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REPORT FINDS APPAREL STILL MOVING ONLINE
  Consumers didn’t let inclement weather put that big of a dent 
in their spending during the month of February, particularly 
when it came to shopping online.
  U.S. retail sales increased 4.6% year-over-year, according 
to MastercardSpending Pulse, which measures in-
store and online retail sales across all forms of payment. 
(Mastercard’s data was adjusted to account for the leap year 
in 2020. Without seasonal adjustment the total retail sales 
growth would be +1%.) Online sales rose 54.7% compared 
to 2020.
  “While in-store sales decelerated slightly as a result of winter 
storms, consumers are continuing to show up online,” said 
Steve Sadove, Mastercard senior advisor and former CEO 
of Saks. “From jewelry to apparel, e-commerce has opened 
doors for consumers to shop online while warmer days, 
widespread vaccinations and the loosening of restrictions 
appear on the horizon.”
  The report revealed that apparel 
shopping continues to shift online. While 
apparel sales were down 5.3% overall, 
apparel e-commerce sales grew 47.3% 
year-over-year. In February, 73.9% of all apparel purchases 
were made online as compared to the year-ago period, 
where 47.5% purchased occurred online vs. in-store.
  Among other key national retail trends for February, the 
grocery aisle scored a touchdown. With more people 
watching the Super Bowl at home, grocery spend was up 
30% the three days prior. That contributed to the grocery 
sector growing 12.4% year-over-year for the month.
  Romance was also in the air. As consumers shopped for 
Valentine’s Day, jewelry spend rose 5.9% and 63.1% online 
year-over-year. Restaurant spend remained down (-13.5%) 
but has showed improvement over the past two months.
  Americans also continued to focus on their homes. Furniture 
and furnishings continued to post solid gains, rising 8.6%. 
The report found the infusion of stimulus payments in early 
January appeared to boost consumer spending in January 
and through early February, though the impacts have waned.
  At the local level, the situation varied widely. A series of 
winter storms the week ending Feb. 20 affected retail activity 
across the South — and no state 
more than Texas. Mastercard 
SpendingPulse analysis shows 
how the extreme winter freeze 
impacted retail sales locally and at 
the national level.
  On Feb. 17, Dallas, Austin and 
Houston all had year-over-year 
total retail sale declines of 35% to 
50% as retail locations closed amid 
crippling cold. With Texas typically 
accounting for 10%-11% of U.S. 
retail sales volume, the national 
growth rate fell 2.2% for the week.

MASTERCARD: U.S. RETAIL SALES UP 4.6% IN FEBRUARY 
ADVERTISER NEWS
  Ford Motor’s sales were down 14.1% year-over-year 
in February, an already-slow sales month that likely was 
dragged down further by winter storms, a major parts short-
age and the still-raging pandemic. The company reported 
total U.S. sales of 163,520 new vehicles last month, down 
from 190,225 in February 2020 — the last normal sales 
month before the novel coronavirus pandemic widely hit 
the U.S. Ford’s retail sales, however, were down only 1.8% 
year-over-year… A large global recall of electric vehicles 
has led Hyundai to sharply revise down Q4 operating profit, 
although reports said battery maker LG Chem would bear 
the bulk of the costs. LG will assume 70% of the estimat-
ed $900 million costs to replace battery systems in some 
82,000 electric vehicles globally, according to reports... 
Publix reported that sales grew to $44.9 billion in 2020, up 
17.7% over the previous year, as consumers in the markets 

it serves increased purchases of gro-
ceries and everyday staples in lifestyle 
shifts due to the novel coronavirus pan-
demic. Same-store sales were up 16% 
for the year… Disney will shutter at 

least 60 stores in North America and a number of overseas 
locations as the company embarks on a plan to downsize its 
retail presence and focus on e-commerce. Disney operates 
around 300 stores worldwide... Sephora has expanded its 
lineup of clean color makeup brands to 16 in recent weeks, 
with the addition of five new names including Atelier, Freck 
and Westman. The retailer launched its “Clean at Sephora” 
initiative in 2018, and it has since grown to include 80 skin 
care, makeup and hair care brands… Nordstrom reported 
a 20% decline in net sales in Q4 despite achieving a 24% 
growth rate online. Digital sales accounted for 54% of Nor-
dstrom’s total for the quarter, up from 35% during the same 
period a year earlier… Paper Source said it will close 11 
of its 158 stores after the seller of greeting cards, invita-
tions and paper goods, filed for Chapter 11 bankruptcy 
protection. The chain said the business impact of the virus 
on its business made its bankruptcy filing unavoidable...

(Continued on Page 3)
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AVAILS
  Nexstar Media Group’s DCW 50, the CW affiliate in 
Washington, D.C., seeks a Local Sales Manager. The LSM 
is responsible for leading the day-to-day 
operations of the sales department, 
including development of new business 
and achievement of revenue goals 
across Broadcast and Digital Platforms. 
The sales manager drives new business development and 
manages inventory and revenue forecasting. Minimum three 
to five years of media sales experience. CLICK HERE for 

more information or to apply now. EOE.
  WTAE-TV, the market-leading Hearst 
Television ABC affiliate in Pittsburgh, 
seeks an experienced Account 
Executive who will be responsible for 
maintaining a local list, generating new 
business and selling our digital platform. 
If you are motivated by an excellent 
product, great compensation and working 
with a talented team of professionals, 
look no further. We provide every tool 
you need to deliver results-oriented, 

multi-platform marketing solutions. We need someone with 
superb sales skills, a positive attitude and a desire to WIN! 
If you want to work for the best, we want to hear from you 
today! CLICK HERE to apply.
  SALES POSITIONS available NOW! We have immediate 
openings for self-starters who flourish in a sales environment. 
We seek executive-level individuals who want to become 
a part of our team and join us in our dynamic sales 
organization. Existing client list available, prior broadcast 
sales experience, including with Advertising Agencies, 
preferred. Comprehensive training, exciting earnings 
potential and a simply fantastic company to work for. Apply 
at jobs@frontrangetelevision.com or call (307) 277-7888 to 
apply NOW! Equal Opportunity Employer.

See your ad here tomorrow! CLICK HERE for details.

HAVAS GROUP SEES ’20 SLOWDOWN, H2 REVIVAL
  Havas Group parent Vivendi has issued full-year and 
Q4 results and reported that growth in some segments of 
the company was “partially offset by the slowdown in other 
activities, mainly Havas Group and Vivendi Village [live 
events and ticketing],” which the company noted were 
particularly impacted by the pandemic.
  That said, Havas Group’s declines were largely in line with 
shortfalls at other agency holding groups and, like many of its 
competitors, showed improvement in Q4 versus Q3.
  Havas Group’s net revenues for the full year were 
approximately $2.46 billion, down 9.2% compared to 2019. 
The full-year organic revenue decline 9.9%.
  Q4 revenues were down around 9% with an organic decline 
of 7.5%, which was an improvement over the 10.4% organic 
falloff recorded for Q3.
  The company said that most regional performances in Q4 
improved compared to Q3, the exception being Asia Pacific.
  It didn’t provide specifics but said that Havas’ North American 
agencies “continued to hold up well, thanks to a dynamic 
advertising market and the resilience of health and wellness 
communications.”

COSTCO MOST TRUSTED IN CUSTOMER SURVEY
  The customer experience is crucial to generating sales — 
online and in-store.
  That’s according to The Verint Experience Index, from 
customer engagement company Verint, which is based on 
a benchmark survey of consumer satisfaction with leading 
retailers. Costco, Amazon and Apple ranked highest in 
customer satisfaction (CSAT) and have high Net Promoter 
Scores (NPS) out of the top 25 retailers.
  Costco received the highest score related to trust (86.5) 
and company recommendations (87.4). Amazon received 
the highest satisfaction score for online 
purchases (87.7) and returns online 
(87.7), while Apple came in third for 
satisfaction (85.1). Costco also received 
the highest NPS ranking and scored well 
in multiple satisfaction drivers, including 
service, price and merchandise.
  Customer experience is key to generating 
sales and recommendations, according 
to the report. Compared to customers 
with a poor experience, customers who 
reported having a great experience have 
a 90% higher intent to purchase online, a 71% higher intent 
to purchase in-store, and an 88% higher recommendation 
intent.

DISH, DRAFTKINGS BET ON SPORTS WAGERING
  Dish Network has made a deal with DraftKings, the sports 
wagering/gambling company, where viewers can directly 
access its platform, viewing betting odds or initiating the 
placement of wagering, on Dish’s set-top-box Hopper. Dish 
Network says this is the first app integration of its kind.
  After a viewer starts a bet, they will receive a mobile prompt 
to complete the transaction on the DraftKings app. Initially, 
Dish customers can wager on NCAA basketball, NBA and 
NHL games. The deal will extend to Dish Network’s Sling TV 
and Boost Mobile platforms in the future.
  Linking up with this activity, viewers can set recordings on 
the Hopper to watch specific live sports events, connected 
with that wagering.
  Many TV networks and distributors believe recent sports-
wagering partnerships will be a revenue enhancer, especially 
in helping to combat rising sports TV content right fees.

THIS AND THAT
  Paramount+, the highly marketed subscription streaming 
service from ViacomCBS, has officially launched, replacing 
CBS All Access, and priced at $5.99 monthly with ads, and 
$9.99 without. The ad-supported option drops to $4.99 in 
June... According to an Omdia survey, more than 57% of 
U.S. online adults stated that they were willing to pay extra 
for early access to new movies, with the average maximum 
spend totaling $15.16 — about $1 more than the average 
cost of a digital retail movie... The number of Americans filing 
new claims for unemployment benefits rose last week, likely 
boosted by brutal winter storms in the densely populated 
South in mid-February. Initial claims for state unemployment 
benefits totaled a seasonally adjusted 745,000 for the week 
ended Feb. 27, compared to 736,000 in the prior week, the 
Labor Department said yesterday. Economists polled by 
Reuters had forecast 750,000 applications.
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I always get suspicious when 
I don’t see dishes in the sink. 
It’s like, wait, did I remember 

to feed the children?
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HIGH COSTS LEAD HOMES TO CUT BROADBAND
  New research from analyst firm Parks Associates 
indicates that more than 12 million U.S. consumers have 
cancelled their home broadband service, with high cost 
cited as the most common reason.
  The report, Adoption and Perception of Broadband, 
has found that there are more than 15 million households in 
the U.S. that have only a mobile broadband service, which 
includes more than 3 million households that have never 
had a home internet subscription.
  Kristen Hanich, senior analyst, Parks Associates, 

commented: “High cost is the most 
prominent issue driving households to 
cut the cord and go mobile only, although 
service-related issues, from slow 
speeds to poor customer experience, 
also contribute. Service providers can 
deploy a number of strategies, including 
increasing speed and delivering a device 
that improves Wi-Fi coverage, in order to 
protect their customer base.”
  As the pandemic continues, with 41% 
of U.S. broadband households engaged 

in remote working or home schooling, user experience and 
the ability to deliver the necessary speeds are more critical 
for users.

ADVERTISER NEWS
(Continued from Page 1)
All 270 Apple locations in the U.S. are currently open to 
customers, a feat that has not been accomplished since 
before the company began closing stores on March 14 of 
last year… Burlington Stores reported Q4 sales and profit 
that beat Wall Street estimates and said it was doubling its 
store count potential. The off-pricer expects to open 100 
new locations in its current fiscal year... Urban Outfitters is 
testing a paid membership program that offers free shipping 
and returns as well as other benefits from its store brands 
Urban Outfitters, Anthropologie and Free People. The 
lifestyle retailer plans to run the pilot UP membership 
program for six to 12 months.
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The Wall Street Journal

Amazon currently pays 
between $75 million and $100 

million to stream National 
Football League games on 

Thursdays.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

WSJ: AMAZON MAY LAND EXCLUSIVE NFL GAMES
  The National Football League is on the verge of signing 
new rights deals with media partners that could see Amazon 
carry many games exclusively and TV networks pay as much 
as double their current rate, sources tell The Wall Street 
Journal.
  The television deals for the league’s Sunday and Monday 
franchises with Fox, CBS, NBC and ESPN are likely to run 
for as long as 11 years, the newspaper said.
  ESPN’s deal would go into effect after the 2021-22 season 
while the Fox, CBS and NBC agreements would kick in after 
the 2022-23 season.
  A deal with Amazon would reportedly 
result in a significant number of Thursday 
night games exclusively on its Prime 
Video platform and represent the league’s 
deepest foray into streaming. Those 
games wouldn’t be available on traditional 
television outside of the local markets of 
the two teams playing.
  Amazon has become an aggressive 
bidder for sports rights here and abroad. 
The company already has a relationship 
with the NFL as it has held streaming rights for Thursday night 
football since 2017. Those games have also been televised 
by the league-owned NFL Network and most recently by 
Fox.
  If completed, an Amazon deal wouldn’t take effect until after 
the 2022 season, when Fox’s current pact for Thursday night 
football expires. Fox is now paying $660 million a season for 
that package, the Journal previously reported. If the Thursday 
games go to Amazon and there is no other video component 
beyond the local TV markets of the teams playing, that yearly 
fee Amazon pays could reportedly reach $1 billion.
  Amazon currently pays between $75 million and $100 
million to stream Thursday games, the newspaper reported.

SINCLAIR CUTS 460 WORKERS, CITES PANDEMIC
  Sinclair Broadcast Group is shrinking its workforce by 5%, 
letting go of several hundred employees as a result of the 
“profound impact” of the pandemic, the company said in a 
statement. The company employs more than 9,211 people, 
meaning that approximately 460 staffers were affected by the 
downsizing, Variety reports.
  “The impact of the COVID-19 pandemic continues to be felt 
across all sectors of the economy, something that can have 
a profound impact on a company as diversified as ours,” 
according to a statement from a Sinclair spokesperson. 
“From local businesses and advertisers to distributors and 
partners, no component of our business’s ecosystem has 
been fully shielded from the impact of the global pandemic. 
In response to this, we are currently undergoing enterprise-
wide reductions across our workforce, including corporate 
headquarters, to ensure we are well-positioned for future 
success.”
  Sinclair owns several national networks, and owns or 
operates 23 regional sports networks and 190 television 
stations across 88 markets. Amid an ongoing shift to on-
demand viewing, Sinclair is launching a three-hour morning 
news program for over a third of its TV stations, and in 2019 
launched the STIRR ad-supported free streaming service, 
featuring news and sports.


