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FOR MANY, PANDEMIC BEHAVIOR NOW THE NORM
  It’s no secret that the pandemic has accelerated the shift to 
e-commerce — and that’s nowhere more evident than in the 
grocery category. According to eMarketer, online grocery 
sales in the U.S. will grow by nearly 53% in 2020, reaching 
$89.22 billion in sales. That’s an increase of $30.86 billion 
from a year prior.
  By 2023, online grocery sales will reach $129.72 billion, 
accounting for nearly 10% of total grocery sales.
  Amid the pandemic, millions of U.S. consumers have 
dipped their toes into online grocery shopping for the first 
time. Meanwhile, those who made a few online purchases 
here and there pre-pandemic began to rely on these services 
even more.
  eMarketer forecasts there will be 131 
million digital grocery buyers in the U.S. 
this year — a 41.9% increase from 2019. 
And eMarketer doesn’t expect this habit to 
go away anytime soon. In fact, the number 
of digital grocery buyers will continue experiencing steady 
growth through the end of the firm’s forecasting period in 
2023, reaching 147.4 million.
  Research from Aki Technologies and TapResearch 
echoes these sentiments. The data found that 68% of new 
grocery e-commerce shoppers said they would continue to 
shop online in the future.
  “We’ve got growth coming from new customers and growth 
coming from existing buyers who are either spending 
more frequently or more per trip. When you add these two 
factors together, what you get is astronomical growth,” said 
Cindy Liu, eMarketer senior forecasting analyst at Insider 
Intelligence.
  Consumers who have been hesitant to shop in-store — and 
don’t want to pay certain online grocery delivery fees — have 
found a middle ground: curbside pickup.
  According to July 2020 research from CommerceNext and 
CassarCo Strategy and Analytics, 43% of U.S. internet 
users said they tried curbside pickup for the first time during 
the pandemic, while slightly fewer (27%) said they picked up 
a digital order in-store.
  Adoption of click and collect is also evidenced in eMarketer’s 
bimonthly e-commerce survey conducted by Bizrate 
Insights. In February, 18% of digital buyers in the U.S. 
reported picking up their digital purchases at physical stores. 
Fast-forward to June, and that figure increased to 22%. 
Similarly, the response rate for curbside pickup increased 
from 7% to 22% during the same period.
  “The ease, value and convenience of click and collect will 
prove to be a sticking point for consumers and a trend that 
will persist long after the pandemic ends,” Liu said.
  Over the course of the pandemic, retailers including Amazon, 
Walmart, Instacart, Kroger, Target and FreshDirect have 
kept up with increased demand. Many opened up more 
delivery windows, offered express delivery, and expanded 
their online selection of grocery items.

OUTLOOK: ONLINE GROCERY SALES TO RISE 53% IN 2020
ADVERTISER NEWS
  Consumers are still shying from shared mobility and travel, 
and General Motors has no plans at this time to spin off its 
electric vehicle business despite pressure from Wall Street to 
do so, GM President Mark Reuss tells CNBC. Reuss says 
the Detroit automaker analyzed the potential of a spinoff 
and determined it would not be the right thing for its busi-
ness, citing costs as well as the benefits of having the EV 
operations remain part of the larger company... Ford Mo-
tor Co.’s Lincoln luxury line hopes some interior redeco-
rating will revive its slowest selling sport-utility vehicle: the 
mid-sized Nautilus. Lincoln has built its comeback on brash 
behemoths like the Navigator SUV. But sales of the Nau-

tilus, with two rows of seats, have fallen 
31.2% this year even as the brand’s total 
SUV deliveries rose. So Ford overhauled 
the Nautilus interior with what it says is a 
more soothing design... Walgreens has 
launched a new loyalty program featuring 

cash-back rewards. The retailer also enhanced its mobile 
app with features including a 24/7 pharmacy chat, personal-
ized offers and health and wellness content, says marketing 
chief Pat McLean... Albertsons is now accepting Supple-
mental Nutrition Assistance Program shoppers to place 
online orders for curbside pickup and use their EBT cards to 
pay. The expanded service was launched last week at close 
to 200 of the grocer’s Drive Up & Go pickup locations, and 
Albertsons says it plans future expansion of digital services 
for SNAP customers... Convenience store operator 7-Elev-
en has opened its second Dallas-area Evolution Store, a 
concept store designed to let shoppers test new innovations 
and products. The format, which has also been introduced 
in San Diego, New York and Washington, D.C., features ex-
panded self-serve food and beverage options, touch screens 
for ordering, and mobile and contactless payment options... 
Macy’s could be required to temporarily close some stores 
around the U.S., as COVID-19 cases continue to rise, ac-
cording to CEO Jeff Gennette. The retailer reported a 27% 
increase in online retail during Q3, while flagships in areas 
that typically bring in tourists and office workers such as the 
New York City Herald Square store have felt the pandem-
ic’s pinch... Jack in the Box is back in growth mode after 
reporting its strongest quarterly performance in 26 years. 
Third-quarter same-store sales grew 12.2% on higher aver-
age checks, the company reported, and Jack in the Box has 
unveiled smaller store prototypes, including the option for 
drive-thru only units... Amazon will make Echo Frames avail-
able for purchase on Dec. 10, with features including Alexa 
capabilities and extended battery life. The smart frames are 
outfitted with clear lenses that can be swapped for prescrip-
tion ones at LensCrafters stores... Meanwhile: Amazon is 
laying off some employees working in its delivery drone op-
eration. The company says it is “reorganizing one small team 
within our larger Prime Air organization to allow us to best 
align with the needs of our customers and the business.”
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AVAILS
  It’s fun to work in a company where people truly believe in 
what they are doing! WJET in Erie, Pa., seeks a dynamic 
Local Sales Manager with a 
minimum of three (3) years of sales 
management experience. We are 
looking for a sales leader who creates 
a positive culture for success through leadership, clear 
direction, teaching, motivating and evaluating the sales 
efforts of our Local team. Bachelor’s degree in Marketing/ 
Communications or an equivalent combination of education 

and work-related experience needed. 
CLICK HERE to apply. EOE.
  Are you a dynamic sales leader looking 
to lead an awesome television sales 
team in the Mid-South with no state 
income tax? WHBQ-TV in Memphis, 
Tenn., is in search of a Director of Sales 
to lead their top-performing FOX affiliate. 
The ideal candidate will be responsible 
for managing the sales strategies of a 
multiple media portfolio, and will lead 
a team of sales managers, traffic and 

account executives. If interested, please send your resume 
to christopher.harp@cmg.com. EOE.
  WKMG-TV, the CBS affiliate in SUNNY Orlando, Fla., has 
an opening for an Account Executive with a minimum of 
3-5 years of TV/digital sales experience. Must enjoy working 
in a collaborative and communicative environment and be 
highly motivated. Ideal candidates will bring a proven track 
record of producing revenue on TV/digital platforms, strong 
new business development experience and the ability to 
negotiate effectively with strong closing skills. Please send 
your resume to asawyer@wkmg.com to apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

STUDY: U.S. JUST SAYS NO TO PUBLIC TRANSPORT
  Consumers are continuing to opt out of public transportation 
and are instead opting for personal transit and micromobility 
as COVID-19 drones on, Automotive News reports.
  They are also more willing to pay for in-vehicle technology, 
especially health-related tech, as a result of the pandemic.
  Mobility habits in a three-month period this year differed 
dramatically from all of 2019 and may continue to shift, 
according to a study released last week by the Consumer 
Technology Association.
  In September, just 37% of consumers had driven a shared 
vehicle with family and friends in the previous three months, 
down 13 percentage points from 2019, according to the study, 
which examined how COVID-19 has affected consumer 
mobility and the automotive technology landscape.
  The association, which surveyed 1,000 consumers Sept. 18-
27 about smartphone ownership and vehicle use, also found 
that just 34% of consumers had used a ride-hailing service, 
such as Uber and Lyft, in the previous three months. That 
was down 7 points from last year.
  Mass transit has taken a hit as a result of COVID-19 and is 
not expected to fully recover soon; only 34% of consumers 
had taken a flight in the previous three months, while only 
32% had used public transit and just 26% had traveled by 
train.

NETWORK NEWS
  NBC has firmed up its January lineup and has set premiere 
dates for the new comedy series Mr. Mayor, starring Ted 
Danson, and for Season 2 of Zoey’s Extraordinary 
Playlist. Mr. Mayor will take over the 8 PM anchor slot 
in NBC’s Thursday comedy block starting Jan. 7, with 
Superstore sliding to 8:30 PM. Ellen’s Game of Games 
will once again serve as a bridge between the two cycles 
of The Voice but, instead of Tuesday, it will be filling in 
for The Voice on Monday. The Tuesday 8 PM slot goes to 
Zoey’s, whose first season aired on Sundays. It will now 
serve as a lead-in to flagship drama This 
Is Us starting Jan. 5, when Zoey’s will 
launch its second season and This Is Us 
will return with originals. NBC continues 
to keep New Amsterdam’s slot warm 
with another imported medical drama, 
Nurses, which will succeed Transplant 
in the Wednesday 10 PM slot... Fox 
has greenlit Game of Talents, an all-
new unscripted variety show in which 
contestants must guess the performers’ 
hidden talent, based only on their first 
impressions and a few clues. Wayne Brady (Let’s Make 
A Deal) is set to host the program. Game of Talents will 
premiere on Fox in 2021. The series is currently in 
production in Los Angeles... Nick Jonas will be returning for 
the 20th edition of NBC’s The Voice this spring, stepping in 
for Gwen Stefani alongside Blake Shelton, John Legend 
and Kelly Clarkson. He first joined in the 18th edition last 
year and was replaced by Stefani... The end for Black 
Lightning is in sight. The CW confirmed last week that the 
superhero drama will end with the upcoming fourth season, 
which is set to premiere early next year. The move follows 
the network’s announcement that it is planning a planted 
spinoff of the series titled Painkiller, with Jordan Calloway 
reprising his role as the titular character. The episode will air 
during the upcoming final season of Black Lightning. Black 
Lightning, which originated at Fox before migrating to the 
CW, broke ground as the first DC superhero series with a 
Black lead (Cress Williams stars as the superhero). It is 
the second DC drama on the CW to end its run this season, 
along with Supergirl. The network is adding Superman & 
Lois to the schedule this season and has Wonder Girl in 
the works, along with Painkiller.

VIDEO STREAMING APPS SEE A MAJOR SURGE
  With consumers stuck at home due to continuing COVID 
lockdowns, they’re continuing to turn to streaming apps to 
stay entertained and pass the time, according to the latest 
figures from analyst firm App Annie.
  Colder weather and autumn premieres have boosted 
usage too, with a 15% year-over-year increase in time 
spent using streaming apps in Q3 2020. Schitt’s Creek 
and The Crown on Netflix, The Bachelorette and Grey’s 
Anatomy on ABC, and Saved by the Bell on Peacock TV 
have helped drive growth in the category.
  App Annie says it expects to see consumers continuing to 
download new video streaming apps as they expand their 
streaming repertoire amid a fragmented streaming market. 
In 2021, the average number of video streaming apps 
installed per device is expected to approach 10 in the U.S.
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Mitch Hedberg

I was at a restaurant. I saw 
a guy wearing a leather 

jacket, eating a hamburger 
and drinking a glass of 

milk... and I said, “Dude, 
you ARE a cow.”
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SURVEY: HOME ENTERTAINMENT SPEND UP 72%
  U.S. consumers have increased their purchase and rental 
of home entertainment by 72% in 2020, according to a 
new global survey by Dolby Laboratories that illustrates a 
significant shift in consumer entertainment behavior.
  Led by Gen Z and Millennials, consumers are spending 
more than ever on entertainment, which is fueled by the 
desire for human connection, especially during the ongoing 
pandemic, according to Dolby. People are also willing to 
spend more on premium subscriptions in order to receive a 
better quality experience.

  Dolby found spending on content 
has increased in the last six months, 
with Millennials in the U.S. increasing 
spending by an average of 38%. Most 
global consumers have increased 
how much they spent on content since 
the start of the year, including 55% in 
France, 72% in the U.S., 94% in China, 
and 97% in India.
  The survey, in partnership with 
Wakefield Research, polled 5,000 
respondents from China, France, India, 

and the U.S.
  While U.S. households have more devices than ever, 
the television still plays a huge role – particularly with 
older generations, according to Dolby. This is true in every 
market, but particularly in the U.S., where 65% of Boomers 
say that television is their primary entertainment device; 
52% of French Boomers say the same.

YOUGOV: AND THE BEST BRAND IN THE U.S. IS...
  YouGov has released its annual list of best brands, per a 
blog post. Band-Aid topped the list, followed by cleaning 
product brands (Dawn at No. 2 and Clorox at No. 5), food 
brands (Hershey’s at No. 4, M&M’s at No. 6 and Quaker 
at No. 9) and home-improvement brands (Lowe’s at No. 8 
and Home Depot at No. 10).
  Amazon.com, the e-commerce giant that also serves as 
a streaming video platform, and Netflix rounded out the list 
at Nos. 3 and 7, respectively.
  Comcast’s Xfinity and Chipotle were the most improved 
brands in the U.S., while Maruchan Ramen Noodle Soups 
made significant gains as consumers stocked up on long-
lasting food supplies during the lockdowns. Lysol was the 
sixth most-improved brand.
  The YouGov rankings reflect consumer behavior changes 
that were caused by the coronavirus pandemic, including 
an emphasis on cooking, cleaning, home improvement, 
e-commerce and streaming video while consumers spent 
more time at home.
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FunnyTweeter.com

Once I’ve made up my mind 
about something, there’s no 

stopping me from second 
guessing myself.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY

TV ENGAGES HIGH-INCOME JEWELRY SHOPPERS
  The pandemic has caused a number of unusual consumer 
trends. One of these is that high-income consumers are 
buying more jewelry with the dollars 
they might have spent for travel, 
which is the primary competition for 
jewelry.
  With most cruises postponed until 
2021 and a 44% decrease in travel for the week ending 
Oct. 24, many of those travel dollars are being diverted to 
jewelry purchases.
  Edahn Golan Diamond Research 
& Data, a respected purchaser of fine 
jewelry, reported a 10% year-over-year 
increase in fine jewelry sales during 
August 2020, totaling $5.25 billion. 
Similarly, August jewelry sales at Signet 
Jewelers (Kay Jewelers and Zales) 
increased 10.9% on a year-over-year 
basis.
  According to The Media Audit 
60-market aggregate of its 2020 
consumer surveys, 42.7% of adults 18+ 
with incomes of $75,000 or more said they shopped at a 
jewelry store during the past four weeks – and they spend 
231.5 minutes daily with TV, the most of any major media.
  “Slightly more than two-thirds (68%) of these high-income 
jewelry buyers are 18–44,” said Jill Medina, SE Market 
Manager, The Media Audit. “Their daily minutes with TV 
(233.1) is also slightly more than all adults 18+.”
  Engaging with these young jewelry buyers via TV during 
this buying spree could generate not only an immediate 
increase in sales, but also long-term brand/store loyalty.

VERIZON SEES MORE ONLINE HOLIDAY SHOPPING
  With the annual post-Thanksgiving Black Friday retail 
event days away, new research data suggests consumers 
have already begun their winter holiday shopping — online, 
with e-commerce traffic up 82% in November compared to 
the previous-year period.
  The seventh annual edition of the Verizon Business 
Retail Trends Report finds holiday shopping surging early 
this year and confirms how COVID-19 restrictions and 
related health concerns could be linked to an increase in 
online shopping this holiday season.
  Verizon says mobility traffic to and around the U.S.’s 
largest malls — as evidenced by their cell phones — has 
decreased dramatically from last year. According to the 
telecom, people are moving to and around malls 20% less 
than they did last year during early November. There’s also 
a 28% increase in use on payment sites versus last year.
  “Our report confirms what we expected to be true, 
significant shifts continue from in-person, brick and mortar 
shopping to online shopping,” Michele Dupre, VP of 
Sales Vertical Markets, Retail and Hospitality for Verizon 
Business, said in a statement. “What’s surprising and 
promising for retail stores is while mobility around U.S. 
malls is down from last year, it’s up significantly at 59% 
since the height of the pandemic. Online retailers will need 
to continue to invest in creative and innovative customer 
experiences, to capture revenue and offset lost sales from 
in-person shopping.”


