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RISING INTEREST RATES SQUEEZE AFFORDABILITY
  Rising mortgage rates are cooling the U.S. housing market, 
sapping recent buyer interest heading into the crucial spring 
selling season, The Wall Street Journal reports. 
  Economists, homebuilders and real-estate agents saw 
evidence of a thaw in early 2023, when rates declined from 
more than 7% in November to 6.09% in early February. That 
was enough to lure back some buyers who had adjusted to 
higher borrowing costs.
  Homebuilders and sellers enticed buyers with concessions 
such as temporary rate buydowns to make purchasing more 
affordable. Prices had also slid from their springtime highs in 
most markets.
  But higher borrowing costs are again squeezing affordability. 
A mortgage rate increase from 6.4% to 
7.4% would have the same effect on 
affordability as a 10% increase in home 
prices, according to an analysis by First 
American Financial.
  “Buyers are starting to step back,” said 
Glenn Kelman, chief executive of real-
estate brokerage Redfin. “I have never 
seen home buyers more rate sensitive in 
my 17 years of running this company.”
  The spring is typically the most 
important season for the housing market, with about 40% 
of existing-home sales for the year typically occurring from 
March through June, according to the National Association 
of Realtors. These months are especially active in part 
because families with children want to move into new homes 
before the start of the school year.
 If mortgage rates retreat toward 6% again, that might be 
enough to attract some buyers back to the housing market, 
especially if the economy doesn’t enter a recession. But a 
continued slowdown in sales this spring could ripple through 
real estate-related industries.
  Home-sales activity ground to a halt in late 2022, as 
mortgage rates hit the highest level in two decades in 
October and November. Buyers were priced out or nervous 
about buying at the peak of the market. Homeowners who 
had locked in low mortgage rates in 2020 and 2021 were 
unwilling to list their homes for sale. The number of existing-
home sales plunged 36.9% from January 2022 to January 
2023.
  The scarcity of new listings was a big reason for the housing 
slump last year, and many prospective home sellers are still 
staying put. The total inventory of homes for sale is up from 
a year ago because homes are sitting on the market longer, 
but new listings in the four weeks ended Feb. 26 fell 20.3% 
from a year earlier, according to Redfin.
  The lower-than-normal inventory is continuing to spark 
bidding wars for desirable homes, real-estate agents say. 
But buyers are less willing to offer big premiums above the 
listing price or other concessions like they were during the 
frenzied spring markets of 2021 and 2022.

HOUSING MOMENTUM STALLS AS SPRING NEARS
ADVERTISER NEWS
  In 2022, U.S. consumers spent nearly $1 billion buying air 
fryers, up 51% from 2019, according to market research firm 
The NPD Group. Sales of the cooking appliance have been 
soaring since 2017, and food companies are responding 
accordingly. Last year, Nestle launched pizza bites under 
its DiGiorno and Stouffer’s brands. Both lines’ packaging 
tells consumers “Try It in Your Air Fryer.” Tyson Foods 
jumped on the trend relatively early, launching its air-fried 
line in 2019. The products, ranging from chicken strips to its 
newest addition, parmesan-seasoned chicken bites, contain 
75% less fat. Kellogg and Gorton’s Seafood are among 
other companies leaning into the air fryer boom to appeal to 
consumers… Ross Stores continues to grow both its store 

banners. The off-price retailer opened 
11 Ross Dress for Less stores and 
eight DD’s Discounts locations across 
13 states in February and March as it 
expanded into existing markets including 
California, Texas and Florida. DD’s growth 
also included the chain’s first store in the 
state of Wisconsin. The February and 
March openings are part of 100 new stores 
that Ross plans to open in fiscal 2023. The 
openings will include 75 Ross locations and 

25 DD’s outposts... Toyota Motor is recalling about 144,000 
Tundra full-size pickups in North America because the 
tonneau covers might detach from the vehicle while driving. 
The recall affects certain 2022-23 Tundra pickups equipped 
with optional Toyota-genuine tonneau covers. About 130,000 
of the vehicles are in the U.S., Toyota said… Ford Motor in 
the coming months will offer two different battery chemistries 
on its electric vehicles as the automaker introduces a lower-
cost and shorter-range alternative to the packs it uses 
today. But its customers, Ford said, won’t be saddled with 
confusing purchase decisions over specific chemistries, 
as the options will be woven into already-established

(Continued on Page 3)
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JIC ADDS MADISON AVENUE AGENCIES, ROKU
  Seven of the biggest media-buying agencies on Madison 
Avenue and Roku have joined a media-industry effort that 
aims to count TV audiences in new ways, Variety reports.
  Dentsu, WPP’s GroupM, Horizon Media, Interpublic 
Group’s IPG Mediabrands, Omnicom Group’s Omnicom 
Media Group, Publicis Media and RPA have all lent 
counsel to the U.S. Joint Industry Committee.
  The consortium formed in January led by Fox, 
NBCUniversal, Paramount, TelevisaUnivision and 
Warner Bros. Discovery and their Open AP joint venture 
that hopes to vet and certify a dizzying 
array of audience-measurement 
technologies that have come to market in 
recent months.
  Along with Roku, Hallmark Media and 
the industry group Video Advertising 
Bureau, the companies have issued a 
new set of minimum requirements for 
acceptance of several new measurement 
technologies that TV networks would like 
to implement more quickly.
  The new requirements spell out 
minimum standards in areas such as infrastructure, privacy, 
interoperability and governance that some of the new 
measurement currencies must embrace in order to be 
considered. The media companies would like to introduce 
the new audience-tabulation methods before 2024.

NCA: CHOCOLATE, CANDY SALES STILL STRONG
  Last year, confectionery category dollar sales grew 
11.1% over 2021 and 22.1% over 2019, with consumers 
considering chocolate and candy a fun part of life (81%) and 
an affordable treat (74%), according to the fourth annual 
State of Treating report from the National Confectioners 
Association (NCA), released yesterday.
  The total confectionery category hit $42.6 billion in sales, 
spurred by inflation that reached a 40-year high in 2022. The 
total category is projected to grow to $54.3 billion in 2027.
  Among key findings of the report:
•  79% of consumers agree that physical health and 
emotional well-being are interconnected, and 86% agree 
that it’s fine to occasionally treat oneself with chocolate and 
candy.
•  78% believe confectionery sharing and gifting are great 
traditions.
•  Consumers buy confectionery in three to four retail 
channels, led by supercenters and supermarkets.
•  61% of shoppers seek confectionery products they’ve 
never purchased before, showing the importance of 
innovation.

NETWORK NEWS
  Chance the Rapper and Niall Horan have joined The Voice 
as coaches for the new season on NBC. Kelly Clarkson 
and Blake Shelton return as coaches for Season 23. From 
Chicago, Chance the Rapper won a Grammy in 2017 for 
a streaming-only mixtape, the first time an artist has done 
so. Not signed to a major label, Chance’s third mixtape was 
Coloring Book and his next project is Star Line Gallery. 
From Ireland, Horan will release his third album, The Show, 
later this year. He got his start in One Direction.
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Nielsen

When meeting someone 
new, there should be a grace 
period after which they tell 

us their names again.

AVAILS
  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.
  This opportunity doesn’t come along 
very often. Gray Television’s WLBT, 
Jackson, Miss., is looking for a General 
Sales Manager to lead their team of 
highly experienced account executives. 
The successful candidate will guide 
our team in creating solution-oriented 

campaigns that deliver results. The top candidate will provide 
dynamic leadership and foster a winning culture to achieve 
budgets and grow revenue for local, regional, national and 
digital sales. Bachelor’s degree or equivalent experience/
minimum of five years in sales or sales management 
preferred. APPLY HERE. EOE.
  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.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  MGM’s Creed III over-delivered on its opening weekend 
with a $58.7 million North America debut, according to 
Comscore — easily outdistancing the winner for the last 
two weekends, Walt Disney/Marvel’s Ant-Man and the 
Wasp: Quantumania. Film analysts were estimating that 
the Creed III box office would hit $36 million to $40 million... 
According to a recent Atomik study for the National Frozen 
& Refrigerated Foods Association (NFRA), nearly all 
Americans (94%) look for food options with a longer shelf 
life so that it’s available for cooking convenience, and at 
least once a week, frozen foods have offered a lifeline to 
77% of parents making last-minute dinner plans... North 
American assembly plants took another blow from the global 
microchip shortage last week, with 25,600 vehicles axed 
from production schedules, according to the latest estimate 
by AutoForecast Solutions. AFS projects U.S., Canadian 
and Mexican manufacturers will cut 936,400 vehicles by 
year’s end — roughly a third of the projected global total.

https://nexstar.wd5.myworkdayjobs.com/en-US/nexstar/details/Local-Sales-Manager_REQ-22661?locations=0b7c96a3cb1601a45b68966502019c20
https://nexstar.wd5.myworkdayjobs.com/en-US/nexstar/details/Local-Sales-Manager_REQ-22661?locations=0b7c96a3cb1601a45b68966502019c20
https://recruiting.ultipro.com/GRA1017GRYT/JobBoard/ae441110-89bd-444d-8ad2-b76c7b9db7a9/OpportunityDetail?opportunityId=cb00835c-ed5d-48a8-85d5-11d66f0230b2
http://www.spotsndots.com/classifieds/job/sales_management/director-of-sales---idaho/ad_7a886ae6-a33c-11ed-9125-cf5c035eb10c.html
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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SURVEY: FEAR OF AUTOMATED VEHICLES GROWS
  Americans are becoming more afraid of automated vehicles, 
according to a new survey. The share of respondents who 
described themselves as afraid to ride in automated vehicles 
jumped to 68% this year in the American Automobile 
Association’s annual automated vehicle survey, from 55% 
in the previous year. The survey canvassed roughly 1,000 
American adults.
  The results come as automakers equip vehicles with more 
advanced driver-assistance features that have grown from 
automatic emergency braking to sophisticated cruise-control 

systems that allow for some hands-free 
and foot-free driving.
  The survey also showed some 
confusion about driver-assist technology. 
One in 10 drivers said they thought they 
could purchase vehicles that can drive 
themselves while the driver is asleep. No 
such vehicle is on the market.

ADVERTISER NEWS
(Continued from Page 1)
configurations based on battery range... 

Amazon is reportedly scaling back its Amazon Go 
checkout-free convenience format. According to Geekwire, 
the omnichannel giant is closing down eight Amazon Go 
convenience store locations. The stores said to be targeted 
include two stores in a high-crime area of downtown Seattle 
which have already been closed for a while; as well as 
two New York City stores and four San Francisco stores... 
Walgreens-backed VillageMD has acquired Starling 
Physicians, a primary and specialty health care provider with 
more than 30 locations in Connecticut. VillageMD recently 
bought Summit Health-CityMD in a deal valued at about 
$8.9 billion, and the latest purchase comes amid Walgreens’ 
plan to open 600 clinics with VillageMD by 2025.

3/7/2023

Insider Intelligence

Retail media will be a
$45 billion market this year

and will continue to grow by 
about $10 billion in 2024.

OUTLOOK: A RETAIL MEDIA TSUNAMI IS LOOMING 
  The first big wave of digital advertising was search, 
which dominated the 2000s, followed by social media, led 
by Facebook. The third wave 
— retail media — is upon us, 
and it’s going to be the biggest 
we’ve seen, according to Insider 
Intelligence analyst Andrew Lipsman.
•  Retail media will be a $45 billion market this year and 
will continue to grow by about $10 billion in 2024, according 
to Insider Intelligence. “This is, in part, why we have seen 
every single retailer develop their own 
retail media network over the last couple 
of years,” said Lipsman.
•  Today’s retail media networks fall 
into five categories: digital marketplaces 
or platforms (Amazon, Shopify, Etsy), 
mass merchandise or department stores 
(Walmart, Target, Macy’s), category 
specialists (Kroger, CVS, The Home 
Depot), commerce intermediaries (Uber, 
Instacart, Gopuff), and other commerce 
verticals (Expedia, Klarna, Marriott).
•  The future of retail media is tied distinctly to grocery 
and grocery e-commerce, according to Lipsman. All of the 
top 13 retail media networks used by brands (identified in a 
survey by the Association of National Advertisers) sell in 
groceries and/or consumer packaged goods.
  Amazon currently makes up the lion’s share of retail media ad 
spend, but companies like Walmart and Instacart are gaining 
traction, growing 42% and 41% this year, respectively.

AT TAX TIME, SERVICES ADVERTISERS TURN TO TV
  According to MediaRadar, advertisers for tax services spent 
nearly $384 million on ads in 2022, representing a modest 
1% YoY increase from 2021. 
  Most of the spending came in Q1 (77%) as advertisers 
pushed their products and services in the lead-up to Tax Day 
in April. This is the same front-loaded strategy MediaRadar 
observed in Q1 2021 when advertisers invested 76% of their 
ad dollars.
  But how did advertisers allocate their budgets at the 
beginning of 2023? In short, a lot of television. Of the $108 
million dedicated to national advertising in January, nearly 
$75 million went to TV ads (70%), especially on CBS, NBC 
and Fox, which received 53% of TV budgets ($39.4 million).
  So who are tax service advertisers targeting with such a 
TV-heavy aproach? Historically, advertisers opted for non-
digital formats when setting their sights on older generations 
that remain fond of traditional TV; 81% of adults 65+ who 
responded to a survey said they receive TV via cable or 
satellite. Meanwhile, just 34% of those 18-29 said the same. 
•  Targeting more financially conscious generations 
with TV ads makes sense, but what about Millennials, who 
comprise more than 21% of the U.S. population?
  That’s where online video (22% or $24 million) comes into 
play. In 2022, tax service advertisers invested $13.4 million 
(56% of online video spending) on YouTube’s gaming, 
music, and society & culture channels.
  In January 2023, tax service advertisers spent $1.7 million 
on OTT ads across Peacock, Pluto TV and Hulu (70% of 
OTT spending).
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