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U.S. PRE-CYBER WEEK SHOPPING TO GROW 6%
  New data from Salesforce indicates global digital 
commerce will grow year-over-year during the 2021 
holiday season, with rising costs and decreased inventory.
  The 2021 Salesforce Holiday Insights study predicts 
there will be 7% year-over-year overall growth in global 
digital commerce for November and December, slowing 
down from 50% year-over-year growth in 2020 and 10% 
growth in the U.S. (slowing down from 43% year-over-year 
growth in 2020).
  While Salesforce expects online sales growth to be 
moderate compared to the 2020 holiday season’s historic 
50% surge and more in line with pre-pandemic growth 
trends, the company still anticipates digital shopping habits 
formed during the pandemic to persist and drive total sales 
to record rates for the upcoming holiday season.
  Specifically, Salesforce forecasts total digital sales to 
reach a record high of $1.2 trillion globally and $259 billion 
in the U.S., with digital commerce growth 
driven by a 20% rise in consumer prices 
despite fewer global (-2%) and U.S. (-4%) 
holiday orders expected.
  Salesforce sees several reasons for 
retailers, suppliers, and consumers to 
experience increased costs, including the 
U.S. retail industry facing an extra $223 
billion in the cost of goods sold this holiday 
season due to decreased manufacturing 
capacity, increased logistics costs, and the labor shortage.
  And with inventory issues and higher costs fueling 
inflation and cutting into margins, Salesforce projects 
consumers will see a 20% rise in prices during the holiday 
and beyond.
  As consumers contend with these higher prices, 
Salesforce expects global “buy now, pay later’’ usage will 
likely account for 8% ($96 billion globally and $20 billion in 
the U.S.) of online orders this holiday season, up from 4% 
of orders during the 2020 holiday season.
  However, Salesforce projects a 94% decrease in 
packages at risk of being delayed, or 40 million packages 
worldwide, down from 700 million in 2020. Just 5 million 
packages are expected to be at risk 
of delay in the U.S. In other findings:
•  Consumers are predicted to come 
out early again this holiday season to 
avoid out-of-stocks, with pre-Cyber 
Week shopping growing 6% in the 
U.S. (to $29 billion) and 3% globally 
(to $129 billion).
•  Salesforce projects 30% growth 
in e-commerce traffic from social 
referrals and an 18% rise in email 
marketing across November and 
December, compared to the 2020 
holiday season.

SALESFORCE: DIGITAL HOLIDAY SALES TO EXCEED $1T 
ADVERTISER NEWS
  Two industry forecasters think Toyota Motor North Amer-
ica sustained the not “sustainable” and will beat General 
Motors in U.S. sales for a second consecutive quarter as 
microchip and other supply shortages wreak havoc on tradi-
tional market shares. Most automakers are expected to an-
nounce their September and Q3 sales tomorrow. Edmunds 
and TrueCar predict that the industry will report a substantial 
drop in the quarter, as dwindling inventory hindered sales… 
Jeep yesterday unveiled its first-ever Grand Cherokee plug-
in hybrid as it attempts to pivot its SUVs from gas guzzlers to 
“green” vehicles. The new 2022 Grand Cherokee 4xe has 
an estimated 25 miles of all-electric range before switching 
to a four-cylinder turbocharged engine to power the vehicle. 
It will complete a new family of redesigned Grand Chero-
kee SUVs when it arrives in dealer showrooms early next 
year… Amazon has introduced a number of smart home 
gadgets, including the $1,000 home-assistant robot As-

tro and the Amazon Glow device for kid-
friendly video calls. The wall-mounted Echo 
Show 15 sports a 15.6-inch screen, includes 
a 5-megapixel camera and supports stream-
ing app access via Alexa… Returns pro-
cessing service Happy Returns by PayPal 
is opening Returns Bars at more than 1,000 
U.S. Staples stores, where customers can 
bring in merchandise from multiple retailers 
to return without needing a box or label. In-

stead, customers show a QR code at the Returns Bar and 
receive an immediate refund… Walmart is ramping up for 
what’s expected to be a particularly busy holiday season. 
The discount giant, the nation’s largest private employer, is 
planning to hire approximately 150,000 U.S. store associ-
ates in time for the 2021 holiday season, with most of the 
roles permanent, full-time positions... Target is looking to 
bring in holiday shoppers early with special deals and a new 
price match offer. The second edition of Target’s Deal Days 
sale will run Oct. 10-12. The retailer is also launching its an-
nual holiday price match guarantee, effective from Oct. 10
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AVAILS
  KCRA-TV, the Hearst Television NBC affiliate in Sacramento, 
Calif., seeks an experienced Account Executive. The 
AE will be responsible for selling 
multiplatform advertising solutions 
with an emphasis on new business/
digital. The ideal candidate is goal-
oriented, with strong presentation 
and communication skills. This is a great opportunity to work 
at a top NBC affiliate and market, the most-watched news in 
Sacramento, plus high-impact programming like Olympics, 

Super Bowl and NBC Prime. CLICK 
HERE to apply.
  WYFF 4, the Hearst Television NBC 
affiliate in beautiful Greenville, S.C., 
seeks a Digital Sales Manager. The 
ideal candidate possesses a passion 
for new media, understands digital 
marketing strategy and works in tandem 
with the Local Sales Manager to achieve 
all digital budgets. If this sounds like you, 
come work at one of the best television 
stations and best cities in the country. 

Google “Greenville, SC Top 10” and see why everyone 
wants to live here! CLICK HERE to apply.
  FOX 5 Atlanta seeks a highly motivated, business-
developing Account Executive. The AE is responsible 
for maximizing share on established television and digital 
accounts with emphasis on developing new accounts by 
converting marketing dollars and alternative advertising 
platforms. Minimum of three years of experience in broadcast 
television and/or digital platform sales. Excellent presentation 
skills, a bachelor’s degree in a related field, and experience 
selling OTT platforms preferred. To apply for one or more of 
our open positions, visit our website: fox5atlanta.com/jobs. 
EOE/M/F/V/D.

See your ad here tomorrow! CLICK HERE for details.

OUTLOOK: ONLINE GROCERY DELIVERY UP 11.4%
  U.S. grocery delivery e-commerce sales will grow by 
11.4% this year to reach $79.71 billion, according to a new 
forecast from eMarketer. The research firm says this marks 
a deceleration from 2020, which saw a 41.7% increase in 
online sales of grocery products fulfilled via delivery.
  Online grocery delivery sales represent a declining share 
of the grocery e-commerce market, but they will nonetheless 
make up the majority of online grocery sales through the end 
of eMarketer’s forecast period in 2025.
  As consumer demand for same-day service rises, retailers 
are rethinking how they execute delivery, with some choosing 
to fulfill via stores and build out their own logistics. But not 
all retailers can justify investing in what are often capital-
intensive in-house solutions.
  Last year, grocery sales through third-party delivery 
services rose by more than 215%, per eMarketer estimates, 
accounting for nearly 39% of grocery delivery ecommerce 
sales.
  Even as home delivery loses market share to other fulfillment 
methods like click and collect, the firm says, U.S. grocery 
delivery e-commerce sales will continue to grow for the next 
several years, reaching $145.22 billion in 2025.

PARKS: SMART-TV ADOPTION STILL SEEING GAINS
  The pandemic has been a boon for connected consumer 
electronics. New data from Parks Associations finds that 
among the most commonly adopted CE device categories, 
smart TVs and smart speakers/displays showed significant 
growth during the COVID-19 pandemic. Smart TVs reached 
56% while smart speakers/displays reached 53%.
  Citing recent announcements by Amazon and Comcast 
regarding branded smart-TVs, Paul Erickson, senior analyst 
at Parks, says TVs are now consumers’ most common video 
centerpiece in the home, and technology powerhouses are 
vying to own this point of entertainment 
aggregation — and the data that goes 
with it — by controlling the platform itself.
  “The competition now is not just about 
providing access to entertainment, it’s 
also about adding increasing value to the 
platform through features such as voice 
assistants, smart home integration, and 
better user experiences,” Erickson said 
in a statement. “Smart TVs are now seen 
as a key anchor device for ecosystem 
penetration into today’s broadband 
households.” 

ROKU CAMPAIGN PROMOTES EASE OF STREAMING
  Roku said it will be spending tens of millions of dollars on its 
biggest ad campaign ever to let consumers know how simple 
and easy its is to use Roku streaming devices.
  The campaign uses the “OK, Roku Does That,” and shows 
other inventions that now seem obvious but quickly gained 
near-universal adoption, from the wheel and ladder, to paper 
clips and windshield wipers all the way to personal computers 
and smartphones.
  TV commercials will run on broadcast TV on shows including 
Dancing with the Stars, Bachelorette in Paris, Thursday 
Night Football and late-night programming during the 
campaign’s first week.
  Roku will also use OneView, its ad-buying platform built for 
TV streaming, to manage the digital portion of the campaign 
across desktop, mobile and TV streaming.
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Anything can be a 
flamethrower if you set it 
on fire and then throw it.
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PODCASTING IS SHAKING OFF ITS NICHE STATUS
  Podcasting’s reach grew 21% between 2020 and 2021, 
according to the latest Nielsen Scarborough Podcast 
Buying Power report. It shows nearly a quarter (23%) of 
U.S. adults 18 and older can be reached via podcasting in 
2021. That’s up from roughly one in five adults that could be 
reached by advertisers using podcasting one year ago.
  The rate of most rapid growth came among Adults 35-64, 
where Nielsen reports a 28% year-over-year increase in the 
number of people that are podcast listeners. Today, 23% of 
those 35-64 can be reached by podcast.

  There was also a big gain in the so-
called “money demo” of 25-54 most used 
by advertisers. Nielsen says reach for 
podcasts in that demo rose 21% in the 
past year and today 29% of adults in 
that age group can be reached though 
podcasts.
  Advertisers continue to have the best 
opportunity to reach a young adult with 
podcast ads. Nielsen says a third of 18- to 
34-year-olds listen to podcasts, up from 
28% a year ago.

  “The growth of podcasting has brought a massive opportunity 
for advertisers to reach highly engaged audiences,” says 
Arica McKinnon, VP of Client Consulting at Nielsen. 
“While the industry has made strides to capture metrics like 
downloads, brands have been challenged to understand the 
impact of ads. Today, those challenges are fading.”

ADVERTISER NEWS
(Continued from Page 1)
through Dec. 24. For the first time ever, shoppers can request 
a price adjustment on all items (with a few exceptions) 
purchased at Target (Oct. 10 through Dec. 24) if the retailer 
lowers the price later in the season... The Giant Company 
and Instacart are teaming up for on-demand delivery of 
online orders in as fast as 30 minutes. The grocer is offering 
what it calls an instant delivery service at its Giant and 
Martin’s banners. The service provides delivery via Instacart 
in as fast as 30 minutes... IHOP has unveiled its first Flip’d by 
IHOP, a fast-casual concept, in Lawrence, Kan., with plans 
for a second location in New York City. Customers can order 
online for pickup and delivery, and dine-in patrons can place 
orders at the counter or use a digital kiosk for contactless 
ordering.

9/30/2021
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A third of 18- to 34-year-olds 
listen to podcasts, up from 

28% a year ago.

NFL VIEWING UP 8% AS ‘SNF,’ ‘MNF’ POST GAINS
  Three weeks into the NFL season, there has been an 8% 
increase in overall average game viewership vs. a year ago 
to 16.1 million Nielsen-measured viewers.
  NBC’s Sunday Night Football series has seen major 
improvement — up 5% to 19 million viewers for the first 
three games vs. 18.1 million viewers a year ago.
  On Sunday afternoon, for five games on linear TV, CBS 
has been averaging 17.2 million. Through four games a 
year ago, CBS was at 14.7 million. That’s an increase of 
17% year-over-year.
  ABC/ESPN’s Monday Night Football 
is also a big winner percentage-wise — 
scoring a 9% increase to 14.6 million 
viewers vs. 13.4 million a year before. 
ABC and ESPN had a simultaneous 
airing for the first MNF game.
  In the other two MNF games, ESPN also 
benefited from simultaneous airings on 
sister service ESPN2, featuring analysis 
from Peyton and Eli Manning.
  The biggest contest of the year to date 
was the NFL Kickoff game on NBC. The 
Super Bowl champion Tampa Bay Buccaneers beat the 
Dallas Cowboys in a close game that earned 24.8 million 
viewers, up 19% from the game a year ago.
  This year on Fox, also for five games, the network is at 
16.2 million linear Nielsen-measured TV viewers. A year 
ago, Fox came in at 18.1 million viewers through three 
weeks.

THIS AND THAT
  The FCC’s Enforcement Bureau says ViacomCBS’s 
Pluto TV has agreed to pay a $3.5 million civil penalty 
over claims that Pluto TV streamed off-TV video on some 
platforms without the availability of the requisite captions, 
in violation of FCC rules. The company has also admitted 
to liability for its actions... Freelancing platform Upwork 
has issued the Future Workforce Report, which finds that 
40.7 million Americans with “office” jobs can expect to be 
fully remote in the next five years. When Upwork previously 
conducted this survey, in November 2019 and April 2020, 
the managers it questioned expected 38% of their workforce 
would be working remotely five years on. This time around, 
that number is 58%... Apple TV+ consumer satisfaction 
scores are rising, due to the growth of popular content. 
Kantar says 39% of consumers are now satisfied with the 
“amount of content” on the streamer — up from 25% when 
Apple TV+ launched in November 2019.

ACCOUNT ACTION
  Anheuser-Busch InBev has launched a global media 
agency review but has only invited incumbents, setting 
up a showdown among Dentsu, Publicis Groupe and 
WPP, AdAge reports. The world’s largest brewer spent an 
estimated $4.7 billion on advertising in 2020, according to 
Ad Age Datacenter. AB InBev ranks as the world’s 11th-
largest advertiser. It markets brands including Budweiser 
and Stella Artois globally, as well as Corona outside the 
U.S. The move comes seven months after AB InBev hired 
Publicis Groupe’s Epsilon as its data agency of record in 
the U.S. and a global data partner.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


