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INFLATION DRIVES SHOPPERS TO MAKE CHOICES
  Sixty-nine percent of consumers plan to cut back on non-
essential spending over the next six months, according to a 
PwC survey of 9,180 consumers. Fifteen percent said they’re 
going to halt non-essential buys altogether.
  Twenty-six percent said they aim to spend the same amount 
on luxury and designer goods, and 21% said they plan 
to purchase more luxury goods over the next six months, 
according to a report by RetailDive.
  The share of consumers who plan to increase online 
spending during the next six months dropped from 50% in 
the last survey to 43% in its recent survey.
  Inflation is influencing consumers’ shopping habits, 
according to PwC. Most people indicate they’re cutting back 
on non-essential spending, and half surveyed said they’re 
“extremely or very concerned” about their personal financial 
situation, per the report.
  Additionally, 11% of online buyers say they’re switching to in-
store shopping, in part to save money from last-mile delivery 
costs. Customers are also changing brands, spending more 
on alternative products, waiting for out-of-
stocks to be available and going without 
regularly purchased items. 
  There is an exception, though, when it 
comes to luxury shoppers. PwC’s findings 
align with other research suggesting high-
end buyers are fairly insulated from inflation 
and other financial difficulties.
  A Bain & Co. report in November found that nearly all 
luxury brands in Europe and the U.S. saw positive growth 
in 2022, with the luxury market projected to reach roughly 
$1.45 trillion by the end of that year.
  While PwC’s survey of international consumers shows a 
cutback on non-essential spending, a recent report from the 
Department of Commerce shows a bump in retail sales in 
January.
 The sporting goods, and apparel and accessories 
categories saw the biggest rise at around 7%, followed by 
non-store sales (6%), furniture and home (4%) and general 
merchandise (3%). By contrast, electronics and appliances 
saw a 6% drop.
  Meanwhile, the perception of inflation 
rates may be higher than its actuality. 
A Dunnhumby Consumer Trends 
Tracker last week found that U.S. 
shoppers thought food-at-home 
inflation was 24.3% in October and 
November, but it was about half that 
at 12%.
  Though inflation in January remained 
elevated at 6.4%, that was “the smallest 
12-month increase since the period 
ending October 2021,” according to 
the Consumer Price Index report 
from the Bureau of Labor Statistics.

SURVEY: 69% PLAN TO CUT BACK ON NON-ESSENTIALS
ADVERTISER NEWS
  Goodyear, the official tire of NASCAR, is launching a 
campaign that shows how the company’s legacy is tied to 
the sport. Set to the voiceover of NASCAR Hall of Famer 
Bill Elliott and featuring archival at-track racing footage from 
the last seven decades, the spot takes a nostalgic look at 
the evolution of racing and Goodyear’s role in driving the 
sport forward. The 30-second spot debuts Feb. 19 during the 
Fox broadcast of the Daytona 500 as NASCAR marks 75 
years of stock car racing and Goodyear celebrates its 125th 
anniversary… Wendy’s is catering to the estimated 25% of 
Americans who celebrate Lent by bringing back its Crispy 
Panko Fish sandwich. Wendy’s first added the item in 2021, 
replacing the North Pacific Cod sandwich with wild-caught 
Alaskan pollock, served on a bun with dill tartar sauce, lettuce, 
cheese and dill pickles. Wendy’s is one of several fast-food 
chains offering fish for Lent. Others include McDonald’s 
(Fillet-O-Fish), Burger King (Big Fish Sandwich, made with 
Alaskan pollock), Popeye’s (Flounder Sandwich) and White 
Castle (Panko Breaded Fish Slider)… United Airlines said 

new technology will open up more seats on 
its flights so children can sit with an adult in 
their party without paying a fee, a type of 
charge that’s drawn scrutiny from the Biden 
administration. United will give parents or 
other adult travelers accompanying a child 
younger than 12 access “preferred” seats as 
well as regular economy seats, if needed, 

at the time of booking so they can sit together. The change 
applies to travelers with standard and basic economy tickets 
and will be fully in effect next month, although United has 
already increased some of the seat availability… H.E. Butt 
Grocery’s newest store in Lake Austin, Texas, features 
community-focused design elements, including dine-in 
eateries such as an in-store coffee and breakfast counter, 
a Southflo Pizza and a True Texas BBQ that also serves 
Texas craft beers. The two-story 97,000-square-foot store 
also features natural lighting, pitched roofs and vine-covered
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HUB: GEN Z DRIVING BIG ENTERTAINMENT SHIFT
  A study from Hub Entertainment Research is warning the 
TV and video industry that it faces a much a starker threat 
than the current streaming wars, highlighting how Gen Z 
viewers spend more time watching non-premium video and 
playing video games than watching TV.
  Calling the new habits of an under-25 cohort it describes as 
content omnivores, as a potential existential shift, the study 
says that for this key demographic TV is not the cultural 
touchstone that it was for their parents and is just one of a 
constellation of on-screen activities. The research found that 
Gen Z respondents spend more time on 
both gaming (22%) and non-premium 
videos on platforms like YouTube (21%) 
than they do watching TV shows (17%). 
Those over 35 estimate they spend more 
than double the time on TV shows that 
Gen Z does.
  Even though Gen Z consumers spend 
about a fifth of their screen time watching 
through apps on a smart TV, the same as 
their older counterparts, only 8% of their 
time goes to watching shows through a 
cable box. This compares with 31% among older viewers. 
And they spend more time watching on their cell phone than 
on any other screen.

NETWORK NEWS
  Richard Belzer, who started his career as a stand-up 
comedian before becoming a household name for his role as 
Det. John Munch in Homicide: Life on the Street and Law & 
Order: SVU, died Sunday in Beaulieu-sur-Mer, France. The 
gangly actor became synonymous with the quirky gumshoe 
who began as a character created for NBC’s Homicide: Life 
on the Street in 1993. After Homicide wrapped its run at 
the end of the 1998-99 season, the character immediately 
segued to SVU in its first season. Belzer bowed out as a series 
regular on SVU in October 2013 after 230-plus episodes. The 
Munch character has appeared in more TV series than any 
other fictional character — nine, on five networks, since the 
character’s debut in 1993. Richard Belzer was 78 years old.

DATA: U.S. HOUSEHOLD DEBT SURGED IN Q4
  U.S. household debt soared by the biggest amount in 
two decades in the fourth quarter, with younger borrowers 
in particular struggling to make loan payments amid high 
inflation and interest rates, Bloomberg reports.
  Households added $394 billion in overall debt, the largest 
nominal increase in 20 years, bringing the total to a record 
$16.9 trillion, according to data released by the Federal 
Reserve Bank of New York.
  Mortgage balances, the biggest form of debt for American 
families, drove the increase. But debt grew across the board, 
with credit cards seeing the biggest jump in data going back 
to 1999, economists said in a blog post. Delinquencies picked 
up, with borrowers reaching 90 days or more of delinquency 
at a higher rate than they did before the pandemic.
  The overall share of borrowers who are in delinquency 
remains below pre-pandemic levels. But the rate of people 
becoming delinquent is rising fast, suggesting a rapid 
return to pre-pandemic trends for credit-card and auto-loan 
borrowers, according to the blog post.
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Pro tip for parents: Take 
your kids to the mattress 
store at the mall and skip 

the trampoline park.

AVAILS
  KMBC-TV/KCWE-TV, Hearst Television in Kansas City, 
seeks a dynamic Sales Manager who is ready to take 
growing stations to the next level. 
We are looking for a sales leader 
who creates a positive culture for 
success through leadership, clear 
direction, teaching, motivating and evaluating the sales 
efforts of our team. The candidate will help lead the team 
in exceeding budgets on multiple platforms and coach 
and mentor a team of motivated sellers. A minimum of 3 

years of broadcast sales management 
experience preferred. CLICK HERE for 
more info or to apply now.
  NPG of Idaho is looking for a highly 
motivated Director of Sales to oversee 
sales revenue for its television and digital 
assets. The DOS is responsible for 
maximizing revenue; strategic training 
and development of local and national 
sales; developing and leveraging client 
relationships; effective pricing and 
spot inventory management; and non-

traditional revenue programs. We are in one of the most 
beautiful, livable and fastest growing communities in the 
West! Get details or apply now: CLICK HERE. No calls. EOE.
  WREG (CBS) in Memphis, Tenn., has an immediate 
opening for a highly motivated and experienced Sales 
Manager with a proven track record of success. We’re 
looking for an energetic leader 
who will build on the success of 
our Broadcast and Digital sales 
team. A successful candidate must 
have excellent communication and leadership skills, and 
business acumen with a high sense of urgency. This person 
is responsible for the day-to-day operations of the sales 
department, including the development of new business and 
achievement of revenue goals across broadcast and digital 
platforms. APPLY HERE. EOE.

See your ad here tomorrow! CLICK HERE for details.

DISNEY LOOKS TO GROW XFL SPONSOR ROSTER
  With its season under way, the XFL and Disney Advertising 
Sales are still looking to fill their sponsorship roster.
  The XFL and Disney, the league’s exclusive broadcast 
partner, have been looking to enlist a handful of marketers as 
founding partners for the league. So far, only Progressive, 
the official auto insurance sponsor of the XFL, has been 
announced.
  “We’re really trying to create truly 360-degree sponsors, 
offerings that including assets the XFL can provide like 
team affiliates and IP to premiere broadcast integrations 
and new technology that we’re bringing into the broadcast,” 
Deidra Maddock, VP, sports brand solutions, told 
Broadcasting+Cable.
  Selling those multifaceted partnerships can be complicated, 
and Maddock said there are conversations in motion with a 
number of potential sponsors. Individual spots for the season 
are about 80% sold out, she added.
  Football has become America’s game, with NFL games 
dominating the list of most-watched programs in 2022.

https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/requisitions/preview/2016464/?keyword=Sales+Manager&location=Kansas+City%2C+MO%2C+United+States&locationId=300000001919247&locationLevel=city&mode=location&radius=25&radiusUnit=MI
http://www.spotsndots.com/classifieds/job/sales_management/director-of-sales---idaho/ad_7a886ae6-a33c-11ed-9125-cf5c035eb10c.html
https://nexstar.wd5.myworkdayjobs.com/en-US/nexstar/details/Local-Sales-Manager_REQ-22661?locations=0b7c96a3cb1601a45b68966502019c20
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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ADVERTISER NEWS
(Continued from Page 1)
walls as well as art from The Art of Texas Parks Collection... 
Crocs reported a 61.1% jump in Q4 revenue from the year-
ago period, and full-year revenue rose 53.7%, fueled in 
large part by international sales and digital innovation. The 
footwear brand’s growth is on track to continue this year, CEO 
Andrew Rees said, with sandals expected to be the fastest-
growing category, and Crocs aims to fuel demand with new 
styles and innovation… Love’s Travel Stops will continue 
to expand its footprint and offerings in 2023. In addition to 

opening 25 new travel stops this year, 
the company said it will remodel existing 
locations during the next several years, 
from bathroom updates to complete 
remodels. In addition, Love’s will open 
15 Love’s Truck Care and Speedco 
locations and add 30 new restaurants 
this year.

THIS AND THAT
  Disney’s Ant-Man and the Wasp: 
Quantumania posted a strong $104 

million opening on Presidents Day holiday weekend, 
according to Comscore. National TV marketing for the 
movie so far totals an estimated $23.9 million over 3,357 
airings, according to iSpot.tv — and $3.9 million in the most 
recent two-week period. This produced an estimated 1.44 
billion impressions overall, including national linear and 
time-shifted, video-on-demand, local, and OTT platforms... 
Long-running syndicated court series Judge Mathis and 
The People’s Court are being cancelled at the end of the 
season by Warner Bros., part of cash-strapped Warner 
Bros. Discovery. Judge Mathis will be completing its 24th 
season. People’s Court is winding up Season 26.
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Sales of non-alcoholic 
spirits increased 88.4% 
between August 2022
and the previous year.

NON-ALCOHOLIC DRINKS STEP INTO SPOTLIGHT
  According to eMarketer, the non-alcoholic beverage 
market has burst open, with brands from Heineken (which 
drew attention with its Super 
Bowl ad) to micro not-quite-
distilleries getting in on the 
profits.
  The market for non-alcoholic beverages across all categories 
grew 25% to $1.2 billion in 2022, according to IWSR Drinks 
Market Analysis data cited by The Wall Street Journal.
•  E-commerce platform Drizly saw sales of non-alcoholic 
spirits increase 155% YoY in January, 
according to Drizly data cited in The 
Spirits Business.
•  Non-alcoholic spirits sales increased 
by 88.4% between August 2022 and the 
previous year, according to NielsenIQ.
  Brands aren’t preaching about the perils 
of alcohol consumption. Instead, they’re 
focusing on health and lifestyle. By taking 
that approach, zero-alcohol brands can 
hit the 59% of U.S. consumers who prefer 
to buy from companies that reflect their 
values, per Morning Consult.
•   Nearly $10 million in U.S. TV ad spend came from non-
alcoholic beer companies in January, according to iSpot.tv.
  Large distributors with more money to spend have an 
advantage in TV advertising, which means smaller brands 
need to use tactics like social media, email marketing, and 
community-building to stand out — or hope for acquisition by 
a big name.

AMPERE: LIVE SPORTS OTT SPEND $8.5B IN 2023
  Live sports has become the new player among original 
content spending for subscription streaming video services 
around the world. Spending on sports rights globally will reach 
$8.5 billion this year, up 64% from $5.2 billion in spending in 
2022, according to new data from Ampere Analysis.
  The research suggests that live sports streaming rights 
spending will reach 21% of all sports distribution rights 
investment (broadcast, pay-TV, radio, streaming) vs. 13% 
last year.
  At the same time, that spending pales in comparison to 
movie and TV show content spending, led by Netflix, which is 
again spending $17 billion on content in 2023. In 2022, 28% 
of original content spending was from streaming platforms 
such as Disney+, Prime Video, Apple TV+, Paramount+, 
Peacock and Netflix.

AUTONATION SEES USED-AUTO PRICES FALLING
  AutoNation, one of the biggest car dealership chains in 
the U.S., expects prices for new and used cars to decline 
this year as manufacturers crank up volumes and offer more 
incentives to price-sensitive buyers.
  CEO Mike Manley expects the seasonally adjusted annual 
rate of light-vehicle sales to be close to 15 million this year, 
up from 13.7 million in 2022.
  Manley also expects leasing to make a comeback this year 
as automakers seek to make cars more affordable. The U.S. 
auto industry should eventually return to its pre-pandemic 
annual sales rate of about 17 million, because cars on the 
road are aging and owners will want replacements, he said.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


