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THIRD-PARTY PROVIDERS POISED TO GAIN BIG
  On-demand food delivery sales are outpacing all of 
e-commerce and are expected to reach $138.77 billion 
in the U.S. by 2025 — more than double 2020 levels, 
finds a new report, Sizing the Delivery Intermediary 
Opportunity, from Edge by Ascential’s market research 
arm Retail Insight. From Amazon to Walmart and 
Instacart to Target, the report also predicts which 
companies will lead in the increasingly competitive food 
delivery space.
  Demand for grocery and food delivery, accelerated by the 
pandemic, has surged so much so that digital foodservice 
and grocery sales are outpacing all of e-commerce. 
U.S. sales at on-demand food delivery firms, including 
DoorDash, Uber and Instacart, are increasing at a 
compound annual growth rate (CAGR) of 16.8% a year, 
nearly 1.7 times faster than the total e-commerce market 
in the U.S., which is expected to grow at 
10.1% CAGR, notes Edge by Ascential.
  Instacart, the largest grocery-focused 
on-demand delivery service in the U.S., is 
expected to reach $27.33 billion in gross 
merchandise value (GMV) sales, finds the 
analysts at Edge by Ascential, who further 
predict that Instacart (which partners with 
more than 30,000 retailers in the U.S.) and Uber (whose 
most notable retail partner is Walmart) will overtake 
Target’s digital business by GMV sales by 2025. Target 
will grow GMV sales by $24.44 billion, up from $14.87 
billion in 2020, the report said.
  Target-owned Shipt is the second-largest grocery-
focused intermediary in the U.S., serving Target last-mile 
fulfillment and partnering with other retailers, such as 
Costco, H-E-B, Meijer and CVS. 
  Edge analysts also predict DoorDash, the largest food 
delivery service in the nation, will become the third 
largest e-commerce banner in the U.S., behind Amazon 
and Walmart.com by 2025. In August 2020, DoorDash 
announced the launch of virtual DashMart convenience 
stores across the U.S. The online stores, curated by 
DoorDash, offer thousands of convenience, grocery and 
restaurant items.
  “DoorDash, which expanded into grocery last summer to 
accommodate booming demand during the pandemic and 
is actively partnering with retailers in other categories, will 
add $48.57 billion worth of GMV sales in 2025, doubling 
2020 sales,” Edge by Ascential said.
  As the U.S. gradually reopens and lifts restrictions on 
social distancing and indoor dining, the Edge Retail Insight 
analysts still see continued growth in on-demand grocery 
delivery, which it anticipates will expand by nearly 150% to 
grow GMV sales $76.27 billion by 2025.
  “DoorDash will account for about a third of U.S. delivery 
platform sales by 2025, with Uber and Instacart racing up 
behind, with 20% each,” Edge by Ascential analysts said.

REPORT: ON-DEMAND FOOD DELIVERY AT $139B BY 2025
ADVERTISER NEWS
  Dick’s Sporting Goods is launching a new outdoors con-
cept called Public Lands with two stores: one in Colum-
bus, Ohio, and the other in Pittsburgh. The new stores will 
occupy two former Field & Stream stores, each measuring 
about 50,000 square feet. Shops within the store will fea-
ture products for dedicated activities such as biking, camp-
ing and hiking. Many consumers who don’t take part in such 
activities still like dressing as if they do. “We’ve got the op-
portunity to give them the ability to showcase their lifestyle 
on a day-in, day-out basis whether they’re on a trail, skiing, 
or going out to dinner on Friday night,” said Dick’s executive 
chairman Ed Stack… Walmart is rolling out Me@Walmart, 
a new mobile app for associates intended to “simplify 
daily tasks, serve our customers and plan for life outside 
of work.” The retailer is also giving free Samsung smart-
phones to 774,000 associates for access to the app on the 

job. Walmart associates will be able to use 
the phones for personal use outside of work 
but will be restricted while working on their 
shifts… Meanwhile, Walmart said last week 
its stores will be closed on Thanksgiving 
Day, joining big-box rival Target in shutting 
its brick-and-mortar locations on the na-
tional holiday. For many years, consumers 

kicked off their holiday shopping in earnest the day after 
Thanksgiving, also known as Black Friday… Sally Beauty 
has seen significant growth in its sales of vivid hair color 
products. The beauty brand and retailer has launched a 
TikTok marketing campaign to promote bright blue, green, 
pink, purple and other colors as having a place in the main-
stream. “The office is changing. Life is changing. Work is 
changing. … It was happening before and the pandemic 
gave it a kick in the butt,” said CEO Christian Brickman… 
Chewy’s business has thrived since the pandemic hit the 
U.S. The online pet retailer saw its annual sales grow to 
$7.15 billion, up 47.4% over the previous year. The com-
pany has succeeded by hiring people who love pets and 
who are dedicated to personally looking after the compa-
ny’s many customers… Five Below got off to a strong start 
in fiscal 2021, with sales and earnings that topped analysts’ 
expectations. The tween and teen value retailer opened 67 
net new stores during the quarter, for a total of 1,087. The 
openings were across various states, including Utah, its 
39th state. Sales rose 197.6% to $597.8 million compared 
to the year-ago period and 64% compared to Q1 2019. An-
alysts had expected sales of $555 million... Will the third 
time be the charm for Staples? USR Parent, the parent 
company of Staples, has made an unsolicited $1 billion bid 
to buy the consumer business of ODP Corp., including its 
approximately 1,100 Office Depot and OfficeMax retail 
stores, the company’s direct channel business (officede-
pot.com), and the Office Depot and OfficeMax intellectual 
property, including all brand names. It’s the latest effort by 
Staples to acquire its rival.
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AVAILS
  WKOW, the ABC affiliate in Madison, Wis., has an 
immediate opening for an account executive. A positive 
and motivated salesperson committed to 
winning will love working for Quincy Media, a 
growing family-owned company. The AE will 
grow and develop an account list while helping 
local clients grow their bottom line. You’ll have 
fun selling the Green Bay Packers, Big 10 
Football, local sports and news in the fastest-growing market 
in Wisconsin. Live and work in the home of the Wisconsin 

Badgers! Resume and references to: 
bbriney@wkow.com. No calls, please. 
EOE.
  Nexstar Inc., America’s largest local 
broadcasting company, is seeking an 
experienced and dynamic General 
Sales Manager to lead its sales 
operation in D.C. In this role, the General 
Sales Manager will have full oversight 
over Nexstar’s sales operations at 
WDCW-TV and WDVM-TV, as well as 
the stations’ digital, mobile and social 

media assets. Responsible for delivering best-in-class 
sales performance, and expansion into critical regional key 
accounts and channels in line with Nexstar’s vision and 
values. CLICK HERE for more details or apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

REPORT: HACKERS TARGET COX MEDIA GROUP
  Many Cox Media Group properties across the U.S. were 
still largely unavailable late last week following an apparent 
ransomware incident in which hackers attacked CMG’s live 
streams for its radio and TV stations.
  Cox Media owns 33 TV stations in 20 markets and 54 radio 
stations in 10 markets, as well as several multi-platform 
streaming video and digital platforms.
  The TV stations, a mixture of major network affiliates 
and independents, are located in markets like Boston; 
Pittsburgh; Dayton, Ohio; Seattle; and Tulsa, Okla.
  According to Inside Radio, the attack began last Thursday 
morning and was apparently centered on internal networks 
and live streaming capabilities such as web streams and 
mobile apps at the Cox Media properties.
  The attack apparently didn’t affect traditional pay-TV feeds 
for the channels. Dish Network, which reached a carriage 
deal with Cox Media for about 14 channels in December, 
said it experienced no issues with the broadcaster.

TUBI, COHEN MEDIA GROUP INK CONTENT DEAL
  Fox Entertainment’s ad-supported streaming service 
Tubi has entered into a content deal with Cohen Media 
Group, adding more than 80 titles from the distributor 
exclusively for AVOD, Media Play News reports.
  Tubi will be the free streaming home to award-winning 
titles such as James Ivory’s Howards End and Julie 
Dash’s modern classic Daughters of the Dust.
  Tubi has more than 30,000 movies and television series 
from more than 250 content partners, including every major 
studio, in addition to the largest live local and national news 
channels.

LRG: CTV VIDEO VIEWING STEADY VS. LAST YEAR
  A recent study shows 39% of all adults watch video daily 
via a connected TV device, about the same level as a year 
ago (40%), according to the Leichtman Research Group.
  Weekly data shows higher results: 60% of adults watch 
video using a connected TV device at least once a week, 
compared to 59% in 2020.
  What isn’t known from the study is how many minutes 
have been viewed by those adults vs. a year ago. Other 
research indicates that total viewing data is climbing.
  Leichtman says 82% of U.S. TV households have at least 
one internet-connected TV device. This 
includes connected smart TVs sets or 
separate set-top-box devices, such as 
Roku, Amazon Fire TV, Chromecast 
or Apple TV or connected video game 
systems, and/or connected Blu-ray 
players.
  Younger 18- to 34-year-old TV viewers, 
as has been confirmed from other studies, 
are the biggest users. Some 54% watch 
videos on a TV via a connected device 
daily. This compares to 43% for those 
35-54 and 22% of ages 55+.
  Recent findings are based on a survey of 2,000 adults 
ages 18+ in U.S. households with a TV set. The survey, a 
random sample of respondents, was conducted in April-May 
2021 with 1,250 online and 750 respondents via telephone.

STUDY: COVID RECOVERY SHIFTS HOW WE SHOP
  As consumers receive vaccinations and enter the “new 
normal,” everything from how often they visit the store to 
what products they buy is changing.
  According to a new study from shopper intelligence platform 
Catalina, for the four weeks ending May 22, shopping trips 
were up 9% compared to the same period in 2020 (during 
the height of the pandemic). However, dollar sales per store 
were down 3% and overall basket sizes were 12% lower.
  But when compared to the same four-week period during 
the pre-pandemic era of 2019, Catalina found that shopping 
trips in May 2021 were down 9%, while dollar sales per 
store were up 7% and overall basket sizes rose 18%. This 
suggests that consumers are shifting spending back to 
brick-and-mortar as COVID-19 eases, but are still making 
fewer store visits than they were before the pandemic 
affected store operations.
  Further examination of shopping data pulled from 
Catalina’s Buyer Intelligence Database, which captures 
same-store dollar sales for the four weeks ending May 22 
vs. the same period in 2020, shows recent major buying 
shifts across categories as a result of increasing face-to-
face interactions.
  For example, sales of Dixie cups and Chinet plastic cutlery 
are up 36% and 39% respectively, while Osteo Bi-Flex 
sales have risen 4% and Smartwater sales have jumped 
64% year-over-year.
  Consumers are also showing a renewed interest in their 
personal appearance: Maybelline lipstick sales have 
surged by 66%, Native deodorant by 88%, and Downy 
clothing wrinkle reducers by 48%. The same holds true for 
dating, as Tic Tac breath freshener sales are up 51%, while 
Durex condom sales have increased 32%.
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Leichtman Research

Eighty-two percent of U.S. 
TV households have at 
least one CTV device.
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AD-SUPPORTED PARAMOUNT+ READY TO ROLL
  ViacomCBS’ branded subscription streaming platform 
Paramount+ is officially launching its ad-supported option 
today.
  The SVOD launched March 4 in the U.S., priced at $5.99 
monthly with limited ads. The new ad-supported tier replaces 
that option and is priced at $4.99. A commercial-free tier 
costs $9.99 monthly.
  Competitor Hulu charges $5.99 monthly with ads and $11.99 
without. Disney+ remains ad-free at $7.99, while Netflix and 
Amazon Prime Video charge $8.99 and $12.99 monthly, 

respectively, without ads. Neither service 
streams commercials.
  Paramount+ ended the most recent fiscal 
quarter with 36 million subs globally when 
combined with Showtime OTT. The two 
services topped 19.4 million subs in the 
U.S. through Feb. 24.

THIS AND THAT
  The third installment of Warner 
Bros. Pictures’ The Conjuring horror 
franchise, The Devil Made Me Do It, 

knocked off Paramount Pictures’ A Quiet Place Part II with 
a $24 million projected domestic weekend box office revenue 
across 3,100 screens. That would top Quiet Place 2 with 
$19.5 million. The John Krasinski-helmed post-apocalyptic 
thriller has generated almost $89 million after 10 days in 
theaters... The percentage of U.S. broadband subscribers 
who are provisioned for 1-gigabit-per-second download 
speeds and higher reached 9.8% in Q1. The market share 
figure represents a 261% year-over-year increase — as of 
Q1 2020, only 3.8% of broadband customers had pricey 1-gig 
service, according to OpenVault, a Hoboken, N.J. provider 
of software, service and data solutions to high-speed internet 
providers... Job creation disappointed again in May, with 
nonfarm payrolls up what normally would be considered a 
solid 559,000 but still short of lofty expectations, the Labor 
Department reported Friday. Payrolls were expected to 
increase by 671,000, according to economists surveyed by 
Dow Jones. The unemployment rate fell to 5.8% from 6.1%, 
which was better than the estimate of 5.9%... Bob Iger, 
executive chairman of Disney, sold about $100 million worth 
of the company’s stock on June 1. The sale represented 
about half of Iger’s holdings in the company. After the sales, 
Iger had 500,000 shares of Disney stock worth $88.6 million 
based on the closing price of $177.18 on Friday.
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FunnyTweeter.com

All I’m saying is, if paper beats 
rock why are rocks used as 

paperweights?

HIGH-INCOME AMERICANS STRONG TV VIEWERS
  According to Tremor Video’s March 2021 survey, the 
largest percentages of respondents with incomes of 
$100,000 or more said they would 
increase their TV viewing during the next 
six months: 40% live TV, 49% SVOD 
(paid streaming) and 44% AVOD (free, 
ad-supported streaming).
  Data from The Media Audit’s 62-Market 2020 Aggregate 
Survey not only supports the Tremor Video findings, but 
also indicates more than 90% of adults 18+ with an annual 
household of $100,000 or more are 
exposed to some TV daily.
• Adults 18+ – 92.9%
• Adults 18–34 – 90.3%
• Adults 35–49 – 92.7%
• Adults 50+ – 94.2%
  Although TV is known for its almost 
universal reach into every household, 
advertisers especially want to engage 
with adults with the largest household 
incomes and thus the most disposable 
income. These high-income adults were 
also more likely to have saved more money and paid down 
more of their credit card balances during 2020 compared 
to previous years. They are the prime consumer audience 
likely to lead the rebound of the retail sector as well as travel 
& leisure and entertainment.
  The trend holds true even for those adults with annual 
household incomes of $1 million or more, per The Media 
Audit Aggregate Survey. Those 50+ were exposed to 
slightly less TV daily – but they were likely either working 
hard to earn more or retired and spending their money and, 
therefore, with slightly less time for TV viewing.
• Adults 18+ – 91.0%
• Adults 18–34 – 90.5%
• Adults 35–49 – 97.2%
• Adults 50+ – 86.8%

SINCLAIR PUSHES ‘STACK’ OF DIGITAL OTA NETS
  While many in the TV business are investing billions in 
subscription streaming services, big broadcasters are 
focusing on free over-the-air digital channels, Next TV 
reports.
  Sinclair Broadcast Group has been investing in its digital 
channels — Comet TV, Charge and TBD — and is seeing 
a healthy increase in advertising revenue since getting 
ratings from Nielsen and upgrading programming. In June, 
for example, Charge is adding CSI: Miami to its schedule.
  “What we’ve tried to do with these networks is level up 
the programming to make them general-market worthy,” 
said Scott Ehrlich, Sinclair senior VP, growth networks and 
content.
  Sinclair is calling its channels The Stack in their first-ever 
upfront presentations. The 70 one-on-one meetings are 
aimed at getting media buyers to understand that digital 
channels offer familiar programming and a growing number 
of consumers are looking for free entertainment.
  Sinclair and other stations have started converting stations 
from the current broadcast format, ATSC, to the NextGen 
ATSC 3.0 standard. Sinclair expects half the U.S. to be 
covered by ATSC 3.0 in 2022.

FRIDAY NIELSEN RATINGS - LIVE + SAME DAY


