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FIRST-TIME BUYERS DRIVING HISTORIC GROWTH
  The growth of the online category accelerated beyond  
previous expectations in 2020.
  Amid the COVID-19 pandemic, tens of millions of U.S. 
consumers became online grocery buyers for the first time, 
according to eMarketer’s latest forecast on U.S. grocery 
sales. In 2021, this behavior will go from trial to habit for 
many shoppers.
  Online grocery sales grew 54% in 2020 to reach $95.82 
billion. That propelled it to a 12% share of total U.S. 
e-commerce sales and 7.4% of all grocery sales.
  “The pandemic pushed consumers to search for a safe 
and convenient way of getting essential grocery items, 
and many retailers adapted to that demand,” said Whitney 
Birdsall, eMarketer senior forecasting analyst at Insider 
Intelligence.
  “With the growing number of stores offering curbside 
pickup and an increase in features offered by grocery 
delivery apps, consumers are now presented with a 
variety of incentives and options to order their groceries 
online,” she continues. “A large portion 
of consumers who became first-time 
online grocery buyers during the 
pandemic now prefer this mode of 
grocery shopping due to convenience.”
  Looking ahead, growth will slow as 
the vaccine rollout allows shoppers to more comfortably 
return to stores. Nevertheless, a portion of online grocery 
shopping will remain, pushing past $100 billion in spending 
for the first time in 2021, a full year ahead of previous 
estimates. And by 2023, online grocery sales will make up 
11.2% of total U.S. grocery sales.
  The growth of grocery e-commerce sales can largely be 
attributed to first-time buyers entering the market. Last 
year, the number of digital grocery buyers ages 14 and 
older in the U.S. (who made a purchase at least once 
during the year) jumped 42.6% to 131.6 million. By 2022, 
eMarketer expects that more than half (51.3%) of the U.S. 
population will be digital grocery buyers.
  “Many low-propensity buyers will return to their pre-
pandemic purchase behaviors once the threat is sufficiently 
mitigated through vaccines,” said Andrew Lipsman, 
eMarketer principal analyst at Insider Intelligence.
  “Other consumers, now acclimated to the process of 
buying groceries online, will do so on an occasional basis,” 
Lipsman says. “And many who developed a regular habit 
around buying groceries online will carry the behavior 
forward. Continued growth in digital grocery will now 
depend more on purchase frequency than new buyers 
entering the category.”
  The growth of online grocery sales will also be driven by 
higher spending per buyer. The research firm estimates 
annual spending per buyer at $728 for 2020 and $818 in 
2021. By 2023, eMarketer expects that figure to exceed 
$1,000.

OUTLOOK: ONLINE GROCERY SALES TO TOP $100B IN ’21
ADVERTISER NEWS
  The number of brands selling and advertising via Amazon 
has sharply risen since the outbreak of COVID-19, and other 
e-marketplaces are also growing. According to Brands, 
Amazon, and the Rise of E-Marketplaces, a new study 
of more than 1,000 brands from Feedvisor and Zogby 
Analytics, 78% of respondents are currently selling on 
Amazon, up from 55% in 2020. Forty-one percent said 
Amazon Advertising was among the new strategies they 
had deployed during the pandemic... Costco is raising its 
minimum wage to $16 an hour for its U.S. store workers. 
The retailer has more than 180,000 employees in the U.S. 
and 275,000 employees worldwide. Beginning in March 
of last year, the chain instituted a $2 an hour premium to 
its employees to help cushion the financial strain that the 
pandemic brought to many people. The move comes as 
Congress debates whether to increase the federal minimum 
wage to $15 an hour as part of President Biden’s $1.9 
trillion COVID-19 relief bill... DoorDash, which has gained 
market share of the meal delivery space in the U.S., expects 

that demand for its services will slow as 
more Americans get vaccinated against 
COVID-19 and become more comfortable 
with eating outside their homes. The 
service saw its share of the market grow 
18% to 53% in 2020… Best Buy CEO 

Corie Barry told analysts that the retailer has cut 5,000 
mostly full-time positions while adding 2,000 part-time jobs, 
which were offered to many of those cut from full-time roles. 
Barry also noted that the company plans to close more large-
format stores, with plans to accelerate beyond the 20 annual 
stores the retailer has closed in recent years... A year after 
announcing plans for its biggest North American expansion, 
Sephora is carrying out its largest expansion in the U.S. with 
more than double the number of store openings than it had 
planned for 2020. The move includes opening more than 60 
freestanding Sephora stores and 200 in Kohl’s, part of a 
previously announced partnership with the department store. 
Last year, the retailer had planned to open 100 freestanding 
stores in North America. The retailer did not directly address 
if these 60 are in addition to the 100 stores planned for last 
year or if they effectively replace the plans from 2020... Ford 
Motor is recalling its 2021 Bronco Sport for a second time, 
now for an incorrect lower control arm that could result in 
reduced vehicle stability and increase the risk of a rollover 
crash at maximum roof load. This recall involves 106 vehicles 
built Dec. 9; Ford estimated 50% are defective. For industry 
observers, it’s not whether recalls involve 100 or 100,000 new 
vehicles, but the perceived systemic breakdowns that cause 
them to occur that are worrisome… Schnucks has teamed 
with Inmar Intelligence to become the first food retailer to 
roll out technology for preventing digital coupon fraud. The 
point-of-sale system, CNFRM, works at the register in real 
time to detect counterfeit coupons, which can cost retailers 
and CPG brands up to $100 million each year, Inmar says.
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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 info 
or to apply now.  EOE.
  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.
  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 you 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.

See your ad here tomorrow! CLICK HERE for details.

SCRIPPS’ REVENUE UP 40%, LIFTED BY POLITICAL
  As it continues to bulk up its national TV network business, 
E.W. Scripps saw rising business from its local TV stations 
in Q4 2020 from political advertising.
  Overall company-wide revenue grew 40% to $591 million, 
with local TV station revenues up 43% to $473 million.
  As with other TV station groups, Scripps had record 
political advertising in the period — $138 million (versus 
$15.2 million the previous-year period). For the entire 
2020 year, the company posted $265 million in political 
advertising.
  That political messaging pre-empted core advertisers, 
resulting in a 9% decline in those marketers’ advertising 
sales to $181 million. The company also says the decline 
was due to pandemic disruption.
  Scripps gained major results from renegotiating 
retransmission fees contracts for its TV stations, a 36% 
hike to $150 million. Direct-response advertisers helped its 
national TV business grow 28% to $117 million. Its Katz 
Networks were up 18%; its Newsy network grew 27%.

2020 TV AD SPENDING FALLS 9%, LOCAL RISES
  In the wake of a pandemic-disrupted year — and declining 
advertising business — just one of the six major TV 
platforms witnessed an uptick in ad dollars in 2020: local 
TV stations’ advertising.
  Local TV advertising was 8.3% higher to $16.25 billion, 
driven by record-high political advertising spend. Total TV 
advertising saw a decline of 8.9% to $66.8 billion in 2020, 
according to market and media research firm Kantar.
  Kantar had estimated 2020 political advertising on 
broadcast TV was at $3.5 billion, a record amount. Still, 
TV stations suffered somewhat from 
a postponement of the 2020 Tokyo 
Summer Olympics until 2021 due to the 
COVID-19 pandemic.
  Previous major political/Olympic 
advertising seasons have seen local 
TV rising 12% to 15% or more in the big 
political and Olympic seasons versus the 
previous year.
  National TV media paced worse than 
the market overall. It was down 13.3% 
to $50.5 billion for the year. In Q2 2020, 
amid rising cases of the COVID-19 pandemic, national TV 
was estimated to have dropped as much as 20% to 30% in 
advertising, depending on the platform.
  Cable TV networks had the biggest drop in 2020: 17% 
to $28.7 billion. Broadcast TV networks were down 10% 
to $15.8 billion. Spanish-language TV networks suffered 
almost as much as the broader cable TV network category 
— falling 15% to $1.9 billion.
  U.S. syndication advertising marketing almost reached 
positive territory, slipping 1% to $4.1 billion.

THIS AND THAT
  Graham Holdings Co. reported Q4 2020 earnings that 
included revenue from its television broadcasting division, 
Graham Media Group, of $175.2 million, an increase of 
42% from $123.5 million in Q4 2019. The revenue increase 
is due to a $50.3 million increase in political advertising 
revenue and a $5.2 million increase in retransmission 
revenues... The National Retail Federation expects the 
overall economy to gain between 220,000 and 300,000 
jobs per month in 2021... Nexstar says Timothy C. Busch, 
president, broadcasting, will retire June 1 following a 36-
year career in the broadcast industry. Busch joined Nexstar 
in 2000 as GM at WROC (CBS) in Rochester, N.Y. and over 
his career with Nexstar ascended to roles of increasing 
responsibility including executive vice president and co-
chief operating officer and ultimately president of Nexstar 
Broadcasting, the predecessor to Nexstar Inc.

ACCOUNT ACTION
  Jeans and apparel company American Eagle Outfitters 
has appointed VaynerMedia as its new media agency. The 
retailer has previously worked with 360i, which was named 
media AOR for the company in 2019. In its latest annual 
report (2019), the company reported total advertising costs 
of $151 million, up slightly from the $143.2 million recorded 
for 2018. The company operates about 1,000 stores mostly 
in North America with another 200 stores operated by 
licensees.
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Local TV advertising was 
8.3% higher in 2020 to $16.25 

billion, driven by record-
high political spend. Total TV 
advertising saw a decline of 

8.9% to $66.8 billion.
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SEAFOOD SALES UP A WHOPPING 28.4% IN 2020
  As grocery sales increased across the board during the 
pandemic, the seafood department proved to be a leader 
as the category saw a 28.4% increase in sales year over 
— exceeding the sales growth of the produce (up 11.3%), 
meat (up 18.7%) or deli departments (up 0.9%), according to 
the 2021 Power of Seafood Report released by FMI—The 
Food Industry Association.
  In total, seafood (fresh, frozen, canned, etc.) generated 
more than $16.6 billion in sales for food retailers in 2020.
  Seafood sales growth took place across frozen (+35.7%), 

fresh (+24.9%) and grocery (+21.3%) 
seafood. The growth also took place 
across every species of seafood with the 
big three — shrimp (+29.6%), salmon 
(+24.7%) and tuna (+20.4%) — showing 
strong annual growth. Sales of crab 
(+60.2%) and lobster (+59.9%) saw the 
biggest growth.
  According to the report, the biggest 
reason for increased  consumption is 
consumers are trying to eat healthier 
(59%). The Power of Seafood 2021 

finds 72% of frequent seafood consumers are putting more 
effort into making healthy and nutritious choices since the 
pandemic. At the same time, 74% of seafood consumers, 
and 43% of non-seafood consumers, want to become more 
knowledgeable about the nutritional benefits of seafood.

U.S. AD ECONOMY RECEDES 4.6% IN JANUARY
  After rebounding from the recession in August and expanding 
for the remaining five months of 2020, the U.S. ad economy 
got off to a wobbly start this year, with ad demand declining 
4.6% in January vs. the same month in 2020.
  That’s according to a MediaPost analysis of the most recent 
data from Standard Media Index’s U.S. Ad Market Tracker.
  The tracker, a composite index of actual U.S. ad spending 
by the major agency holding companies, indicates it was the 
worst start of a new ad year in terms of total volume since 
January 2017.
  It’s unclear whether this January is an anomaly.
  January’s decline reflects weak demand mostly from smaller 
ad categories, as the top 10 actually managed to expand 
0.4%, while all others fell 15.7%.
  Ad demand also continues to be mixed across media, 
with digital demand expanding 15.5% in January, while the 
national TV ad marketplace eroded 14.7%.
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As a dad to two toddlers, 
the majority of my diet is 

various berries I find on the 
ground. I’m basically a deer.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

SNOW SKIERS, BOARDERS LOVE THE SLOPES, TV
  Despite the major disruptions to the snowsports industry, 
enthusiasts tend to earn larger incomes and 92.2% are 
exposed to TV daily, according to 
The Media Audit’s 60-Market 2020 
Aggregate Survey.
  Almost 60% of the 3.2% of all adults 
18+ who participated in snow skiing or 
snowboarding during the past year earn incomes of $75,000 
or more. “With the spring 2020 ski season cut short because 
of the pandemic, multiple industry 
sources report a renewed interest in 
returning to the slopes for the 2020-
2021 season,” said Nick Miller, VP, The 
Media Audit. “Americans crave outdoor 
recreation to reduce stress, and because 
it’s a safe activity.”
  Vail Resorts, one of the world’s largest 
operators of ski resorts, stated in its Q3 
2020 fiscal report that sales of season 
passes had increased 18% year over year 
by mid-September. DestiMetrics, which 
aggregates booking data at mountain 
resorts, revealed increased bookings and revenues for 
October and November in seven western states, the first 
increases since February.
  “A secondary, but important, result from The Media Audit’s 
60-Market 2020 Aggregate Survey is 36.1% of snowsports 
enthusiasts with incomes of $75K+ shopped at a sporting 
goods stores during the past four weeks, and they index 90% 
more than all sporting-goods-store shoppers,” said Miller.
  With TV and the internet now the largest media used daily, 
they are the most complementary media mix for advertisers. 
TV will build brand awareness and commercial messages can 
drive this audience to websites and social media platforms to 
increase the overall penetration of high-income snowsports 
enthusiasts.

SURVEY: FOR LOCAL BIZ, ONLINE REVIEWS KEY
  If local businesses are wondering who reads online reviews, 
a vast majority of their customers probably do.
  According to the new 2020 State of Consumer Reviews 
study from customer messaging platform Podium, online 
reviews influence 88% of surveyed consumers in discovering 
a local business. This includes 21% who say that reviews 
play a big role in discovering a local business. 
  Online reviews come in fourth among the top characteristics 
respondents say are most important when choosing a 
local business, with 41% selecting them. The top three 
characteristics are location (61%), price or promotions (55%), 
and personal recommendations (50%).
  Approximately half of respondents are willing to travel farther 
and pay more to patronize a business with higher reviews. 
Close to six in 10 (58%) agree or somewhat agree with the 
statement, “I am willing to travel farther to a business with 
higher reviews,” while 47% agree or somewhat agree with 
the statement, “I am willing to pay more at a business with 
higher reviews.”
  Not just any online review will positively influence a potential 
customer. Almost four in 10 (38%) respondents require at 
least a four-star (out of five stars) average rating to consider 
engaging with a local business.


