrow! CLICK HERE for details.

FOX ANNOUNCES PREMIERE DATES FOR FALL
  Fox has revealed fall premiere dates for its new and 
returning series, including the debut of avatar singing 
competition Alter Ego in the plum post-Masked Singer slot, 
along with rookie dramas The Big Leap and Our Kind of 
People. Also set are the Sunday Animation Domination 
block and the season bows of veteran dramas 9-1-1 and 
The Resident.
  Fox’s Premiere Week will launch at 8 PM Monday, Sept. 
20, with the Season 5 premiere of 9-1-1, starring Angela 
Bassett, Peter Krause and Jennifer Love Hewitt, followed 
by the series debut of ballet dramedy The Big Leap, featuring 
Scott Foley, Teri Polo and Piper Perabo and based on the 
British series Big Ballet.
  Tuesday, Sept. 21, will see a similar pattern of a fifth-
season premiere followed by a drama series debut: The Matt 
Czuchry-Emily VanCamp medical drama The Resident 
scrubs in at 8 PM, leading into Our Kind of People, starring 
Yaya DeCosta and Morris Chestnut.
  The games begin on Wednesday, Sept. 21, with the 
Season 6 premiere of The Masked Singer, followed by the 
new singing competition Alter Ego, in which contestants 
create their dream avatar to perform in the way they’ve 
always wanted to be seen. Both shows also will air originals 
on Thursdays.
  The ongoing WWE’s Friday Night SmackDown and Fox 
Sports Saturday will air on their respective nights this fall, 
with the Animation Domination block returning on Sunday, 
Sept. 26.
  It launches with Season 33 of The Simpsons at 8 PM, 
followed by the sophomore run of The Great North at 8:30, 
Season 12 of Bob’s Burgers at 9 and Season 19 of Seth 
MacFarlane’s Family Guy at 9:30.

OLYMPICS: THREE DAYS, $135M IN AD SPENDING
  Opening weekend of the Tokyo Summer Olympics 
has brought in an estimated $135.6 million in national TV 
advertising spend across all NBCUniversal TV networks, 
according to iSpot.tv.
  National TV ad spend is down slightly from the first three 
days of the 2016 Rio Olympics, which earned $150.8 million 
in estimated ad spend, according to iSpot.tv.
  This year so far, there are many more TV commercials — 
almost double — with 3,982 airings of commercials vs. 2,169 
in 2016.
  To date, total impressions are higher 
for these summer games — 5.5 billion 
against 4.7 billion — across all NBCU 
networks for the first three days of the 
16-day event. This includes national 
linear TV, time-shifted viewing, as well as 
local, video-on-demand and streaming/
OTT.
  Toyota is the biggest spender in the 
U.S. so far — at $12.4 million — with 
134 airings of commercials across all 
NBCU networks airing the event. It has 
garnered the most impressions of any paid advertiser with 
257.3 million impressions.
  In terms of paid-advertising impressions, Walmart is next 
at 197.1 million impressions, coming from 105 airings ($2.6 
million in estimated national TV ad spend). Chevrolet comes 
in at 147.7 million impressions, 93 airings ($5.57 million TV 
spend).
  Geico is at 142.9 million impressions — with 102 airings 
and $1.4 million in estimated national TV spend — while 
Facebook has 113 million impressions from 71 airings ($3.5 
million ad spend), with Visa at 109.2 million impressions, 83 
airings ($3.6 million spend).

NETWORK NEWS
  Solar Opposites writers Grace Parra Janney and Josh 
Bycel are developing a single-camera comedy for ABC 
inspired by the former’s own large Mexican-American family 
in Texas. The pair have teamed with Eva Longoria and 
her UnbeliEVAble Entertainment production company to 
develop a half-hour series for the Disney-owned network. 
The multi-generational comedy is about an upper-middle-
class family handling grief, identity and a re-evaluation of 
their roles following the death of the family’s patriarch... 
The third time was decidedly not the charm for Madeleine 
Mantock, who is exiting The CW’s Charmed after playing 
eldest sister Macy Vaughn since the series was rebooted in 
2018. Mantock said last week that she would not be a part of 
the fourth season... Maria Taylor has parted ways with ESPN 
and has landed at NBC Sports — making her debut on the 
network’s Olympics coverage. NBC said Taylor, in addition 
to the Tokyo Games, will be a host for NFL games, including 
Football Night in America and the Super Bowl. She’ll also 
handle assignments across NBC Sports properties... Adam 
Rodriguez (Criminal Minds) has signed on for a recurring 
role in Ordinary Joe, NBC’s upcoming drama series starring 
Jimmy Wolk. The project, which co-stars Natalie Martinez, 
Charlie Barnett and Elizabeth Lail, explores the three 
parallel lives of the show’s main character (Wolk) after he 
makes a pivotal choice.
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FunnyTweeter.com

I just spent so long trying 
to convince an app that I’m 
not a robot that I’m starting 

to think that maybe I am.
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USED-CAR MARKET LIFTS LENDERS, BORROWERS
  Red-hot demand for used cars is turning the auto-lending 
world upside down, The Wall Street Journal reports.
  Prices are so high that some lenders are coming out 
ahead on defaulted auto debt. And far fewer borrowers are 
underwater on their car loans, meaning they don’t owe more 
than the car is worth when they trade it in. It is a tricky time to 
buy a car, but a pretty good time to owe money on one.
  It is a silver lining of the surge in used-car prices. Americans 
are shopping for cars at near-record numbers, but a 
computer-chip shortage has starved dealers of inventory. 

The severe shortage of vehicles to sell, 
including previously owned ones, has 
cars acting more like houses — growing 
in value and delivering meaningful gains 
to their owners. The average price of a 
used car was $18,453 in June, up more 
than 34% from the same time last year, 
according to Manheim.
  About 20% of owners were underwater 
when trading in their cars in June, down 
from 32% a year earlier, according to car-
shopping site Edmunds.

ADVERTISER NEWS
(Continued from Page 1)
nearly 60% increase from 2015... Give and Go Prepared 
Foods Corp. is voluntarily recalling select muffins for possible 
listeria contamination. The muffins were sold nationwide under 
various brand names, including Uncle Wally’s, and store 
brands, including at Walmart, 7-Eleven and Stop & Shop, 
according to an FDA recall notice… Target is expanding its 
kids’ offerings via a new limited-edition collaboration designed 
to help all kids feel included. The discounter is partnering with 
children’s book author Christian Robinson on a line for kids 
that will include more than 70 items across home, apparel 
and books. The Christian Robinson for Target collection 
will be available beginning Sunday, Aug. 15, on Target.com 
and in most Target stores.
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Zenith forecast

U.S. TV ad spending will 
decline 4% this year to $60.6 
billion from $63.4 billion in 

2020. It will rise to $63.2 billion 
in 2022 and remain flat in 2023.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

ZENITH: ONLINE VIDEO TO LIFT AD SPENDING
  Online video advertising will be the fastest-growing digital 
channel in 2021, rising 26% to $63 billion, projects Zenith’s 
just-released Advertising Expenditure Forecasts report.
  “The online video landscape continues to transform, 
fueled by the growth of streaming services and connected 
TVs,” said Benoit Cacheux, Zenith global chief digital 
officer. “Its continued evolution requires a radical rethink 
of how to build the optimal screen-neutral reach model. 
The ingestion of new data sources into TV planning also 
creates further opportunities to further sync TV and video 
planning.”
  The forecast calls for online video 
and performance-led e-commerce 
advertising to add $40 billion, or 11.2%, 
to global advertising spend, for a total 
of $669 billion. That’s up more than 6% 
from the pre-pandemic peak.
  The U.S. will be by far the largest 
contributor to global growth, accounting 
for 46% of the $67 billion added to the 
global ad market.
  Ad-spend growth is expected to remain 
strong over the next two years, with 6.9% growth forecast 
for 2022 and 5.6% for 2023.
  Digital advertising overall is projected to grow by 19% this 
year, and increase its share of total ad spend to 58% — up 
from 48% in 2019.
  Television fell 8% globally in 2020 and is forecast to grow 
1% in 2021. However, U.S. TV ad spend is forecast to 
decline 4% this year, to $60.6 billion, from $63.4 billion in 
2020, before rising to $63.2 billion in 2022 and remaining 
flat in 2023.
  Nevertheless, thanks to limited inventory and higher 
demand driven by budget rebounds this year, the cost of 
TV advertising is up 5% on a global basis, on average, 
even as audiences shrink.

HUB: AD-SUPPORTED SVOD GAINS POPULARITY
  As the cost of stacking multiple streaming subscriptions 
rises, free-ad-supported TV (FAST) platforms are gaining 
users. But new data from Hub Research’s annual 
Monetization of Video study suggests that tiered platforms 
— where viewers can choose between a paid, ad-free 
option and a less expensive (or free), ad-supported option 
— appeal to the largest cross-section of viewers.
  In the survey, conducted in June among 1,607 U.S. TV 
viewers age 16-74, respondents were divided into two 
groups. Group one chose from a paid, ad-free subscription, 
a free-with-ads service, and a paid, limited-ads subscription 
(“fewer ads than you’d see on regular live TV”).
  Group two, meanwhile, chose from the same options, 
except the limited-ads service was replaced with a paid 
service offering two tiers to choose from: ad-free and ad-
supported.
  According to the data, almost twice as many consumers 
chose the service with tiered options (36%) as the service 
with a limited-ad option only (19%).
  The percentage of respondents choosing the tiered service 
was just as high as the percentage choosing free-with-ads, 
and higher than the percentage choosing the service with 
only a single, ad-free option.


