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CONSUMERS TO CUT BACK ON DINING, TRAVEL
  Inflation is not halting consumers’ summer spending plans, 
but it is definitely influencing them, Chain Store Age says.
  According to data from RetailMeNot, 61% of surveyed 
consumers say they’re likely to reduce spending this summer 
due to inflation.
  Respondents cited these spending categories as areas 
they plan to cut back: dining out (69%); personal shopping 
(61%); entertainment (54%); travel (42%); and subscriptions 
like Netflix and Hulu, etc. (34%).
  Here are the percentages of consumers who agreed with 
the following reasons for reducing summer spending:
•  I am concerned about increasing prices: 81%.
•  I feel like summer months are expensive: 64%.
•  I feel overwhelmed with the costs I’ll be facing between 
May to July: 53%.
  Although more than 40% of respondents indicated they plan 
to cut back on summer travel spending, travel and events are 
still two primary areas where surveyed consumers intend to 
spend during the summer months. Nine in 10 respondents 
plan to attend one to five gatherings this summer, with 70% 
attending traditional summer celebrations 
like Father’s Day and graduations. 
  Despite travel enthusiasm, more than 
half of respondents say they plan to spend 
no more than $500 on travel between 
Memorial Day and Labor Day 2022: 
$500 or less (53%); $501 to $1,000 (21%); 
$1,001 to $1,500 (13%); more than $1,500 
(10%); don’t know (3%).
  Popular travel plans include: the beach (47%); shopping 
(36%); camp (30%); attend a wedding (27%); adventurous 
activities (27%); and amusement parks (26%).
  RetailMeNot data points come from two surveys conducted 
by Alchemer on behalf of Ziff Media Group.

‘EXTREME COOLING OFF’ UNLIKELY, NRF SAYS
  Although the Federal Reserve faces “a tricky job” in 
addressing inflation, continuing growth in employment, 
wages and consumer spending make it unlikely the effort 
will backfire into a major setback for the economy, National 
Retail Federation chief economist 
Jack Kleinhenz said.
  Kleinhenz said given the changes 
underway that focus on taming inflation 
without splintering the economy, the 
nation’s economic system is in the 
process of being rebalanced in ways 
that are testing its resilience.
  “Though many people fear an extreme 
cooling off of the economy, there is not 
an overwhelming amount of evidence 
to support such predictions,” Kleinhenz 
said. “In general, the data suggests that 
we remain in an ongoing expansion.”

SURVEY: INFLATION BITES SUMMER SPENDING PLANS
ADVERTISER NEWS
  Walmart is opening four “next generation” fulfillment 
centers. The first will go live this summer in Joliet, Ill. David 
Guggina, Walmart’s SVP of automation and innovation, said 
the warehouses “will be the first of their kind for Walmart, 
using the powerful combination of people, robotics and 
machine learning,” according to Business Insider. The new 
facilities will employ 4,000 workers... Franchise Group, 
the parent company of Vitamin Shoppe, and Sycamore 
Partners have offered separate bids to acquire Kohl’s. 
That’s according to The Wall Street Journal, which says 
other companies have expressed interest in Kohl’s, but it is 
unknown if they have submitted binding bids at this point… 
Chewy customers typically spend less than $200 their first 
year they buy from the site. But according to Forbes, that 
grows to more than $400 their second year and around 
$700 by their fifth. Customers who have been with the site 
the longest spend nearly $1,000 per year… Lululemon 
Athletica raised its full-year sales and earnings forecast as 
inflation has dampened customers’ desire to buy the chain’s 
athleisure and sportswear. CEO Calvin McDonald said the 

retailer hasn’t faced pushback from its 
customers over price increases, Reuters 
reports… Kroger, in partnership with 
Market Wagon, has introduced a digital 
farmers market in the Atlanta area that 
features products not available at brick-
and-mortar locations. Progressive Grocer 
reports customers across 28 counties can 
browse more than 1,150 products, such 

as fresh produce and artisan products from farmers and 
bakers, and get delivery on Tuesdays and Fridays… Chili’s 
Grill & Bar has replaced two existing meal deals with a new 
offer called “3 for Me” that lets diners choose a main course, 
appetizer and drink for $10.99 to $14.99 with the option 
of paying extra for upgrades. The new deal is designed to 
appeal to consumers concerned with inflation by offering 
options for customization at different price points, Nation’s 
Restaurant News reports... Amazon will make up 77.7%

(Continued on Page 3)
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NETWORK NEWS
  Magnum P.I. is looking to join an elite group of popular 
broadcast series that have overcome shocking cancellations 
to continue their runs. Deadline reports talks are underway 
for NBC and/or USA Network to potentially carry the series 
starring Jay Hernandez. One possible scenario, according 
to Deadline, is for new episodes to air on NBC while USA 
would run previous seasons of the action drama, a reboot 
of the 1980s series that starred Tom Selleck... Thursday’s 
Boston Celtics-Golden State Warriors NBA Finals Game 
1 averaged a 6.4 rating and 11.9 million viewers across ABC 
(6.1, 11.4M) and ESPN2 (0.31, 501K), 
topping only the past two years as the 
lowest for the series opener since 2007. 
Pending any potential out-of-home lift, 
the Celtics’ comeback win declined 19% 
in ratings and 11% in viewership from 
Warriors-Toronto Raptors Game 1 in 
2019. It currently ranks as the lowest 
rated and least-watched Finals game 
involving Golden State superstar Steph 
Curry (29 telecasts), falling below Game 
4 of the 2019 series (7.6, 12.79M)... 
Miguel Gomez will not be returning to FBI: Most Wanted 
when the crime drama series is back for a fourth season next 
fall. Gomez, who joined the FBI spinoff as a series regular 
midway through Season 2, playing Special Agent Ivan Ortiz, 
is leaving the CBS series... Legends of the Hidden Temple 
will not be back for a second season. The CW has canceled 
its reboot of the classic Nickelodeon adventure format after 
one season. The show averaged only 222,000 Live+Same 
Day viewers through its run. It was the CW’s lowest rated 
scripted series this past season.

GREENVILLE STATIONS HEAD TO NEXTGEN TV
  Stations in the Greenville-Spartanburg-Asheville-Anderson 
market in South Carolina have started the transition to 
NextGen TV, the new digital broadcast standard.
  Sinclair Broadcast Group’s WLOS-TV, Nexstar’s 
WSPA-TV, Gray TV’s WHNS-TV, Hearst’s WYFF-TV and 
Cunningham Broadcasting’s WMYA-TV are involved in 
shifting to the ATSC 3.0 format, which enables better picture 
and audio, access to internet-based programming and new 
digital services that are being developed.
  A BIA study said broadcasters could generate up to 
$15 billion in additional revenue from services enabled by 
NextGen TV.

ACCOUNT ACTION
  Dentsu International has been awarded media duties 
for Heineken USA as part of a consolidation move by the 
Amsterdam-based brewer. The incumbent was Canvas 
Worldwide, which was awarded the account in November 
of 2018. The account had previously been with Publicis 
Groupe’s Starcom. Publicis continues to handle worldwide 
creative duties for Heineken. With the award of the brewer’s 
U.S. account Dentsu will handle media duties globally for the 
brewer, including its flagship brand as well Dos Equis and 
Tecate. Heineken USA spends about $200 million annually 
on measured media, including an estimated $120 million for 
traditional and $80 million for online, according to agency 
research firm COMvergence.
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FunnyTweeter.com

I think what my 
heartburn needs is 
some fried chicken.

SURVEY: U.S. HUNGRY FOR LOWER FOOD TAB
  Price sensitivity is soaring as consumers tighten their belts 
— and search for ways to save money — during the cost-
of-living squeeze, new research from data analytics firm 
Retail Insight reveals. 
  In a survey of more than 1,000 U.S. consumers, Chicago-
based Retail Insight found that 68% have become more 
price-conscious since the start of the pandemic when 
shopping for groceries. That percentage rises to 74% of 
those 25 to 34 years old. Meanwhile, unrelenting inflation 
has also led 74% to become more budget-conscious, 

according to the poll.
  With the ongoing disruption to global 
supply chains, still upended from the 
pandemic and made more volatile by 
the war in Ukraine, U.S. shoppers’ 
heightened sensitivity to prices comes 
as the cost of food and energy continues 
to escalate with inflation.
  The latest inflation data from the U.S. 
Bureau of Labor Statistics (BLS) 
show that the Consumer Price Index 
(CPI) rose 8.3% (unadjusted) for the 

12 months through April, down only slightly from 8.5% in 
March, 7.9% in February and 7.5% in January. On a month-
to-month basis, the April CPI edged up 0.3% (seasonally 
adjusted), down from a 1.2% uptick in March and the lowest 
increase so far in 2022.

THIS AND THAT
  Worries about a sophomore weekend slump proved 
misguided as Paramount Pictures’ Top Gun: Maverick 
generated an estimated $86 million in ticket sales across 
more than 4,700 North American screens. The $291 million 
domestic tally now marks Tom Cruise’s biggest North 
American release, surpassing $243 million for War of the 
Worlds in 2005. More impressively, the sequel saw just a 
32% drop from its $160 million opening weekend total — far 
below other recent blockbusters... Standard Media Index 
(SMI) — which for many has become the default syndicated 
database on competitive ad spending and intelligence — 
has been sold to private equity firm GTCR and will become 
part of its portfolio company Dreamscape. SMI CEO 
James Fennessy will step down from his operating role 
and will become a member of Dreamscape’s board, and 
Dreamscape partner Scott Knoll will become CEO of SMI.

BOTTLED WATER SETS ALL-TIME VOLUME RECORD
  Bottled water, already the leader in the beverage category, 
set a total volume record of 15.7 billion gallons in 2021, 
according to new data from the Beverage Marketing Corp.
  That high-level mark for bottled water eclipsed carbonated 
soft drinks’ all-time peak of 15.3 billion gallons in 2004.
  Bottled water has outsold soft drinks every year since 2016. 
The trend is attributed to consumers who are increasingly 
choosing bottled water as a more healthful hydration option 
than other packaged drinks.
  U.S. bottled water consumption rose 4.7% in 2021. On 
average, each American drank 47 gallons of bottled water 
in 2021, a 3.9% increase over 2010. In addition, bottled 
water’s retail dollar sales jumped 11.2%, reaching $40.2 
billion, according to BMC data.
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UNEMPLOYMENT STILL AT PANDEMIC LOW 3.6%
  U.S. employers added 390,000 jobs in May, marking 
another blockbuster month in the labor market that points 
to sustained economic growth even as headwinds mount, 
The Washington Post reports.
  The unemployment rate remained unchanged at 3.6%, 
the Labor Department said last week.
  “There are signs that the white-hot labor market is 
cooling,” said Sarah House, a senior economist at Wells 
Fargo. “But if you step back and look at the big picture, 
this is still an exceptionally strong pace of hiring.”

  The labor market has proved to be 
a surprisingly resilient pillar of the 
economy. The pace of growth eased 
slightly in May — following nearly 12 
months of at least 400,000 new jobs 
per month — although economists were 
expecting a more marked slowdown.
  In all, U.S. employers have added more 
than 6.5 million jobs in the past year, 
with many of those gains concentrated 
in industries such as manufacturing, 
hospitality and transportation, which 

are racing to keep up with booming demand. That trend 
continued in May, with broad growth across almost all 
sectors.

ADVERTISER NEWS
(Continued from Page 1)
of U.S. e-commerce channel ad revenues this year, 
contributing $27.94 billion of the $35.96 billion total, 
according to a forecast by eMarketer. Amazon’s share 
of e-commerce channel ad revenues is shrinking, but 
growth will stay in the double digits. The retail giant is 
still expected to see an increase of 28.1% this year. Total 
U.S. e-commerce channel ad spending is projected to rise 
by 29% this year... Mercedes-Benz’s newest all-electric 
model — a compact crossover — will arrive in the U.S. 
this summer priced from $56,800, including shipping, 
and available in a pair of four-wheel-drive versions, 
Automotive News reports. The EQB 300 4Matic pumps 
out 225 hp and goes from 0 to 60 mph in 7 seconds. The 
more powerful 350 4Matic delivers 288 hp and a 0-to-60 
time of 6 seconds. The EQB has a driving range of 260 
miles.
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Leichtman Research

U.S. CTV devices have grown 
nearly 70% since 2017 to 500 

million — with 87% of U.S. 
households having at least 

one connected device.

BACK-TO-SCHOOL STARTS WITH MORNING TV
  According to Quantum Metric’s 2022 Making the Grade 
report, the back-to-shopping season started before the 2021-
2022 school year even ended as many 
parents are concerned about store 
inventory. 
  The Media Audit’s new 2021 
Aggregate Report of 49 consumer/
market surveys shows early-morning TV is where to engage 
with adults with children at home 6 years and older and who 
purchased children’s clothing during the past four weeks at a 
local store or online. 
  They over-indexed the most from 5 AM 
to 7 AM during the average weekday 
at 115. They also over-indexed for each 
subsequent morning TV-viewing period:
•  7 AM to 9 AM — 109
•  9 AM to 10 AM — 108
•  10:00 AM to 11 AM — 104
  Conversely, these parents under-indexed 
for purchasing children’s clothing during 
all other daily TV-viewing periods. 
  The correlation was relatively the same 
whether these parents had household incomes of more or 
less than $50,000. Those with less household income over-
indexed at 111 for 5 AM to 7 AM viewing and those with a 
larger household income over-indexed at 116. 
  Interestingly, the parents with a larger household income 
also over-indexed from 11:30 PM to 1 AM at 105 while those 
with less household income under-indexed.
  Early-morning TV is very efficient for local back-to-school 
advertisers as the rates are typically lower and they can reach 
households with moderate and above-average incomes.

LRG: CTV DEVICES THE RULE, NOT THE EXCEPTION
  U.S. connected TV devices have grown nearly 70% over the 
past five years to 500 million — with 87% of U.S. households 
having at least one internet-connected device, according to 
Leichtman Research Group.
  Two years ago, 80% of households had at least one CTV 
device vs. 69% in 2017 and 38% in 2021.
  Leichtman defines CTV homes as having at least one 
Internet-connected TV device — connected smart TVs, 
stand-alone streaming devices (like Roku, Amazon Fire TV 
sticks or boxes, Chromecast or Apple TV), connected video 
game systems, and/or connected Blu-ray players.
  This year, it says 46% of U.S. adults watch some video daily 
on a CTV device, up from 40% two years ago, 25% five years 
ago, and 4% in 2012.
    Young U.S. consumers 18-34 show higher daily video 
results (62%). The next age group, 35-64, comes in at 54%, 
with 55 and older at 24%.
  Smart TV represents the largest share for daily CTV video 
use (27%). After this comes a 12% share for an internet 
connected game console, and 3% for a connected Blu-ray 
player.
  More than 70% of TV households have at least one 
connected smart TV — up from 58% in 2020, with 50% of 
all TV sets in U.S. households with connected smart TVs, an 
increase from 39% in 2020.
  Results come from a recent survey of 1,902 TV households 
conducted in the U.S.
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