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AVERAGE OF $2,165 UP 1% FROM HISTORIC LOW
  Teen spending is slowly ticking up from record lows, accord-
ing to a new survey, as adolescents show signs they’re ready 
to get dressed up, go out and socialize again, CNBC reports.
  A generation known to be glued to social media apps like 
TikTok and Instagram, Gen Z is taking cues from fashion 
and beauty influencers when they make their purchases, 
according to Piper Sandler’s 41th biannual Taking Stock 
with Teens report.
  One result is online brands like Shein and Princess Pol-
ly are surging in popularity, as are thrift marketplaces like 
Poshmark and Depop. A handful of classic teen brands, in-
cluding Hollister, Urban Outfitters and American Eagle, 
are still ranking on the list of favorites.
  Teens plan to spend about $2,165 this year, according to 
Piper Sandler’s report. That’s still down about 5% from a 
year earlier, but up 1% from last fall, when teen spending hit 
a low not seen in two decades. Reported annual spending by 
teens peaked at about $3,023, in the spring of 2006. 
  Piper Sandler surveyed 7,000 teens from Feb. 19 to March 
24. The average age of those surveyed 
was 16.1, and the average household 
income was $76,750.
  Marking a similar trend to what was 
spotted coming out of the Great Recession, girls are leading 
the recovery in teen spending, the survey found. From fall of 
2009 to spring of 2012, for example, female clothing spend 
leaped 24%, compared with a 15% jump among males.
  Now at 29%, the wallet share that upper-income female 
teens devote to apparel has hit a high not seen since 2013. 
That percentage had stagnated at 25%, from the spring of 
2017 to the spring of 2019, Piper Sandler said.
  Handbag spending among females has also improved to 
$93 per teen, up 4% year over year and reversing course 
from a multiyear low in the fall, the survey said.
  Taking an average of all teens, apparel spending came in 
at $508 per person for the year, down about 3% from a year 
earlier. Spending by teen girls rose 9% year over year, while 
spending by boys fell 16%.
  Nike remained the No. 1 apparel brand favored by teens, 
a spot that it has kept for more than a decade. American 
Eagle kept its No. 2 spot, while Adidas fell to No. 5 — the 
sportswear brand’s lowest level on this survey since the fall 
of 2017.
  Digging into Gen Z fashion trends, the 1990s are back. 
While leggings (i.e. those sold by Lululemon) remain the top 
fashion trend among female teens, “mom jeans” ranked No. 
3 on the spring survey. Baggy or saggy pants ranked No. 2, 
and crop tops ranked No. 6.
  Crocs is also adding to its momentum, thanks to partner-
ships that the shoemaker has struck with big-name celebri-
ties like Justin Bieber. Teens on average reported spending 
$270 each on footwear this year, down 5% year over year. 
Nike gained market share, while Crocs moved up the favor-
ites list to No. 8 from No. 12 last spring.

REPORT: TEENS TO SPEND AGAIN, WITH APPAREL IN MIND
ADVERTISER NEWS
  Despite a wave of negative headlines about its April 
Fools’ Day prank, Volkswagen is not any worse off with 
everyday consumers — but the automaker also did not help 
itself by pretending to rename itself “Voltswagen,” accord-
ing to a new poll. Fifty-nine percent of consumers who were 
aware of the stunt said it did not change their opinion of the 
brand, according to the Ad Age-Harris Poll. Just 20% think 
better of VW, while 21% said they now hold a worse opinion 
of the brand. The poll was conducted April 2-5 among 1,125 
U.S. adults ages 18 and older... Amazon turned roughly 25 
former shopping malls into fulfillment centers between 2016 
and 2019, according to Coresight Research, and the com-
pany recently received approval to do the same with two 
additional malls in Louisiana and Tennessee. Some malls 
have large mortgage debt that exceeds their value, making 
them a great bargain for Amazon, and their conversion can 
generate jobs, experts and officials say… Carnival Cruise 
Line said yesterday that it has seen a record level of book-
ings during Q1, up about 90% from Q4 levels. In addition, 

current bookings for 2022 are higher 
than those made in 2019, before the 
pandemic, suggesting that people are 
excited to travel again. “Everybody 

wants to go away. And I will tell you, the next best thing to 
actually going away is planning a vacation. And that’s what 
a lot of people seem to be doing right now,” said David 
Bernstein, Carnival’s CFO… Target says it will carry prod-
ucts from more than 500 Black-owned brands by the end 
of 2025. The announcement is part of the retailer’s goal of 
spending $2 billion to source more products from Black-
owned businesses over five years. Target currently carries 
65-plus Black-owned brands… Starbucks added oat milk 
to its menu across the U.S. last month following a success-
ful pilot in the Midwest last year. The beverage has proven 
popular with Starbucks’ customers — maybe too popular 
— as the chain has faced short supplies in an unidentified 
number of locations, CNN reports... Best Buy is testing a 
new annual membership program that comes with perks 
like tech support, free shipping and extended warrantees 
on smartphones or other purchases. The consumer elec-
tronics retailer said in a corporate blog post yesterday that 
the program is available at some stores in Iowa, Oklahoma 
and eastern Pennsylvania. Later this month, it will expand 
to stores in Minnesota, North Carolina and Tennessee. By 
the end of the month, it will be piloted in about 60 stores. 
The program, called Best Buy Beta, will cost $199.99 per 
year or $179.99 per year for customers who have the retail-
er’s credit card… Taco Bell will hold outdoor hiring events 
at about 2,000 locations on April 21 with the goal of hiring at 
least 5,000 new staffers as part of its expansion plans. The 
company also said this week that it will expand benefits for 
general managers at its 475 company-owned stores to in-
clude four weeks of paid vacation time and up to 12 weeks 
of paid parental leave.
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BUBBLE-LIKE GROWTH AHEAD FOR AD MARKET?
  A new report by MoffettNathanson predicts the ad market 
in the next few years could experience a level of spending 
increases not seen since before the dot-com bubble at the 
turn of the century.
  A report by Inside Radio says that due to a combination 
of brand spending, the continued rise of small-to-medium 
advertisers, and the broad shift to performance-based 
marketing, the firm expects U.S. ad spend to rise from around 
1.1% of GDP today to roughly 1.6% by 2025. If accurate, that 
would exceed the previous high of 1.5% set in 2000.
  Analyst Michael Nathanson acknowledges that 

comparisons to the dot-com bubble may 
create “healthy skepticism” of his outlook 
but explains in the report that he sees 
a reconfiguration of how resources are 
spent in the marketing tunnel. The top 
of the funnel focused on brand building 
is where most traditional spending like 
TV, radio, outdoor and print dominate. 
Nathanson believes more marketing 
dollars will be pushed lower, closer to 
where transactions occur and purchase 
intent and behavior are captured. There, 
he says, digital has an upper hand.

OUTLOOK: PLUTO TV AD REVS TO HIT $1.1B IN ’22
  As part of the ongoing rise of OTT and CTV, Pluto TV will 
sharply grow 45% in advertising revenues to $1.14 billion in 
2022, up from $790 million this year, according to eMarketer.
  For the ViacomCBS free ad-supported video service, this 
also includes all digital ads — on desktop, laptops, mobile, 
tablets and other internet-connected devices.
  Another estimate from the Interactive Advertising Bureau 
(IAB) says 60% of this year’s rise in advertising for all OTT 
and CTV platforms will come from linear TV budgets.
  In addition, 37% of OTT and CTV spend will come from 
digital display. The next shift expected is budgets from digital 
out-of-home, print and traditional OOH — each at 11%.
  Of all ad spending, media and marketing executives 
anticipate that OTT streaming services will see the biggest 
increase in ad spending at 42%, according to an Advertiser 
Perceptions survey.
  After OTT comes virtual multichannel program distributors 
(vMVPDs), which respondents estimate will see a 36% hike, 
while data-driven linear TV will be at 28%.
  Although money is projected to move from linear TV to OTT 
and CTV this year, estimates are that linear TV is expected 
to see a 26% hike in budgets this year.
  Also projected to move up are addressable linear TV, at 
25%; programming linear TV, 22%; demand-side platforms 
for OTT; 20%, and set-top box video-on-demand, 17%.

THIS AND THAT
  Amazon’s share of the U.S. digital advertising market rose 
from 7.8% in 2019 to 10.3% in 2020, according to eMarketer. 
Amazon’s U.S. ad revenue leapt 52.5%, to $15.73 billion 
last year, per the estimates, as reported by The Wall Street 
Journal. Google and Facebook still commanded estimated 
28.9% and 25.2% shares... NextGen TV technology is gaining 
traction with television audiences, with 25% of respondents 
to a Pearl TV survey saying they are already aware of the 
tech and 60% indicating they would probably purchase a TV 
with NextGen capabilities in the next year. Consumers have 
cited upgraded audio capabilities, interactivity and the ability 
to easily upgrade as benefits of the technology.Thursday, April 8, 2021

LRG: SVOD PASSWORD SHARING RUNS RAMPANT
  The splurge in launches of DTC subscription video-on-
demand (SVOD) services was intended to see a surge in 
uptake and revenue, but a study from Leichtman Research 
Group has found significant mass sharing.
  The study was based on an online survey of 6,262 
households from throughout the U.S. and are part of a new 
LRG study, Internet-Delivered Pay-TV Services 2021. 
This is LRG’s fourth annual study focused on the vMVPD 
category, along with other DTC streaming video services.
  The findings revealed that fundamentally 82% of U.S. 
households have at least one streaming video service from 
11 top DTC and SVOD services, and 51% 
of all households have three or more. Yet 
it also found that not all of these services 
are being paid for directly by those who 
use them.
  Specifically, 69% of all DTC services 
were fully paid for and were not being 
shared with others outside the household, 
but 27% of DTC streaming video services 
were being used in more than one 
household. In addition, 13% of services 
were used and paid for by those that also 
share them with someone outside the 
household and 12% of services were used 
in one household but were borrowed from another household 
that is paying for the service.
  A separate report from CordCutting.com found there are 
88 million “borrowed” accounts in the U.S., costing streaming 
platforms more than $4 billion in subscription fees. That’s up 
from $2.6 billion in 2020.. 

CABLENET CHATTER
  U.S. restaurateur Guy Fieri has signed a three-year 
exclusive deal with Food Network. The agreement includes 
Fieri’s primetime series Diners, Drive-Ins and Dives, Guy’s 
Grocery Games and Tournament of Champions, along 
with new projects that Fieri is working for Food Network as 
well as for the newly launched discovery+ streamer. Fieri 
made his first appearance on the network in 2006 when he 
won Season 2 of The Next Food Network Star... Kamp 
Koral: SpongeBob’s Under Years sneak peek episode, and 
the series premiere of comedy Chad have both gotten off to a 
solid ratings start for their respective networks, Nickelodeon 
and TBS. Kamp Koral: SpongeBob’s Under Years prequel 
series, the newest addition to the SpongeBob SquarePants 
universe, scored Nickelodeon the top telecast of 2021 to 
date with Kids 2-11 on ad-supported TV in its Friday, April 
2 episode. In Live+Same Day, the episode averaged a 
1.7/336K with Kids 2-11, an increase of +31% year over year. 
The telecast also ranked No. 1 for the week with Kids 6-11, 
averaging a 1.5/179K, posting double-digit year-over-gains 
(+36%); and drew 714,000 total viewers... Project Runway 
will return to Bravo for its 19th season but will be missing its 
full-time host Karlie Kloss. Bravo revealed yesterday that 
the fashion competition show will begin production for the 
upcoming Season 19 this spring in New York City. In addition 
to the news, Bravo shared that Kloss will only be “making 
appearances” throughout the new season, as opposed to 
taking up her hosting gig.

eMarketer

ViacomCBS’ Pluto TV will grow 
45% in advertising revenues to 
$1.14 billion in 2022, up from 

$790 million this year.


