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U.S. CONSUMERS HAVE FEWER COVID CONCERNS
  With grocery prices on the rise, in-store, deal-seeking 
shoppers are increasing as well, according to industry 
experts.
  This is in contrast to online grocery sales in the U.S., which 
were down 3.8% on a year-over-year basis in April to $8.1 
billion, Barrington, Ill.-based Brick Meets Click reported.
  In its latest report, data intelligence company Morning 
Consult also found a declining frequency of online grocery 
orders amid rising inflation.
  “Among high-income households, weekly online grocery 
ordering fell from 29% in October 2021 to 18% in April 
2022. Among millennials and urbanites, that share dropped 
7 percentage points, while a 9-point drop was seen among 
parents with kids under 18 at home,” Morning Consult 
reported.
  Instead, more shoppers are shopping in stores. Morning 
Consult said one of the reasons for this is that coronavirus 
concerns are easing.
  “In October, roughly 4 in 10 U.S. adults still said they were 
‘very’ concerned about the coronavirus outbreak,” Morning 
Consult said. “By the end of April, that 
share had declined to 26%. But the share 
saying they feel comfortable going to a 
grocery store has not experienced the 
same magnitude of change: Consumers 
have been relatively comfortable grocery 
shopping for quite some time. Around 
8 in 10 said they were comfortable in 
October, and that ticked up to 85% by 
the end of May.”
  Grocery shortages and e-commerce 
fees are also driving in-person shopping as almost 50% of 
shoppers claim they’re at least somewhat uncomfortable 
with their finances.
  “More than 6 in 10 consumers reported shortages of grocery 
items in April, which can translate to the hassle of missing 
items or unwanted substitutions in online orders,” Morning 
Consult reported. It also noted that consumers are looking to 
save on delivery or service fees.
  Austin, Texas-based Top Data, in its study found that “as 
pandemic restrictions continue to ease, 
many people are ready to make up for 
lost time by flocking back to shopping 
for things they’ve been putting off,” the 
report said.
  And when it comes to grocery 
shopping in person, FMI–The Food 
Industry Association, which last 
month published its 2022 U.S. Grocery 
Shopper Trends report in partnership 
with The Hartman Group, found that 
despite the challenges endured during 
the pandemic, shoppers still enjoy 
grocery shopping.

WSJ: CLOTHING STORES STUCK WITH THE WRONG ITEMS
ADVERTISER NEWS
  One of the big retail trends observed by eMarketer in 2022 
is that of brands and retailers moving into resale, with some 
big names shaking things up in the active lifestyle space: 
Dick’s Sporting Goods recently launched an in-store 
buyback program, while REI and lululemon athletica are 
expanding their trade-in and resale initiatives to more stores. 
While there’s already strong demand for resale among 
younger buyers who value sustainability and seek out the 
thrill of the find that comes from secondhand shopping, rising 
inflation will draw more consumers to resale in 2022, the 
research firm says... Cracker Barrel Old Country Store 
customers’ uncertainties were compounded by inflation and 
gas price increases in Q3, executives said this week. The 
Lebanon, Tenn.-based family-dining brand, which also owns 
the 50-unit fast-casual Maple Street Biscuit Co., plans to 
incrementally raise prices this year to offset headwinds... 
Tractor Supply Company is providing an outlook for Q2 
that includes its best-ever results for net sales and same-
store sales. While there is still a significant portion of the 
quarter ahead, the largest rural lifestyle retailer in the U.S. 

now forecasts net sales growth of 8% 
and comparable-store sales growth of 
5% vs. fiscal Q2 2021... The TV upfront 
market doesn’t appear to compute for 
Microsoft. The technology giant has 
been telling TV networks and media 
buyers that it intends to bypass TV’s 
annual haggle for commercial inventory, 
sources tell Variety. The company 
instead favors taking its chances in the 
scatter market… Academy Sports + 

Outdoors will open eight or more new stores this year as 
part of a plan to grow by as many as 100 new locations 
by 2027 after pausing expansion for two years because of 
the pandemic. The sporting goods retailer has 260 stores 
and expansion plans call for both entering new markets 
and growing its presence in the 16 states where it already 
operates… While it lacks a strong physical presence in the

(Continued on Page 3)
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U.S. CTV AD SHARE GAINS AT LINEAR’S EXPENSE
  A month ago, the Interactive Advertising Bureau 
released an annual report projecting that U.S. connected TV 
advertising revenue would increase 39% this year to $21.2 
billion.
  This week, eMarketer crunched some of IAB’s data into 
what it means for U.S. video advertising market share. And, 
no surprise here, connected TV and other digital advertising 
platforms, including social video, are seeing significantly 
bigger pieces of the pie, all at the expense of linear TV. 
  In 2022, linear TV will account for just 57% of U.S. video 
advertising spending, eMarketer projects, 
down from 62% in 2021 and 71% in 2020. 
  CTV advertising, meanwhile, will see its 
market share increase to 18% this year, 
up from 15% in 2021 and 11% in 2020.
  The “other” category, which includes 
things like social video, will go from 18% 
market share to 25% over the same two-
year span.

NETWORK NEWS
  The 2021-2022 TV season concluded 
last week, with NBC’s football coverage and NCIS returning 
to the top of the Nielsen ratings charts, and This Is Us 
going out with a ban. CBS was primetime’s most-watched 
broadcast network this season with an average of 6.3 million 
viewers, matching last year’s numbers, per Nielsen’s most 
current data. The network’s audience win shouldn’t come as 
too much of a surprise considering it’s been first in viewers 
for 13 consecutive years heading into the start of the 2021-
22 season in September. While CBS repeated its viewership 
win, Fox, the winner among adults 18-49 for the past two 
seasons, was edged out by NBC, which took the 2021-22 
demo crown with a 1.1 rating vs 1.0 for Fox.  Both networks 
are losing major ratings drivers next season, drama This Is 
Us (NBC) and Thursday Night Football (Fox)... Kausar 
Mohammed is set to recur in the CW series The Flash as 
Dr. Meena Dhawan, a.k.a Fast Track. She made her first 
appearance this week. She recently starred as Soraya Abbas 
on The CW series 4400.

INFLATION HAS EVEN LANDED IN YOUR BACKYARD 
  Lawn care isn’t only a lot more expensive this season, it’s 
also harder to find someone to cut your grass, The Wall 
Street Journal reports.
  For many landscapers, the three biggest costs to running 
their business — fuel, labor and equipment — are all surging 
in price. This means many are now increasing prices for the 
vast services they offer. The price of lawn-mowing services 
is up 22.4%, exterior pressure-washing prices rose 20%, 
and tree trimming increased 9.1% year-over-year as of May, 
according to online home-services company Angi Inc.
  The rapid increase in prices means thousands of customers 
now have to decide between shelling out more money to 
maintain their properties or losing time they might rather 
spend in other ways while they are out cutting the grass or 
fixing a broken fence instead.
  The landscaping price increase is just one way Americans 
are feeling the impact of inflation on their budgets. Food 
prices at grocery stores and restaurants are up, as are home 
prices and rents.
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Buying a house is a lot like 
dating: All the really good 
ones aren’t even on the 

market and the rest are in 
need of a lot of repairs.

‘MINOR DOWNGRADE’ FOR GLOBAL AD OUTLOOK
  Publicis Media’s Zenith forecasting unit has released 
its mid-year update for the ad economy, revising its 2022 
global outlook down for 2022 and 2023, but boosting its 2024 
projection.
  Characterizing it as a “minor downgrade,” Zenith reduced its 
2022 worldwide ad spending forecast down 1.1 percentage 
points to 8% from the 9.1% it forecasted in December 2021.
  Zenith’s 2023 global ad growth estimate was revised down 
0.3 points to 5.4%, and its 2024 projection was revised up 0.2 
points to 7.6%.

  The revisions reduce the Big 4 agency 
holding company consensus forecast 
down 0.2 points to a growth rate of 
10.1% for 2022, and reduce the 2023 
outlook down 0.1 points to 5%. The 2024 
consensus remains unchanged at 7.1%.
  “Ad spend has remained on track 
despite the macroeconomic headwinds 
that emerged this year,” Zenith’s new 
forecast notes, adding, “High inflation, 
concentrated in essentials like heating, 
petrol, and food, is forcing consumers to 

reprioritize their spending, particularly the less well-off, and 
has led to a drop in consumer confidence.
  “But for now, consumer spending continues to grow, as 
consumers demonstrate their strong appetite for the travel 
and entertainment experiences that were denied to them 
over the pandemic. Business confidence is generally high, 
and corporate investment is rising, and there is little evidence 
of widespread cost-cutting.”
  Zenith said its 2022 forecasts for North America, MENA 
and Western Europe remain unchanged at 12%, 7% and 6% 
growth respectively.

MARKETRON TO LAUNCH NEW ANALYSIS TOOLS
  The advertising software provider Marketron is adding new 
post-campaign analysis tools to its revenue management 
system, Inside Radio reports.
  When working with agencies and local direct advertisers, 
broadcasters can use REV Campaign Analysis to show the 
delivery of linear campaigns. This post-campaign analysis 
will occur on the same platform they use to propose and 
order those campaigns. In doing so, Marketron says it will 
make it possible for reps to analyze how what they promised 
stacks up to the performance of linear campaigns.
  REV Campaign Analysis also makes it possible for sales 
teams to check a campaign’s current impressions compared 
to contracted impressions to see how the campaign is 
tracking in what Marketron describes as “near-real time.” That 
offers an opportunity to adjust an ad campaign as needed in 
order to avoid makegoods. It does that buy pulling in data 
from broadcast ratings providers Nielsen and Canada’s 
Numeris, so TV stations can report to advertisers whether 
the campaign connected with the intended target audience.
  “Our vision for REV was to allow broadcast sales teams to 
propose, order, and measure linear radio and TV buys using 
the same tool,” said David London, Marketron’s Senior 
Director of Product Management. “With the ability to conduct 
post-campaign analysis and report on impressions and 
GRPs against the target audience, the Campaign Analysis 
feature closes the loop on the sales process.”
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U-VERSE TOPS PAY-TV CUSTOMER SATISFACTION
  For a fifth consecutive year, U-verse TV — the bundled 
subscription video service AT&T stopped selling to new 
customers in April 2020, and spun off last year — topped 
the American Customer Satisfaction Index for pay-TV 
services. 
  For its ACSI Telecommunications Study 2021-2022 
report, the ACSI polled 23,605 U.S. telecom consumers from 
April 2021 to March 2022. U-verse, now managed by the 
DirecTV unit spun off to private equity last year, scored a 73 
on ACSI’s 0-100 index, down 1 point from the 2021 survey.

  U-verse has actually topped the pay-TV 
portion of the ASCI telecom survey since 
2017, followed closely by the last different 
provider to lead the list, Verizon Fios, 
which has perennially topped the survey’s 
ISP section, as well. 
  Notably, T-Mobile — which just 
entered the ISP business last year with 
the introduction of its 5G fixed wireless 
service — ranks second on the ISP list, 
and first on an ACSI ranking of in-home 
Wi-Fi providers. 

  Comcast’s Xfinity and Charter’s Spectrum platforms, 
the Nos. 1 and 2 providers of high-speed internet services in 
America, rank behind all three telcos — Verizon, AT&T and 
T-Mobile — on both the ISP and in-home Wi-Fi lists.

ADVERTISER NEWS
(Continued from Page 1)
Sunshine State, The Kroger Co. is now delivering its 
products to customers in South Florida. Deliveries will be 
made possible by a 60,000-square-foot spoke facility in 
Miami, in collaboration with a fulfillment center in Groveland 
that will serve as a last-mile cross-dock location… Wawa 
plans to open its first store in Nashville, Tenn., by 2025. 
The convenience store retailer, based in Pennsylvania, is 
expanding its store network from the Florida Panhandle to 
southern Alabama and North Carolina... Volkswagen is 
“actively” looking to establish new assembly and battery 
facilities in the U.S., Volkswagen of America CEO Scott 
Keogh tells CNBC. The German automaker’s electrification 
efforts are currently based in Tennessee, including localized 
production of the VW ID.4 crossover EV — set to begin later 
this year.
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Local TV advertising
is expected to grow 12.3%
this year, while cable TV
is projected to rise 5.3%.

BORRELL: LOCAL ADVERTISING TO RISE 7.6% YoY
  Local advertising is forecast to increase 7.6% year-over-
year in 2022 as the ad industry settles into something like 
normalcy following two years of massive disruptions caused 
by the pandemic, Inside Radio reports.
  This marks an elevated growth rate compared to both years 
that preceded the pandemic (+5.3% in 2018, +1.3% in 2019) 
but falls short of the +10.1% ad rebound experienced in 2021.
  The new forecast, presented this week by Borrell 
Associates, shows every medium has its own variance. 
For example, four types of advertising will decrease in 2022: 
directories (-11.4%), newspapers (-5.9%), 
other print (-4.3%) and untargeted banner 
ads (-0.6%). In the audio space, AM/FM 
radio is poised to grow 5.4% this year and 
streaming audio is on track to jump 17.8% 
over 2021 levels.
  Streaming video and audio are the year’s 
big gainers with streaming video/over the 
top advertising projected to rise 27.2% 
year over year.
  Seven of the eight types of advertising 
that will surpass their 2019 levels this year 
are digital media. Local TV — expected to grow 12.3% — is 
the only traditional channel expected to exceed its 2019 local 
ad revenues in 2022. Cable TV is projected to rise 5.3%.

AMERICANS RAMPING UP CREDIT CARD USAGE
  Americans are continuing to lean on credit cards and loans, 
as consumer credit surged by $38 billion in April amid the 
highest inflation in 40 years, CNN Business reports.
  The latest Federal Reserve data on outstanding consumer 
credit, released this week, comes after March’s record 
increase of $52.4 billion. That figure has since been revised 
downward to $47.3 billion.
  Revolving credit, which mostly includes credit card balances, 
grew at an annualized rate of 19.6% and totaled $1.103 
trillion in April, just breaking a pre-pandemic record of $1.1 
trillion, according to the report.
  But record-high revolving debt isn’t all bad news, said Ted 
Rossman, senior industry analyst for Bankrate. “Some of 
this reflects rising consumer spending, which is good for the 
economy, of course, and also things like population growth 
and increased card usage (rather than cash).”
  Despite feeling some unease about the direction of the 
economy, consumers have continued to spend. However, 
the goods they’re buying — especially the essentials — have 
seen sharp price increases amid a period of high inflation.

THIS AND THAT
  Addressable ad spending hovers between $4 billion and $5 
billion annually with a potential reach of 60 million homes, but 
is unlikely to climb higher on either metric in the near future, 
participants in a panel at the Addressable Ad Summit 
said. They said the market remains highly fragmented and 
companies often overcomplicate addressable ad strategies... 
Mortgage applications fell to the lowest level in 22 years last 
week, another sign the U.S. housing market is cooling after 
a red-hot, two-year stretch. Applications fell 6.5% in the 
week ended June 3, the fourth consecutive week of declines, 
according to the Mortgage Bankers Association. Refinance 
and purchase activity fell 6% and 7%, respectively.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


