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ATHLEISURE, HOME GOODS EXPECTED TO EASE
  Beauty and bargain retail are poised to be the biggest 
winners in 2021 as consumers return to brick-and-mortar 
stores and get comfortable socializing again, according to a 
new survey by one investment firm.
  Wells Fargo’s retail team recently polled 1,000 consumers 
in the U.S. to get a better sense of their post-pandemic 
shopping behaviors. When asked which products they are 
most likely to buy first, post-pandemic, respondents most 
frequently selected makeup, at 40%. That even surpassed 
“going-out apparel,” which was chosen by 37%.
  One of the biggest beneficiaries of this anticipated rebound 
to beauty could be Ulta, analyst Ike Boruchow said.
  Ulta has said it anticipates same-store sales to grow in a 
range of 15% to 17% this year from 2020 levels. But it has 
cautioned that its performance will continue to be impacted 
so long as social-distancing measures remain in place.
  Wells Fargo expects the consumption rates of sweat-wicking 
athleisure and home goods to slow this year. Both of these 
categories have outperformed over the past 
12 months, with stuck-at-home consumers 
stocking up on athletic garb for their fitness 
routines and redecorating their bedrooms and 
backyards with new furniture and accessories.
  In Wells’ survey, only 31% said they expected 
to buy athleisure in the near term and 33% 
said the same about home goods.
  According to Boruchow, other winners in 
2021 could be the apparel retailers Urban Outfitters, Ralph 
Lauren and Gap, along with off-price businesses Burlington 
Stores, Ross Stores and TJ Maxx owner TJX.
  The off-price sector was on a tear prior to the pandemic. 
But its focus on bargain hunting in stores has hampered the 
performance during the health crisis as many Americans 
stayed home. These companies have less of a presence 
online, too.

KPMG SURVEY: RETAIL CEOs FEELING CONFIDENT
  The leaders of retail and consumer companies are feeling 
positive about business prospects during the next three 
years, but are worried about supply chain challenges.
  Ninety-two percent of respondents in KPMG’s annual 
survey of the CEOs of consumer and retail companies said 
they are confident or very confident regarding the sector’s 
growth prospects in the next three years. And 73% said their 
business’ return to normal will rely on the encouragement 
of governments in key markets to lift COVID-19 restrictions. 
(The vast majority of the CEOs were from major organizations 
with revenue of $1 billion or more.)
  Supply chain risk was identified as the top risk to their 
companies’ growth over the next three years, according to 
43% of consumer and retail CEOs. The results were revealed 
as a huge container ship remains stuck in the Suez Canal, 
putting more strain on a supply chain already stressed by the 
pandemic.

SURVEY: BEAUTY, BARGAIN RETAIL SET FOR GAINS IN ’21 
ADVERTISER NEWS
  The federal government pays CVS, Rite Aid, Walgreens, 
Walmart and other pharmacies $40 for each COVID-19 
vaccine they administer, and the retailers don’t have to 
pay for the inventory, Fortune reports. CVS is expecting to 
reap profits of $400 million to $500 million this year for vac-
cines and testing done for the virus... Lowe’s expects that 
Americans will continue to focus on home-based activities 
and buying online as the pandemic stretches into its sec-
ond year. The home-improvement retailer is running spring 
promotions longer than usual this month, featuring products 
such as “garden-to-go kits.” Lowe’s, with more than 2 mil-
lion products available for purchase online, has grown its 
selection by more than four times since 2018... L Brands 
has raised its guidance for Q1, citing improved sales driven 
by “unusual shifts in consumer spending patterns,” the com-
pany said. The retailer credited the spending to government 
stimulus payments to households and easing COVID-19 re-
strictions, among other factors, which are lifting both Bath 

& Body Works and Victoria’s Secret... In 
its shift toward a more DTC-driven business, 
Nike has notified another seven wholesale 
accounts that they will be shut down, accord-
ing to Williams Trading analyst Sam Poser. 
Among those cut are big names, including 
DSW, Urban Outfitters and Macy’s, along 
with Big Five, Olympia Sports, Duhnams 
and Shoe Show. Nike will no longer sell ap-

parel directly to Macy’s, but the Finish Line at Macy’s busi-
ness will still receive products, according to Poser. Last Au-
gust the athletics retailer dropped nine wholesale accounts, 
including Belk and Zappos... J.C. Penney is seeing weekly 
improvements, especially in specific growth categories in-
cluding workout wear and home goods, interim CEO Stan-
ley Shashoua said. Shashoua is also an executive with 
Simon Property Group, the mall owner that partnered with 
Brookfield to acquire nearly all of Penney’s assets last 
year, and plans call for adding lines from brands controlled 
by Authentic Brands Group, including Juicy Couture and 
Forever 21, to J.C. Penney’s merchandise mix… Shoe 
Carnival plans to remodel and/or relocate two-thirds of its 
383 stores over the next few years to serve shoppers’ grow-
ing demand for omnichannel retail, said President and Chief 
Customer Officer Mark Worden, who will take over as CEO 
later this year. The company reported a 6.4% rise in Q4 
same-store sales, and e-commerce generated about 19% 
of total revenue last year… Costco has listed an “easy-to-
make” two-course Easter dinner on its website, which will 
be delivered directly to customers’ doors. The Schwan’s 
Spiral Ham Dinner serves eight people and includes an 
8.5-pound spiral-sliced ham, a 2-pound bag of seasoned 
baby potatoes, dough for 18 Southern-style biscuits, 11 
servings of super-sweet corn, and 12 servings of green 
beans, according to the website. The wholesale retailer is 
selling the dinner on its website for $74.99.
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FOR SCRIPPS, IT’S A DOOZY OF A NAME CHANGE
  E.W. Scripps’ national networks unit is rebranding one of 
the networks it plans to launch on July 1, Next TV reports.
  In the upfront presentation it is showing to media buyers, 
Scripps said the network originally announced as Doozy will 
henceforth be known as TrueReal. It will be promoted with 
the tagline “Real-life. Big Drama. No more apologies.”
  Like Doozy, TrueReal is aimed at women 25-54 and will 
feature reality shows mostly from A+E Networks, including 
Storage Wars, Married at First Sight, Hoarders and Little 
Women: LA.

  At the same time it launches TrueReal, 
Scripps will be launching Defy TV, a 
network with unscripted programming 
aimed at men. Defy TV’s slogan is 
“Here’s to the Mavericks.”
  The shows on TrueReal and Defy are 
being made available to over-the-air 
viewers for the first time.

ACCOUNT ACTION
  Keurig Dr Pepper, marketer of 
beverage brands such as Keurig coffee, 

and soft drinks like Dr Pepper, Snapple and Canada Dry, 
has consolidated its U.S. and Canadian media account with 
Havas Media, MediaPost reports. The account, which billed 
about $230 million, according to RECMA estimates, was 
previously handled by IPG Mediabrands’ Initiative unit. 
The creative portions of the account remain unchanged, with 
Havas continuing to service the company’s hot beverages 
brands, and IPG’s Deutsch remaining the creative shop for 
its cold beverages brands.

NBCU MULLS UNIVERSAL-BRANDED STREAMER
  NBCUniversal — which went nationwide with its Peacock 
SVOD just eight months ago — is mulling another streamer 
launch, according to Insider.
  NBCU CEO Jeff Shell has had recent discussions about 
the possibility of creating a service that would use Universal 
branding, which unlike Peacock, has built-in awareness 
around the world, says the report.
  The service could in theory feature Universal movies, 
currently under an HBO deal until 2023, and eventually take 
back some NBCU content from Hulu.
  Comcast and AT&T, owners of NBCU and WarnerMedia, 
respectively, have also had some discussion about the 
possibility of closer working relationships between those two 
media companies, according to Insider.

THIS AND THAT
  Streaming audio users spent an average of one hour and 57 
minutes each week listening to online content on smartphones 
and tablets during Q3 2020, according to Nielsen’s just-
released Total Audience Report... Household spending 
cooled last month but already appears to be accelerating 
again as consumers — armed with federal stimulus money 
and many of them newly vaccinated — travel, dine out and 
return to shopping centers. Consumer spending, the biggest 
driver of economic activity in the U.S., fell 1% in February, 
the Commerce Department said last week. The drop was 
largely attributed to cold weather and snowstorms that struck 
much of the nation.

NCAA HOOPS: FIRST HALF DOWN 18% FROM 2019
  The first five days of NCAA Men’s College Basketball 
Tournament — Thursday through Monday — witnessed 
viewership 18% lower to an average 2.5 million Nielsen-
measured viewers, Television News Daily reports.
  In 2019, an average 3.04 million viewers per game was 
registered through the second round. Last year’s NCAA 
March Madness event was cancelled due to the COVID-19 
pandemic.
  CBS viewing sank 20% to 4.7 million (5.9 million in 2019) 
across 15 games, while TBS with 14 games was up 2% to 
2.36 million; TNT, with 12 games, falling 
down 16% to 1.7 million; and TruTV with 
over 11 games slipped 2% to 1.2 million.
  This year’s viewing decline is partially 
attributable to eight second-round games 
— typically higher-interest and more 
competitive contests — being played 
on Mondays. This includes two Monday 
daytime games on CBS. In 2019, all 
second-round games ran in the generally 
higher TV viewing weekend days, 
Saturday and Sunday.
  This year, WarnerMedia networks had its best results on 
the weekend, with TBS’ Oregon State-Oklahoma State (3.6 
million) on Sunday and TBS’ Iowa-Grand Canyon (3.17 
million) on Saturday.
  TBS and TruTV also scored strong results on the opening 
First Four games on Thursday — up from 17% to 80% versus 
the same games in 2019.

NETWORK NEWS
  Don Cheadle is in the cast for ABC’s reimagining of The 
Wonder Years. He will play the narrator role known as “Adult 
Dean,” looking back on his younger self growing up in 1968. 
Last year, ABC gave a pilot production commitment to The 
Wonder Years, with the reboot focusing on a Black middle-
class family in Montgomery, Alabama, in the turbulent late 
1960s. The Wonder Years ran on ABC from 1988 to 1993... 
Jim Nantz and CBS Sports have reached an agreement 
on a new deal. The 61-year-old Nantz has been with CBS 
since 1985. He has been the lead announcer for the NCAA 
Tournament since 1991 and has worked the Masters since 
1986. He has also been the lead voice for the network’s 
coverage of the NFL since 2002 and called his seventh 
Super Bowl last month... Sharon Osbourne’s voice will no 
longer be heard on The Talk. Amid controversy over alleged 
misconduct and claims of offensive language by Osbourne 
on the show, she’s leaving the CBS daytimer. After a probe 
into the heated March 10 discussion about race that triggered 
the controversy, CBS put out a statement saying Osbourne 
decided to depart the show. The network also said The Talk, 
which was put on hiatus on March 12, will be back on April 
12... Fox is developing an untitled single-camera comedy 
written by and starring The Daily Show correspondent Roy 
Wood, Jr. He will EP the project with fellow actor-comedian 
Denis Leary. In the show, working in service to a bunch of 
thankless Americans, members of the oft-forgotten National 
Guard use their time on domestic deployments to come up 
with new ways to pat themselves on the back, even though 
they don’t deserve it. All while honoring commitments to their 
community, their families and their day jobs.
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I only had one piece of 
pizza at dinner tonight. 
One huge, round piece.
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MARKET FOR PET SUPPLIES KEEPS ON BOOMING
  Pets provided solace during a difficult 2020 and that 
translated into soaring annual revenues for pet supplies, 
foods, treats and other products along with vet care.
  The pet industry generated $103.6 billion in annual sales 
in 2020, the highest level in industry history, according to 
the American Pet Products Association. The association 
expects the momentum to continue.
  “We are bullish for the coming year, projecting growth of 
5.8% — well above the historical average of 3% to 4%,” 
said Steve King, president and CEO, APPA. “This past 

year presented a host of challenges that 
resulted in consumers across the country 
turning to their pets for comfort and 
companionship.”
  Every retail channel showed an increase, 
especially e-commerce. Total retail sales 
increased 6.7% from 2019 to 2020, as 
pet specialty and independent retailers 
experienced solid growth. Thirty-percent 
of pet owners said they spent more on 
their pet/pet supplies in the past year, with 
only 10% saying they spent less.

  Sales of pet food and treats rose 9.7% last year, to $42 
billion, according to the APPA’s State of the Industry Report. 
Vet care and product sales rose 7.2%, to $31.4 billion, while 
$22.1 billion was spent on supplies, live animals and OTC 
meds, a 15.1% increase from 2019. Sales of services such 
as grooming, dog walking and boarded fell 21.4% to $8.1 
billion amid the pandemic. But as quarantines are lifted the 
use of these services is expected to rise, the group said.

PARKS: MONTHLY OTT SPEND DOUBLED IN 2020
  Parks Associates reports that U.S. broadband households 
spent an average of $16 per month on OTT video services in 
early 2020, double ($8) what they spent in 2018.
  The Dallas-based research firm also found that 45% of 
survey respondents with traditional pay-TV said they are likely 
to switch to an online TV multichannel video programming 
distributor in the next 12 months.
  Online TV platforms include market leader Hulu + Live TV, 
Sling TV, AT&T TV, YouTube TV, Fubo TV and Philo.
  “Today’s video services market is in a historic state of 
disruption and disarray,” senior analyst Paul Erickson said 
in a statement. “Our Q3 2020 survey finds 29% of current 
subscribers to traditional pay-TV are unhappy with the 
price and value of their service, and [online TV providers] 
are seeking to address that need with a variety of different 
bundles and value propositions.”
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The pet industry generated 
$103.6 billion in annual 

sales in 2020, the highest 
level in industry history. 

Total retail sales increased 
6.7% from 2019 to 2020.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

TV REACHES THOSE REMODELING KITCHENS
  According to the 2021 Houzz U.S. Kitchen Trends Study, 
the median cost of a major kitchen remodel is $35,000 
and a minor one $8,000. These are 
significant dollars for kitchen products 
dealers, and 2021 will likely be a good 
year for increased spending of kitchen 
remodeling projects.
  Data from selected Fall 2020 and Winter 2021 surveys 
from The Media Audit reveals TV is where to reach this 
audience with the information to make kitchen remodeling 
choices. Of adults 18+ planning a kitchen 
remodel during the next 12 months, 
approximately 90% or more watch some 
TV daily in Albany-Schenectady-Troy, 
N.Y.; Detroit; Little Rock, Ark.; Boise, 
Idaho; and Spokane, Wash.
  Adults 35-49 are the primary audience 
for kitchen remodels, and at least 93% 
watch some TV daily in the five selected 
markets. Except for Little Rock, adults 18-
34 in the other four markets and planning 
a kitchen remodel watch more TV than 
adults 50+, although typically older adults watch more TV 
than the youngest adults.
  Interestingly, larger percentages of adults 50+ watched 
HGTV during the past week than all adults 18+ in four of 
the five markets: Albany-Schenectady-Troy, N.Y. (24.2%); 
Detroit (25.3%); Little Rock, Ark. (29.6%); and Boise, Idaho 
(18.3%). In Spokane, Wash., a larger percentage of adults 
35-49 planning a kitchen remodel watched HGTV than 
those 50+, or 15.3% and 12.3%, respectively.

REPORT: ABC SEEKS $2 MILLION FOR OSCAR ADS
  Audiences for TV’s biggest award shows may be in decline, 
but ad prices are not. That’s according to Variety, which 
reports that ABC has been seeking around $2 million for a 
30-second spot in its April 25 broadcast of the 93rd annual 
Academy Awards.
  Last year’s Oscars generated nearly $129.2 million 
in advertising, according to Kantar, which tracks of ad 
spending. In 2019, the ABC broadcast spurred nearly 
$114.2 million in advertising. After seeing ad prices decline 
in the face of last decade’s Great Recession, ABC has 
built the cost back up. Ads in recent years have typically 
run from $1.8 million to more than $2 million, according to 
media buyers.
  “They are trying their best to provide the most robust 
opportunity for their sponsors, given what they are dealing 
with,” Jenna Fidellow, SVP of branded partnerships for 
Havas Media, tells Variety. “This is launching in a time 
when March Madness will be over. It feels like a new 
window during these unprecedented times to give the show 
an opportunity, to maybe show up a little differently.”
  Advertiser interest in the broadcast remains high even 
though award-show viewership does not. CBS’ recent 
broadcast of the Grammys notched just 8.8 million viewers 
— the smallest audience on record for the telecast and a 
tumble of 53% from the 18.7 million who watched in 2020. 
NBC’s broadcast of the Golden Globes appealed to only 
6.9 million viewers, another record low that was 63% less 
than what the event fetched in the year prior.


