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FOR BLACK, HISPANIC VIEWERS, TV MEANS SALES
  New research from TVB has found that TV (broadcast and 
cable) has the highest reach of any platform — 80% among 
adults 18+, with broadcast alone generating a 79% reach.
  The finding is just one highlight from the not-for-profit trade 
group’s 2021 Media Comparison Study, which also found that 
people spend more time with television (5 hours, 46 minutes 
per days) than any other medium. That breaks down to 3 
hours, 45 minutes spent daily with broadcast and 2 hours, 1 
minute with cable.
  The study also reaffirms a critical point: For all the excitement 
surrounding the proliferation of digital advertising, traditional 
television remains the most effective way of gaining reach 
and also engagement — because people spend more time 
with TV than any other medium.
  “‘Time spent’ is a better measure of 
engagement as it reflects how much 
time people are willing to invest in a 
platform daily, and time spent with TV 
is dramatically higher than any other 
platform,” explains Hadassa Gerber, EVP and chief research 
officer at TVB. “In addition, what the study found was that 
broadcasting assets can reach streamers of TV programs 
with no advertising. Broadcast TV + Broadcast websites/
apps can reach 88% of those that stream with no advertising. 
For the auto category, that number goes up to a reach of 
95% of car buyers that stream programs with no advertising.”
  For TV ad sales professionals, the research also contains 
actionable data on underrepresented demographics: African-
Americans 18 and older, for example, spend an average of 
nearly eight hours daily with broadcast TV, the study found. 
Hispanic-Americans, meanwhile, spend five hours a day.
  “With African-Americans, we have seen this in other studies 
— they prefer TV,” Gerber says. “Very much so linear, but 
they also stream TV shows with ads more than the average. 

In contrast, their use of social media is 
lower than average… Hispanics have a 
higher usage of social media and digital 
than African-Americans, but TV is still tops 
in terms of reach and time spent. Language 
for TV is a consideration as well. When 
Hispanics were asked if they could only 
choose five networks (of broadcast TV and 
cable), all five picks were broadcast TV, 

with the top two picks being Spanish broadcast networks.”
  Television not only attracts these demographics — it also 
drives purchases more than any other medium. The study 
found that 34.5% of African-Americans cite TV as the No. 
1 motivator to learn more or buy a product, while 27.8% of 
Hispanic-Americans said the same.
  GfK, which conducted the study for TVB, examined media 
usage across 20 platforms, including broadcast, cable, radio, 
streaming programs on venues with advertising, streaming 
programs without advertising as well as email, podcasts, 
printed media and their digital counterparts.

TVB: TV TOPS ALL PLATFORMS IN REACH, TIME SPENT
ADVERTISER NEWS
  Hundreds of merchants said last week that they’ve been 
approved to use Walmart Fulfillment Services, which pro-
vides Walmart Marketplace sellers with warehousing and 
order fulfillment. The marketplace now has just over 82,000 
sellers, up from 39,000 a year ago... Amazon and UPS are 
planning to open last-mile delivery hubs in the Red Hook 
area of Brooklyn, N.Y., but residents are concerned that the 
facilities will cause increased traffic congestion and poten-
tially overwhelm the community. Local officials are calling for 
zoning changes and a moratorium on such hubs until they 
can be studied further... Kohl’s is looking to buy back up to 
$1 billion in high-interest bonds it sold in April 2020 to provide 
financial flexibility around the time that the novel coronavi-

rus pandemic was forcing the retailer to 
close stores across the nation... Dunkin’ 
continues to roll out its updated “Next 
Gen” store format. The company has 
opened its 1,000th Next Gen restaurant, 
in Woodstock, Ga. The opening comes 

about three years after Dunkin’ first unveiled the concept, in 
Quincy, Mass. More Next Gen Dunkin’ sites are also open-
ing, including new locations in Mira Mesa, Calif.; Trumbull, 
Conn; Bridgman, Minn.; and Las Vegas. There are Next Gen 
remodels in the pipeline as well, Dunkin’ tells Chain Store 
Age... Walgreens is getting into the digital-banking-as-a-
service business. The drugstore giant is teaming up with 
global payments technology InComm Payments to provide 
its customers with digital bank accounts at MetaBank. The 
accounts will include a Mastercard debit card shoppers can 
use in-store and online and allow them to earn cash rewards 
on all purchases as part of the new myWalgreens customer 
loyalty program launched in November 2020... Pizza Hut 
is serving a dedicated digital order pick-up window at more 
than 1,500 locations across the U.S. The first national piz-
za chain to offer contactless curbside pickup at the outset 
of COVID-19 in March 2020, Pizza Hut is now introducing 
“The Hut Lane.” Accessible via the Pizza Hut mobile app and 
website, and also available for phone orders, The Hut Lane 
enables customers to pull up to the dedicated window, grab 
their order and go... Lululemon Athletica reported a strong 
Q4 with sales and earnings that topped estimates. The yoga 
and athletic apparel retailer’s net revenue increased 24% to 
$1.7 billion in the quarter ended Feb. 2, beating estimates 
of $1.66. Revenue rose 21% in North America and 47% in-
ternationally. Total comparable sales increased 21%, Lulule-
mon’s direct-to-consumer net revenue increased 94%, and 
represented 52% of total net revenue, compared to 33% in 
the year-ago period... Bridgestone Retail Operations is 
continuing to expand its U.S. footprint. The network of com-
pany-owned tire and automotive service centers expects to 
open 58 locations across the U.S. this year as part of its con-
tinued growth strategy, with 18 on track to open before the 
end of April. The projected openings follow the debut of 52 
new locations in 2020 amid the ongoing pandemic.
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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 that create long-

term client partnerships. Submit your 
resume or get full job details HERE.
  KSAT12, a Graham Media Group-
owned, ABC-affiliated station in San 
Antonio, Texas, is seeking a dynamic, 
enthusiastic, results-oriented Account 
Executive. The perfect candidate is ready 
to help clients grow their businesses with 
a Multi-Product Sales offering. We are 
the No. 1 Communication company in 
our market with all the tools to take clients 
to the next level. More details HERE. To 

apply, please send resume to Patty Larsen, Local Sales 
Manager: plarsen@ksat.com. No phone calls, please. EOE.

See your ad here tomorrow! CLICK HERE for details.

BUY AMERICAN? IT MAY DEPEND ON THE PRICE
  A year of pandemic-driven shortages of vital safety goods 
and medicines — not to mention consumer items like bikes 
and electronics — has not made Americans more willing to 
pay extra for U.S.-made goods, Reuters reports.
  Yet a large majority think the government should do so.
  A new Reuters-Ipsos poll found 63% of Americans want 
U.S. agencies to buy American-made products in general, 
even if they cost significantly more, and 62% think the 
government should strictly buy U.S.-made vaccines. That 
enthusiasm dims a bit when it comes to other types of safety 
equipment, such as face masks: a majority (53%) agree it 
is fine to buy personal protective equipment from foreign 
sources, while 41% disagreed.
  The poll shows a longstanding contradiction: Americans like 
the idea of buying American goods, but not if it means paying 
more personally for it.
  The pandemic has highlighted the risks of long supply chains, 
including many that rely on dominant Chinese producers.

THIS AND THAT
  A survey from The Harris Poll and Adweek finds that 70% 
of Americans want brands to let people know about vaccine 
logistics, 60% think they’re obligated to do so, and 62% say 
that obligation extends to fighting myths. In addition, 58% of 
respondents trust vaccination information that comes from 
companies more than that found on social media, and 70% 
say rewards might encourage people to get vaccinated... 
Jeopardy! fell out of the syndication and game lead in the 
week ending March 21 as March Madness took hold across 
the U.S. Jeopardy!, with Katie Couric at the podium for a 
second week, slipped 5% to a 5.3 live plus same day national 
Nielsen rating, its lowest household rating since the week 
ended Jan. 10.

SURVEY: HOME-IMPROVEMENT ON THE AGENDA
  The boom in home spending continues. About three-
quarters of shoppers are planning at least one home-
improvement project this spring, according to the Spring 
Black Friday survey by shopping and savings app Flipp.
  Nearly 80% are planning to spend between $100 and $5,000 
for indoor projects, while more than 60% of respondents are 
planning to spend up to $500 on outdoor renovations.
  The majority of purchases will be made in-store, the survey 
found. Over 40% of residents in both the U.S and Canada 
groups said that product quality is the most important factor 
in their purchasing decision, followed by 
price, and it is important for them to see 
the product in person before making a 
purchase.
  The top three product purchase 
categories for indoor projects are paint, 
decor and home furniture. The top 
categories for outdoor projects are plants 
and flowers, gardening supplies and 
gardening tools.
  Spring Black Friday typically runs 
from mid-March through mid-June, with 
retailers offering sales and deals to kick spring-summer 
selling into high gear. The awareness of the sales event, 
however, is currently at an all-time low, with only 20% of 
shoppers that are in the know in the U.S., according to Flipp. 
That number is even less for Canada at 9%.

NETWORK NEWS
  ABC has picked up Dancing With the Stars for its 30th 
season. Tyra Banks will return as host and Len Goodman, 
Derek Hough, Carrie Ann Inaba and Bruno Tonioli are 
expected to return as judges. ABC has not announced 
the premiere date or the celebrity contestants for the next 
season... CBS has renewed Young Sheldon for three 
more seasons, starting with 2021-2022. The Chuck Lorre 
comedy, a spinoff of The Big Bang Theory, premiered in 
the fall of 2017. It is in Season 4. Young Sheldon averages 
more than 9.6 million viewers each week, according to 
CBS. Iain Armitage plays Sheldon Cooper. It also stars 
Zoe Perry, Lance Barber, Montana Jordan, Raegan 
Revord and Annie Potts... The CW’s reimagining of 2004 
USA Network sci-fi drama series The 4400 has brought in 
its first cast members. Arrow alum Joseph David-Jones 
and newcomer Khailah Johnson have joined the project, 
which has a straight-to-series order and has shortened its 
title to 4400... Donald Faison is set to portray Professor 
Drake Utonium in the CW’s live-action pilot Powerpuff. 
Written by Diablo Cody and Heather Regnier and 
based on the original Cartoon Network animated series, 
Powerpuff follows Blossom (Chloe Bennet), Bubbles (Dove 
Cameron) and Buttercup (Yana Perreault), who used to be 
America’s pint-sized superheroes. Now they’re disillusioned 
twentysomethings who resent having lost their childhood to 
crimefighting... Gil Bellows (Patriot, American Gods) has 
been cast opposite Adrienne Warren and Glynn Turman 
in ABC’s limited series Women of the Movement, from 
creator-writer Marissa Jo Cerar. The six-episode limited 
series, set in 1955, centers on Mamie Till-Mobley (Warren), 
who risks her life to find justice after her son Emmett (Cedric 
Joe) is brutally murdered in the Jim Crow South.
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FunnyTweeter.com

A woman at work told me 
I had great energy, which 
is entirely plausible as I 
just ate a lithium battery.
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DEMAND FOR INDUSTRIAL SPACE KEEPS CLIMBING
  The COVID pandemic has accelerated e-commerce sales 
globally, with digital sales driving a larger portion of retailers’ 
and grocers’ businesses.
  That has sparked a race for warehouse space and 
caused companies to seek creative commercial real estate 
alternatives as they strive to fulfill online orders and avoid 
delivery delays, CNBC reports.
  Demand for industrial, big-box facilities — warehouses or 
distribution centers of 200,000 square feet or more — hit a 
record in North America last year, according to commercial 

real estate services firm CBRE. It 
was the strongest performer among 
all industrial real estate. Transactions 
for those spaces totaled 349.3 million 
square feet in 2020 across the top 22 
markets, a nearly 25% jump from 2019, 
according to CBRE.
  “We’re really just seeing the tip of the 
iceberg as far as demand and growth 
of e-commerce,” said Mindy Lissner, a 
CBRE executive vice president. “Once 
you start it, you figure out how easy it is 

to order things online.”

SURGING CLICK AND COLLECT FINDS NEW GEAR
  U.S. click-and-collect sales more than doubled in 2020 and 
will sustain double-digit growth rates through 2024, per the 
latest estimates from eMarketer.
  The research firm forecast that click-and-collect sales will 
follow up last year’s 106.9% growth with a 15.2% increase 
this year, and that 150.4 million people in the U.S. will make 
a purchase via click and collect at least once in 2021.
  The click-and-collect method for online shopping boomed 
in parallel with the generally exuberant embrace of 
e-commerce that characterized 2020. eMarketer estimates 
that U.S. shoppers spent $72.46 billion via click and collect 
last year, accounting for 9.1% of all e-commerce sales. This 
year, those figures will increase to $83.47 billion and 9.9%.
  There were already 115.9 million people in the U.S. using 
click and collect in 2018, generating $22.16 billion in sales. 
That accounted for 4.2% of retail e-commerce that year and 
reflected a 13.3% increase in click-and-collect buyers from 
2017. In other words, click and collect was already in an 
early-adoption phase in the U.S. before the 2020 pandemic 
dramatically accelerated the process.
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GroupM

Total TV ad spending will rise 
to $62.5 billion in 2021, up from 
$57.2 billion in 2020. National 
TV is forecast to grow 6.6% to 
$42.6 billion, with local TV up 

16% to $19.9 billion.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

GROUPM: TOTAL U.S. TV AD SPEND TO GROW 9.3%
  Total U.S. television advertising will recover this year from 
the impact of the COVID-19 pandemic a year ago, up 9.3%, 
according to GroupM, sans political advertising. But 2022 
will see a return to more modest or challenging results.
  Brian Wieser, president of business intelligence, GroupM 
Global, estimates total TV will rise to $62.5 billion in 2021, up 
from $57.2 billion in 2020.
  This year, national TV is forecast to grow 6.6% to $42.6 
billion, with local TV up 16% to $19.9 billion.
  These estimates exclude any political advertising 
comparisons and include digital media 
extensions of traditional TV platforms.
  Next year should see a return to more 
weak and/or modest gains, with national 
TV inching up 2% to $43.5 billion with 
local TV down 9%, resulting in total TV 
advertising spend slipping 2% to $61.5 
billion for 2022.
  Still, “television remains resilient,” says 
Wieser, especially considering continued 
double-digit percentage audience 
declines.
  Local TV will continue to benefit from its every-other-year 
spikes from political advertising. Estimates are that 2020 
brought in $4.1 billion to local TV stations, according to 
AdImpact.
  But excluding political advertising, in the coming years, core 
TV advertising on local TV will generally suffer — a 9.3% 
decline (2022), a slight gain 0.2% (2023), and another drop 
3.8% (2024).

AS STORES RECOVER, ONLINE SALES ON A ROLL
  Consumers are beginning to return to brick-and-mortar 
stores, but not necessarily at the expense of e-commerce, 
Chain Store Age reports.
  According to the new Reopening Shopping Behavior 
Index from market research company Numerator, online 
sales continue to surge, with 2021 year-to-date sales roughly 
1.7 times above 2020 levels and two times above 2019 
levels. Online order sizes are up 7% from 2020, but down 5% 
from 2019, driven by more frequent, smaller online orders. 
  Overall spend per trip remains elevated compared to prior 
years across channels (up 12% vs. 2020 and 13% vs. 2019), 
mostly driven by in-store trips. Consumers are still buying 
bigger baskets (larger orders) in 2021 compared to 2020 and 
2019, a dynamic that Numerator expects will likely soften as 
consumers return to pre-pandemic behaviors.
  In one good sign for brick-and-mortar retail, Numerator 
finds that gas & convenience channel sales, hit hard during 
the pandemic, are starting to rebound. Sales in this vertical 
are indexing above year-ago levels for the first time in 2021 
(up 27% vs 2020), which Numerator says is likely due to 
increased travel and activity as reopening efforts increase.
  In addition, retail verticals that saw heavy online growth 
when consumers consolidated shopping during the 
pandemic (e.g. club, food) continue to see elevated sales 
vs. prior years as consumers sustain levels of heightened 
at-home consumption. Meanwhile, channels that rely on 
physical storefronts (e.g. food, dollar, drug) are still seeing 
fewer trips per household, but are showing a slow return to 
pre-pandemic levels.


