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FAMILIARITY, CONVENIENCE DRIVE BEHAVIOR
  Online grocery sales will surpass 20% of the overall U.S. 
grocery retail market in the next five years, at least several 
years before pre-pandemic projections, a new Mercatus/
Incisiv study predicts.
  Grocery e-commerce sales are forecast to account for 9.5% 
of total U.S. grocery sales of $1.097 trillion this year, up from 
8.1% of $1.137 trillion in 2020, according to online grocery 
specialist Mercatus’ eGrocery Transformed: 2021 Market 
Projections and Insight report, conducted by research firm 
Incisiv and released last week. From there, online’s share 
is projected to expand to 11.1% of $1.124 trillion in grocery 
sales in 2022 and to 20.5% of $1.285 trillion in 2026.
  That’s well ahead of estimated growth for the online grocery 
market before the COVID-19 crisis. Pre-COVID, e-grocery 
sales were expected to reach 5.4% of the total market in 
2021, up from 4.3% in 2020, and then climb to 6.8% in 
2022 and to 14.5% in 2026, the study said. 
Current growth projections include a marginal 
reduction over 2020’s estimate, as U.S. 
consumers adjust to returning to brick-and-
mortar stores.
  “While shoppers indicated their eagerness 
to head back to stores, ingrained behavior 
and added convenience of online grocery will 
ensure omnichannel sales continue to grow at a stable pace, 
reaching 20% of the total grocery sales by 2026,” Mercatus 
said.
  Pandemic-related health and safety concerns remains 
a key driver of online grocery shopping. Of nearly 42,000 
grocery customers in 20 states polled for the study, 43% 
shopped online in 2020, up 80% from 24% in 2018. Still, 
even with relaxed restrictions and store reopenings, online 
grocery adoption rose 14% to 49% of respondents in 2021.
  Seventy-two percent of those surveyed cited convenience 
and 45% pointed to time savings as chief reasons for buying 
groceries online.
  U.S. online grocery customers have gravitated toward click-
and-collect over home delivery as their preferred fulfillment 
method, the study noted. Seventy-six percent of respondents 
said they favor in-store (44%) and curbside (31%) pickup, 
compared with 24% preferring delivery.

STUDY: E-COMMERCE 20% OF GROCERY MARKET BY ’26 
ADVERTISER NEWS
  Walmart and Coinstar are collaborating on a test of bitcoin 
kiosks at 200 of the retailer’s U.S. stores. The pilot program 
is part of Walmart’s initial exploration of a strategy regard-
ing digital currency and a larger initiative by Coinstar and 
the cryptocurrency cash exchange Coinme, which currently 
makes bitcoin available through more than 8,000 kiosks… 
Meanwhile, Walmart is preparing for this year’s holiday rush 
by boosting the delivery options available to shoppers. Ex-
panded services include extending store delivery hours until 
10 PM, allowing customers to order same- or next-day de-
livery until 6 PM, increasing the number of delivery windows 
for providers who drive on Spark Driver, Walmart’s deliv-
ery platform, and adding to the number of products that can 
be delivered from local stores… J.C. Penney has unveiled 
its new JCPenney Beauty concept online and in 10 stores, 
with plans for a nationwide rollout in the second half of next 

year as the department store’s partnership 
with Sephora ends. The retailer reimagined 
its beauty department with a focus on serving 
diverse customers including people of color 
and Black and Indigenous people, and the 
department store will be the first retail partner 
for many independent and emerging beauty 
brands, CMO Michelle Wlazlo said… Chi-

potle Mexican Grill reported a 21.9% increase in revenue 
and a 15.1% rise in same-store sales in Q3, buoyed by price 
increases instituted to offset higher food, labor and supply-
chain costs. Two increases on menu prices and three on 
delivery charges didn’t deter consumers, who returned to in-
store dining in greater numbers… General Motors is more 
than halfway through shipping newly-assembled pickups 
that it had parked due to a shortage of semiconductor chips, 
a top executive at the No. 1 U.S. automaker said last week… 
Toyota Motor North America will look to build “a campus 
setting” for its planned battery plant to feed North American 
production of battery-electric and hybrid vehicles. Automo-
tive News says such coded language could mean that a new 
assembly plant dedicated to production of skateboard-based 
battery-electric vehicles is in the offing  — instead of just a
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AVAILS
  General Sales Manager: WFXG FOX54, Augusta, 
Ga., seeks an energetic leader to inspire and guide an 
experienced sales team. Applicants must 
possess a strong track record of revenue 
generation through broadcast and digital 
marketing solutions, understand the value 
of our various media platforms and how they complement 
each other, and be able to effectively communicate that value 
to our sellers and advertising partners. Resume to Denise 
Vickers, GM, at dvickers@wfxg.com. Please reference 

“SalesJobsWFXG” in the subject line 
and attach your resume and links to your 
work.
  West Shore Home seeks a Director 
of Media. This position will manage and 
grow a national B2C media marketing 
program through print, radio, digital 
and video channels with a clear focus 
on direct response. This position will 
oversee a team of Media Buyers and 
Coordinators, and report directly to the 
CMO. Your team will work alongside a 

Digital Marketing Team and a Creative Team, all under the 
Marketing Department, and you will work closely with those 
team leaders for supporting strategic initiatives. CLICK HERE 
for details or to apply. EOE.
  National Sales Manager: KOCO-TV, the 
Hearst Television ABC affiliate in Oklahoma 
City, is seeking a passionate self-starter to 
lead National Sales. CLICK HERE to apply.
  Nexstar Media Group, Inc. has an immediate opening for a 
Local Sales Manager for our Springfield, Mo., properties, 
including the best triopoly combo available 
— KOLR10 (CBS), KRBK (FOX), KOZL 
(My Network) and our Nexstar digital 
operations in market #74. The Local 
Sales Manager will work with our amazing 
sales team to drive advertising revenue on all platforms and 
help grow local businesses across the Ozarks in southwest 
Missouri. CLICK HERE for full details or to apply now. EOE.

See your ad here tomorrow! CLICK HERE for details.

RETAIL SEES SURGING HALLOWEEN CANDY SALES
  So far in the 2021 second half, Halloween candy sales, 
trips and household penetration are exceeding 2020 and pre-
pandemic levels amid an overall market upsurge in the candy 
category, according to consumer data specialist Numerator.
  Chicago-based Numerator said last week its new Candy 
Tracker shows that the pre-Halloween candy buying period 
is drawing more consumers than ever before this year. 
Omnichannel seasonal candy sales from July 1 to Oct. 3 
were up 29% from a year ago and 43% from the same 2019 
period. 
  The market gain reflects increased household penetration 
in the candy category, fueled by the seasonal segment. As of 
early October, seasonal candy household penetration stood 
at 37.9%, up 4.5% from 2020 and 5.9% from 2019.
  Numerator projects seasonal candy sales of $550 million 
for 2021, which would mark gains of 29.4% from 2020 and 
42.7% from 2019.

NFL SEASON SO FAR: TV REVENUES, VIEWING UP
  Through six weeks of NFL season so far, national TV 
revenues are up 11% over a year ago — to $1.75 billion, 
according to estimates from iSpot.tv. TV viewership, per 
Nielsen, is 12% higher per game.
  To date, individual networks’ national TV ad take is estimated 
as: Fox, $458.9 million; CBS, $452.8 million; NBC, $427.3 
million; ESPN, $208.5 million; and NFL Network, $61.5 
million.
  Through five weekends, MediaRadar says each national 
televised game has averaged $39.3 million. This is for 28 
nationally televised games aired across 
ABC, CBS, ESPN, Fox, NBC and NFL 
Network.
  TV viewership for the NFL has kept 
pace with rising national TV advertising 
revenue this season, Television News 
Daily says. The average national TV NFL 
game over the six-week period is up 12% 
over a year ago to average 16.2 million 
Nielsen-measured viewers.
  MediaRadar estimates the NFL pulled 
in $41.9 million in preseason national 
TV advertising. Top NFL advertisers this season are much 
like the list for 2020: Geico, Apple iPhone, Progressive 
Insurance, State Farm Insurance and Verizon Wireless.
  “As the months continue, it’s likely that we’ll see even more 
year-over-year growth,” stated Todd Krizelman, CEO/co-
founder, MediaRadar.

NETWORK NEWS
  The CW has acquired the foreign series Leonardo, an 
Italian period drama that “follows Leonardo da Vinci as he 
grows into an unparalleled genius and renowned polymath 
whose work overturned the established order.” There are 
eight episodes in total, starring Aidan Turner (Poldark) in the 
title role, along with Freddie Highmore (The Good Doctor) 
and Matilda de Angelis (The Undoing)... Meanwhile, the 
network has also landed the Australian dramedy Bump, 
which follows a 17-year-old student (Nathalie Morris) with an 
ambitious 10-year plan: “top grades, international relations at 
a university, work for the UN, save the world.” But her plan 
starts to fall apart when she suddenly goes into labor, and she 
copes the only way she knows how. Premiere dates for both 
series have not yet been announced... Lopez Vs. Lopez, 
a family comedy starring George Lopez and his daughter 
Mayan, has been picked up to pilot at NBC. The multi-
camera project had scored a put pilot commitment earlier this 
summer. Lopez Vs. Lopez is a working-class family comedy 
about dysfunction, reconnection and all the pain and joy 
in between... And Peter Scolari, the prolific television and 
stage actor who found instant fame and a lifelong friendship 
with Tom Hanks when the two co-starred in the hit 1980 TV 
comedy Bosom Buddies, died last following a two-year 
illness with cancer. Scolari’s 43-year show business career 
included such highlights as his series regular role of producer 
Michael Harris on Bob Newhart’s 1984-90 comedy Newhart 
and, most recently, his role as Bishop Thomas Marx on the 
CBS supernatural drama Evil. A partial roster of other TV 
credits include Fosse/Verdon, Madoff, The Good Fight, 
Murphy Brown, The West Wing, ER, Gotham and Law & 
Order: SVU. Scolari was 66 years old.
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Through six weeks of the NFL 
season, national TV revenues 
are up 11% over a year ago — 
to an estimated $1.75 billion.
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TV AD TRENDS IN Q3: PRIMETIME SEES REBOUND
  Ad Age’s Datacenter Weekly has published some key 
insights from iSpot.tv’s Q3 TV Advertising Report. Among 
those findings:
  Primetime bounced back: “Primetime broadcast ad 
impressions were up 17% YoY in Q3... with spend up even 
more — 39.5% compared to Q3 last year,” per iSpot’s report. 
“As the fall TV schedule gets back on track too, broadcast 
spend in primetime is also up over 16% compared to the 
last ‘normal’ year back in 2019.”
  Consumer packaged goods TV advertising eased: 

“CPG TV ad spend declined (8.8% YoY) 
in Q3 as consumer spending habits 
normalized, though CPG brands were still 
spending nearly 17% more on national 
TV in 2021 than 2019. For retail brands, 
spend was up nearly 5% YoY thanks to 
an actual back-to-school schedule, but 
was also up 10% compared to 2019.”
  Movie ad spending surged: “With 
theaters reopened, movie ad impressions 
were up more than 5x YoY in Q3. 
Spend was also up over 7x as studios 

capitalized tentpole events (Olympics, NFL) to encourage 
the masses to go see and/or stream movies. However, 
spend and impressions were about 10% lower than in 2019, 
as behavior around movie watching and releases has still 
have not fully returned to ‘normal.’”
  Sports won the quarter: “Not only was the Tokyo 
Olympics the biggest TV event in Q3, but the top three 
programs (by ad impressions served) were all sporting 
events (Tokyo Olympics, NFL football, college football). 
Combined, they made up nearly 5% of total impressions 
served in Q3.”

ADVERTISER NEWS
(Continued from Page 1)
standalone battery plant… Samsung is highlighting the 
customization options for its Flip 3 smartphone, allowing 
customers to pick from color and pattern options for 
the device’s panels… Mattel has raised its annual sales 
forecast after saying it had pulled production forward and 
contracted more ocean vessels to maintain supplies during 
the critical holiday season. “We’ve been working through 
supply chain disruptions. It’s not a normal year. But even 
with that, we expect to have lots of toys under trees this 
Christmas holiday,” said CEO Ynon Kreiz.
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My kids have a lot of toy 
dustpans, considering 
how little they actually 

help me clean.

SPECIAL EVENTS RETURN TO IN-PERSON AFFAIRS
  After months of social distancing, U.S. consumers are ready 
to celebrate in person as the fall party season kicks off.
  Forty percent of these consumers 
watch TV three to five hours a day. 
All that viewing gives them plenty of 
ideas on how to host celebrations 
and exposes them to your clients’ 
messages. At least 37% have taken 
action based on a TV ad they’ve seen in the past 30 days.
  Party hosts/attendees are far more likely than average to 
attend at least two weddings and two baby 
showers in the next year. Twenty-eight 
percent of these consumers will change 
stores to shop at a retailer that promotes 
their support of a charity, and 40% want to 
buy American whenever possible.
  Not surprisingly, party hosts are 100% 
more likely than other consumers to shop 
at party supply and formalwear stores 
and to hire a photographer. Forty-five 
percent of party hosts/attendees believe 
TV is the medium with the most creative 
advertising, which means they might mention your clients’ 
messages to their friends and relatives.
  AudienceSCAN contains all of this information and more. 
For a demo and free trial, visit AdMall.com.

DATA: BROADBAND HOMES SANS PAY-TV TO RISE
  New reported data from TDG Research contends the 
number of U.S. households with high-speed internet and 
without pay-TV service will reach 54 million by 2025. The 
tally was 38 million homes in 2020.
  The projection underscores ongoing trends among major 
pay-TV operators such as Comcast, AT&T and Verizon, 
which have seen their broadband subscriptions skyrocket 
while linear TV subs plummet. Broadband is the lifeline 
distributing OTT video into homes.
  Beginning in 2010, just 8% of high-speed internet subs 
had jettisoned pay-TV. That percentage doubled in 2015, 
reaching 35% in 2020. A majority of domestic broadband 
homes with pay-TV is expected by 2026.
  About 66% of broadband-only homes stream AVOD content, 
with 76% opting for YouTube compared with 36% for Pluto 
TV. More than 33% of  BBO homes also use a digital TV 
antenna, consuming 12 hours of content weekly.

THIS AND THAT
  Warner Bros. Pictures/Legendary Pictures’ sci-fi reboot 
Dune generated an estimated $40 million in opening 
weekend ticket sales across more than 4,100 screens — 
matching industry and studio projections. The big-screen 
adaptation of Frank Herbert’s eponymous 1965 sci-fi novel 
generated another $20 million in China to push it global box 
office past $200 million... Online out-of-stocks in 18 product 
categories were up 24% in August from the same month 
last year and 172% from January 2020, according to Adobe 
Analytics, which analyzed more than 1 trillion visits to many 
of the 100 biggest U.S. online retail sites. Apparel is the 
category with the highest level of out-of-stocks, and sporting 
goods, baby products, electronics and pet products round 
out the top five.
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