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BIG-BOX CHAINS LOOK TO BOOST STORE TRAFFIC
  As the pandemic drags on, big chains like Target and 
Nordstrom are looking for ways to keep consumers coming 
back to their stores, CNN Business reports.
  One go-to strategy is the store-within-a-store concept. It’s a 
way for one retailer to join forces with another by setting up 
a pop-up shop within their stores. Industry analysts say the 
approach has benefits for both parties. For instance, Kohl’s 
is adding as many as 200 Sephora mini shops inside of its 
stores in 2021 as a way to expand its beauty and cosmetics 
category. For Sephora, the deal helps the retailer expand its 
market to Kohl’s shoppers.
  Meanwhile, Target is opening mini Apple shops in a handful 
of its stores as it strives to become a one-stop shop.
  “From Sephora co-locating in Kohl’s to Apple in Target 
stores, these collaborations bring complementary customer 
traffic and added income, especially for the host retailer,” 
said Burt Flickinger III, managing director 
of Strategic Resource Group. It’s also a 
way to get shoppers to visit stores more 
frequently, he said.
  Among the most recent “shop-in-shop” 
collaborations, Nordstrom and at-home 
fitness startup Tonal have teamed up to 
launch a handful of Tonal mini shops inside 
Nordstrom stores. The Tonal-branded pop-
up stores are debuting this month in 40 
Nordstrom locations across 20 states.
  “Retailers right now are looking for ways 
to boost customer traffic,” said Robert Passikoff, a retail 
industry expert and founder of consulting firm Brand Keys. 
“The Nordstrom-Tonal partnership makes sense because it 
fits well with the customers of both brands. For Tonal, it’s a 
very smart way to get its products in front of more consumers 
because everyone knows Nordstrom, so it will benefit from 
this sense of borrowed equity.”
  Makeup sales, meanwhile, have been walloped by the 
pandemic. But that’s not stopping Sephora from adding more 
stores outside of struggling malls. Sephora is set to open 
mini shops inside Kohl’s stores, with the first 200 locations 
debuting in fall of 2021.
  For Kohl’s, the collaboration 
allows it to attract younger 
consumers with a wider array 
of beauty products and prices. 
“Beauty is an area where Kohl’s 
is currently underdeveloped, so it 
doesn’t capture much spend from 
shoppers who are already in its 
stores,” said Neil Saunders, retail 
industry analyst and managing 
director of GlobalData. “Adding 
a Sephora automatically resolves

(Continued on Page 3)

RETAIL EYES MORE SALES VIA HIGH-PROFILE PARTNERS
ADVERTISER NEWS
  As Volvo Cars transforms into an EV-only brand in less 
than a decade, it is reinventing the way it will sell the next-
generation vehicles. The automaker last week announced 
plans to move to an online-only, fixed-price sales model for 
its expanding fleet of battery-powered models. Volvo’s all-
digital strategy will have ramifications for the brand’s 281 
U.S. dealers. Retailers are “concerned and fearful” about 
where they stand, Volvo Retail Advisory Board Chairman 
Ernie Norcross told Automotive News last week. Volvo 
Car USA CEO Anders Gustafsson was quick to attempt 
to calm dealers’ nerves. Dealers will continue to sell the 
vehicles and maintain the customer relationship, Gustafsson 
said... Stellantis has halted a plan to bring back the Peugeot 
brand to the U.S. market, saying it wants to concentrate on 
“existing brands” in North America after the merger of PSA 
Group and Fiat Chrysler Automobiles gave the new group 

a broader geographical reach... Kroger 
marked an e-commerce milestone last 
week with delivery of the first online order 
from its automated warehouse in Ohio, a 
robotic facility operated under the grocer’s 
partnership with Ocado. The initial delivery 
came as Kroger announced that it saw 
a 116% jump in digital sales in 2020… 
Costco Wholesale reported a 15% year-
over-year rise in revenue in the quarter 
ending Feb. 14 as consumers continued to 
spend on fresh food and stock up on home 

goods. Profits in the quarter were up slightly but missed 
analysts’ forecasts as pandemic-era bonus pay drove up 
costs… J.C. Penney is bringing back its Fieldcrest brand as 
part of a renewed focus on home textiles, 90% of which will 
be new offerings by the summer. The returning brand joins 
new ones like Linden Street and new products from existing 
brands including Liz Claiborne... Anthropologie’s list of the 
top 10 best-selling items online in the last week of February 
featured seven dresses, up from just one or two in previous

(Continued on Page 3)
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AS PANDEMIC PERSISTS, DAIRY STILL DELIVERS
  A year into the COVID-19 pandemic, people are still cooking 
and baking at historic levels, and while supermarkets have 
experienced strong sales in most categories, the dairy 
department has been a shining star, Supermarket News 
reports.
  Dairy has always been a consistent staple in the grocery 
business, but due to the pandemic and the resulting increase 
in cooking, baking and eating at home, the need for these 
products increased exponentially. Traditional milk and 
cream, butter, packaged cheese and yogurt are among the 

highest-turning items in the store as they 
provide great value and versatility for 
feeding families.
  At Food Lion, the Salisbury, N.C. 
grocery chain owned by Ahold Delhaize 
USA that operates more than 1,000 
supermarkets in 10 states in the Mid-
Atlantic and Southeastern U.S., dairy 
sales have reached historic levels at 
most stores.
  Mike Parkinson, Food Lion category 
analyst, confirmed that dairy has 

performed strongly during the pandemic as lifestyle shifts 
drove customers to consume higher quantities of their usual 
dairy purchases. “We saw more people interested in trying 
out new items they may not have considered before as well,” 
he said. “It’s not just the traditional dairy items selling well. 
The whole department is seeing a surge.”

SURVEY: TECH WOES CAUSE PAIN FOR C-STORES
  Almost all convenience retailers experience store-level 
technology failures, with significant financial impact.
  According to a new survey of 100 convenience store retailers 
from Zynstra, an NCR company, and Censuswide, 98% 
of respondents have had to deal with store system failure, 
and 85% of respondents agree that ensuring continuous 
operations of store technology systems increases revenue 
from missed transactional opportunities due to downtime.
  Survey results indicate that failures of store systems result 
in average revenue losses of up to $855 per hour and on 
average, re-launching systems can take up to 5.43 hours, 
resulting in $4,643 lost revenue per day.
  In order to return to service, 65% of respondents are 
experiencing this kind of reboot once a month. In addition, 
41% of respondents claim at least one component of their 
technology stack operates as a single point of failure.
  When asked where they believe IT can make the 
biggest difference in reducing downtime across their store 
ecosystem, 33% of all respondents (including 66% with 501-
plus stores) believe more automation of systems will be the 
key to resolving these issues.
  Half of respondents with 250-plus stores said that virtualizing 
their POS system so they can remove the most common 
failure part — the physical disc — and run the latest software 
on their existing hardware with high availability would make 
the biggest difference in reducing the impact of downtime in 
their stores.
  The survey also found that as IT replacements take place 
(security failure, hardware breach), 47% say that a store 
technician has to be sent to the physical store 50% or more 
of the time to resolve store system failure.

NETWORK NEWS
  CBS paid a license fee of $7 million to $9 million for the 
rights to air Oprah Winfrey’s interview with Prince Harry 
and Meghan Markle, the Duchess of Sussex, The Wall 
Street Journal reports. The two-hour interview aired Sunday 
after the network’s popular newsmagazine 60 Minutes. CBS 
sought roughly $325,000 for 30 seconds of commercial time 
during the program, ad buyers tell the newspaper, about 
twice the normal price of ad time in that time period. About 
17.1 million people tuned in for the interview, according 
to preliminary Nielsen data. Meghan and Harry were not 
paid to take part in the interview... ABC’s 
Queens continues to assemble a notable 
lead cast. In her return to the network, 
Cinderella star Brandy has signed on 
as a co-lead opposite Eve and Naturi 
Naughton in the hourlong pilot. It’s the 
story of four estranged and out-of-touch 
women in their 40s — three of them 
played by Brandy, Naughton and Eve 
— who reunite for a chance to recapture 
their fame and regain the swagger they 
had as a legendary ’90s hip-hop group... 
The Night Shift star Eoin Macken has been tapped as 
the male lead opposite Natalie Zea in NBC’s drama pilot 
La Brea. Another NBC series star, Chicago P.D.’s Jon 
Seda, is one of three actors, originally cast in the project 
a year ago and released in June, who have been brought 
back to reprise their roles, along with Veronica St. Clair 
and Chiké Okonkwo. Jack Martin and Lily Santiago also 
have been newly cast in the pilot, joining Zyra Gorecki... 
And The Wonder Years reboot has found its mom. Saycon 
Sengbloh (In the Dark) has been cast as a lead in the ABC 
single-camera comedy pilot, which will be directed by the 
original series’ star, Fred Savage. The reboot of the classic 
1980s family comedy-drama is set in the same era as the 
original. It looks at the life and times of the Williamses, a 
Black middle-class family in Montgomery, Alabama, in the 
turbulent late 1960s.

OUTLOOK: AVOD PLATFORMS TO HIT $18B BY ’25
  Advertising video on demand platforms (AVOD) — a subset 
of all connected TV — is expected to see skyrocketing growth 
over the next four years, rising to $17.8 billion, according to 
MoffettNathanson Research.
  Estimates are AVOD platforms were at $4.4 billion in 2020, 
with Hulu grabbing the bulk of that market — $2.5 billion.
  In 2025, the company projects of the nearly $18 billion for 
AVOD, $5.3 billion will go for Hulu; $4.4 billion for Roku; $2.3 
billion each for Peacock and Pluto; $1.9 billion for Tubi; and 
$500 million for HBO Max (It’s an ad option yet to start.)
  Looking at individual AVOD platforms, Hulu (its AVOD 
service) pulled in $653 million in advertising revenue in Q4. 
Pluto and Roku Channel, each had $173 million and Tubi hit 
$105 million.
  In terms of total advertising minutes per hour of programming, 
Hulu was at 10 minutes; Pluto, 10 minutes; Roku Channel, 8 
minutes; and Tubi, 5 minutes.
  MoffettNathanson says the Roku Channel represented 
65% or more of all Roku video ad revenues. The entire 
Roku platform’s advertising revenue for Q4 was $265 million 
overall.
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MoffettNathanson

In 2025, AVOD advertising will 
reach $17.8 billion, including 

$5.3 billion for Hulu; $4.4 
billion for Roku; $2.3 billion 
each for Peacock and Pluto; 

$1.9 billion for Tubi; and $500 
million for HBO Max.
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RETAIL IMPORTS EXPECTED TO SEE BIG GROWTH
  Imports at the largest U.S. retail container ports are 
expected to grow dramatically during the first half of 2021 
as increased vaccination and continued in-store safety 
measures enable additional shopping options, according to 
the monthly Global Port Tracker report from the National 
Retail Federation and Hackett Associates.
  “NRF is forecasting what could turn out to be record retail 
sales growth in 2021, and retailers are importing huge 
amounts of merchandise to meet the demand,” NRF Vice 
President for Supply Chain and Customs Policy Jonathan 

Gold said in a news release. “The supply 
chain slowdown we usually see after the 
holiday season never really happened 
this winter, and imports are already 
starting to grow again. Consumers 
haven’t let the pandemic stop them from 
shopping, and retailers are making sure 
their customers can find what they want 
and find it safely.”
  U.S. ports covered by Global Port 
Tracker handled 2.06 million Twenty-
Foot Equivalent Units in January. The 

13% year-over-year increase marked the busiest January 
since NRF began tracking imports in 2002.

ADVERTISER NEWS
(Continued from Page 1)
weeks, a trend the Urban Outfitters-owned brand says 
shows women are starting to think about trading cozy at-
home clothes for going-out attire. Clothing sales fell 19% last 
year, according to NPD Group, and the categories that did 
see growth included sweatpants, sleepwear and slippers... 
Ross Stores remains committed to growing the national 
footprint of its two store banners in fiscal 2021. The off-
pricer opened four Ross stores and three dd’s Discounts 
stores across five different states in February and March. 
The openings are part of the approximately 60 new stores 
— 40 Ross Dress for Less and 20 dd’s Discounts locations 
— that Ross plans to open during fiscal 2021.
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Chores are important for 
teaching kids the value 

of working just hard 
enough to mollify people 

with actual power.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

PICKUPS MOSTLY AVOID CHIP SHORTAGE WOES
  Some of the U.S. auto industry’s most-profitable vehicles — 
pickup trucks — appear to have been spared from the brunt 
of North American plant shutdowns caused by the global 
microchip shortage, Automotive News reports.
  Pickups accounted for 9% of the vehicles affected by slowed 
production, according to the latest figures from AutoForecast 
Solutions. That segment accounted for 20% of the vehicles 
sold in the U.S. last year, according to the Automotive News 
Research & Data Center.
  Less-profitable passenger cars have taken a disproportionate 
hit. Thirty percent of affected vehicles 
have been cars, AutoForecast Solutions 
says. The segment accounted for 24% of 
U.S. sales last year.
  Meanwhile, with dealership profitability 
riding high, franchised dealers came 
into 2021 still strongly optimistic about 
the market at hand. But the effects of 
the coronavirus pandemic and inventory 
shortages are high on their list of 
concerns about factors that could put a 
crimp in results, according to the latest 
Cox Automotive Dealer Sentiment Index survey. The Q1 
survey marked the third straight quarter of strong optimism 
by franchised dealers after their outlook plunged in Q2 of last 
year, during the peak of the industry’s coronavirus crisis.

RETAILERS TURNING TO HIGH-PROFILE PARTNERS 
(Continued from Page 1)
this issue, and it also makes Kohl’s a more interesting 
destination, which may help to drive foot traffic.”
  Target is opening scaled-down versions of Apple stores at 
some of its U.S. locations this year.
Target said an “enhanced Apple shopping experience” is 
rolling out to 17 stores in the coming months, with redesigned 
sections that include new lighting and displays for shoppers to 
experiment with an expanded assortment of Apple products.
  Ulta Beauty is debuting its mini cosmetics shops inside 
of Target stores in 2021. As with Sephora’s mini shops in 
Kohl’s, this deal is expected to help Ulta, which sells a mix 
of drugstore beauty and pricey brands that aren’t normally 
found in big-box stores, reach younger and more budget- 
conscious consumers.
  For Target, it expands the retailer’s growing beauty business 
with new brands it didn’t carry. The 1,000-square-foot mini 
shops will launch in 100 Target locations and on Target.com, 
before ramping up to several hundred Target stores.

THIS AND THAT
  The American Rescue Plan includes $175 million in 
aid for public broadcasters. Patrick Butler, president of 
America’s Public Television Stations, says the funds will 
help stations affected by the economic downturn continue 
to inform Americans and support public education efforts...   
Sources tell Light Reading that MobiTV’s bankruptcy 
has gotten attention from video technology suppliers, with 
asset acquisition and team takeover efforts both under 
consideration. MobiTV serves a number of smaller cable 
providers through its agreement with the National Cable 
Television Cooperative, and cable operators could be in on 
potential partnerships.


