
 

www.spotsndots.com
Subscriptions: $350 per year.

This publication cannot be
distributed beyond the office

of the actual subscriber. 
Need us? 888-884-2630 or  

sales@spotsndots.com 
Copyright 2020.The Daily News of TV Sales                       Monday, March 15, 2021

COFFEE CHAINS HURT BY DECLINE IN COMMUTING
  American consumers sitting at home due to the pandemic 
ate a lot of fast-food chicken and pizza in 2020. They ate 
fewer burgers and certainly drank less coffee.
  But those trends were clearly changing toward the end of 
the year, showing the early stages of a return to normal even 
before more states began taking steps to end shutdowns 
that have marked the year-long pandemic.
  This is according to a Restaurant Business analysis of 
2020 quarterly same-store sales data from sister company 
Technomic.
  Pizza and chicken chains were the clear winners — but 
who won within those segments depended on their takeout 
strategies. Those that had established delivery and takeout 
efforts, or which specialized in family bundled meals — or 
had a game-changing chicken sandwich — were big winners.
  The pizza segment is a perfect example. On 
average, same-store sales in the segment 
averaged a 2.8% decline last year. But that 
was entirely due to weak performance at 
the fast-casual chain Pie Five and the buffet 
concept Pizza Inn. The three pizza delivery 
chains averaged almost 11% same-store 
sales growth last year.
  But maybe the biggest winner last year was Wingstop — 
which did so well it inspired an entire generation of virtual 
wing concepts. Its second quarter same-store sales growth 
of 32% was the single best quarter among publicly traded 
restaurant chains in 2020.
  Not far behind was Popeyes — which was already thriving 
going into the pandemic. At the same time, however, not 
everybody did well — Pollo Tropical struggled all year long.
  The coffee business was the hardest-hit among fast-food 
chains, as a lack of morning commuters kept consumers 
away. Both Starbucks and Tim Hortons, the only two 
publicly traded coffee chains left following last year’s go-
private move by Dunkin’ Brands, saw steep same-store 
sales declines throughout the year. The two chains averaged 
a 15% decline in 2020.
  Every other sub-sector declined on average, led by a 5.5% 
average decline among burger chains. Yet much of that 
average was weighed down by 
the two fast-casual chains, notably 
the urban-focused Shake Shack, 
which lost half its sales in the 
second quarter. That was among 
the worst quarters in the fast-food 
business last year.
  But there is still some improvement 
throughout the business — and 
especially in Q4. Pizza and 
chicken, meanwhile, slowed 
down as consumers spread their 
business to other restaurants.
  (See related story, Page 2)

PIZZA, CHICKEN WIN 2020, BUT BURGERS CATCHING UP
ADVERTISER NEWS
  Amazon plans to open at least 28 more Fresh grocers in 
the U.S., hoping to add to its growing share of the $900 bil-
lion grocery market. Its 11th Fresh store opened in Blooming-
dale, Ill., last week, and five new stores will be opening in 
Long Beach, Calif.; Woodland Park and Paramus, N.J.; and 
Seattle and Bellevue, Wash…. E-commerce is a key build-
ing block of Walmart’s ongoing strategy for growth as it 
continues to expand its online marketplace, Walmart U.S. 
President and CEO John Furner said last week. Diversify-
ing its operations beyond retail has also become a growing 
focus, with the rebranding of its ad and media division and 
the growth of in-store health clinics, Women’s Wear Dai-
ly reports... Walgreens is extending access to COVID-19 
vaccine information and scheduling with an artificial intelli-
gence (AI)-based bot. The drugstore giant, which is receiv-

ing a weekly federal allocation of more than 
480,000 vaccine doses for distribution across 
26 U.S. states and jurisdictions, is now de-
ploying an intelligent conversational voice-
bot from Nuance Communications. The 
voicebot will help customers schedule their 
COVID-19 vaccine appointments 24 hours a 
day, seven days a week, beyond Walgreens’ 

existing web-based vaccine portal... And speaking of vac-
cinations: Kroger is set to double its operational capacity 
to administer COVID-19 vaccines, expanding from 500,000 
to 1 million doses per week. Kroger Health, the company’s 
health care services arm, says the coronavirus vaccinations 
will be delivered through its in-store pharmacies and Little 
Clinics as well as at off-site mass immunization events… 
Lord & Taylor is making a return to the retail scene under 
new owners. The intellectual property and e-commerce as-
sets of the iconic department store retailer were sold in a 
bankruptcy auction in October to investment firm Saadia 
Group for $12 million. Saadia plans to re-launch Lord & Tay-
lor’s e-commerce site in April, with an initial focus on men’s 
and women’s clothing, beauty and home, Women’s Wear

(Continued on Page 3)

mailto:sales%40spotsndots.com?subject=
https://meredith.wd5.myworkdayjobs.com/EXT/job/South-Carolina-Greenville/Key-Account-Consultant_JR08989


PAGE 2 The Daily News of TV Sales @ www.spotsndots.com 

AVAILS
  KLAS-TV Las Vegas / Nexstar Digital sales team is looking 
for two (2) Integrated Digital Specialists, responsible for 
assisting the sales team with generating and 
growing digital marketing service revenue for the 
company. The IDS will be the Las Vegas market 
expert on digital services and will work, in conjunction 
with the sales team, to achieve budgeted revenue 
goals in the digital marketing services area. CLICK 
HERE for full job details and to apply now. Nexstar Media 
Group, Inc. is the parent company of Nexstar, Inc. & Nexstar 

Digital LLC. EOE/M/W/V/D.
  WESH 2, the Hearst Television 
NBC affiliate in Orlando, Fla., 
has an immediate opening for an 
experienced Sales Professional. If you 
are motivated by great compensation, an 
excellent suite of product offerings and 
the tools to be successful, look no further. 
We provide the resources for powerful 
marketing solutions, and you provide 
client focus and the desire to win. Come 
join one of the fastest-growing markets in 

the country! Click HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

NETFLIX PASSWORD-SHARING JUST GOT HARDER
  Netflix has started signing out users accessing its service 
from accounts based in another home, asking them to sign 
back in using a code sent to the account holder’s email or 
mobile phone, Next TV reports.
  Last week Netflix users began posting on Twitter that they’re 
receiving onscreen messages reading, “If you don’t live with 
the owner of this account, you need your own account to 
keep watching.” The message also instructs these users to 
sign back in using a third factor of identification. 
  “This test is designed to help ensure that people using 
Netflix accounts are authorized to do so,” a Netflix rep told 
The Streamable. 
  For years, Netflix has exhibited a somewhat laissez faire 
attitude toward password sharing. The company has 
managed the issue by controlling the number of simultaneous 
streams that can be employed by tier.

THIS AND THAT
  Unprecedented levels of political spending and solid 
revenue from retransmission deals helped offset declines in 
other advertising verticals and spectrum rights usage fees 
at Entravision Communications’ TV business in Q4 2020. 
The company is reporting $50.5 million in quarterly revenue, 
a 37% increase from 2019... Mike Pearl, who earned 16 
Sports Emmy Awards over the course of a career spanning 
almost 40 years at CBS, ABC, ESPN and TNT, passed away 
March 1. Pearl was the driving force behind The NFL Today 
and produced the Olympic games in 1994... The number of 
Americans who say they listen to podcasts on a weekly basis 
has jumped 17% during the past year, Inside Radio reports. 
The annual Infinite Dial report from Edison Research and 
Triton Digital found 28% of listeners aged 12 and older 
consume podcasts each week, a figure that translates to 
roughly 80 million Americans.

PORSCHE, MINI TOPS IN SERVICE SATISFACTION
  Compact-car maker Mini scored the highest among mass-
market brands in J.D. Power’s 2021 U.S. Customer Service 
Index study. Among luxury brands, Porsche grabbed the 
top spot, reclaiming the segment crown from Lexus.
  Despite a year of operating challenges and disruptions 
that roiled the industry, consumers’ overall satisfaction with 
dealer service visits actually rose 10 points, the J.D. Power 
report found. The improvement occurred as stay-at-home 
orders during the coronavirus pandemic tapped the brakes 
on service-lane traffic last year.
  Customers responded positively to newly 
implemented pandemic-era convenience 
services, such as vehicle pickup and 
drop-off, Chris Sutton, J.D. Power VP of 
automotive retail, said in a statement.
  Porsche reclaimed the lead from last 
year’s luxury winner, Lexus, with an index 
score of 899 on a 1,000-point scale. 
Lexus, which scored 895, was trailed by 
Infiniti (887), Cadillac (883) and Lincoln 
(872).
  While nearly all luxury brands saw an 
uptick in satisfaction scores this year, Hyundai Motor’s 
Genesis brand accelerated fastest — up 30 points from its 
debut on the CSI list last year. Alfa Romeo, which also made 
it onto the list for the first time last year, trailed the pack, rising 
5 points with a score of 797.
  Mini sprinted to the top in customer satisfaction with dealer 
service among mass-market brands, scoring 864 — up 28 
points from last year. The BMW-owned brand recovered 
from a poor performance last year when it tumbled 17 points 
to seventh place after being ranked in the top three since 
2015.
  Buick fell to second place with 859 points, followed by 
Mitsubishi (857) and GMC (856).
Tesla is the only automaker that doesn’t give J.D. Power 
access to its customer databases to be included in the study.

RESTAURANTS GET LIFELINE FROM STIMULUS
 President Biden’s $1.9 trillion COVID relief package, 
signed into law last week, includes $28.6 billion for family-
owned restaurants, USA Today reports.
  The coronavirus pandemic has devastated almost every 
sector of the U.S. economy, but few felt the sting as acutely 
as restaurants and bars. The social distancing measures 
states and local governments imposed to slow the spread of 
the virus were especially damaging to businesses dependent 
on a steady stream of in-person traffic.
  As of Dec. 1, more than 110,000 eateries and bars – about 
one of every six in the U.S. — closed for business during 
2020, some temporarily, others forever, according to the 
National Restaurant Association. Nearly 2.5 million jobs 
were lost and as many as 8 million chefs, servers and other 
restaurant workers were laid off or furloughed during the past 
year, the NRA estimates.
  Live stage venues, which also saw the curtain close in 2020, 
got a hand as well in the bill, known as the American Rescue 
Plan. Congress added $1.25 billion to the Shuttered Venue 
Operators Grant Program that was created in December 
so more eligible clubs, arenas and theaters could take 
advantage.
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And to think that on this day, 
just one year ago, you were 
about to learn how precious 

toilet paper really is.
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HBO MAX RAKES IN $80M IN AD COMMITMENTS
  AT&T’s HBO Max says it already has $80 million in 
upfront advertising commitments for a planned launch of its 
advertising option in June.
  “We believe we are already the No. 1 revenue-generating 
stand-alone subscription video-on-demand service in the 
U.S.” Jason Kilar, CEO of WarnerMedia, said last week. 
“We earn 90% in margin from each retail subscriber that we 
add.”
  Kilar expects HBO Max/HBO to more than double in 
revenue over the next five years to $15 billion. He estimates 

HBO Max/HBO will break even in 2025.
  As far as audience breakdown is 
concerned, he says, 43% of HBO Max 
viewers are under 35.
  The CEO also says international 
business is building this year. HBO Max 
is launching 60 markets outside the U.S. 
in 2021. There are currently around 61 
million worldwide subscribers.
  Total U.S. HBO Max/HBO subscribers 
are now at 41.5 million, with 37.7 million for 
HBO Max. This is faster than anticipated 

and up 20% from a year ago (34.6 million). Existing HBO 
subscribers can “activate” HBO Max at no additional cost.
  AT&T has raised its estimates on subscribers for HBO Max/
HBO. It now anticipates hitting 120 million to 150 million 
worldwide subscribers by 2025. This is up from its initial 
projection made 18 months ago of 75 million to 90 million.

ADVERTISER NEWS
(Continued from Page 1)
Daily reports... L Brands has updated its outlook and 
announced several actions it says will better position its 
Victoria’s Secret and Bath & Body Works businesses for 
separation by August. The company plans to spin off or sell 
Victoria’s Secret, which includes the lingerie, beauty and Pink 
divisions... Ulta Beauty CEO Mary Dillon will exit her role 
and become executive chairwoman in June, and President 
David Kimbell will become the new CEO, the company 
said. Dillon signed on as CEO in 2013 and since then the 
retailer has doubled its store count, more than tripled annual 
sales and established a partnership with Target... Macy’s is 
ushering in spring with a colorful campaign urging shoppers 
to embrace their personal styles. The campaign’s goal is to 
get consumers excited about shopping for fashion again with 
brightly colored separates and retro and graphic prints.
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Finder

21% of U.S. adult consumers 
admit to shopping under the 
influence. That percentage 
has fallen from 26% in 2019 

to 23% in 2020.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

TV REACHES ADULTS WHO PLAN TO TAKE CRUISE
  Adults 50+ continue to be the primary audience for the 
cruise industry, with 47.3% indicating they plan to take an 
ocean cruise during the next 12 months, 
according to The 
Media Audit’s 60-Market 2020 
Aggregate Survey.
  Plans are subject to the Centers 
for Disease Control (CDC) Conditional Sailing Order 
effective Oct. 30, 2020. The order is valid until COVID-19 is 
not a public health emergency or the order is modified, or as 
Nov. 1, 2021.
  “A February 2021 article from Cruise 
Industry News  reported Carnival Cruise 
Lines, Royal Caribbean and other major 
cruise lines have suspended operations 
until the second quarter of 2021,” said 
Nick Miller, VP, The Media Audit.
  TV reaches 95% of adults 50+ planning 
an ocean cruise. Of those, almost equal 
percentages watch TV more than 300 
minutes and 180 to 299 minutes daily, or 
35.6% and 33.5%, respectively.
  “Above-average incomes of adults 50+ correlate with larger 
annual household incomes. Of the 47.3% of them planning 
an ocean cruise, 57.5% have a household income of $75K+,” 
Miller said. “Although they are the most loyal TV viewers, they 
aren’t just sitting at home, as large percentages participate in 
other activities and are investors and financial optimists.”
  Since most cruises are delayed until Q2 2021, TV is the 
premier medium to generate increased interest and bookings, 
because many people will remain at home,  especially 
seniors, during the winter.

SURVEY: U.S. CURBS ITS DRUNK SHOPPING HABIT
  Americans are cutting back on drinking and shopping, with 
much lower spending levels, Chain Store Age reports.
  According to the latest Drunk Shopping survey from 
personal finance site Finder, more than one-fifth (21%) of 
U.S. adult consumers admit to shopping under the influence. 
The percentage of respondents that admitted to buying under 
the influence has slowly decreased from 26% in 2019 to 23% 
in 2020, to 21% in the most recent survey.
  The average drunk shopper is also spending a lot less. 
Respondents spent an average of $423.73 on drunk 
purchases this year, down 45% from $768.58 the previous 
year. Collectively, Americans spent $21.6 billion on drunk 
purchases in the past 12 months, down 52% from the 
previous year’s $44.9 billion.
  Not too surprisingly, food is the most common drunk 
purchase. More than eight in 10 (81%) of drunk shoppers 
admit to purchasing food while drunk, followed by apparel 
including shoes, clothes and accessories at 60%, cigarettes 
at 59%, gambling at 54%, and DVD/movies/streaming service 
at 47%. One unexpectedly popular drunk purchase is cars, a 
product category which 30% of drunk shoppers have bought.
  The survey also demonstrates that drunk shopping skews 
male and young. Almost three in 10 (29%) men admit to drunk 
shopping, with male drunk shoppers spending an average 
of $489.54. The top purchase for men under the influence 
is food (86%), followed by cigarettes (69%) and gambling 
(64%).


