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FEWER CORD-CUTTERS NOW SEE MAJOR SAVINGS
  Nearly 7 in 10 (69%) of TV content viewers in the U.S. use 
free streaming services at least monthly, a sharp increase 
from 42% in 2019, according to Horowitz’s latest State of 
Media, Entertainment & Tech: Subscriptions 2023 study.
  The rapid growth in usage of free streaming services is 
driven by the number and variety of free, ad-supported 
streaming TV (FAST) services, which offer linear content in 
addition to their on-demand libraries, according to Horowitz. 
The free services consumers in the survey are using most 
are Peacock, Tubi, Pluto and YouTube.
  On the SVOD side, with self-reported total average spending 
on these services at more than $50 per month, data from 
the Horowitz study indicate there is a growing appetite for 
managed services to control costs.
  In 2019, over half of cord-cutters felt they were saving “a 
really good amount”; in the latest study, that number dropped 
to 33%. And, already, 30% of consumers indicate they pay 
for at least one of their streaming services in combination 
with another service (e.g., as a bundle with another SVOD 
service, through a service such as Amazon Prime, as a perk 
with a cell phone plan, etc.).
  Meanwhile, after years of decline 
in MVPD subscriptions, penetration 
of traditional cable/satellite services 
seems steady. Consistent with last year, 
52% of TV content viewers subscribe to 
MVPD services. Customer satisfaction 
with their service overall among those 
subscribers is high, at 80%.
  Satisfaction numbers have increased slightly over the past 
few years as less happy customers abandon MVPDs for 
streaming options, while MVPD loyalists, who derive a lot 
of value out of the service, remain subscribed. Notably, 32% 
of cord-cutters say if the cost of all their streaming services 
keeps increasing, they might consider a return to cable.
  “The data from this year’s study points to some important 
opportunities for media companies and consumers,” Adriana 
Waterston, chief revenue officer and insights and strategy 
lead for Horowitz Research, said in a statement. “The 
adoption of AVOD/FAST services — and the concomitant 
increase in streaming ad revenue we can expect to see 
— will help offset revenue loss on the linear side, which is 
critical as programming costs continue to skyrocket.
  “On the consumer side, managed services, in which 
subscribers can see and manage all their streaming content 
in one place, would be an antidote to the challenges 
inherent to today’s highly fragmented streaming space, and 
consumers seem open to consolidating their services. It’s a 
matter of which companies will compete to be the managed 
services solution for the streaming age, between traditional 
MVPDs and tech companies like Amazon, Samsung, Roku 
and Apple.”
  The State of Media, Entertainment & Tech: Subscriptions 
2023 report surveyed 2,200 adults.

STUDY: FREE STREAMING SERVICES SEE RAPID GROWTH
ADVERTISER NEWS
  Is there a grocery showdown brewing in Texas? As H-E-B 
continues to build up its presence in North Texas, reports 
have emerged that Kroger intends to build three larger-
format Kroger Marketplace stores in that same region. 
Kroger has revealed that it’s set to build new Marketplace 
locations in Fort Worth, Plano and Melissa, all in the Dallas-
Fort Worth Metroplex. Construction is expected to begin in 
a few months and the retailer is planning openings for 2024... 
Hyundai dealers in 2022 increasingly shed the Genesis 
brand from dealerships that had carried both franchises, 
according to Automotive News’ latest annual dealership 
census. The number of standalone, Hyundai-only U.S. 
dealerships jumped by a fifth, or 80, to 473 stores in 2022. 
Hyundai franchises rose slightly to 835 as of Jan. 1, up from 
827 in 2022... Americans took up new hobbies and dressed 
for comfort when the pandemic hit. Many have turned 
in their sweats for suits as they return to work. One thing 
they haven’t given up is their Crocs. Sales of the footwear 
have jumped 200% since 2019... Walmart is responding to 
consumer demand with the debut of its Clean Beauty online 
platform. The site guides shoppers to more than 900 beauty 

products that offer priority chemical-free 
formulations, sustainable packaging 
and other features “that reflect their 
values,” the retailer said... The Fresh 
Market has announced an expansion 
of its partnership with celebrity chef 
Anna Rossi, which will include recipes, 

lifestyle content and a monthly livestreaming shopping event. 
The livestreamed cooking shows, created in conjunction with 
the grocer’s retail media platform Firework, have proven to 
be a strong growth model for the Fresh Market, with 845,000 
people tuning in to Rossi’s November Thanksgiving Meal 
livestream... CVS Health expects to close its $8 billion 
acquisition of Signify Health this week, which will give the 
retailer access to 10,000 medical professionals, including 
doctors and nurse practitioners, throughout the US. The 
deal reflects a growing focus on health care among big 
players in retail, including Amazon, which recently closed on 
its purchase of One Medical; Walgreens, which operates 
VillageMD clinics; and Walmart, which is adding more 
Walmart Health centers... Harris Teeter has launched new 
branding, including an updated logo and a media marketing 
campaign across TV and other channels featuring the 
tagline, “In food with love.” A 30-second TV spot highlights 
Harris Teeter as a neighborhood resource for customers 
preparing food at home... Footwear brands are growing their 
gender-neutral footwear offerings, including Adidas, which 
has teamed with Stella McCartney on a new shoe, and 
Nike, which worked with WNBA star Sabrina Ionescu to 
develop a sneaker due out later this year. Wolf & Shepherd 
has also introduced the Cruise collection as a genderless 
option in three styles, and co-founder Hope Schneider said 
the company has more products in the pipeline.
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WSJ: WORK-FROM-HOME ERA ENDS FOR MILLIONS
  Working remotely is becoming increasingly rare a few 
years after the pandemic caused millions of Americans to 
decamp from worksites to their basements and bedrooms, 
The Wall Street Journal reports.
  Some 72.5% of business establishments said their 
employees teleworked rarely or not at all last year, according 
to a new Labor Department report. That figure climbed 
from 60.1% in 2021. The survey showed about 21 million 
more workers on-site full time in 2022 vs. the prior year. An 
establishment is defined as each business location — such 
as an individual restaurant in a chain.
  The new number is also close to the 
share of establishments (76.7%) that 
had no employees teleworking before 
the pandemic and were open in February 
2020, the Labor Department said. 
Employers recently began pushing harder 
to get staff to work on-site more often, 
as recession fears prompt an increased 
emphasis on worker productivity.
•  The share of business establishments 
with hybrid arrangements, where workers 
split time between home and worksites, decreased in all 
measured industries in 2022 from 2021, declining 13.4 
percentage points across the private sector, according to 
the Labor Department.
  A particularly stark drop played out in the finance sector, 
including banks and brokerages. The share of financial 
establishments operating hybrid dropped by half, to 22% in 
2022 from 44.9% in 2021.

PREMIUM STREAMERS IMPACTED BY ‘VOLATILITY’
  Streaming continues to be a business development 
marked by “volatility,” with more cancellations as well as 
more additions, according to Antenna.
  For example, in 2022, “cancellations” across premium 
subscription video-on-demand platforms grew 49% from 
the previous year, while “gross” additions climbed 18%.
  In the last three months of 2022, there were 41.3 million 
gross additions vs. 34.8 million in Q4 2021.
  At the same time, there were 33.8 million cancellations in 
Q4 2022 vs. 21.7 million subscribers who departed.
  Antenna says that overall, there were 7.5 million “net” 
additions vs. 13 million “net” additions in the year-ago 
period.
•  The biggest gainers in 2022 were Peacock (up 37%), 
Paramount+ (adding 23%), and HBO Max (improving 
15%), followed by Apple TV+ (12% higher), Discovery+ 
(7% more), Showtime (up 3%); Disney+ (adding 2%), and 
Starz (inching ahead by 1%).
  Looking at overall share, industry leader Netflix is now 
at 25%, down 43% vs. three years ago), while Hulu also 
dipped to 16% from 24% and Disney+ is virtually the same 
at 13% (slipping from 12%).
  The more rapidly growing streamers over the last three 
years have benefitted from consumers who have chosen 
lower-cost monthly fees from cheaper ad-supported options.
  Premium streamers’ gross subscriber additions a year 
ago came from 32% who took on an ad-supported option 
(68% of additions were ad-free). This is up from 26% ad-
supported additions in 2021 (74% were ad-free).
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Parenthood is stepping in 
something wet with your 

socks on.

AVAILS
  FOX 5 Atlanta seeks a highly motivated, business-developing 
Account Executive to maximize share on established 
television and digital accounts with 
emphasis on developing new accounts 
by converting marketing dollars and 
alternative advertising platforms. 
The AE establishes direct client 
contact while maintaining cooperative 
relationships with the agencies. 
Develops and presents in-depth multi-screen platform sales 

and research presentations. The AE is 
responsible for obtaining revenue goals 
in all facets, including existing accounts, 
new business, zero share business and 
digital. Get more details or apply HERE.
  WRAL and FOX50-TV have an 
opening for an Account Manager. 
We’re searching for an energetic and 
extremely motivated multi-platform sales 
professional. Candidate must possess 
strong presentation and communication 
skills; the ability to work with advertising 

agencies; grow market share; and close new business and 
digital. The Account Manager will sell television time and 
digital/OTT/new media for WRAL and FOX50, and all digital 
platforms including WRAL.com. Generate revenue with new 
accounts by prospecting businesses. CLICK HERE for full 
details and to apply now. EOE. E-verify.

See your ad here tomorrow! CLICK HERE for details.

SNAP PROGRAM CUTS TO HIT SOME GROCERS
  For some shoppers who already struggle to cover grocery 
bills, the budget is getting tighter.
  This month, pandemic-related emergency funding from the 
Supplemental Nutrition Assistance Program, formerly 
known as food stamps, is ending in most states, leaving 
many low-income families with less to spend on food.
  More than 41 million Americans receive funding for food 
through the federal program. For those households, it will 
amount to at least $95 less per month to spend on groceries. 
Yet for many families, the drop will be even steeper since the 
government assistance scales up to adjust for household 
size and income.
•  For grocers like Kroger, big-box players like Walmart 
and discounters like Dollar General, the drop in SNAP 
dollars adds to an already long list of worries about the year 
ahead. It’s likely to pressure a weakening part of retailers’ 
business: sales of discretionary merchandise, which are 
crucial categories for retailers, as they tend to drive higher 
profits.
  Major companies, including Best Buy, Macy’s and Target, 
have shared cautious outlooks for the year, saying shoppers 
across incomes have become more careful about spending 
on items such as clothing or consumer electronics as they 
pay more for necessities such as housing and food.
  Food, in particular, has emerged as one of the hardest-hit 
inflation categories, up 10.2% year-over-year as of February, 
according to the U.S. Bureau of Labor Statistics.
  So far, retail sales in the first two months of the year have 
proven resilient, even as consumers contend with inflation.
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DEALERSHIP COUNT UP AS THROUGHPUT FALLS
  The number of U.S. dealerships rose slightly in 2022 after 
dropping two years in a row, though new-vehicle sales per 
franchise, or throughput, declined nearly 9% amid reduced 
new-vehicle availability, according to Automotive News’ 
annual dealership census.
  Automotive News counted 18,271 franchised dealerships 
on Jan. 1, up 0.4% from a year earlier. The number of new-
vehicle franchises fell 0.2% to 31,366 between Jan. 1, 2022, 
and Jan. 1, 2023.
  Each franchise on average sold 425 new vehicles last year, 

an 8.8% decline, according to the census.
  The census ranks 42 brands for 
throughput, a measure of dealership 
network health. This year’s census was 
the first to include Polestar, which had 29 
franchises as of Jan. 1.

THIS AND THAT
  Global subscription streaming services 
are set to increase investment in original 
content spending, topping $26 billion in 
2023, according to Ampere Analysis, 

which cited a growing focus placed by streamers on content 
driven by scripted genres. TV series remain the focal point, 
with almost 90% of SVOD services commissioning high-
budget scripted shows. Crime and thriller titles command the 
largest share of budgets, with 24% of original spend allocated 
to returnable crime themes appealing to subscribers across 
age groups and nationalities... Disney this week is starting 
to implement the layoff of 7,000 employees planned by 
CEO Bob Iger as part of his effort to bolster profitability. 
Employees impacted in the first of three waves of layoffs are 
being contacted over the next four days, Iger said in a memo 
to staff. The next round of layoffs will happen in April. That 
will be the largest round of staff reductions.
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Magna forecast

Linear ad revenue 
is expected to drop 
5%, with national TV 
networks down 6.7%.

MAGNA: BIG GROWTH AHEAD FOR FAST, AVOD
  Cross-platform national long-form video advertising is 
expected to grow 1% to $43.8 billion in 2023, according to 
a new forecast from media agency Magna.
  Magna predicted the organic 
growth of streaming — both ad-
supported video on demand and 
free ad-supported streaming 
television (FAST) channels — 
growing 21.2%, nearly offsetting the organic decline and 
weaker pricing of linear ad sales. 
  Linear ad revenue is expected to 
drop 5%, Magna said, with national TV 
networks down 6.7%.
  Meanwhile, local TV will suffer from the 
off-year election cycle plus a 5% drop in 
non-political ad revenues. Together, that 
will leave local advertising down 21.4.% 
from record levels in 2022.
  Short-form video revenues are expected 
to increase by 9.7%.
  Digital media revenues, including search 
and social, are expected to increase 
8.1%, with search up 10.2% and social growing 6.4%.
  Overall, Magna sees total media revenue growth to be 
3.4% in 2023, including cyclical spending on the elections 
and sporting events like the Olympics and World Cup. 
That’s slightly slower growth than the 3.7% increase Magna 
forecast for 2023 in December.
  Excluding cyclical items, media revenue is expected to 
increase 5.2%. 

ARF WANTS INDUSTRY TO END TV HOUSEHOLDS
  Given the changing way people are watching television 
programming, the Advertising Research Foundation is 
calling on the TV industry to stop using TV households as 
the basis for measurement of TV viewing and to start using 
TV-accessible households instead.
  TV households have been defined as households with 
at least one TV set. TV-accessible households are homes 
with broadband access that consume TV programming on 
devices through streaming services and virtual multichannel 
video programming distributors (vMVPDs).
  According to the ARF’s latest Device and Account 
Sharing (DASH) study, about 5% of U.S. households 
don’t own a TV set. But about 80% of those households 
have broadband and stream TV programming. (Among 
households headed by an 18- to 34-year-old, 14% have 
no TV set but 39% access TV only through streaming 
devices.)
•  The DASH study found that major-brand TVs were more 
likely to show up in the living room, media room or den of 
a home, while less-expensive TVs were more likely to be 
placed in a bedroom. TV sets in the living room, media 
room and den were more likely to be co-viewed, while sets 
in the bedroom are more likely to be watched by family 
members from specific generations.
•  Another finding of the study is that the majority of 
homes with three or fewer subscription video services didn’t 
use ad-supported VOD platforms. But 69% of households 
with five or more SVOD services used at least one AVOD 
service as well.
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