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AVERAGE MONTHLY AD ALLOCATION $72M, UP 57%
  Thanks to popular sports betting apps like FanDuel and 
DraftKings, the U.S. set a gambling record of $55 billion 
in 2022, according to the American Gaming Association.
  In a race for awareness and market share, gambling 
advertisers followed suit, upping media investments 
40% year-over-year to $866 million last year, according 
to MediaRadar. The spending increases came in each 
quarter of 2022 with Q4 attracting the largest spend, due to 
the NFL season, which sees the most betting action by far.
  The average monthly ad allocation in 2022 across the 
gambling industry, which includes everything from casinos 
to fantasy sports leagues, was $72 million, a 57% increase 
from $46 million in 2021. MediaRadar, whose findings 
were reported by Inside Radio, said the growth occurred 
despite the number of advertisers falling 3% year-over-
year to 475.
  Gambling advertisers shelled out nearly $240 million in 
Q1 2022 for a 61% increase over the year-ago period in 
2021, MediaRadar data shows. In the run-up to the Super 
Bowl, advertisers invested generously in January and 
February 2022, boosting budgets 134% and 109% on a 
year-over-year basis, respectively.
  TV received the lion’s share in both 
January 2022 and January 2023. 
In January 2023, TV booked three 
dollars for every one invested in 
digital. Two of the biggest investments 
came from Caesar’s and DraftKings.
  While the Super Bowl is the largest 
football betting event of the year, sports betting is a year-
round activity. Sure, gambling advertising decreased 
immediately after the Super Bowl, with March 2022 ad 
spend down 18% year-over-year. But the remainder of 
2022 saw a consistent flow of ad dollars.
•  Q2 2022 sports betting advertising jumped 39% year-
over-year to $132.4 million, 32% to $200.5 million in Q3 and 
up 33% in Q4. “We’ll likely see the same spending pattern 
throughout the rest of 2023, although rising inflation and 
tightening consumer budgets could limit the amount that 
gambling advertisers spend,” MediaRadar said.
  While sports betting apps have become known for their 
OTT TV ads, major players have been slowly shifting 
more dollars to digital. In January 2023, advertisers from 
14 sports gambling companies spent $85.3 million on 
television ads, up 20% vs. the year before.
  Meanwhile, advertisers for nearly 50 companies spent 
26% less on print, dialing back their investment to $2.3 
million. That compares to digital ads, which rose 10% year-
over-year to $27.3 million.
  Sports gambling digital advertising went to a mix of display, 
online video, and social media ads, per MediaRadar. In 
fact, digital display adds shot up 71% vs. the year before. 
Online video registered an even larger bump, (+225% to 
$4.5 million) and mobile ad outlays jumped 45%.

STUDY: GAMBLING MARKETERS HIKED SPEND 40% IN ’22
ADVERTISER NEWS
  HomeGoods, Ross and TJ Maxx are among the retailers that 
have already snapped up store spaces vacated by Bed Bath 
& Beyond, and others including Five Below, Burlington and 
Nordstrom Rack are among those eyeing some of the 400 
stores the home goods retailer will exit soon. Physical store 
openings continue to outpace closures with Dollar General, 
Family Dollar and Dollar Tree opening the most new stores, 
according to Coresight Research... The nation’s top auto 
safety regulator has upgraded its investigation of high-
pressure fuel pump failures in certain heavy-duty Ram diesel 
trucks. According to a document made public this week, the 
NHTSA’s Office of Defects Investigation is expanding its 
safety probe to include the Tier 1 supplier Robert Bosch, 
which makes the high-pressure fuel pumps. The expanded 
probe also includes any automakers that installed the part 
and are experiencing similar failures... Subway is bringing 
back its Footlong Pass, a $15 sandwich subscription that 
offers customers footlong subs at 50% off. The program 
was first introduced in August with 10,000 available passes 
and sold out in six hours, according to the company. This 
time around, the company has 250,000 passes available. 
Starting this week, Subway’s MyWay Rewards members 

can purchase a Footlong Pass 
online at SubwayFootlongPass.
com or through the company’s 
apps... Dick’s Sporting Goods is 
celebrating its 75th anniversary with 
its largest campaign ever. The push 
is called Sports Change Lives, and 

it includes 15-, 30- and 60-second TV spots. It will also be 
supported across digital and social media. It worked with 
Arts & Letters on the creative and Haworth on media. 
The company also announced it is now the official sporting 
goods retail partner of the NCAA. The sponsorship allows 
Dick’s exclusive rights to fan events during the Men’s and 
Women’s Final Four games... Fanatics has announced 
a 10-year partnership to supply uniforms for the National 
Hockey League beginning with the 2024-2025 season. The 
sports memorabilia and collectibles platform, which already 
operates the NHL’s e-commerce fan site, will replace Adidas 
and marks the first time Fanatics will be used on professional 
sports uniforms... The in-store audiences of top retailers are 
70% larger than their digital audiences, according to Insider 
Intelligence, and big retailers are investing in their in-store 
media to drive revenue and engage with in-person shoppers. 
Microsoft introduced PromoteIQ In-Store to help retailers 
develop their media activations and signs, Amazon Fresh 
stores include digital ads and Walmart sells ad space on 
its checkout and display screens... 7-Eleven will introduce 
7Charge fast-charging stations for EVs at its stores in the 
U.S. and Canada that are open 24 hours a day and located 
on busy transportation routes. The stations, which will roll out 
at 7-Eleven, Speedway and Stripes stores, are compatible 
with a range of EVs and can charge up to 80% in 30 minutes.
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WOMEN’S MARCH MADNESS FINDS TV FOOTHOLD
  With hopes of a separate television contract in upcoming 
negotiations, the women’s NCAA Tournament keeps 
gaining momentum.
  The national title game returns to network television for the 
first time since 1995, with an ABC broadcast on April 2 from 
Dallas and a one-hour pregame show. ABC will feature at 
least six games from the women’s tournament, including 
two first-round games Saturday and a pair of second-round 
contests Sunday.
  South Carolina’s 64-49 victory over Connecticut in last 
year’s title game averaged 4.85 million 
viewers on ESPN — the most-watched 
women’s championship game since 2004. 
It was also the fourth-largest audience for 
the title game since the network began 
airing the entire tournament in 1996.
  The 2022 women’s tournament overall 
averaged 634,000 viewers per game, a 
16% increase over 2021.
  ESPN has every reason to believe those 
numbers can increase: Regular-season 
games on the network averaged over 
190,000 viewers, making it the most-viewed regular season 
since 2015. And a matchup of two undefeated teams on 
Feb. 12, in which South Carolina topped LSU, was the most-
watched regular-season women’s game since 2010 with an 
average of 1.47 million viewers.
  Advertising for the tournament has sold out for the second 
straight year, ESPN said, with 15 broadcast sponsors and 
nearly 100 advertisers.

HOME SALES SPIKE 14.5% IN FEBRUARY, NAR SAYS
  Sales of previously owned homes rose 14.5% in February 
compared with January, according to a seasonally adjusted 
count by the National Association of Realtors. That put 
sales at an annualized rate of 4.58 million units.
  It was the first monthly gain in 12 months and the largest 
increase since July 2020, just after the start of the pandemic. 
Sales, however, were 22.6% lower than in February 2022.
  These sales counts are based on closings, so the contracts 
were likely signed at the end of December and throughout 
January, when mortgage rates had fallen sharply.
•  Sales might have been even higher were it not for what 
is still very low supply. There were just 980,000 homes for 
sale at the end of February, according to the Realtors, flat 
vs. January. At the current sales pace, that represents a 
2.6-month supply. A balanced market between buyer and 
seller is considered a 4- to 6-month supply.

THIS AND THAT
  Store traffic in the sporting goods apparel sector declined 
steadily from December through February. But that was hardly 
the case for the two leaders in the category. Compared to the 
previous year period, visits to Lululemon Athletica stores 
increased by 23.2% in January and by more than 11% in 
both December and February, according to cell tower traffic-
tracker Placer.ai. Visits to Nike and Nike Factory stores 
posted traffic increases ranging from 6% to 21.8% over 
the three months. Traffic across the entire athletic apparel 
category dipped to -3.6% in December, -5.5% in January, 
and 7.6% in February.
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FunnyTweeter.com

Tall people everywhere 
want you to stop asking 

them if they play basketball.

AVAILS
  WLBT-TV in Jackson, Miss., is looking for a highly qualified 
candidate to be the next Local Sales Manager to lead a 
team of 7 salespeople in the highly 
dynamic world of broadcast and 
digital sales. Must have a proven 
track record of growing market 
share, building successful client partnerships, coaching, 
and training a local team and staying. Minimum of 3 years 
of experience in managing a sales team, strategic planning, 
and a track record of growing revenue. Please apply HERE. 

EOE.
  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 multiscreen 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.

See your ad here tomorrow! CLICK HERE for details.

CPO SALES DECLINED TO 8-YEAR LOW LAST YEAR
  Sales of certified pre-owned vehicles in the U.S. fell in 
2022 to their lowest level in eight years as dealers grappled 
with a stunted supply of certifiable used vehicles returning 
to market and some customers switched back to purchasing 
new vehicles as production improved.
  Last year, sales of certified pre-owned vehicles dropped to 
2.49 million, down 9.4% from 2.75 million in 2021, according 
to the Automotive News Research & Data Center. It was 
the lowest annual volume since 2014, when 2.34 million 
certified sales were recorded.
  CPO vehicle sales rose to that robust level in 2021 as 
more customers exited their leases, realized they couldn’t 
get a new vehicle because of tight supply and instead chose 
to buy out their old lease and get it certified, said Brian 
Danahy, director of variable operations in Florida for Ed 
Morse Automotive Group of Delray Beach, Fla.
  Most automakers saw certified used sales fall year-over-
year, according to the Automotive News Research & Data 
Center.
•  Toyota Motor North America’s certified pre-owned 
vehicle sales fell 9.2% to 445,253 in 2022. The automaker 
remained the market leader in certified sales last year, 
capturing about 18% of the annual certified volume.
•  General Motors’ certified used-vehicle sales declined 
18% to 289,571 vehicles. Ford Motor’s certified used-
vehicle sales ticked up 3.4% to 228,799, fueled in part 
by stronger dealer participation in its Blue Advantage 
certification program. American Honda’s certified used-
vehicle sales fell 2.2% to 303,766. And certified used-
vehicle sales for Stellantis fell 18% to 240,485.
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STUDY: AD ATTENTION HIGHEST FOR PAID SUBS
  As streamers race to roll out FAST channels and ad-
supported services, a new survey from Yahoo and Publicis 
Media suggests consumers are paying the most attention to 
ads placed in subscription services and that brands need to 
develop more finely honed CTV ad strategies. 
  The results in a joint research study titled CTV Ad Attention 
& Receptiveness are important for an industry that has tried 
to right its finances by offering more ad-supported services. 
While the shift towards advertising has created new revenue 
streams, it also raises serious questions about the value 

of those ads and their effectiveness in 
engaging consumers, many of whom 
originally switched to streaming services 
as a way of avoiding heavy ad loads on 
cable and broadcast TV. 
  The study noted that AVOD is rapidly 
gaining traction and is projected to reach 
50% of the U.S. population, offering 
brands a significant opportunity to connect 
with consumers. E-marketer reports that 
ad spending on paid subscription services 
is expected to increase by 51% to $9.48 

billion in 2023, while CTV ad spending as a whole will exceed 
$26 billion in the same year.
  Overall the study found that ad attention is higher for more 
“intentional” paid subscription services. Viewers tend to 
pay more attention to ads on applications that are paid or 
subscription-based, particularly vMVPDs like YouTube TV, 
FuboTV and Sling, as well as hybrid services like Hulu, 
HBOMax and Paramount+ where there is “more intent” 
behind programming choice, the report found. 

‘STEVE WILKOS’ GETS RENEWAL FOR SEASON 17
  The Steve Wilkos Show will return for its 17th season in 
syndication, NBCUniversal Syndication Studios said.
  The show is sold to stations covering 88% of the U.S., 
including groups like Nexstar Media Group, Sinclair 
Broadcast Group, Weigel Broadcasting, Tegna, Sunbeam 
Television, Hearst Television, Scripps, Bahakel, Cox 
Media Group, Block Communications and CW Plus.
  In the week ended March 12, the show averaged a 0.6 live-
plus-same-day national household rating, Nielsen said. The 
show is attracting 829,000 viewers season to date and is up 
3% among women 18-49 vs. last year, NBCU said.
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Comscore report

The majority of gamers 
feel that 6-10 minutes of 

ads is the most they could 
stomach during an hour of 

livestreamed content.

COMSCORE: GAMERS WARM UP TO IN-GAME ADS
  The in-game advertising industry has grown in fits and 
starts, with some advertisers balking at the current lack of 
premium inventory available in the space. But new data 
from Comscore shows more 
gamers than ever are ready 
and willing to consume ads 
alongside their games.
  For Comscore’s 2023 State 
of Gaming report, the media measurement and analytics 
company questioned gamers about their attitudes toward 
advertisements in games, as well as ads 
alongside livestreamed gaming content. 
The data was collected from a November 
2022 poll of more than 4,000 gamers in the 
U.S. aged 18 to 65. Some key takeaways:
•  Mobile gamers are more likely to be 
amenable to ads than their PC or console 
counterparts. This is simply because 
mobile gamers have been exposed to ads 
more often.
•  The majority of gamers feel that 6-10 
minutes of ads is the most they could 
stomach during an hour of livestreamed content. That’s less 
than the average of 15 minutes of commercials per hour of 
traditional TV.
•  When in-game rewards are involved, all the traditional 
ideas about gamers being leery of brand involvement go out 
the window. Gamers are so enthusiastic about awards that 
they will log into games specifically to consume rewarded 
ads. To be exact, 55% of gamers said they would like to see 
more rewarded ads per day.
•  Fifty-five percent of gamers believe product placement 
makes their gaming experience more real.

SHOPPERS: SECONDHAND STORES GET PRICEY
  Some shoppers are blaming Gen Z consumers for pricing 
them out of these stores, Business Insider reports.
  Teens often post videos of “thrift hauls” on social media, 
which they resell at a premium online. Shoppers are 
complaining that the price of secondhand goods at thrift 
stores like Goodwill and the Salvation Army has shot up, 
and they’re pointing fingers at wealthy teens. 
  TikTokers have posted videos of recent trips to 
secondhand stores, showing hefty price tags on certain 
items, and footage of other items that just seem to be entirely 
mispriced: nondescript Starbucks mugs that cost $9, a set 
of Fiestaware plates for over $30, and jeans that are being 
sold for the same price they were bought for in the first place.
  The U.S. thrift market has grown substantially in recent 
years, and thrifting has become a popular pursuit of Gen Z 
shoppers, who have been credited with championing a more 
sustainable way to shop.
  According to secondhand marketplace ThredUp, the market 
for secondhand goods in the U.S. is expected to grow 16 
times faster than the full-price clothing market and be worth 
$82 billion by 2026.
  But Gen Z shoppers aren’t only buying secondhand items 
for themselves. Instead, they are reselling their “thrift hauls” 
at a premium on secondhand platforms like Poshmark and 
Depop and it seems to be sending prices up across the 
board.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


