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SHOPPERS WILLING TO SWITCH BRANDS TO SAVE
  After the cost of essential goods hiked in recent months due 
to inflation, shoppers are beginning to rethink private labels, 
according to a report by ModernRetail.
  Over the last year, CPG brands resorted to multiple price 
increases to offset the high cost of fuel, raw materials 
and logistics. But after retailers pushed up prices several 
times throughout the year, people are beginning to look for 
alternative options outside of staple brands to stretch their 
dollars.
  In fact, 79% of shoppers concerned about inflation had 
started looking for discounts, 68% shopped at discount 
stores and 67% switched to generic brands in order to save 
money, according to a 2022 survey from Morning Consult. 
Grocers like Kroger are also seeing heightened interest in its 
private label business.
  “Consumers are strapped for cash. We all know that,” said 
David Berliner, national leader of BDO’s restructuring and 
turnaround services practice. “They’ve been looking for ways 
to cut costs and find cheaper alternatives.”
  As the prices that shoppers are willing to pay hit the roof, 
discount chains and private labels have begun to look 
more appealing. Shoppers spent more on 
private label CPG brands in the three months 
ending December 2022 vs. the previous year 
throughout all income groups, data from 
Numerator indicates. Private labels now 
account for 17.9% of total CPG purchases.
  In September, Kroger reported a 10.4% rise 
in sales for its private-label assortment for Q3. 
In September, it also unveiled a budget-friendly private label 
brand, dubbed Smart Way. 
  Reports also suggest that discount grocery chain Aldi, which 
mostly sells low-priced and private label goods, is winning 
over grocery shoppers. The company said in September that 
it garnered a million new customers year-over-year and saw 
double-digit sales growth.
  “Private label is a growing category for consumers,” said 
Greg Carlucci, senior director analyst for consumer goods at 
Gartner. “Anytime there’s concern about pricing, consumers 
will look for alternative options if their purchasing power 
decreases.”
  Household basics like toilet paper, 
cleaning products and aluminum foil are 
particularly susceptible to trade downs as 
it doesn’t exactly make a difference from 
a staple brand, said Heidi Csencsits, 
senior manager at consultancy firm The 
Parker Avery Group.
  Indeed, essential goods makers have 
been seeing sales volumes slip in their 
recent quarterly reports. Huggies and 
Kleenex maker Kimberly-Clark said its 
sales volume dropped 7% in Q4, while 
its net selling prices climbed about 10%.

INFLATION-WEARY SHOPPERS BOOST PRIVATE LABELS
ADVERTISER NEWS
  CVS Health continues to expand its health care offerings, 
making one of its biggest investments yet in direct patient 
care. The pharmacy giant will acquire Oak Street Health in an 
all-cash transaction in a deal valued at approximately $10.6 
billion. Chicago-based Oak Street Health operates primary 
care centers that service mostly people with Medicare 
Advantage plans, particularly those in underserved areas 
and with chronic health problems... Starting tomorrow, Shake 
Shack restaurants nationwide will be offering a trio of items 
made using white truffle: a beef burger, a mushroom burger 
and fries served with white truffle sauce. The Danny Meyer-
founded chain calls its latest specialty menu an effort to bring 
an ingredient traditionally found in fine dining restaurants to 
the masses... Wendy’s is placing click-to-order offers within 
its ads on the Roku streaming TV platform. The fast-food 
hamburger chain is the first retailer to participate in a new joint 
shoppable ad offering from Roku and DoorDash. DoorDash 
will be the exclusive marketplace ad solution partner for its 
partner U.S. restaurants and grocers that buy interactive 
shoppable ads on Roku... Chipotle’s Q4 earnings included 
a 5.6% increase in comp sales vs. 7% expectations. Though 

positive, CFO Jack Hartung simply described 
the quarter as “tough” during the company’s 
earnings call this week. Notably, much of the 
company’s sales increase came from 13.5% 
menu pricing. Transactions were down 4%... 
Designer Brands, the parent of footwear 
retailer DSW, will buy sneaker brand Keds 
from Wolverine Worldwide. Designer has 

also recently added the Topo Athletic and Le Tigre brands 
to its portfolio as part of a larger strategy to increase sales 
from owned brands... Wegmans Food Markets is testing 
out Shopic’s Shop-E clip-on smart cart devices at two 
stores in New York. The device uses a self-serve checkout 
interface and computer vision algorithms to identify items in 
the cart and shows a running total of purchases alongside 
promotions and discounts... David’s Bridal continues 
expanding its presence in the wedding planning space. The

(Continued on Page 3)
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22% PLAN TO STREAM SUPER BOWL, SURVEY SAYS
  A new survey suggests that viewer attitudes toward what 
they want from the Super Bowl viewing experience and how 
they plan to watch the big game are shifting. 
  As in earlier years, the largest group will be watching via a 
pay TV provider but cord-cutting is eroding that audience, with 
about 49% of Americans saying they plan to watch the game 
using their pay TV subscription, followed by streaming (22%) 
and OTA using an antenna (10%), according to Amdocs. 
  Their survey of about 1,000 Americans also found 81% of 
those who will tune into the game are interested in a more 
robust Super Bowl Sunday experience. 
  Many of those who plan to watch the 
game expressed concerns about costs, 
with 44% stating cost is a factor when it 
comes to streaming.
•  Some consumers (31%) weren’t aware 
they could watch the game and other 
sporting events aired by broadcasters 
for free via an antenna. About 46% said 
they’re aware they could use an antenna 
but reported they don’t, and 23% said 
they were aware and did use an antenna. 
  Of the 31% who said they weren’t aware that they could 
watch it via an antenna, 17% said they didn’t know about 
antennas and were interested in the idea; 14% said they 
didn’t know about antennas and weren’t interested.

NETWORK NEWS
  Allen Media Group said Byron Allen Presents The 
Comedy and Music Superfest will air on NBC in primetime 
on Saturday, the day before Super Bowl LVII. Allen will 
co-host the two-hour special. Musical performers include 
John Legend, Gladys Knight, Boyz II Men, Toni Braxton 
and Earth, Wind & Fire. Providing the laughs are Kenan 
Thompson, Cedric The Entertainer, Howie Mandel, 
Tiffany Haddish, Loni Love, Jon Lovitz, Roy Wood Jr., 
Gary Owen, Tommy Davidson, Dane Cook and Gabriel 
Iglesias... CBS is shaking up the late-night landscape by 
bringing back an old Comedy Central format to replace The 
Late Late Show with James Corden, ending The Late 
Late Show franchise after almost three decades, Deadline 
reports. A reboot of @midnight, a series that ran for 600 
episodes on Comedy Central from 2013-17, has been 
chosen for the 12:30 AM time slot currently occupied by The 
Late Late Show. Corden is leaving his late-night desk this 
spring.

C-STORES VOICE CONCERN FOR BEVERAGE SALES
  Convenience store beverage sales are coming off a healthy 
end to 2022, but retailers are cautious as pressures continue 
to challenge consumers’ wallets.
  According to Bonnie Herzog, managing director at Goldman 
Sachs, c-store retailers expect beverage sales to increase 
mid-single digits in 2023 vs. the expectations of high-single 
digits previously. The takeaway was part of Goldman Sachs’ 
Q4 Beverage Bytes survey, which represents roughly 30,000 
retail locations, or about 20% of the convenience channel.
  Retailers said out-of-stocks remain a headwind in the alcohol 
and non-alcohol segments, though to a lesser degree than 
prior surveys, with the majority of retailers noting a sequential 
improvement, she noted.
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49% of Americans plan to 
watch the Super Bowl using a 
pay TV subscription, followed 
by streaming (22%) and OTA 

using an antenna (10%).

AVAILS
  KBSI/WDKA TV, the Standard Media-owned duopoly in 
Cape Girardeau, Mo., is looking for a Director of Sales. 
We’re looking for a sales leader 
who is highly organized, able to 
coach and mentor a winning team, 
and have experience in pricing and 
inventory management. The ability 
to develop and maximize revenue opportunities within the 
local advertising community is critical. Five or more years 
of television sales management including both local and 

national sales preferred. Send resume/
cover letter to: careers@kbsi23.com. 
No calls, please. EOE.
  WPLG-TV, ABC affiliate, a Berkshire 
Hathaway company in Miami-Fort 
Lauderdale, is searching for an 
experienced Account Executive 
who’s able to set them self apart in a 
competitive marketplace. Must have 
strong experience in selling broadcast, 
digital and multiplatform media. 
AEs will handle client, agency and 

direct accounts. Key tasks include strong New Business 
developmental skills; contacting and presenting to clients 
and agencies; developing marketing campaigns that 
encompass broadcast and digital platforms; negotiating 
contracts; building creative solutions; and executing 
transactions. Resume to: Belinda Tuckerman, LSM, 
btuckerman@wplg.com. No calls, please.

See your ad here tomorrow! CLICK HERE for details.

SOTU TV VIEWERSHIP DECLINES 29% TO 27.3M
  President Biden’s State of the Union address drew an 
estimated 27.3 million viewers, a drop of 29% from last 
year, according to Nielsen.
  That figure is the lowest audience for a SOTU in at least 30 
years, according to Nielsen records. Biden’s 2021 speech 
to a joint session of Congress drew 26.9 million, but that 
event, coming just a couple months into his presidency, was 
not an official State of the Union speech.
  The Nielsen figures were measurements of 16 TV networks. 
Last year, 38.2 million watched across 16 networks.
  Nielsen said that 59% watched broadcast network coverage 
and 41% watched cable coverage. Some 73% of viewers 
were 55 and older, with 19% aged 35-54 and 5% 18-34.
  According to updated data, Fox News topped coverage 
with an average of 4.69 million viewers, followed by ABC 
with 4.4 million, NBC with 3.8 million, CBS with 3.64 million, 
MSNBC with 3.6 million, CNN with 2.4 million and Fox 
Broadcasting with 1.66 million.
  In the 25-54 demo, ABC posted 1.08 million viewers, 
followed by NBC with 1 million, Fox News with 846,000, CBS 
with 708,000, CNN with 646,000, MSNBC with 496,000 and 
Fox Broadcasting with 509,000.
  The audience for the SOTU may have been impacted 
by TNT’s NBA coverage, as the Los Angeles Lakers’ 
LeBron James broke Kareem Abdul-Jabbar’s all-time 
scoring record. The game started in the latter part of Biden’s 
speech. According to Nielsen, the game drew an average of 
almost 3 million viewers.
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FOX CORP. REPORTS 4% GAIN IN Q4 AD SALES
  Fox Corp. defied the U.S. ad market’s declines, reporting 
an ad-revenue increase of 4% for Q4 2022.
  While Fox called out local political advertising demand on 
its local TV stations — as well as strong sales growth at its 
ad-supported streaming service Tubi — it also cited strong 
national TV network sales, despite the absence of Thursday 
Night Football in its year-over-year comparisons.
  While overall ad revenues were relatively strong during the 
quarter, Fox’s national TV networks actually saw a small 
year-over-year dip of 0.7% vs. Q1 2021. However, that 

is much healthier than the overall U.S. 
national TV advertising marketplace, 
which declined 6%, according to data 
reported by Standard Media Index.
  “Advertising revenues were broadly 
consistent with the prior year quarter as 
the headwind at Fox News Media due 
to the impact of elevated supply in the 
direct response marketplace was nearly 
offset by the broadcast of the World 
Cup at Fox Sports,” the company told 
investors, adding, that it also had a 7% 

jump in “other revenues,” which were primarily from “higher 
Fox Nation subscription revenues.”

WSJ: DISCOVERY+ WON’T BE CONSOLIDATED
  Warner Bros. Discovery plans to keep Discovery+ as 
a standalone streaming service, The Wall Street Journal 
reports, a strategy shift for a company that had planned to 
consolidate content in a single subscription app.
  The move comes as the company is close to launching 
a new, yet-to-be named supersize streaming service 
amid increased competition and in an uncertain economic 
environment.
  The idea of building a one-stop shop for streaming was 
part of the appeal of merging AT&T’s WarnerMedia with 
Discovery, the deal that created Warner Bros. Discovery 
last year. The company had said streamlining its offerings 
made sense for the company and for consumers, given how 
crowded the streaming marketplace has become.
  Instead of combining HBO Max and Discovery+ in their 
entirety, the new platform will feature HBO Max content 
and most Discovery+ content, with Discovery+ remaining 
available as a standalone option, sources told the 
newspaper.
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My husband and I have a 
lot in common. We’re both 

married to immature people 
and live in a filthy house.

SURVEY: INFLATION WON’T SLOW SPENDING IN ’23
  Americans aren’t letting inflation and the potential of a 
recession crimp their spending.
  Sixty-seven percent of Americans said they plan to spend 
either the same or more in 2023 as they did last year on 
retail purchases, according to a survey commissioned by on-
demand pay solution DailyPay and Dollar Tree. And 44% 
are more likely to prioritize shopping for bargains in-store this 
year vs. last.
  Signaling a continued increase in in-person shopping, 73% 
plan on shopping the same or more in-store in 2023 vs. last 
year.
  The survey, conducted by The Harris 
Poll among more than 2,000 U.S. adults, 
also revealed Americans’ preferences 
regarding buying particular items in-store 
vs. online: 81% in-store for furniture; 69% 
in-store for home goods; 65% in-store for 
apparel; 65% in-store for sporting goods; 
and 59% in-store for electronics.
  The survey was conducted online within 
the U.S. by The Harris Poll from Jan. 4-6, 
2023 among 2,032 U.S. adults ages 18+.

VIDEOAMP JOINS NBCU’S CURRENCY ROSTER
  NBCUniversal is adding VideoAmp as a currency option 
for cross-platform advanced audience measurement and 
expanding iSpot.tv’s prior status as a currency provider 
for demographic buys to include advanced audiences, the 
media company said yesterday.
  In related moves, NBCU announced it will use a new 
FreeWheel application program interface that allows real-
time multi-currency optimization and in-flight pacing of 
streaming campaigns with data from iSpot, VideoAmp and 
others. An NBCU statement also said it will integrate with 
Mediaocean — the industry’s predominant platform for 
processing media transactions — to support planning, 
posting and billing across linear and streaming using multiple 
currencies, including iSpot and VideoAmp.
  Those are among a host of measurement and data 
initiatives NBCU announced at the event, aimed at what 
the network bills as a “multi-currency future” beyond now-
dominant Nielsen. NBCU said 40% of its upfront deals last 
year included non-Nielsen currencies.

ADVERTISER NEWS
(Continued from Page 1)
bridal and special occasion dress retailer is entering a branded 
partnership with Something Borrowed Blooms, a provider 
of silk floral rentals. Something Borrowed Blooms offers a 
variety of pre-arranged collections designed to emulate the 
look and scent of real florals at a lower cost than traditional 
flowers... Subaru said it will ramp up its electrified offerings 
in the critical U.S. market to include several battery EVs by 
2025 as it shifts development focus to the segment. The EV 
rollout will lean on Subaru’s partnership with Toyota Motor 
and be further amplified by the expansion of the company’s 
hybrid models as well, executives said... Volkswagen said 
2022 sales and operating earnings were largely in line with 
forecasts, but that cash flow, a key measure for investors, 
fell short of expectations as supply-chain woes led to higher 
unsold inventory at the end of the year.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


