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PRE-PANDEMIC SHOPPING HABITS TO RETURN
  As COVID-19 shows signs of receding, consumers are 
returning to stores and starting earlier for their back-to-school 
shopping needs.
  According to the third annual U.S. Back-to-School 
Consumer Sentiment Survey from Sensormatic 
Solutions, part of Johnson Controls, 76% of consumers 
plan to shop in-store this year. The survey reveals a return to 
pre-pandemic shopping habits for the 2021 back-to-school 
season.
  Seventy-four percent expect their children to return to fully 
in-person classes this year. As a result, 34% plan to start 
their back-to-school shopping (both in-stores and online) 
in July, compared to only 17% of consumers in 2020 and 
39% of consumers in 2019. When asked how they will be 
shopping for back-to-school this year in addition to the 76% 
of respondents who plan to shop in-store:
•  54% said they will shop online
•  33% will use buy online, pickup in-store (BOPIS)
•  22% will use curbside pickup
  When asked how the state of the economy 
will impact shopping habits, respondents 
displayed a notable year-over-year shift 
back to pre-pandemic spending:
•  2021: 39% said their shopping habits will 
not be impacted and 12% plan to spend 
more this year compared to last year.
•  2020: 21% said their shopping habits 
would not be impacted and 9% said they would spend more 
than the previous year.
•  2019: 51% said their shopping habits would not be impacted 
and 12% said they would spend more than the previous year.
  Consumers plan to spend the most on apparel and school 
supplies. Seventy percent said they would spend the most on 
clothing/apparel, followed by shoes (55%), school supplies 
(53%), backpacks (37%) and electronics (33%).
  Sixty-one percent said they anticipate spending the most 
on casual clothes (e.g. jeans, graphic t-shirts, etc.), followed 
by 17% who said athleisure, and 11% who said fitness/
sportwear.
  Consumer confidence about shopping in-store reached new 
highs in June. Nearly three-quarters (73%) of back-to-school 
shoppers said they’re currently neutral or unconcerned about 
shopping in-store.
  When asked the same question in spring 2021, 50% of 
shoppers were neutral or unconcerned about shopping in-
store and only 35% were neutral or unconcerned in winter 
2020.
  As confidence increases, there is also a resurgence of 
consumers who preferred to shop at enclosed malls. Sixteen 
percent said they shop at enclosed malls most frequently, 
compared to 9% in spring 2021. Free-standing stores and 
strip centers remain the most popular format, with 42% 
of back-to-school shoppers saying they shop here most 
frequently.

SURVEY: BACK-TO-SCHOOL CONSUMERS TO HIT STORES
ADVERTISER NEWS
  Amazon’s dominance of U.S. e-commerce extends to 
Google search volume, and the competition isn’t even re-
motely close. According to data from online coupon plat-
form DealDrop, during the past 12 months, Amazon has 
averaged 133 million U.S. Google searches per month. 
Walmart comes in a very distant second place with an av-
erage of 6.85 million. Home Depot (4.69 million), Target 
(3.31 million) and Best Buy (2.76 million) round out the top 
five… Lexus has been steadily building out its presence 
into the world of gaming and e-sports to register with new, 
younger audiences. Now it’s making what the luxury auto 
brand calls its biggest step to date. The car manufacturer 
announced last week that it is now the official luxury au-
tomotive partner of Los Angeles-based 100 Thieves, an 
e-sports organization and lifestyle brand that operates sev-
eral teams competing in video games tournaments, attract-
ing investors such as rapper Drake and Salesforce CEO 
Marc Benioff… Albertsons has a new wholesale supplier 

of frozen foods. C&S Wholesale Gro-
cers, a provider of supply chain solutions 
and wholesale grocery supply in the U.S., 
has purchased Albertsons’ frozen service 
contract from Burris Logistics. C&S en-
tered into a definitive agreement to pur-
chase Albertsons’ frozen service con-
tract from Burris Logistics in early spring 
2021… Walgreens Boots Alliance and 

VillageMD are expanding the availability of Village Medi-
cal at Walgreens practices in Indiana. New Indiana lo-
cations opening in 2021 will include Griffith, Portage and 
South Bend. Currently, Walgreens operates Village Medical 
primary care clinics in the Indiana markets of Indianapolis, 
Kokomo and Merrillville… General Motors’ latest version 
of its Super Cruise driver-assist technology, set to debut 
on the GMC Hummer EV pickup, will allow customers to 
perform more functions hands-free: towing heavy loads and 
changing lanes. The new features will be available on the 
Hummer pickup when it launches this year. Next year, the 
updated Super Cruise will roll out on the 2022 GMC Sierra, 
Chevrolet Silverado and Cadillac Escalade, CT4 and 
CT5… Frito-Lay’s Cheetos brand is extending a campaign 
featuring rapper Bad Bunny by offering the public an ex-
clusive chance to purchase items from the Cheetos x Bad 
Bunny fashion collection from Adidas prior to the line’s of-
ficial launch Aug. 6. Fans must prove their Cheetos loyalty 
by posting a photo of their fingers covered in “Cheetle” dust 
at the Cheetle iD website to access the collection… Earlier 
this year McDonald’s set a goal to have 35% of its leader-
ship roles filled by people from underrepresented groups 
by 2025, and the chain is also planning to grow diversity 
among its largest suppliers. By 2025, McDonald’s plans 
to have one-quarter of its U.S. supply chain spending with 
diverse-owned suppliers, an increase from current levels of 
about 23%.
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EV SALES GROWTH OUTPACES AUTO INDUSTRY
  The auto industry’s push into electric vehicles has gained 
traction this year with sales of these models growing at a 
faster clip than the broader U.S. car business, The Wall 
Street Journal reports.
  While still a sliver of the overall market, sales of plug-in 
vehicles more than doubled in the first half of 2021 compared 
with last year, when the pandemic sapped sales. That far 
outpaced the 29% rise for total vehicle sales, according to 
research firm Wards Intelligence.
  The biggest factor driving the gains was Tesla’s continued 

dominance in electrics. Its U.S. sales rose 
78% through June this year, according to 
an estimate from research firm Motor 
Intelligence. The increase was helped 
by Tesla’s Model Y crossover SUV, which 
has quickly become the company’s top 
seller since being introduced last year.
  Other new offerings from traditional 
automakers, such as Ford Motor’s 
Mustang Mach-E SUV and 
Volkswagen’s ID.4, also helped push 
sales of plug-in electric vehicles to over 

3% of the total U.S. market in May and June, the highest ever 
recorded, according to industry data.
  Auto companies collectively are spending $330 billion 
over the next five years to bring more plug-in models to 
showrooms, according to consulting firm AlixPartners.

PITTSBURGH LATEST MARKET FOR LOCAST
  Local TV streaming service Locast said it has launched in 
its 35th market, Pittsburgh.
  The geofenced service will also include Morgantown, W.Va., 
with its lineup of 40-plus TV station channels.
  Locast is supported by donations from users. Those who 
don’t pony up are sent periodic requests for donations that 
interrupt the programming, but also offers a Locast Cares 
option for users who can’t afford to pitch in, an option for 
which university students, for example, can qualify for.
  Also eligible for the program — which is capped at the first 
25,000 who apply — are first responders and low-income 
households.
  Locast is available through, among others, Google Play, 
Apple TV, Android TV, Amazon and Roku.
  Locast streams TV station signals online, using a copyright 
carveout to do so without having to seek permission from 
the station or pay a license fee, which Locast argues is 
essentially a “fair use” of the signals under the law, though 
the TV networks see it quite differently.

KRAFT MACARONI & CHEESE ICE CREAM DEBUTS
  Kraft Heinz has partnered with Brooklyn-based Van 
Leeuwen Ice Cream to introduce a limited-edition macaroni 
and cheese flavor of ice cream, CNN Business reports.
  To create the cheesy dessert, Van Leeuwen churned the 
flavor of Kraft Macaroni & Cheese into its ice cream. On 
social media, Van Leeuwen called it “the ice cream you never 
knew you needed.”
  Van Leeuwen began selling the new flavor on July 14, which 
is National Macaroni & Cheese Day. It was made available 
nationwide online and in their scoop shops in New York, 
California, New Jersey and Texas.

NETFLIX, PEACOCK IN OLYMPIC AD COMPETITION
  On the first primetime broadcast of the 2020 Tokyo 
Summer Olympics on NBC, Netflix made a quiet entry 
into the TV commercial competition. The 30-second spot 
on Saturday highlighted original content that aired during 
broadcast of Team USA’s first medals at the Games when 
male and female swimmers snatched six medals.
  The price for a 30-second primetime commercial at the 
Tokyo Games reportedly exceeds $1 million.
  The Netflix spot was the only SVOD promo to go up 
against NBCUniversal’s non-stop run of commercials 
for Peacock, the hybrid SVOD/AVOD 
platform launched a year ago.
  NBCU is pulling out the stops to jumpstart 
Peacock, which reported 42 million sign-
ups through Q1, but reportedly just 10 
million paying subscribers — suggesting 
the service needs an Olympics boost.
  The network’s broadcast of the opening 
ceremony reportedly drew 16.7 million 
viewers, the smallest U.S. TV audience 
for the event in the past 33 years. At 
the same time, streaming viewership 
increased to 17 million across all digital platforms, including 
NBCOlympics.com.

DONE DEAL
  Nexstar Media Inc. has promoted Ron Romines as SVP 
and regional manager, overseeing the company’s broadcast 
and digital operations in various markets across the U.S. 
He will be based at Nexstar’s headquarters in Irving, Texas. 
Romines has been VP and GM of the company’s broadcast 
and digital operations in Charlotte, N.C. (DMA #22). In this 
capacity, he was responsible for the long-term strategy 
and day-to-day operations of WJZY-TV (FOX), WMYT-
TV (MyNet) and FOX46.com. Romines joined Nexstar in 
January 2017 following the company’s acquisition of Media 
General, where he served as VP and GM of WTEN-TV and 
news10.com in Albany, N.Y. (DMA #59). Romines joined 
WTEN-TV in 2005 as general sales manager and spent 14 
years at the station, becoming VP and GM in 2014.

VAB: TV VIEWING GREW FOR SOME LAST YEAR
  Boosting its claim of Nielsen undercounting beginning 
in 2020, the VAB points to data from iSpot.tv showing a 
number of different viewership metrics grew in calendar-
year 2020 over the year before, Television News Daily 
reports.
  For example, it says the total monthly average household 
TV “ad ratings” were 6% higher to 3.97 million viewers 
per time period — versus 3.75 million the year before. In 
addition, it said 18-49 viewers grew 4.8% to 1.97 million and 
25-54 viewers were up 4.9% to 2 million.
  With the U.S. strongly impacted by the COVID-19 pandemic 
in summer 2020, the VAB says “work at home” audiences 
showed advertising ratings were higher due to higher TV 
news viewing and the return of major TV sports franchises 
— after that sports TV content was halted in March due to 
the pandemic.
  The VAB has said Nielsen’s halting of its in-home 
maintenance by field agents for its 40,000 national TV panel 
starting in 2020 led to  “undercounting.”
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HBO, HBO MAX ADD 2.8M COMBINED Q2 SUBS
  AT&T said its WarnerMedia subscription streaming video 
service, HBO Max, and HBO pay-TV channel added 2.8 
million combined subscribers in Q2.
  The platforms ended the period with 47 million combined 
subs, a gain of 10.7 million subs over the past year, and 67.5 
million globally, up 12 million.
  WarnerMedia ended the quarter with more than 12 million 
standalone HBO Max subscribers in the U.S. and 31.5 
million transitioned subs from HBO pay-TV. HBO ended 
the quarter with 32,000 U.S. pay-TV subs and 3.5 million 

commercial subs — the former reflecting 
increased migration of subscribers from 
linear TV to streaming.

THIS AND THAT
  Universal Pictures’ Old surprisingly 
topped the domestic box office with an 
estimated $16.5 million ($20 million 
globally) in ticket sales in another 
pandemic-affected weekend as infections 
of the new delta variant spike nationwide. 
Space Jam 2, which is concurrently 

streaming for free to subscribers on HBO Max, finished 
behind Disney/Marvel’s Black Widow. The superhero 
movie generated $11.6 million across 4,250 screens to up its 
North American box office total to $154 million... HBO Max 
will air a minimum of 10 new Warner Bros. films exclusively 
next year, WarnerMedia recently announced.

U.S. POPULATION GROWTH GRINDS TO A HALT
  America’s weak population growth, already held back by 
a decade-long fertility slump, is dropping closer to zero 
because of the COVID-19 pandemic.
  In half of all states last year, more people died than were 
born, up from five states in 2019. Early estimates show the 
total U.S. population grew 0.35% for the year ended July 1, 
2020, the lowest ever documented, and growth is expected 
to remain near flat this year.
  Some demographers cite an outside chance the population 
could shrink for the first time on record. Population growth is 
an important influence on the size of the labor market and a 
country’s fiscal and economic strength.
  This year, the U.S. will record at least 300,000 fewer 
births because the uncertain economy and the pandemic 
dissuaded women from having babies, according to 
projections by economists Melissa S. Kearney and Phillip 
Levine.
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in the U.S. totaled $14 
billion in Q2, an increase 

of 2% vs. a year ago.

NBA FINALS LOSE GROUND AS STREAMING RISES
  Although NBA Finals viewing was up from a year ago, it 
was down big time from 2019 — registering the fourth-least-
watched NBA Finals ever, according to Nielsen data.
  The silver lining is that streaming data showed continued 
growth.
  Roku, the largest digital-streaming set-top-box/platform 
with 53.6 million monthly active users, says the event was up 
17.4% in “streaming reach,” which resulted in a 42% increase 
in streaming hours over a year ago.
  Roku says the data excludes virtual pay-TV providers 
(vMVPDs), such as Sling TV, Hulu + Live 
TV, and YouTube TV, which carried ABC, 
live, linear TV airing the event exclusively.
  Looking at just Roku households that 
watched the event on ABC, 10.4% 
streamed a part of the 2021 games Finals, 
while the percentage came in at just 3.9% 
of homes for the 2020 NBA Finals. Roku 
says its results here include viewing data 
from virtual pay-TV providers.
  Roku says about 48 million viewers 18 
years and older tuned in to the 2021 NBA 
Finals on traditional linear TV (ABC) — up 11.2% vs. the 
2020 Finals.
  Roku viewers are not based on average minute audience, 
as per Nielsen’s traditional TV measure. Rather, it represents 
total viewers of one minute or more of viewing time.
  Although the NBA Finals — where the Milwaukee Bucks 
beat the Phoenix Suns in six games — grew 32% in viewing 
to average a Nielsen-measured 9.9 million viewers vs. 2020, 
under its live-program-plus-same-day viewing metric, it was 
down 35% from 2019, which averaged a 15.1 million. 

VIDEO GAMES: HALF-YEAR SALES UP OVER 2020
  The video game industry continues to prosper through 
six months of 2021 after setting revenue records during 
pandemic 2020.
  According to the Q2 2021 Games Market Dynamics: 
U.S. report from The NPD Group, overall total consumer 
spending on video gaming in the U.S. totaled $14 billion in 
Q2 2021 (April to June), an increase of 2% vs. Q2 2020.
  Gains were seen across PC, cloud and non-console VR 
content, mobile and subscription spending, as well as 
hardware. Console content and accessories experienced 
declines.
  Overall content spending in Q2 reached $12.57 billion, an 
increase of 2%. Subscription content was the only content 
segment with double-digit percentage gains vs. Q2 2020. 
Hardware posted a 12% increase, while accessories fell 11%.
  Data from Sensor Tower shows U.S. consumer spending 
in mobile games during Q2 increased 5% from Q2 2020. 
Multiplayer gaming on mobile continues to be a standout 
theme, with seven of top 10 earning titles focused on real-
time online play, up from five in Q2 2020.
  “Spending in mobile games remains elevated, showing 
signs of a continuing lift from the surge of new players who 
flocked to the category beginning in the second quarter of 
2020,” said Randy Nelson, head of mobile insights at Sensor 
Tower. “Thus far, we see no indication that spending or usage 
has diminished as consumers have begun their return to life 
in a post-vaccine world.”

FRIDAY NIELSEN RATINGS - LIVE + SAME DAY


