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EMARKETER: ‘HOMEBODY’ ECONOMY GROWING
  Early in the pandemic, most consumers went through a 
panic-buying period — stocking up on essential goods like 
toilet paper — when uncertainty over lockdown restrictions 
loomed, eMarketer says.
  As more areas have eased restrictions and the hoarding 
mentality has subsided, certain categories are bouncing 
back, including toys and hobby, furniture and home goods, 
and consumer electronics.
  As such, the research firm has revised its U.S. retail sales 
growth estimates.
  eMarketer now expects approximately 2% to 4% growth 
among these categories — a significant change from 
its previous forecast in which declines were anticipated 
across the board.
  The consumer electronics and toys and hobby categories, 
for example, will see a 4.2% increase, while furniture and 
home retail sales will rise 2.1%.
  As many consumers continue to 
quarantine, they’re investing time and 
money into making the most of being 
stuck at home.
  “On a monthly basis, one can clearly 
see the quick rebound in certain categories starting in 
May, which coincided with the coronavirus relief bill,” said 
Cindy Liu, eMarketer senior forecasting analyst at Insider 
Intelligence.
  “Throughout the pandemic, we have seen a rise in 
‘homebody’ goods with consumers staying at home,” she 
said. “Categories like at-home fitness, computers and 
gaming systems, home goods, and DIY home improvement 
are benefiting from this trend.”
  This falls in line with similar data from other sources. 
A survey conducted on March 18 by the American 
Association of Advertising Agencies (4A’s) asked 
U.S. internet users ages 18 and older about the products 
they intended to purchase in the next month due to the 
pandemic.
  While most said food (84%) and household supplies 
(72%), entertainment was a clear secondary need: 
Roughly one-quarter of respondents intended to purchase 
toys or arts and crafts supplies. On a more adult-oriented 
DIY front, 17% said they planned to buy home renovation 
supplies.
  Data from GlobalWebIndex, which was gathered around 
the same time, showed that 32% of U.S. internet users 
ages 16 to 64 would be spending more time on hobbies 
and pastimes because of the pandemic.
  “One of the pandemic’s most surprising outcomes has 
been the resilience of the consumer economy,” Liu said. 
“We’ve seen certain categories bounce back much more 
quickly than previously anticipated.”
  “For discretionary categories like toys, furniture, and 
electronics to achieve any type of growth amid these 
recessionary headwinds is an enormous feat,” she said.

WITH PANIC-BUYING OVER, SHOPPING PRIORITIES SHIFT
ADVERTISER NEWS
  General Motors CEO Mary Barra said yesterday the 
automaker will boost capital spending over the next three 
years to speed development of electric vehicles, funded by 
expanded production of high-profit pickup trucks in North 
America. Barra said GM was talking with automakers about 
partnerships to develop more vehicles using GM’s battery 
technology. GM plans EVs “across our brands ... into afford-
able high volume segments,” she said… Breakfast sales 
remained strong at Wendy’s in the third quarter, despite the 
fact that many consumers are making breakfast at home 
while the pandemic continues. Breakfast launched at Wen-
dy’s shortly before the outbreak and accounted for about 
7% of Q3 sales at the chain, which reported a 7% increase 
in same-store sales for the quarter... Starbucks’ holiday 
drinks will make a comeback today and the chain will debut 
four new designs of its signature festive cups. Customers 

ordering Peppermint Mochas, Eggnog 
Lattes or other seasonal drinks today 
will receive a free reusable collector 
cup... COVID-19 is putting big retail 
chains at risk, USA Today reports. Six 
large chains, including three owned by 

Ascena Retail Group — Ann Taylor, Justice and Lane 
Bryant — may be at risk as expenses such as lease pay-
ments grow and sales fail to keep up. Francesca’s, The 
Gap and Victoria’s Secret are other at-risk chains, the 
newspaper reports... Weis Markets reported a 14.8% gain 
in same-store sales during the third quarter as its online 
revenues jumped 160%. The grocer’s net earnings per 
share during the quarter came in at $1.16, more than dou-
ble the 53 cents gain the year before... Nike yesterday filed 
an updated notice in Oregon detailing that approximately 
700 employees will be impacted by the planned layoffs at 
its Beaverton headquarters by Jan. 8. When the retailer ini-
tially filed its notice in July, Nike had planned for “at least” 
500 layoffs, including members of its corporate leadership 
team and employees at its childcare centers... Old Navy 
is turning Black Friday into “Big Friday” and giving store 
shoppers and employees the day off on Thanksgiving. The 
specialty apparel chain is joining a host of other retailers 
including Walmart, Best Buy, Target and Dick’s Sport-
ing Goods in shuttering stores for Thanksgiving (Nov. 26). 
However, customers will be able to shop online on Thanks-
giving using curbside pickup or BOPIS capabilities, with or-
ders ready as early as 6 AM on Black Friday (Nov. 27). Old 
Navy will also provide extended brick-and-mortar shopping 
hours around Black Friday and Cyber Weekend... Ahold 
Delhaize has plans for next year that range from doubling 
its click-and-collect locations to offering customers at its Gi-
ant Company banner a paid subscription service. The re-
tailer is also taking steps to build its technology and supply 
chain capabilities, and increase its omnichannel offerings 
with a program featuring 80,000 to 100,000 items available 
on the Mirakl platform.
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CRUISE INDUSTRY CALLS IT QUITS FOR 2020
  The U.S. cruise industry has voluntarily suspended 
operations through the end of the year, in an effort to prepare 
for a safe return to the high seas amid COVID-19, Condé 
Nast Traveler reports.
  The new suspension comes just days after the Centers for 
Disease Control and Prevention effectively ended its no-
sail order for cruise ships.
  In a statement issued Tuesday, Cruise Lines International 
Association (CLIA), a trade group for the largest ships and 
lines around the world, said its members would suspend 

cruise operations in the U.S. through 
Dec. 31. CLIA members are using this 
time “to prepare for the implementation 
of extensive measures to address 
COVID-19 safety with the guidance of 
outside public health experts and the 
U.S. Centers for Disease Control and 
Prevention (CDC).”
  Last week the CDC said it would be 
ending its no-sail policy, which had been 
in place for seven months. Instead of 
extending the cruise ban, which expired 

Sunday, the CDC said in a statement that it will take a 
“phased approach” to resuming U.S. cruises. But even with 
the ban lifting, it was unlikely cruises would have restarted 
right away.

ABI: GAME CONSOLES TO LIFT UNIT SHIPMENTS
  What a difference a year makes. With Microsoft and Sony 
poised to launch next-generation video game platforms, 
new data from ABI Research suggests 40 million combined 
units of the PlayStation 5 and Xbox Series X and Series S 
will ship by the end of the year.
  That tally is 6% higher than combined unit shipments in 
2019 when gamers held off buying hardware and software 
— sending the gaming industry into a months-long funk.
  In addition to the new consoles and relevant content, the 
ongoing coronavirus pandemic has seen a surge in video 
game use in the home, driving sales of software, hardware 
and accessories throughout much of the year. With millions 
of consumers forced to stay at home in the first few months, 
game downloads and the number of active gaming users 
significantly increased.
  The demand for game consoles also increased in Q1, but 
supply chain disruption resulted in lower unit shipments. 
As operations resumed nearly back to normal in Q2, game 
console makers reported higher unit shipments.

GRAY TELEVISION’S Q3 REVENUE CLIMBS 17%
  Gray Television says revenue for the third quarter of 2020 
came in at $604 million, an $87 million (17%) increase from 
the third quarter of 2019. With total core revenue at $237 
million, down 14% from 3Q 2019, the big revenue drivers 
were political and retransmission consent.
  Local advertising revenue (including internet/digital/mobile) 
was $188 million, down 14% from $218 million. National 
advertising revenue of $49 million was down 13% from $56 
million. Political advertising revenue came in at $128 million, 
up 482% from $22 million.
  Retransmission consent revenue was $217 million, up 11% 
from $196 million.

ELECTION 2020: VIEWERSHIP DECLINES TO 56.9M
  While the voter turnout at the 2020 presidential election 
was the largest ever, the viewer turnout for the results from 
the election on Tuesday night was not that great overall, 
Deadline reports.
  An estimated 56.9 million people watched Election 2020 
coverage during primetime across 21 networks, with out-of-
home viewing as well as connected TV viewing included in 
the total, with CTVs contributing as much as 11%.
  The 56.9 million total was down from the 71 million viewers 
who tuned in to the 13 networks that covered live the election 
results in primetime on Nov. 8, 2016. 
Some 66.8 million viewers watched live 
coverage of President Barack Obama’s 
re-election victory over Mitt Romney on 
over 13 networks from 8-11 PM on Nov. 
6, 2012.
  While overall viewership was down, Fox 
News Channel’s coverage topped all 
networks and set a record for the most-
watched Election Night coverage in cable 
news history. FNC’s primetime coverage 
averaged 13.7 million total viewers and 
nearly 5 million in the 25-54 demo, beating ABC, NBC, CBS 
and all cable news networks in both.
  CNN (9.1 million) was second for the night in viewership, 
followed by MSNBC (7.3 million), ABC (6.1 million) and NBC 
(5.6 million).
  The ranking reflects the current dominance of the cable 
news networks over political coverage. Four years ago, 
NBC was the most-watched network on Election Night (12.1 
million viewers), followed by Fox News (11.5 million).
  This is the first time in 12 years that ABC was the most 
watched broadcast network on election night.

RETURN POLICY AFFECTS PURCHASE DECISIONS
  Retailers seeking to boost omnichannel sales should ensure 
the quality of their return and home delivery services.
  According to an October consumer survey from Pitney 
Bowes, 54% say they are unlikely to purchase a product 
they want if the retailer has a poor or unclear return policy. 
Four in 10 (40%) are holding back from making purchases 
where in-person drop-off is the only returns option offered, 
and 43% find in-person returns to be a negative or annoying 
experience compared to home pickup.
  In particular, more than half (52%) of millennial respondents 
are holding back from buying because of in-person returns. 
Meanwhile, close to two-thirds (64%) view home pickup as 
convenient, with 58% using the word “easy” to describe the 
process. In contrast, fewer than 6% feel annoyed by home 
pickup of returns.
  Additionally, while many retailers have expanded curbside 
pickup offerings in the wake of the COVID-19 pandemic, 
67% still feel home delivery is more convenient. Almost 
one-quarter (23%) feel like they’re being put to work in the 
curbside pickup process, with 40% (including about half 
of millennials) saying they should get a discount for using 
curbside pickup.
  By generation, 43% of baby boomers and Gen X respondents 
find in-person returns annoying. A leading 45% of millennials 
find in-person returns annoying, while the generation with the 
lowest percentage of this response is Gen Z (42%).
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AVERAGE MILLENNIAL CONSUMER DEBT: $27,251
  Millennials are the generation with the fastest-growing debt 
load, which isn’t surprising when you consider this cohort is 
increasingly having children, buying homes and continuing 
to pay off their student loans.
  According to the Experian 2020 State of Credit report, 
the average millennial consumer has about $27,251 in 
non-mortgage debt, and millennial homeowners have an 
average mortgage balance of $232,372.
  Experian reports that the $27,251 in non-mortgage 
consumer debt includes any revolving credit or installment 

loans, including credit cards, student 
loans, car loans and/or personal loans.
  While Millennials’ average credit card 
balance is $4,651, most have their 
payment plans under control.
  Just 2.7% of millennials have fallen 
behind on their payments for 30 to 59 
days, and even fewer (1.5%) are 60 to 
89 days behind. The delinquency rate 
for 90- to 180-days-past-due accounts 
is 4.4%.

UNEMPLOYMENT CLAIMS STEADY LAST WEEK
  The pace of the labor market recovery showed fresh signs of 
cooling last week, with new applications for unemployment 
benefits holding nearly steady as virus cases surged in 
several states, The Wall Street Journal reports.
  Weekly initial claims for jobless benefits fell by 7,000 to 
a seasonally adjusted 751,000 in the week ended Oct. 31, 
the Labor Department said yesterday. That was the lowest 
level since mid-March, but was well above the 217,000 
claims filed in late February, before economic shutdowns to 
control the spread of the new coronavirus began.
  The previous week’s data were revised up by 7,000 to 
758,000.
  “The level of filings is trending down over time, but this 
downward trend has flattened noticeably,” JPMorgan 
Chase economist Daniel Silver wrote in a note to clients. 
“This is consistent with the idea that the labor market 
continues to recover, but that the pace of improvement has 
moderated.”
  More broadly, the labor market has recouped more than 
half of the 22 million jobs that were lost in March and April, 
but the pace gains slowed in recent months.
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LOCAL TV TOPS FOR FINDING ONLINE SHOPPERS
  With the threat of COVID-19 still part of our everyday lives, 
the 2020 holiday season will be unlike any other. Six in ten 
holiday shoppers say that the pandemic will impact their 
shopping plans this year.
  Consumers are expecting to 
spread their shopping out over 
several months, with the majority 
of holiday shopping starting in November. Given the state of 
the pandemic, consumers unsurprisingly will be doing more 
online shopping this year than ever before.
  It is increasingly important for retailers to 
target and reach these online shoppers 
during a time when online shopping is the 
only option for many during this holiday 
season, all while delivering trusted 
information during this pandemic.
  TVB’s 2020 holiday analysis 
demonstrates the power of local broadcast 
TV during these unprecedented times. 
Some major 2020 holiday season insights 
are: 73% of holiday shoppers expect their 
spending to increase or stay the same in 
2020; and consumers plan to spend $283 on gifts for kids 
and $160 on gifts for significant others; and more than 60% 
of consumers will spend more time shopping online and 
less time in-store.
  TV commercials are the top way consumers discover 
holiday shopping deals. TV complements the internet by 
influencing online traffic and search selections. During the 
pandemic, television was the No. 1 reach platform. Local 
broadcast TV news was the No. 1 trusted source, while its 
websites/apps were the highest trusted digital source.

SURVEY: SHOPPERS OK WITH BYOD IN PANDEMIC
  Consumers are highly receptive to contactless mobile 
shopping in stores, including with their own devices.
  According to the 2021 Consumer Shopping Survey 
from mobile data capture technology provider Anyline, 
81% prefer to use their own device for in-store shopping – 
popularly known as “bring your own device,” or BYOD. In 
addition, 85% of respondents have at least one retail app.
  About two-thirds (65%) of respondents indicated they had 
changed their retail habits in the past six months. The same 
percentage of respondents intend to continue their current 
shopping habits even when the risks of the COVID-19 
pandemic end. Some have begun using new fulfillment 
options during the pandemic. Four in 10 (39%) started using 
curbside pickup and 33% are now using home delivery.
  In other findings, 53% said they sometimes or frequently 
noticed a difference between the displayed price of an item 
and what they are charged at the register. More than one-
third (36%) reported they have sometimes or frequently 
found items on the shelf that were past their expiration date.
  “We find that retail brand loyalty remains high among 
shoppers, but wrong prices and expiration dates can erode 
confidence,” said Christoph Braunsberger, president, 
Anyline. “With consumers expected to continue current 
shopping habits, it is essential for retailers to provide them 
the tools they desire to ensure trust. Bring your own device 
(BYOD) can play an important role here.”
  Anyline surveyed 500 U.S. consumers.


