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SECTOR’S 2020 SALES UP 94% FROM 2012’S $131B
  Independent grocers now account for 33% of overall U.S. 
grocery sales, up from 25% nearly a decade ago, new re-
search from the National Grocers Association shows. 
  Sales by the independent supermarket sector rose almost 
94% to $253.61 billion in 2020 from $131 billion in 2012, 
the year of NGA’s last economic impact study. Over the 
same period, total U.S. grocery store sales climbed 47% 
from $524 billion to $772 billion, according to NielsenIQ/
TDLink data cited in NGA’s latest research, conducted by 
John Dunham & Associates.
  As a slice of the economy, independent grocers repre-
sented 1.2% of the 2020 U.S. gross domestic product of 
$20.93 trillion, with a total output topping $255 billion, NGA 
reported. The sector encompasses 21,574 stores nation-
wide.
  “Not only are independent community grocers at the heart 
of the community, they are also at the heart of the U.S. 
economy, responsible for more than 1.1 
American million jobs across thousands 
of communities,” NGA President and 
CEO Greg Ferrara said in a statement. 
“The continued strength and growth of 
the independent supermarket industry 
shows consumers are supporting lo-
cal, community grocers who continue to innovate and bring 
value to the communities they serve.”
  The 1.11 million jobs provided by independent grocers in 
2020, up from 944,200 in the 2012 study, generated wages 
of $38.54 billion. In addition, NGA said, wholesalers serving 
independent grocery provided more than 44,000 jobs total-
ing wages of nearly $3.3 billion.
  NGA’s study also noted that independent grocery is direct-
ly or indirectly responsible for almost 860,000 jobs across 
industries, including agriculture, manufacturing, construc-
tion, wholesaling, retailing and transportation, among oth-
ers. Independent grocers, too, account for federal, state 
and local tax revenue of $36.11 billion.
  “Through strategic investment and planning, independent 
community grocers found themselves well-positioned to 
meet the intense demand placed on them by consumers 
during the pandemic and have proved themselves to be in-
dispensable partners in their communities and local econo-
mies,” Ferrara explained.
  Still, independent operators have struggled to hold onto 
share in some markets, especially where food deserts ex-
ist, as they battle competitive disadvantages favoring big-
box retailers and dollar stores, according to NGA.
  “Despite this growth over the past decade, independents 
appear to be losing a foothold in rural and inner-city low-
income areas,” Ferrara stated. “NGA is working to reverse 
this trend through a comprehensive antitrust advocacy ap-
proach that would rein in growing power-buyer influence 
and encourage grocery investment in disadvantaged com-
munities.”

NGA: INDIE MARKETS DRIVE 33% OF U.S. GROCERY SALES
ADVERTISER NEWS
  Lincoln Motor Co. plans to expand its lineup in the U.S. 
and introduce four new battery-electric products by 2030 
as it transitions to an electrified portfolio to match its luxury 
rivals. Executives at Ford Motor’s premium brand said 
yesterday they expect that by 2026 half of all sales globally 
will be of zero-emission vehicles. By the end of the decade, 
each nameplate Lincoln offers globally will come with an 
electrified variant, although the brand expects to still sell at 
least some gasoline-powered models then… Volvo plans to 
produce a new premium SUV for its electric Polestar brand 
at a plant in Charleston, S.C., the company said. It will be 
the first vehicle produced domestically for Polestar, which 
was formed in 2017 by Volvo Cars and its China-based 
parent company, Geely Holding Group. It also is expected 
to be one of the first electric vehicles, if not the first, pro-
duced by Volvo in the United States... La-Z-Boy brought in 
a 41.4% year-over-year increase in sales for its Q4, turn-

ing in a record fourth quarter. Sales for 
the quarter were up $152.2 million to 
$519.5 million, reaching $1.734 billion 
for fiscal 2021. In its earnings report, 
La-Z-Boy said written same-store sales 
for the La-Z-Boy Furniture Galleries 
network doubled from Q4 2020 to Q4 

2021. For the year, written same-store sales increased 
31% year-over-year… American consumers will spend 
more than $11 billion on merchandise as part of Amazon.
com’s Prime Day event next week, surpassing the $10.4 
billion number hit in 2020, according to an Adobe Digital 
Economy Index forecast... Neiman Marcus, which plans 
to invest $500 million to remodel stores, speed deliveries 
of online orders and acquire new technology focused on 
improving the shopping experience for its well-heeled cus-
tomers, has agreed to purchase Stylyze, an online platform 
that recommends fashion items based on past purchasing 
and browsing history... Best Buy is taking its retailing act 
outdoors by selling grills and other appliances consumers 
can use to entertain in their yards. The consumer electron-
ics retailer has said that it will offer free delivery and on-
site assembly on some of its grills. It will also take away 
old grills for $29.99… Kroger’s retail media unit worked 
with more than 1,300 brands in 2020 to leverage the power 
of its customer loyalty programs and grow year-over-year 
revenue by 135%, adding $150 million to Kroger’s bottom 
line. Kroger Precision Marketing, part of the grocer’s data 
analytics division, is now focused on future growth... Taco 
Bell says it will give out free tacos to Californians who have 
been vaccinated against COVID-19. More than 70% of the 
state’s residents have received at least one shot… FedEx 
is working with robotics startup Nuro to test its autonomous 
delivery vehicles for last-mile deliveries in Houston. FedEx 
has also been testing its “Roxo” last-mile delivery vehicle 
since 2020 as part of an effort to keep up with the pace of 
e-commerce orders.
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ANALYST: NBCU, VIACOMCBS IN NEED OF SCALE
  NBCUniversal and ViacomCBS may eventually find 
themselves on the outside looking in as the subscription 
streaming video industry continues to grow.
  That’s according to MoffettNathanson analyst Michael 
Nathanson, who kicked off The StreamTV Show with a 
forward-looking assessment of which major streamers have 
the best chance at future success. He based his analysis on 
criteria including domestic scale; international opportunity; 
strong brands and original IP; and a “balance sheet and a 
stomach for investments.”
  Assuming that both the Amazon-MGM and Discovery-

WarnerMedia deals go through in 2022, 
he said that the clear winners will be 
Netflix, Disney, Amazon and Warner 
Bros. Discovery while AMC Networks 
will have success, albeit on a more niche 
level. But he said NBCUniversal and 
ViacomCBS may have trouble scaling in 
the new streaming world.
  Nathanson said that NBCUniversal 
and ViacomCBS currently drive higher 
ARPUs within their linear businesses 
than with their streaming services.
  “Those two companies in particular 
have a very tough hand as people cut the 

cord and migrate to streaming. They’ll not be able to replicate 
their linear ARPUs,” he said, pointing out that WarnerMedia 
and Fox are also somewhat stressed on streaming ARPUs 
versus linear.

NBCU TOP SPENDER ON NON-SPORTS CONTENT
  While NBCUniversal spent more on non-sports 
entertainment production content in 2020 than any major TV-
film company — $22.5 billion in 2020 — Disney and Amazon 
are seeing significant rising gains in spending, according to 
a new report.
  The report from Todd Juenger, media analyst for Bernstein 
Research, says that after NBCU, the proposed Warner 
Bros.’ Discovery company was next ($14.5 billion). Disney 
was in third ($13.2 billion), followed by Netflix ($12.5 billion), 
ViacomCBS ($11.5 billion) and Amazon ($11.5 billion).
  Only two big media companies are spending more year-
over-year: Disney spent around $11 billion in 2019; Amazon 
around $8 billion. At the same time, NBCU and Warner Bros. 
Discovery spent more in 2019 than 2020 — $23.5 billion and 
$16 billion, respectively.
  Juenger says companies’ growing efforts around streaming 
are pushing production budgets ever higher. At the same 
time, he says, many legacy companies need to keep their 
traditional lines of distribution — broadcast and TV networks 
— intact to fund future streaming investments.
  “Linear programming obligations matter,” he writes. 
“Companies still must program the networks, 24/7. They can, 
and should, apportion less to linear. But this will drive lower 
advertising and distribution revenue.”

THIS AND THAT
  AT&T anticipates a smooth approval process for the merger 
between WarnerMedia and Discovery, AT&T CFO Pascal 
Desroches told investors, but still expects final clearance 
to take roughly a year... Disney has no plans for an 
advertisement-supported tier for Disney+, CEO Bob Chapek 
said. He added that combining content placement and ad 
sales under the Media and Entertainment Distribution 
division has provided more innovation opportunities.Thursday, June 17, 2021

DIAGEO: NFL’S FIRST OFFICIAL SPIRITS SPONSOR
  The National Football League has announced that 
Diageo will be its first official sports sponsor.
  In addition to broadcast TV ads and in-game exposure 
activations for its brands, Diageo will employ digital and 
social media marketing, promote the sponsorship in liquor 
stores, host responsible drinking programs, and sponsor 
this year’s NFL Fan of the Year contest.
  The length and terms of the multiyear deal weren’t 
disclosed. However, an agency source cited by Sports 
Business Journal estimated the all-in cost at $30 million 
per year, with about half of that going to rights fees.
  The deal does not include Super Bowl 
advertising, as Anheuser-Busch InBev 
remains the exclusive alcohol category 
advertiser for the game, noted SBJ. 
But it does include international rights, 
starting with the 2022 season’s NFL 
International Series games in London.
  The sponsorship spans all of Diageo’s 
spirits brands, but not Guinness beer. 
At least initially, Diageo intends to focus 
on Smirnoff, Crown Royal and Captain 
Morgan Spiced Rum.
  Like most other categories, spirits 
advertising took a hit during the 
pandemic. But it was up 20% in this year’s first quarter, 
according to Kantar Media.

AUTO PRICES SOARING, WITH NO END IN SIGHT
  Car dealer lots have only a fraction of the vehicles — both 
new and used — that they typically have. That’s helping 
send prices to record levels and lifting the nation’s overall 
inflation rate. And the price increases aren’t over yet, CNN 
Business reports.
  The average new car price hit a record $38,255 in May, 
according to JD Power, up 12% from the same period a 
year ago. About two-thirds of car buyers paid within 5% 
of the sticker price in May, with some even paying above 
sticker.
  Wholesale prices for used cars sold at auction are up 39% 
since the start of this year, according to other data from JD 
Power. Retail used car prices are up a more modest 20% 
in the same period. That’s also a significant jump for this 
time of year, and the higher wholesale prices are pointing 
to bigger increases on the way.
  “That puts wholesale used prices at the highest level 
they’ve ever been,” said David Paris of JD Power. “And 
we are seeing used retail prices accelerating rapidly.”

STUDY: PANDEMIC DELAYS RETIREMENT PLANS
  It’s no secret that COVID-19 has upended people 
financially at all stages of life. Now, one new report shows 
just how the pandemic has changed the way people think 
about retirement.
  The study from Age Wave and Edward Jones finds that 
about 1 out of every 3 Americans who are planning to retire 
now say that will happen later due to COVID.
  About 69 million Americans now say COVID prompted 
them to change their retirement timing. That’s up slightly 
from 68 million as of May 2020.

Bernstein Research
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