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MORE SAY THEY’LL SHOP ONLINE, AVOID STORES
  For the second year in a row, the COVID-19 pandemic may 
drive many holiday shoppers online.
  The latest BOXpoll consumer survey from Pitney Bowes 
highlights the significant impact of the delta variant of the 
COVID-19 virus on consumer shopping behaviors ahead of 
the 2021 peak shopping season.
  To determine how consumers were responding to changes 
in COVID-19 restrictions and guidance related to the 
emergence of the variant, Pitney Bowes examined whether 
and how much consumers were reverting to being cautious 
and wary about shopping amid possible health risks. Results 
of a May 2021 BOXpoll indicated consumers were optimistic 
about the pandemic and planned to increase spending.
  Results of the new BOXpoll show that one in three 
respondents will start shopping more online (19% increase 
from May). In addition, one in four will start shopping less in 
person (16% increase from May). Four in 10 (41%) expect 
to be shopping more online this holiday season compared to 
their current shopping habits.
  The survey also reveals that consumer sentiment toward 
the delta variant is not consistent 
across generations. Millennials are the 
most cautious, with nearly one in three 
millennial respondents saying they 
would shop less in person (28%), and 
nearly half saying they will shop more 
online (46%) due to the variant. That’s 
a near 20% increase since May for both figures, the highest 
of any age group.
  “For the first time last year, online was consumers’ favorite 
holiday shopping destination,” said Gregg Zegras, executive 
VP and president, global e-commerce at Pitney Bowes. “As 
we enter this year’s peak season amid the surge of the delta 
variant, our data shows that consumers are defaulting back 
to their new comfort zone. All of us in this industry should 
expect a peak not unlike 2020. To avoid disappointing 
customers, retailers should schedule promotions earlier 
to pull forward demand and lower risk by diversifying their 
carrier mix.”
  The survey also examined how the variant is impacting the 
workforce and how that may influence 
shopping behavior. In recent months, 
many major U.S. corporations have 
delayed return-to-office plans until 
2022, causing employees to continue 
remote work practices.
  According to Pitney Bowes, this 
continuing work-from-home trend 
will require store shopping trips to 
become more intentional. With more 
people continuing to work from home, 
the company expects that retailers will 
experience greater adoption of online 
shopping.

SURVEY: VARIANT TO FUEL HOLIDAY E-COMMERCE BOOM
ADVERTISER NEWS
  Costco Wholesale ended a strong year on an even stron-
ger note, topping the $60 billion mark in quarterly net sales 
for the first time in its history. In another first, its annual profit 
hit $5 billion, growing at its fastest rate in more than 20 
years. The membership warehouse retailer reported that 
its Q4 net sales rose 17.5% to $61.44 billion, just topping 
estimates of $61.41 billion, compared to $53.38 billion last 
year. Total comparable sales rose 15.5%... Rite Aid cus-
tomers have a new option for same-day delivery of online 
orders. The drugstore retailer is now offering delivery of 
healthcare and grocery items directly to customer homes 
via a nationwide partnership with Uber Eats. On-demand 
delivery is now available for 2,185 Rite Aid locations across 
17 states on Uber Eats… Hyundai Motor America is re-
calling more than 130,000 vehicles in the U.S. and Canada 
for an engine defect that can increase the risk of a fire. The 
recall covers certain 2017 Tucson compact crossovers 
and 2017 Sonata Hybrid midsize sedans equipped with 
2.0-liter Nu GDI engines produced by the automaker’s en-
gine plant in Ulsan, South Korea, according to a document 

submitted to NHTSA. The recall affects 
approximately 95,515 vehicles in the 
U.S. and 34,607 in Canada... General 
Motors plans to restart production at 
its midsize pickup plant in Missouri this 
week as planned while seven other 
plants in North America remain idle, in 

part because of the global microchip shortage. The plant 
in Wentzville has been down since Sept. 6. It builds the 
Chevrolet Colorado and GMC Canyon midsize pickups 
along with the Chevrolet Express and GMC Savana full-
size commercial vans… Albertsons and Pinterest have 
signed a multiyear deal to launch an e-commerce tool 
that will employ artificial intelligence and offer customers 
an interactive shopping and meal planning option. The 
partnership will leverage the power of Pinterest’s creators 
and its video platform and also will make some Albertsons 
associates shopping “ambassadors,” all geared toward
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AVAILS
  KRIV Fox 26/KTXH My 20, the Fox O&O in Houston, is 
looking for an Account Executive. This AE is responsible 
for developing new business and selling 
digital and OTT products by maximizing 
opportunities and growing transactional 
accounts. The AE will prospect and 
pursue digital, OTT and new business 
advertisers. Must be energetic, positive, creative and 
passionate to succeed in the highly competitive environment 
of media sales. Television sales experience and a proven 

track record of success in sales 
preferred! CLICK HERE to apply. EOE.
  WKCF, the Hearst-owned CW affiliate 
in sunny Orlando, Fla., is looking for an 
experienced Account Executive to join 
our team. WKCF is one of the top CW 
affiliates in the nation, featuring more 
than 40 hours weekly of local news, 
top-rated sitcoms and NFL football. You 
provide superior sales skills, a great 
attitude and desire to WIN, and we 
will provide you with a great product, 

excellent compensation and a fun team culture. CLICK 
HERE to apply.
  Nexstar CBS affiliate WKRG News 5 and the Gulf Coast 
CW is looking for an Experienced Media Sales Executive 
for Northwest Florida to cover the Destin-Fort Walton 
Beach area. Excellent compensation and company 
benefits package for the right individual. Email cover letter 
summarizing your track record of success, along with 
resume and references, to the General Sales Manager at 
mkenney@wkrg.com. An Equal Opportunity Employer.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Disney/Marvel’s superhero actioner Shang-Chi and the 
Legend of the Ten Rings was projected to win its fourth 
consecutive North American weekend box office with $13.3 
million, bringing its domestic tally to $196.5 million — tops 
among all movies in 2021. Shang-Chi topped the Universal 
Pictures young adult release Dear Evan Hansen, which 
generated an underwhelming $7.3 million — well below the 
industry projected $10 million in ticket sales for the movie 
adaptation of the hit Broadway musical... Disney has 
reportedly sent out direct mailers offering free seven-day 
trials to subscription streaming video service Disney+. The 
platform, launched in November 2019, had dropped the free 
trial promotion in June 2020. Since launching, Disney+ has 
grown subscribers exponentially, ending the most-recent 
fiscal period with 103 million subscribers. But CEO Bob 
Chapek last week said the streaming service’s sub growth 
in Q4 would be challenged... Nova has closed an exclusive, 
multiyear deal with NBCUniversal Global Distribution for 
the first run pay window rights for NBCUniversal’s films and 
TV series. Feature films that will premiere exclusively on 
Nova Cinema channels through the deal include: F9: The 
Fast Saga, as well as all eight previous movies in the Fast 
& Furious franchise; dramas such as Let Him Go, starring 
Kevin Costner and Diane Lane; Every Breath You Take, 
with Casey Affleck; and Archive with Theo James.

DIRECTV UPS TV AD SPEND WITH NEW STREAMER
  As national TV spending sharply climbs for video streaming 
marketers, the space is becoming increasingly crowded 
with new players — especially with the start of the new TV 
season, Television News Daily reports.
  In the last 30 days, one of the newest — DirecTV Stream, 
a new internet-based live TV/on-demand streaming service 
from satellite pay TV provider DirecTV — has spent an 
estimated $32.7 million in national TV advertising, from 
5,203 airings yielding 1.6 billion impressions, according to 
iSpot.tv.
  This would be a major turnaround 
for the DirecTV brand. National TV 
marketing for DirecTV satellite business 
has been on the sidelines for some time. 
For example, since the start of the year, 
it spent just $3 million on TV advertising.
  Keeping pace with DirecTV Stream is 
the nearly 2-year-old Apple TV+, which 
continued high spending: $31.1 million, 
from 2,779 airings over the last 30 days.
  National TV advertising exposure for 
both DirecTV Stream and Apple TV+ 
come from paid advertising spending.
  Other top spenders — Disney+, Hulu, Paramount+ and 
Peacock — rely not only on paid ads but in-house, on-air 
promotional announcements from their respective media 
companies that also own TV networks.
  Overall, for the most recent two-month period, national 
TV spending and media value for on-air promos among all 
video streaming platforms continues to see big growth.
  For the last two months — leading into this year’s start of 
the traditional broadcast TV season — there has been an 
estimated 69% more national TV advertising spend/media 
value vs. the same time period a year ago, and 72% higher 
national TV on-air impressions.

NPD: APPAREL SALES ON THE COMEBACK TRAIL
  A new report has good news for the country’s apparel 
retailers. The U.S. apparel industry is on track to exceed 
pre-pandemic levels this year, bringing in $13.3 million 
more revenue in the first eight months of 2021 compared 
to the same period two years ago, according to the NPD 
Group Consumer Tracking Service.
  Apparel revenue has increased by 10% so far in 2021 
compared to pre-pandemic 2019 — largely because most 
U.S. consumers are seeking a new wardrobe, according to 
findings from a recent NPD omnibus survey.
  In the survey, 61% of consumers said they need a 
wardrobe revamp because their current clothes are old 
and worn, they changed size, and they’re going out more 
— in that order. Corresponding with these needs, the top-
growing categories in apparel are a mixed bag of sleepwear, 
intimates, socks, underwear and other basic necessities.
  Sleepwear sales intensified throughout the pandemic, 
as consumers opted for comfy clothing for lounging and 
working from home, making it the fastest-growing apparel 
category so far this year.
  According to a recent NPD/CivicScience survey, the 
definition of “sleepwear” continues to evolve. In fact, 70% of 
women reported wearing pajamas and slippers for activities 
besides sleep.
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In the last 30 days, DirecTV 
Stream has spent an estimated 

$32.7 million in national TV 
advertising, from 5,203 airings 

yielding 1.6 billion impressions.
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STUDY: STREAMERS RAISING BAR FOR PAY-TV
  A crush of streaming video services has raised expectations 
among pay-TV consumers, according to J.D. Power.
  The J.D. Power 2021 U.S. Residential Television Service 
Provider Satisfaction Study, based on responses from 
21,555 pay-TV subscribers from October 2020 through 
July 2021, found that satisfaction was 81 points higher (on 
a 1,000-point scale) for those also subscribing to an OTT 
service than those who don’t have a streaming service.
  Indeed, 91% with a SVOD service said they wouldn’t be 
dropping their TV service in the next 12 months — suggesting 

they’ve not found all of what they’re 
looking for outside of the traditional pay-
TV bundle.
  “The use of streaming services not only 
provides a more cost effective way to 
watch television, it also provides the ability 
to stream personalized and live content 
anytime, anywhere,” Ian Greenblatt, 
managing director at J.D. Power, said 
in a statement. “Customers with highly 
satisfying streaming experiences will 
continue to seek increased convenience, 

personalization and relevant content elsewhere if not 
delivered by traditional television providers.”

NBCU CONTENT COULD GO EXIT YOUTUBE TV
  NBCUniversal is warning viewers that YouTube TV 
subscribers could be blacked out of NBCU programming 
because of a failure to renew their carriage agreement, 
setting up a battle between Comcast, which owns NBCU, 
and Google, which owns YouTube TV.
  Google said that if it gets equitable terms, it will renew its 
agreement with NBCU. Otherwise, subscribers will get a $10 
monthly discount for the duration of a blackout, which could 
begin Thursday.
  In a statement, NBCU said it seeking fair rates from Google 
for YouTube TV: “Unfortuately, Google is refusing to make a 
deal at these fair rates and is willing to withhold entertainment, 
news and sports programming from their paying customers,” 
NBCU said. “NBCUniversal feels a responsibility to inform 
our fans that they are at risk of losing their favorite shows if 
Google continues with their demands.”
  The blackout would include the NBC and Telemundo 
stations NBCU owns.
  Google said it wants NBCU to treat YouTube TV like other TV 
providers. “In other words, for the duration of our agreement, 
YouTube TV seeks the same rates that services of a similar 
size get from NBCU so we can continue offering YouTube 
TV to members at a competitive and fair price,” Google said.
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My Alexa only responds 
when I’m shouting. Welcome 

to the family, Alexa.

BIG-SCREEN TV SHOPPERS: ALL ABOUT SPORTS
  Nearly one in five consumers plans to buy a TV with a 55-
inch or larger screen within the next year. This purchase 
should come as no surprise, as 70% 
of this audience spends more than 
three hours a day in front of a TV — 
often watching live sports.
  Nearly 60% of these consumers 
are male, and in the next year, 21% 
of the audience plans to switch to a different cable/satellite 
TV provider. Not surprisingly, these audience members 
subscribe to 2.3 streaming video services. 
And to ensure comfort while enjoying their 
favorite programming, 32% will purchase 
new living room furniture this year.
  Large-screen TV purchasers are 58% 
more likely than average U.S. adults to 
get a new pet in the next year, and they’re 
31% more likely to take up a new hobby.
  Marketers can reach these consumers 
through their favorite TV programming, 
which includes movies (62%), comedies 
(49%) and dramas (42%). And sports 
movies rule for 21% of this audience.
  Media sales reps should also know that half of this audience 
says TV offers the best coverage for the sports and teams 
they care about.
  AudienceSCAN contains all of this information and more. 
For a demo and free trial, visit AdMall.com.

HEARST AUDIENCE MARKETPLACE EYES CTV, OTT 
  Hearst Television has launched Hearst Audience 
Marketplace, which provides marketers with data to target 
advertising on CTV, OTT and programmatic display and 
video platforms, Next TV reports.
  The Audience Marketplace is the newest addition to Hearst 
Anyscreen, the targeted advertising platform the company 
launched in 2018. Hearst projects that its Anyscreen revenue 
will grow more than 40% in 2021.
  Using the Audience marketplace, advertisers can target 
viewers based on classic audiences, built using demographic, 
behavioral and lifestyle characteristics; or Hearst Audience 
Personas, a collection of profiles based on consumer 
interests, perchance history and online and offline behavior; 
or custom-created audiences.
  Hearst Anyscreen combines preferred access to Hearst-
owned programming, including the Very Local, Hearst’s new 
OTT offering, with an array of leading delivery and analytics 
partners and direct-to-publisher alliances.

ADVERTISER NEWS
(Continued from Page 1)
helping customers… Nordstrom’s New York City flagship 
store is embracing local companies and female-owned 
businesses in its new, two-floor home goods department. 
Colorful pottery and Mondrian-influenced vases from the 
Museum of Modern Art hold court along with a home-and-
kitchen selection from fashion stylist Beverly Nguyen… Nike 
reported a 16% increase in revenue for the quarter ending 
Aug. 31 compared to the same period last year, adding that 
further growth was hampered by supply chain disruptions. 
The brand trimmed its outlook for the full 2022 fiscal year.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY
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