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DESPITE POPULARITY SURGE, THERE’S UPSIDE
  Online grocery took off dramatically in 2020 as a result of 
the pandemic, and that’s no surprise to anyone.
  According to estimates by eMarketer, food and beverage 
was by far the fastest-growing e-commerce category in the 
U.S. in 2020. Given its low penetration and high sales growth, 
digital grocery is the next big opportunity in e-commerce, the 
research firm says.
  Just because a behavior took off during a once-in-a-century 
pandemic doesn’t mean it will stick around. However, 
eMarketer believes many consumers will buy groceries 
online more frequently in 2021, for a number of reasons:
  The length of the pandemic. Had COVID-19 been merely 
a blip, it’d stand to reason that behavior changes would not 
become permanent. With the U.S. rapidly approaching the 
one-year anniversary of its pandemic shutdowns, consumers 
have had time to hone their new habits, such as making 
purchases on the likes of Instacart, FreshDirect, Shipt, 
Cornershop, Postmates and Blue Apron.
  According to an October 2020 study by Acosta, 58% of U.S. 
grocery shoppers reported being comfortable using digital 
tools to assist with grocery shopping. While this comfort level 
varies by generation (from 71% among 
Gen Z and millennials to 35% among 
seniors over 75), these numbers are 
favorable for category growth.
  Ease of use. While digital grocery 
has its drawbacks, the experience is 
positive enough for the typical consumer: It’s a timesaver, it’s 
perceived as safer, and when delivery is involved, it allows 
the shopper to skip the gas and parking expenses.
  “With a growing number of stores offering curbside pickup, 
and with grocery delivery apps offering an increasing number 
of features, consumers now have a variety of incentives and 
options for ordering their groceries online,” said Whitney 
Birdsall, eMarketer senior forecasting analyst at Insider 
Intelligence. “A large portion of consumers who became 
first-time online grocery buyers during the pandemic now 
prefer this mode of grocery shopping due to its convenience.”
  Category awareness. Given the pleasant customer 
experience for many, positive word-of-mouth should 
encourage consumers who are on 
the fence to give online grocery 
a try in 2021. And major retail 
players are throwing big dollars at 
the category in anticipation.
  According to eMarketer’s latest 
figures, the number of U.S. digital 
grocery buyers will grow from 131.6 
million in 2020 to 137.9 million in 
2021. That’s 4.8% year-over-year 
growth. The research firm expects 
U.S. grocery e-commerce sales 
will increase by 17.8% year over 
year in 2021.

ONLINE GROCERY: INITIAL ADOPTION BECOMES A HABIT
ADVERTISER NEWS
  Walmart is expanding its shoppable TikTok and social 
commerce efforts beyond its own brands with a beauty-fo-
cused livestream featuring creator Gabby Morrison after a 
successful run with a December shoppable fashion show. 
Walmart’s Spring Shop-Along: Beauty Edition tomorrow 
will, like its December event, let viewers click on pins to shop 
live during an event on the Walmart TikTok channel. The 
initial event drew seven times more views than anticipated 
and grew Walmart’s TikTok community (now at more than 
592,000) by 25%, says U.S. Chief Marketing Officer Wil-
liam White… Mitsubishi is catering to modern auto buyers 
with ClickShop, an online showroom powered by digital re-
tailing solutions provider Motoinsight. Mitsubishi Motors 
North America says ClickShop is a custom, 24-hour digital 
showroom for consumers to shop across Mitsubishi’s entire 
dealer network. ClickShop can allow customers to browse 
real-time inventory at nearby dealers, build a custom deal 
with pre-populated, applicable incentives, including pay-
ment, trade and taxes. Shoppers also can submit their credit 
application and book an in-person or virtual appointment... 
Nissan is recalling more than 854,000 cars in the U.S. and 

Canada because the brake lights might 
not come on when the driver presses 
on the pedal. The recall covers certain 
Sentra compacts from the 2016 through 
2019 model years... Kia Motors, mean-
while, says it will recall nearly 380,000 

Sportage and Cadenza vehicles because an electrical cir-
cuit could cause a fire in the engine compartment. The recall 
covers vehicles built from the 2017-2021 model years and 
dealers will replace some fuses in the electrical junction box. 
Kia is advising owners to park outside and away from struc-
tures as a precaution until the recall repair is complete... In 
a move that signals the company’s resurgence, women’s 
apparel and accessories retailer Charming Charlie is ex-
panding its store footprint by opening 14 new locations in 
the coming months. The retailer will focus on locations in
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AVAILS
  WFTS-TV in Tampa, Fla., is seeking a Senior Account 
Executive to sell TV and digital advertising in the beautiful, 
sunny Tampa Bay Market. The ideal 
candidate will have a strong proficiency 
with connected TV and digital products, in 
addition to broadcast TV experience. Are 
you motivated by an excellent product, 
great compensation, extensive training with the Scripps 
Sales Process and working with a talented team? WFTS 
provides powerful multi-platform marketing solutions which 

create long-term client partnerships. 
Submit your resume or get full job 
details HERE.
  WPBF 25, the Hearst-owned ABC 
affiliate in the beautiful West Palm 
Beach, Fla. market, has an incredible 
opportunity for you! WPBF 25 is looking 
for a dynamic sales superstar to join 
our phenomenal sales team. The ideal 
candidate will bring both broadcast 
and digital sales experience and will 
possess the drive and ability to thrive 

in a fast-paced, highly competitive market. Your creativity, 
originality and passion for developing new business will be 
encouraged and rewarded! CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

ACCOUNT ACTION
  Nissan-owned Infiniti has selected Publicis Groupe to 
handle global creative for the brand, ending an eight-month 
agency review, Ad Age reports. The holding company is 
expected to create a dedicated cross-disciplinary team for 
the luxury auto brand using its so-called “Power of One” 
model. The incumbent was MDC Partners-owned CPB. 
Infiniti counts as another big loss for the agency, which late 
last year saw its 13-year-old relationship with Domino’s 
end after the pizza chain moved to WorkinProgress. CPB 
controlled the Infiniti account since 2014, although it was 
briefly demoted in 2017, when Infiniti turned to MDC’s 
72andSunny. CPB regained its lead status in May of 2018. 
Infiniti spent $107 million in measured media in the U.S. 
in 2019, according to the latest figures from the Ad Age 
Datacenter.

DISNEY+ SURPASSES 100M+ SUBS, EYES NETFLIX
  Disney’s flagship streaming service, Disney+, has topped 
100 million subscribers, the company said yesterday, a 
symbolic win that emphasizes how Disney has been the 
most successful of the new entrants trying to chip away at 
Netflix’s direct-to-consumer dominance.
  Disney+ reached 100 million subscribers in its first 16 
months of operation, The Wall Street Journal reports. The 
service is on track to meet Disney’s projection of 260 million 
subscribers by 2024. The company last reported 94.9 
million subscribers as of Jan. 2.
  Disney CEO Bob Chapek reiterated yesterday that the 
company’s streaming strategy is his priority, noting that 
Disney has set a bullish target of adding more than 100 new 
titles to the service each year. Leading streaming platform 
Netflix said in January that it had 203.7 million subscribers.

NETWORK NEWS
  CBS has renewed The Equalizer for Season 2. The 
drama, starring Queen Latifah, launched after the Super 
Bowl on Feb. 7. The show has averaged 14.6 million total 
viewers across its four episodes, according to CBS. The 
Equalizer originally ran on CBS for four seasons, ending 
in 1989... The CW has greenlit original U.S. versions of 
the British comedy panel series Would I Lie to You? and 
the satirical British horror whodunnit reality competition 
series Killer Camp. Additionally, the network has acquired 
two seasons of the British version of Would I Lie to You? 
Specific premiere dates for both series 
will be announced at a later time. 
Described as a comedy panel show that 
elevates the “art of lying,” the British 
version of Would I Lie to You? is hosted 
by Rob Brydon (Gavin & Stacey) and 
features Lee Mack (Not Going Out) 
and David Mitchell (Phineas and Ferb) 
as team captains joined by a roster of 
celebrity guests who weave elaborate 
tales that may or may not be the truth. 
Competing teams then ask questions 
and watch body language to determine which are crazy but 
true, and which are made-up stories. Meanwhile, the CW’s 
U.S. version of Killer Camp will return to “Camp Pleasant” 
as a mix of 13 unlucky American and British campers 
navigate through new deadly twists and surprises while 
competing to expose the “killer” among them for a share of 
the $50,000 cash prize... And Roger Mudd, the longtime 
CBS News correspondent and anchor who later teamed 
briefly with Tom Brokaw on NBC Nightly News, has 
died. Mudd died yesterday of kidney failure at his home in 
McLean, Va., according to CBS News. Mudd was a familiar 
face for decades on network television, starting on CBS in 
the early 1960s, as he reported on Congress, politics and 
government. He became a star correspondent and filled in 
for Walter Cronkite in the anchor chair in the late 1960s 
and early 1970s and on the weekend CBS Evening News 
broadcasts. Roger Mudd was 93 years old.

SAMSUNG TURNS FOCUS TO OUTDOORSY TVs
  Samsung, the leading TV manufacturer, is pitching 
new or improved sets reflecting Americans’ new level of 
pandemic-era viewing, MediaPost reports.
  Foremost among them is a new 75-inch version of its 
Terrace TV, that, as the name suggests, is designed for 
outdoor use. It is water- and dust-resistant and features 
anti-glare technology. It’s getting some attention because 
Samsung is pitching it as a set for consumers who are 
spending more time watching TV and might want to do it 
outside.
  The Terrace is not brand new. Samsung made two smaller 
versions previously. The latest has a list price of $3,500.
  Samsung is also updating its Sero line of sets. The Sero, 
as peculiar as it may sound to a viewer who expects TV 
presented horizontally, comes with a vertical screen 
instead, to accommodate viewers now fully accustomed to 
watching TV in portrait mode on their smartphones. But it 
can twirl to become a horizontal screen, too.
  The previous Sero only worked with Android phones, but 
now it’s added Apple Air Play 2 devices, too.
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MediaPost

The 75-inch version of 
Samsung’s Terrace TV, 

designed for outdoor use, 
has a list price of $3,500.
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THIS AND THAT
  Amidst a return to movie-theater openings in Q4, as around 
40% of U.S. movie cinemas opened in the period, in-theater 
video advertising still suffered with year-long declines for 
National CineMedia, the in-theater advertising platform. 
Revenue declined nearly 90% from $147.2 million to $15.7 
million in Q4. The company posted a net loss of $35.2 million 
against net income of $19.1 million in the year-ago quarter 
period. Currently, around 45% of U.S. cinemas are now 
open, according to Paul Dergarabedian, movie analyst at 
Comscore... A $69.99 Pro plan for fuboTV, which includes 

more devices and cloud DVR space, is 
now in trial with small customer groups. 
CEO David Gandler told a media 
conference that fubo’s future is distinct 
from that of the general pay television 
business... One-third of Americans now 
own a smart speaker. That’s up from 27% 
who said they own at least one smart 
speaker in 2020, such as an Amazon 
Alexa or Google Home. The finding is 
from the forthcoming Infinite Dial 2021 
report, which will be released by Edison 

Research and Triton Digital tomorrow... And a correction: 
Earlier this week we erroneously reported there were 600,000 
mobile app downloads and 300,000 Google Play downloads 
for Paramount+ during its first day. But those were actually 
Sensor Tower numbers for January for the CBS app. We 
regret the error.

ADVERTISER NEWS
(Continued from Page 1)
Texas, California, New York and the Midwest, with one store 
opening this Friday in Houston... Amazon now offers its 
Amazon One contactless payment device at nine Seattle-
area stores, with more to come. Initially introduced at two 
Seattle-area Amazon Go stores in September 2020, Amazon 
One is a proprietary technology designed to let customers 
use their unique palm signature to pay or present a loyalty 
card at a store... Children’s Place reported Q4 profit and 
sales that topped estimates as it continues to downsize 
its store footprint. The children’s clothing and accessories 
retailer closed 178 stores in fiscal 2021, ending the year with 
749 locations. It plans to close 122 stores in 2021, with 25 
planned closures in the first quarter.
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I may wait a little while to get 
vaccinated just so I can keep 
using COVID-19 as an excuse 

not to gather indoors.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

A-B INBEV, A+E AD PACT ENHANCES TARGETING
  Anheuser-Busch InBev worked with A+E Networks to 
strike ad deals that guarantee people actually watched its 
commercials. The results, Ad Age says, mark a step in TV 
advertising as it works to match the compatibilities of digital 
targeting and effectiveness.
  A+E worked with AB’s Budweiser brand and Dentsu to 
guarantee against viewability. In Q4 of last year, AB ran its 
creative for Budweiser across A&E, History, FYI and Vice. 
AB also expanded its scatter buy through Q1 of 2021.
  “As an advertiser, as a marketer, it gives me the confidence 
of having a direct response of seeing how 
many people are actually available to 
watch, rather than having a basic reach 
and basic impression served,” says Paolo 
Provinciali, VP, media, A-B InBev.
  Budweiser saw an increase of 7.6% in 
impressions served through the campaign 
compared to a Q3 benchmark. A+E said 
it saw improvements not just on one 
network, but on every single one of the 
networks inside the optimization.
  The test puts A+E one step closer to 
achieving a goal long sought after by the linear TV networks: 
the ability to target receptive audiences at the same rate as 
internet advertising giants.
  “It’s transformational to bring this concept to TV because it 
can allow us to break down these silos in the way we manage 
media,” Provinciali says. He adds that consumers used to 
digital advertising do not expect a distinction in traditional 
advertising, and the technology helps close that gap.

PEACOCK STARTUP LOST $914M FOR COMCAST
  Comcast’s new streaming service Peacock lost $914 
million in 2020, including intra-company charges, the 
company disclosed in an SEC filing this week.
  Peacock, which launched on April 15, generated $118 
million for the year, according to the filing.
  Comcast made the filing because it is changing the way 
it is accounting for some of its businesses. As a startup, 
Peacock’s financials were included in the corporate category. 
Going forward, it will be part of NBCUniversal’s accounting.
  In the new system, NBCU will report financial reports 
for media, including cable and broadcast networks, local 
television stations and Peacock; studios, including film and 
television production and distribution; and theme parks.

NEWZOO: GLOBAL E-SPORTS REVS TO TOP $1B
  The global e-sports market is set to surpass the billion-dollar 
mark for the first time in 2021, according to a report from 
games and e-sports data company Newzoo.
  E-sports revenues around the world will surpass $1.08 
billion in 2021, a 14.5% increase from $947.1 million in 
2020, according to Newzoo’s 2021 Global Esports and 
Live Streaming Market Report, which for the first time 
incorporates the ever-growing gaming livestreaming market.
  Last October, Newzoo forecast that the billion-dollar 
milestone would be passed in 2020, but revised the number 
to $950.3 million due to the pandemic limiting attendance at 
e-sports events. Newzoo estimates that worldwide e-sports 
revenue will exceed $1.6 billion by 2024, with a growth rate 
of 11.1%.


