
 

www.spotsndots.com
Subscriptions: $350 per year.

This publication cannot be
distributed beyond the office

of the actual subscriber. 
Need us? 888-884-2630 or  

sales@spotsndots.com 
Copyright 2020.The Daily News of TV Sales                       Monday, October 12, 2020

REPORT: VIRTUALLY ALL RETAILERS SAW GROWTH
  Online grocery sales tripled in the early part of the COVID-19 
pandemic as food retailers ramped up an already growing 
e-commerce business, according to FMI — The Food 
Industry Association’s Food Retailing Industry Speaks 
2020 report.
  The annual study captured food retailers’ and wholesalers’ 
initial response to the coronavirus outbreak, as the survey 
portion of the research — representing more than 37,000 
food retail stores — was delayed by several 
months, until June. “Because of that change, this 
year’s feedback benefits from retailer insights about 
the first few months of the pandemic,” FMI said in 
the report.
  On the e-commerce side, food retailers’ saw online 
sales jump an average of more than 300% in the 
first several months of the crisis. “The pandemic 
suddenly and profoundly changed online grocery 
shopping. Virtually all retailers with online sales saw an 
increase in these sales during the first months of the 
pandemic,” the study said.
  To meet the demand crush, 83% of retailers surveyed said 
they added more staff to handle online fulfillment, and 37% 
earmarked more workers to handle delivery of online orders. 
FMI noted that, with shelter-in-place and stricter social 
distancing guidance in effect early in the pandemic, more 
than half of retailers (51%) urged customers to order online.
  In turn, to meet changing shoppers needs and desires, 24% 
of food retailers reported offering more SKUs online. Some 
retailers also added new delivery methods, including store 
pickup (19%) and third-party delivery (16%).
  “E-commerce was already advancing for food retailers 
before the pandemic, and it exploded during the early months 
of the crisis period,” the 2020 FMI Speaks report said. 
“Unprecedented developments altered how retailers view 
e-commerce investments, expectations about future sales 
growth and challenges from different types of competitors.”
  Indeed, in 2019, 75% of brick-and-mortar food retailers cited 
online retailers selling food as a key competitive concern. 
Since the pandemic, however, that percentage has shrunk to 
62% as stores have boosted their e-commerce capabilities.
  “Leading up to the pandemic, competition from online 
retailers selling food stood out as the biggest competitive 
challenge facing food retailers,” FMI observed. “This 
remained the case during the pandemic, even if the level of 
concern decreased slightly as supermarkets pulled out all 
the stops just to handle their own surging demand.”
  In 2019, online sales represented an average of 2.5% of 
food retailers’ total sales, up from 1.4% in 2018 and ranging 
as high as 9% for some companies. Overall, 46% of 2019 
sales occurred online.
  Forty-five percent of food retailers engaged in online 
commerce saw sales rise more than 20% last year, the study
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FMI: ONLINE GROCERY SURGED 300% EARLY IN PANDEMIC
ADVERTISER NEWS
  J.C. Penney is moving to close 144 stores, which were 
previously announced in the summer, as it works toward 
a sale and restructuring of its business, according to court 
documents. After slow progress, Penney is trying to move 
forward on its proposed deal to sell its department store 
operations to Simon Property Group and Brookfield 
Property Partners. In a hearing last week, an attorney 
for the retailer said vendors are holding back inventory 

as they wait for a deal to be signed and closed. 
A minority group of lenders led by Aurelius 
Capital Management have challenged aspects 
of the deal’s structure, which an attorney for the 
group called “unfair” and says favors a prominent 
secured lender, Milbank LLP... Target will carry 
an exclusive, 70-piece toy collection from FAO 
Schwarz. FAO Schwarz will also offer more than 
300 Target items from the retailer’s exclusive 

brands such as Cat & Jack and Pillowfort. The collection 
will be available at Target stores across the U.S. and online 
as well as at the FAO Schwarz store in New York City. Target 
highlighted that “many” toys in the collection are under $20. 
Target is also offering 19 exclusive toys from the likes of 
Disney and Lego, and will donate up to $1 million based on 
top toys purchased as part of its partnership with Toys for 
Tots... After taking over as interim Old Navy chief in March, 
as Sonia Syngal moved up from that role to become parent 
company Gap Inc.’s CEO, Nancy Green is keeping the 
job permanently. She was previously the discount brand’s 
chief creative officer, after leading the company’s Athleta 
activewear label for six years... Sam’s Club will hire 
2,000 permanent, full-time supply chain workers to staff 
its fulfillment and distribution centers this holiday season. 
Fulfillment center workers will receive a $2 hourly pay 
increase during peak season. Sam’s Club is launching 
a ship-from-store (or club) program for the first time this 
quarter covering roughly 100 stores. The company expects 
approximately one-fifth of all online orders to ship from 
Sam’s Club locations... A Midwestern discount retailer is 
providing a new service for owners of electric vehicles (EV). 
Meijer is collaborating with open EV fast-charging network 
Electrify America to install EV charging stations at nine 
of its stores across Illinois and Michigan. The stations will 
offer a total of 36 ultra-fast public EV chargers in the greater 
Chicago area and throughout the state of Michigan... A 
leading warehouse club chain is the latest retailer to directly 
challenge Amazon’s Prime Day sales extravaganza. BJ’s 
Wholesale Club Holdings is launching its Black Friday 
holiday campaign early with the “Beyond Amazing Savings 
Event” tomorrow and Wednesday. These are the same two 
days Amazon is hosting its annual Prime Day promotion. 
BJ’s members will be able to shop limited-time deals on 
electronics, small appliances, toys and more in-store and 
online. BJ’s currently operates 219 club stores and 148 gas 
locations in 17 states.
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STUDY: Q4 SAW AN 18% JUMP IN TECH SALES
  Since the pandemic, technology that consumers need 
for working from home, or home schooling, swelled sales 
for laptop computers, printers and other similar items. For 
example, during the three months ending August, NPD says 
keyboard sales went up 66%, monitors up 82%, printers up 
59% and notebook/laptop computers up 45%.
  The big burst of sales will lead into the holiday season, 
when NPD expects the home tech category to experience 
“record growth” of 18% for Q4. That’s compared to 2019, 
when sales increased 4% from the year before.

  But consumers’ wish lists for the 
holiday season may be different from 
what they’ve been buying already.
  “Sales of items we need to get through 
the school day and workday took priority 
in the first half of this year,” said NPD’s 
consumer electronics industry analyst 
Ben Arnold in a Future of Tech report 
released last month. “As we head into 
Q4 and the holidays, we expect many 
of these needs will have been satisfied, 
and consumers will begin to purchase 

items they consider to be ‘wants’ or gifts for the holiday 
season, such as TVs and noise-canceling headphones.”
  NPD sees a marked increase in e-commerce sales, 
especially BOPUS (buy online, pick up in store), which it 
says represented about a quarter of online tech sales in Q2.
  “Black Friday lines won’t disappear, but we expect lines 
of consumers waiting for store openings will be replaced by 
long queues of cars eagerly waiting for Buy Online, Pickup 
Curbside purchases to be placed in their vehicle,” said 
NPD’s vice president and industry advisor Stephen Baker, 
commenting on NPD’s report.

WALL STREET HAS HIGH HOPES FOR AD REBOUND
  Wall Street analysts have turned extra bullish on digital 
media — especially social and connected TV (CTV) and 
streaming services — according to reports from equity 
research firms assessing the impact of the COVID-19 
pandemic, MediaPost reports.
  “It started in April when the dynamism of Facebook’s 
auction shone through and pushed the social media leader’s 
revenue growth back into positive territory (similarly, 
Google’s silver lining was YouTube direct response and 
Amazon advertising didn’t miss a beat),” BMO Capital 
Markets’ Daniel Salmon writes in the internet and media 
section of a massive BMO report covering the pandemic’s 
impact on all the industrial sectors it covers.
  The report characterizes the ad industry’s “faster-than-
expected” bounce-back as one of the COVID-19 “surprises” 
it has observed to date.
  Salmon’s note goes on to point out that even TV-centric ad 
sellers appear to have bottomed out, writing, “Sure enough, 
advertising appears firmly in a V-shaped recovery, albeit 
with straggling categories like travel still.”
  He cautions that the “all-important holiday season” likely will 
be the next important signal for Madison Avenue, as “many 
large marketers will be going through budget discussions 
for 2021. And while visibility is obviously still worse than 
pre-COVID-19, it also seems clear that March and April’s 
worst-case scenarios won’t play out.”

ICSC: HOLIDAY SHOPPERS WILL START EARLIER
  Two-thirds of Americans surveyed by the International 
Council of Shopping Centers said they would begin 
making holiday purchases before Thanksgiving Day and 
nearly three-quarters plan to spend the same amount of 
money or more than they did in 2019.
  ICSC predicted spending to increase by 1.9% to a total of 
$862 billion, with the average family planning to spend $655 
on holiday-related items.
  Earlier this week, the global real estate services firm CBRE 
forecasted a 1.5% rise in holiday purchases to a total of 
$741 billion, adding that the increase was 
much lower than the 4% averaged over 
the last decade. CBRE also predicted 
that 40%, or $235 billion in purchases, 
would be made online — more than twice 
as much as last year.
  ICSC’s take was that online holiday 
purchases would increase just 25% this 
year, though its survey found that 94% of 
people planned to shop both in-store and 
online. Two-thirds of those surveyed said 
they are more likely to visit stores that 
have strict precautions in place, such as mask requirements, 
one-way aisles, contact barriers, occupancy limits.
  ICSC’S survey of 1,004 consumers, which was conducted 
by Engine Insights, also sought out shoppers’ chief 
pandemic-related concerns. Almost half worried that many 
products would be unavailable, 43% expected shipping and 
delivery delays, and 41% feared crowded stores. Fifty-nine 
percent said they would buy online and pick up at shopping 
centers more than they have in the past.
  When shopping in-store, discount department stores will be 
favored destinations of 57% of those surveyed, followed by 
traditional department stores (34%) and electronics stores 
(31%).

AUGUST CONTAINER IMPORTS SET RECORD
  Imports reached an all-time high this summer as retail sales 
bounced back from the pandemic and merchants replenished 
inventories and stocked up early for the holiday season, 
according to the monthly Global Port Tracker report from 
the National Retail Federation and Hackett Associates.
  “After staying at home this spring, consumers are buying 
again, and retail supply chains are working overtime to keep 
up with demand,” NRF Vice President for Supply Chain and 
Customs Policy Jonathan Gold said in a release. “Nothing 
about this year is predictable, but retailers are making 
sure their shelves and warehouses are well-stocked for 
the holidays. They are also stocking up earlier than usual 
because they know many consumers will be shopping early 
this year to avoid crowds and shipping delays. Some holiday 
merchandise that normally wouldn’t arrive until Halloween is 
already here.”
  U.S. ports covered by Global Port Tracker handled 2.1 
million twenty-foot equivalent units in August, the latest 
month for which after-the-fact numbers are available. That 
was up 9.7% from July and up 8% year-over-year. It was 
the highest number of containers imported in a single month 
since NRF began tracking imports in 2002, beating 2.04 
million TEUs seen in October 2018 ahead of a scheduled 
tariff increase.
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found. Online transactions averaged 5,800 per week, up 
from 2,150 in 2018, with the average basket size at $104, 
compared with $38 in stores.
  Food retailers reporting online sales offered over 32,000 
SKUs online on average in 2019, compared with 28,000 
in 2018. Online purchases were brought to customers 
most commonly via store pickup (77% of retailers) or third-
party delivery (86%). Forty-two percent of retailers offered 
employee delivery of online orders, and 12% enabled 

pickup at another site.
  As on the front end, food retailers used 
multiple fulfillment options on the back 
end in 2019. Of those with online sales, 
98% fulfilled at least some of their online 
sales from store shelves. Other methods 
included fulfillment centers that aren’t 
automated (9%), in-house warehouses 
(7%), third-party fulfillment centers (7%) 
and micro-fulfillment centers (5%).
  “In 2019, the food retail industry saw 
same store sales rise to 3.3%,” FMI 

President and CEO Leslie Sarasin said in a statement. 
“Food retailers experimented with new technologies, 
online sales, and health and well-being initiatives. It turns 
out, these investments helped pave the way for 2020 so 
that food retailers were better prepared for challenges the 
COVID-19 pandemic presented.”

CONSUMERS TO CUT BACK ON HOLIDAY GIFTS
  Many consumers are being more cognizant about the 
money they’re spending amid the pandemic and economic 
downturn, and the upcoming holiday season is no 
exception.
  According to September data from Morning Consult, a 
smaller share of U.S. adults expected to spend over $300 
on holiday gifts in 2020 compared with the year prior. Just 
19% of respondents said they planned on spending more 
than $500 on gifts this holiday season — a decrease of 6 
percentage points from 2019.
  While consumers may not be putting the brakes on gift 
spending completely, they are planning to spend less 
than in the past. Some 35% of those surveyed by Morning 
Consult said they would set aside $100 to $300 for holiday 
gifts this year, up from 31% in 2019. Another 24% said they 
would lay out less than $100 on gifts this holiday season, 
an increase of 5 percentage points from last year.
  Overall, money is top of mind for many consumers. A third 
of the respondents to the same Morning Consult survey 
said that when it came to holiday gift spending, they were 
trying to spend less and save money.
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My husband is at a wedding 
and I’m really pulling for 
him to meet a nice girl.
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COVID-19 MAKES MENTAL HEALTH KEY CATEGORY
  The Kaiser Family Foundation (KFF) reports COVID-19 
and the resulting economic impact have taken their toll on the 
mental well-being of Americans of all ages.
  The KFF says four out of 10 adults 
report increased symptoms of 
depression and anxiety. In its local 
market studies, The Media Audit 
research confirms the KFF findings, 
with one in three adults 18+ reporting increased feelings of 
depression and anxiety.
  “It is a sad situation,” says Jeff Stein, 
market manager for The Media Audit. 
“This situation represents a revenue 
growth opportunity for television. TV 
reaches over 90% of those experiencing 
increased feelings of depression or anxiety 
— opening up a significant revenue 
category for TV,” Stein says.
  The Media Audit study shows people 
with increased feelings of depression or 
anxiety spend more time with TV than 
any other medium. This means greater 
opportunity to be influenced by the message.
  “The numbers are staggering,” Stein says. “From 300,000 
in Des Moines to 1+ million in Tampa. About 15% of people 
are getting help, which means 85% are not at this time.” Stein 
advises stations to put a major effort in calling on hospitals, 
psychiatrists, psychologist and mental health organizations. 
“These are growing categories,” he says. “You’ll be helping 
your viewers, your community and your revenue.”

AMAZON READIES 10,000 DELIVERY EVS BY 2022
  Amazon is officially unveiling its long-awaited custom 
electric delivery vehicles, Chain Store Age reports.
  In support of its Climate Pledge commitment to be net zero 
carbon by 2040, Amazon is designing and building custom 
electric delivery vehicles in partnership with manufacturer 
Rivian.
  The e-tail giant expects the first 10,000 vehicles will be on 
the road delivering to customers worldwide as early as 2022, 
with the planned full fleet of 100,000 operational by 2030.
  This is one of three different models that Amazon has 
invested in and completely customized with Rivian to 
enhance the driver experience and optimize safety.
  Amazon currently operates hundreds of EVs worldwide 
and has invested in electric vehicle charging stations for its 
partners to use, with plans to expand this infrastructure.

ACCOUNT ACTION
  Wavemaker has won the media planning and buying 
account for Pernod Ricard USA, Campaign US reports. The 
incumbent agency was Dentsu’s 360i. The account, worth 
$23 million in billings, will span media planning and buying, 
communications strategy, data and analytics, e-commerce 
and content. Pernod Ricard owns alcohol and spirits brands, 
including Absolut Vodka, Jameson Irish Whiskey and 
Malibu rum. Pernod Ricard already works with Wavemaker, 
part of WPP’s GroupM, in China, France and India. The win 
is another feather in the cap of Wavemaker, which picked 
up pharma company Novo Nordisk’s U.S. media account 
in April.


