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71% SAY MORE DIGITAL INVESTMENT IS NEEDED
  A new survey of online grocery retailers reveals the dramatic 
increase in digital sales since the start of the COVID-19 
pandemic is not necessarily driving profits.
  According to State of Digital Grocery: Growth at the 
Cost of Profitability, a survey of 206 U.S.-based grocery 
retailers from Wynshop (formerly ThryveAI) and Incisiv, 
respondents saw a 70% increase in average basket size for 
online orders in 2020 (the pandemic broke out in the U.S. in 
early March) compared to 2019. In addition, online grocery 
sales increased 5x in 2020 compared to 2019.
  Despite these impressive online grocery sales figures, 
the study finds the No. 1 problem facing respondents is the 
profitability of their online business, with 86% stating they’re 
dissatisfied with their online profitability. More than half (56%) 
lose money or make less than 10% average margin per 
online order. And more than seven in 10 (71%) say they have 
not invested adequately in their digital business.
  An estimated 20% of all grocery sales will be conducted 
through digital channels by 2025, according to the study. 
However, grocery retailers face a projected $14 million 
margin loss projected per $1 billion in sales 
by 2025 due to the change in the store/
online revenue mix.
  The study also examined attitudes toward 
third-party online delivery platforms. Close 
to seven in 10 (68%) use third-party online 
delivery platforms for fulfillment, and two-
thirds (66%) believe they can’t scale 
their online business without third-party 
partners. An estimated 8.3% of all grocery 
sales will come from third-party platforms by 2025, according 
to the study.
  Yet, almost all (92%) find managing third-party platforms a 
challenge. In addition, 84% believe they will lose touch with 
their customer base because of third-party platforms, and 
81% believe third-party platforms will become their direct 
competitors in future. Six in 10 (59%) claim their third-party 
delivery partnerships are unprofitable.
  “For grocery retailers to continue to grow their digital 
businesses in a way that doesn’t come at the cost of 
profitability, they must improve 
their operational efficiencies by re-
imagining their processes,” said Neil 
Moses, CEO of Wynshop. “We hope 
the research we uncovered with 
Incisiv empowers retailers to prioritize 
their online businesses and create a 
roadmap that includes owning their 
brand experience and shopper data, 
deploying technology to improve 
fulfillment, picking efficiency, last-mile 
delivery and other critical areas that 
will help lead them to higher profit 
margins.”

SURVEY: ONLINE GROCERY SALES SOAR; PROFITS DON’T 
ADVERTISER NEWS
  For years, the NFL was staunchly opposed to betting. But 
times have changed. The league now has new betting part-
nerships with Caesars Entertainment, DraftKings and Fan-
Duel, which are valued at an estimated $1 billion combined. 
All three partners will leverage the NFL’s media properties, 
content and the league’s data feed. DraftKings and FanDuel 
will be able to integrate NFL highlights and “Next Gen Stats” 
content on their platforms. And Caesar’s will remain the 
NFL’s “Official Casino Partner.” It’s just the latest develop-
ment following the repeal of a federal ban on sports banning 
— and subsequent legalization and regulation by states… 
Honda Motor’s U.S. unit said yesterday it’s targeting initial 
annual sales of 70,000 for its planned electric Prologue SUV 
when it goes to market in 2024. Honda plans to add addi-
tional EV models as it aims to have sold a total of 500,000 
EVs in the U.S. by 2030, and to achieve 100% zero emission 
vehicles sales in North America by 2040... General Motors 
said it would start in mid-October to fix some Chevrolet Bolt 
electric cars that were recalled for fire risk, although many 
owners are likely to wait months to receive the remedy. GM 

said yesterday it would start shipping new 
battery cells to dealerships by as early as 
the middle of next month to begin replacing 
potentially faulty battery modules... Pelo-
ton is aiming for more business outside the 
home, merging its selection of connected 
fitness equipment with Precor products 
online for hospitality customers. The move 
comes after Peloton completed its acquisi-
tion of Precor in April. Precor manufactures 

the treadmills and ellipticals often found in commercial set-
tings such as health clubs, universities and hotels, CNBC 
reports… CVS Health is looking to hire 25,000 clinical and 
retail workers to help it meet the growing demand for COV-
ID-19 vaccinations and tests as well as an expected increase 
in flu cases during the fall and winter months. “Every flu sea-
son we need additional team members, but this year, we’re 
looking for even more,” said Neela Montgomery, president
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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.

See your ad here tomorrow! CLICK 
HERE for details.

ACCOUNT ACTIONS
  Mercedes-Benz has consolidated 
its media and creative business with 
Omnicom Group, which created a 
dedicated unit for the luxury automotive 
brand called Team X. The holding 

company beat Publicis Groupe for the business, which 
spans more than 40 countries. Omnicom had already 
served as the automaker’s global media agency and 
controlled creative in the U.S. via Merkley & Partners. 
Search consultants on the six-month review included 
Ebiquity for media and The Observation for creative... TD 
Bank Group has consolidated its creative account between 
WPP Group’s Ogilvy and David, AdAge reports. David 
was tapped for creative U.S duties and Ogilvy was named 
the bank’s agency partner for environmental, social and 
governance strategies across North America. The review 
was led by Joanne Davis Consulting. The U.S incumbent 
in charge of creative was TBWA\Chiat\Day, which had 
handled the account since 2016.

THIS AND THAT
  Auto inventory levels remained near record lows to start 
the month at 1.08 million vehicles, down about 57% from 
a year ago as consumer demand began to pull back and 
allowed production to add about 12,000 vehicles, according 
to Cox Automotive. The inventory level translated to a 31-
day supply for U.S. dealers, Cox said. The automotive data 
company computes days supply based on the selling rate 
from the previous 30 days. According to Cox, new-vehicle 
sales had fallen 10% from the same period in 2020 and were 
23% lower than two years ago... Roku has unveiled two 
new 4K Streaming Sticks, priced from $49.99 to $69.99, 
the latter featuring voice remote functionality. The company 
also announced an upgraded Roku OS 10.5 operating 
system that reportedly updates content more quickly, in 
addition to expanded surround sound and related features... 
Despite growing concerns about the amount of misleading 
information on social media, almost one-third of Americans 
surveyed get news from Facebook and a sizable number 
from other sites. That’s according to a new Pew Research 
Center survey of users of 10 prominent social media sites. 
Next was YouTube, with 22% of respondents saying they 
get news there, followed by Twitter at 13%, Instagram at 
11% and Reddit at 7%.

HEARST MAKES NEWS FREE VIA CTV CHANNELS
  Risking its relationships with cable operators that pay 
retransmission fees for its programming, Hearst Television 
is making its news content available via OTT and an ad-
supported CTV channel called Very Local, Next TV reports.
  Very Local channels will be available in 26 markets where 
Hearst owns TV stations through Amazon Fire TV, Roku, 
Apple TV and Android TV.
  Hearst is coming to the OTT party a bit late. Sinclair 
launched its Stirr service in 2019 and Gray Television has 
backed Syncbak’s VUit, which features programming from 
200 stations. Cox Media Group put its 
stations on VUit earlier this month.
  Hearst said its Very Local channels are 
now available via VUit and Fox’s Tubi. 
They will be on the Amazon News app 
and Sinclair’s NewsON.
  Very Local will feature all aspects of local, 
regional and national news; consumer 
news and investigative reporting; and 
Hearst Television regional and national 
content brands such as its Chronicle 
news magazine series and its issues 
program Matter of Fact with Soledad O’Brien.

NETWORK NEWS
  ABC and the Academy have teamed to promote the 
upcoming launch of the Academy Museum of Motion 
Pictures with a star-studded primetime special hosted by 
Tom Hanks and Laura Dern, who are also members of the 
museum’s board of trustees. A Night In the Academy Museum 
will feature Annette Bening, Cher, Jon M. Chu, Geena 
Davis, Danny Glover, Eiza González, Emily V. Gordon, 
Aldis Hodge, Marsai Martin, Marlee Matlin, Melissa 
McCarthy, Kumail Nanjiani, Michelle Rodriguez, Jurnee 
Smollett and Diane Warren as they explore the magic and 
artistry of the movies and give fans a peek into the exhibits at 
the museum, which opens Sept. 30. The special will air Oct. 12 
at 10 PM... Broadway’s Back!, the live two-hour broadcast 
special immediately following this Sunday’s streaming-only 
Tony Awards ceremony, will include appearances by Kristin 
Chenoweth, André De Shields, Jake Gyllenhaal, Audra 
McDonald, Idina Menzel, Lin-Manuel Miranda and more. 
The special, presented live from Broadway’s Winter Garden 
Theatre, will be hosted by Leslie Odom, Jr.

AVOD NOW HALF OF DIGITAL VIDEO VIEWERS
  Nearly 128 million people in the U.S. will watch advertising-
based video-on-demand (AVOD) this year, according to 
a new forecast from eMarketer. The research firm says 
that represents growth of 17.6%, over 2020 — and means 
more than half of all U.S. digital video viewers are watching 
AVOD.
  AVOD services have grown in popularity as less expensive 
or free alternatives to pay-TV services, growing by 38.6% 
in 2019 and 30.3% in 2020. While growth is slowing, 
eMarketer says, it remains in double digits. More than half 
of U.S. internet users will be AVOD viewers by 2024.
  The firm says by 2023, 259.8 million U.S. adults will watch 
digital video content at least once per month, and those 
individuals will increasingly consist of AVOD viewers and 
subscribers.
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FunnyTweeter.com

You know how Picasso 
had to learn the rules of 
painting before he could 
break them? That’s why 
I’m going to law school.
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HOMEBUILDER SENTIMENT ON UPSWING AGAIN
  Homebuilders in the single-family construction market are 
feeling better, as lumber prices are way down from sky-high 
levels and buyer demand is growing.
  Builder sentiment rose one point in September to 76, 
according to the National Association of Home Builders/
Wells Fargo Housing Market Index. It was the first increase 
in three months.
  Sentiment stood at 83 in September of last year and then 
set a record high of 90 last November. It then dropped off 
dramatically when lumber prices spiked and supply-chain 

issues hampered construction.  
  “The September data show stability as 
some building material cost challenges 
ease, particularly for softwood lumber. 
However, delivery times remain 
extended and the chronic construction 
labor shortage is expected to persist as 
the overall labor market recovers,” said 
NAHB Chairman Chuck Fowke.
  Lumber reached more than $1,600 per 
thousand board feet this spring, but the 
more recent price has been around $400.

ADVERTISER NEWS
(Continued from Page 1)
of CVS Pharmacy… Barnes & Noble has reported double-
digit sales growth this year compared to 2019 and seen 
customers returning to its stores on Friday and Saturday 
nights to look for something to read. The retailer’s CEO, 
James Daunt, said the company hasn’t experienced this 
level of growth since Amazon.com came on the scene and 
began selling books… H-E-B has opened the first James 
Avery jewelry shop inside one of its stores in southeast 
Houston with plans to open two others in Texas, including 
one near Corpus Christi at the end of September and another 
in San Antonio next month… And Pfizer and BioNTech’s 
COVID vaccine is safe and appears to generate a robust 
immune response in a clinical trial of kids 5 to 11, the 
drugmakers announced.

9/21/2021

Whip Media survey

Seventy percent of U.S.
consumers say there are too 
many subscription streaming 
services, and 85% say they’re 

getting too expensive.

‘EMMYS’ SEES SURPRISING VIEWERSHIP GROWTH
  After many downturns in viewership, the 73rd Emmy 
Awards on CBS had an uptick — pulling in 16% more 
viewers vs. a year ago to 7.4 million, according to Nielsen’s 
preliminary national TV measure. It was the show’s largest 
audience in three years.
  The national TV advertising spend for the show was 
estimated at around $67.4 million, according to iSpot.tv.
  In terms of the top individual brands’ spend, Kia came in 
at $7.8 million, followed by Eliquis ($3.2 million); Rybelsus 
($2.7 million); Amazon Prime Video ($2.7 million); and 
Samsung Mobile ($2.6 million).
  The top categories were automakers ($9.7 
million); video streamers ($6.9 million); 
pharma – diabetes/blood disorders ($6.4 
million); pharma – cancer ($3.6 million); 
and credit cards ($3.5 million).
  Looking at entertainment advertising, TV 
networks (including on-air CBS promos) 
had a combined paid TV spend/media 
value of $12.6 million (14 spots, 32 
airings); streaming services: $9.2 million 
(seven spots, 13 airings); and theatrical 
movies: $2.5 million (three spots, six airings).
  CBS had 26 airings of on-air promos (16 equivalized 
30-second units), while ViacomCBS’ Paramount+ had four 
airings (three equivalized units).
  Among media companies’ movie studios and TV platform 
services, 20th Century Studios, Warner Bros., Universal 
Pictures, FX Network, Showtime, HBO, Amazon Prime 
Video, Peacock TV, Disney+ and Netflix each had two 
30-second spots.
  Amazon Prime Video had four equivalized 30-second units. 
HBO Max had one 60-second airing.
  The average cost per 30-second unit ranged roughly from 
$360,000 to $680,000, according to iSpot.tv.

SURVEY: CONSUMERS NEAR THE LIMIT ON SVODs
  Consumers are almost maxed out on subscription video-on-
demand services, according to a Whip Media study of nearly 
4,000 U.S. consumers.
  Survey respondents said they subscribed to an average 
of 4.7 services and plan to add only one more. More than 
two thirds (70%) said they feel that there are too many 
subscription services on the market; most of them (85%) said 
it’s getting too expensive; and a third (32%) said they had 
canceled an SVOD service in the past year.
  However, churn is spread out over all of the SVODs, and all 
of the services were relatively sticky in that Disney+, Netflix 
and Apple TV+ had the highest cancellation rates at a mere 
6%.
  Sixty percent said they prefer to pay for an ad-free service.
  Netflix was the most indispensable SVOD platform. When 
asked if they could only keep one streaming service, 41% 
of consumers said Netflix would be their choice if they could 
only keep one. Netflix was followed by Hulu (21%), HBO 
Max (13%), Disney+ (9%) and Amazon (6%).
  However, when ranked on SVOD satisfaction, HBO Max 
jumped to the top spot. Of the major services, AppleTV+ 
is in the most precarious position as the streaming service 
consumers said they were least satisfied with and least likely 
to keep.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


