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BUT GROCERY INFLATION PROPELS FOOD IN APRIL
  The Consumer Price Index increased 8.3% for the year 
ending in April, a slight dip from the prior month’s 40-year-
high, though restaurant menu prices continued to climb, the 
U.S. Bureau of Labor Statistics (BLS) said this week.
  The index for food overall increased 0.9% in April, down 
slightly from 1% in March, ending the 12-month period up 
9.4%. April marked the 17th consecutive monthly increase 
for food prices, the BLS said.
  Grocery inflation continued to drive the food category 
increase, however. Consumer prices for food at home were 
up 10.8% for the year ending in April, while prices for food 
away from home grew 7.2%.
  Within the grocery category, dairy and related products rose 
2.5% in April, the largest monthly increase since July 2007, 
the BLS said. Non-alcoholic beverage prices also increased 
2% in April, and the index for meats, poultry, fish and eggs 
rose 1.4%, with eggs up 10.3% for the month. However, 
prices for fruits and vegetables fell 0.3% in April.
  But prices for food away from home increased 0.6% in April 
vs. a 0.3% rise in March. Full-service restaurants had the 
largest monthly increase, up 0.9% vs. a hike 
of 0.3% for the limited-service segment.
  Over the past year, prices at full-service 
restaurants are up 8.7%, the largest 
12-month increase since the BLS began 
recording inflation rates for the category in 
1997. Limited-service menu prices were up 
7% for the year ending in April.
  Addressing their own higher input costs, 
restaurant chains during the recent round of 
earnings indicated menu prices would likely continue, though 
several said they expected commodity inflation to level off at 
mid-teen highs over the course of the year.
  First Watch, Chipotle Mexican Grill, Texas Roadhouse, 
Domino’s, El Pollo Loco, Sweetgreen and others said 
menu prices increased in Q1 this year to help offset higher 
food and labor costs. Wingstop was one of the few to benefit 
from deflation in bone-in wing prices.
  Most of those chains said they were not seeing pushback 
from consumers on price increases, but Wendy’s this week 
said inflation is beginning to impact consumer behavior, with 
traffic slowing among lower-income diners.
  On the other hand, Dine Brands Global last week said the 
value-positioned Applebee’s and IHOP have not seen traffic 
impacted by the higher inflation and gas prices across the 
U.S., in part because wages have increased among lower-
income earners, giving some consumers more confidence 
about dining out.
  John Peyton, Dine Brands CEO, said it’s partly a 
“psychological mindset” as consumers give in to pent-
up need to dine out again, particularly as grocery prices 
climb. “People want to get back to their lives and hug each 
other again, and that’s offsetting the very real stress about 
inflation,” he said.

BLS: RESTAURANT MENU PRICES REACH RECORD HIGH
ADVERTISER NEWS
  Gap has streamlined its namesake and Banana Repub-
lic banners over the past two years and jettisoned smaller 
brands including Piperlime and Intermix to position the 
company for growth, CEO Sonia Syngal said at the retail-
er’s annual shareholder meeting… Grocery delivery plat-
form Instacart has filed a draft registration statement with 
the SEC, paving the way for the firm to list its shares. The 
company is trying to expand beyond its core marketplace, 
announcing this week a software suite to sell to supermar-
kets, along with a fulfillment service called Carrot Ware-
houses, which is intended to help grocers offer 15-minute 
delivery... Beyond Meat this week reported a wider-than-
expected Q1 loss as the launch of its new plant-based jerky 
weighed heavily on margins. In a statement, CEO Ethan 
Brown said the company saw a “sizable though tempo-
rary” hit to its gross margin to support strategic launches, 
namely that of its plant-based jerky through its joint ven-
ture with PepsiCo... Subaru plans to invest around $1.9 
billion on electric-vehicle battery capacity over the next five 
years and will add an EV production line to its main factory 

in Japan that should begin producing cars 
from 2027, the automaker said yesterday... 
Nissan Motor expects flat operating profit 
this fiscal year, far below analyst expecta-
tions, as Japan’s third-biggest carmaker 
grapples with a global chip shortage, rising 
material costs and China’s COVID restric-
tions. Nissan joins a growing list of global 
companies warning about declining profit-
ability... Rivian Automotive is recalling 

some of its electric pickups because of an airbag defect 
that could injure a child in a crash, according to a letter from 
the National Highway Traffic Safety Administration. A 
total of 502 R1Ts are affected, about 10% of Rivian’s total 
vehicle production to date... A specialty retailer and product 
developer that bills itself as “Home of the Hottest Trends” 
is expanding its U.S. footprint. Showcase plans to open 27 
stores in 12 states by the end of summer, the largest and 
fastest single expansion in the company’s 28-year history. 
The privately held company operates 109 stores in malls 
across Canada, and 10 locations in the Northeast U.S., 
which it entered in 2019... After cycling pandemic-related 
gains a year ago, Grocery Outlet Holding Corp. got back 
on the sales growth track in fiscal Q1 2022. Net sales to-
taled $831.4 million, up 10.5% from $752.5 million a year 
earlier, while same-store sales grew 5.2% year over year, 
Grocery Outlet said… Jersey Mike’s Subs is partnering 
with Flytrex to deliver orders by drone in Holly Springs, 
N.C. The companies said orders would be delivered in five 
minutes in a limited area in the town southwest of Raleigh, 
N.C. Tel Aviv-based Flytrex has teamed with Dallas-based 
Brinker International, parent to Chili’s Grill & Bar and the 
virtual It’s Just Wings brands (among others), to deliver 
orders by drone in several markets.
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DISNEY+ EYES CHEAPER, AD-SUPPORTED OPTION
  In a first for Disney’s flagship direct-to-consumer streaming 
service, Disney+ will launch an ad-supported subscription 
plan later this year.
  The ad-supported Disney+ plan will be introduced beginning 
in the U.S. in late 2022, with plans to expand internationally 
in 2023, the media conglomerate said.
  No pricing or specific launch date was announced. The 
AVOD version of Disney+ will be offered at a price less than 
the regular ad-free version, which in the U.S. costs $7.99 per 
month.
  Disney said the ad-supported version of Disney+ is a 

“building block” for the company’s target 
of reaching 230 million to 260 million 
Disney+ subs worldwide by the end of its 
2024 fiscal year.
•  Disney delivered strong streaming 
gains, adding nearly 8 million new subs 
to Disney+ in its fiscal Q2. Disney+ 
reached a global total of 137.7 million 
subs as of the end of the quarter, up 
from 129.8 million the previous quarter. 
The tally was up almost 20 million from 
six months ago and up 33% from 103.6 
million in the year-ago period.
•  Hulu reached 45.6 million subs, 

including 3.8 million on its live TV package, up just 10% YoY. 
ESPN+, riding an influx of live sports as well as high-profile 
docuseries, shot up 62% from the same quarter a year ago, 
hitting 22.3 million.

TAKING A DEEP DIVE INTO THE BUSINESS OF SLEEP
  The global wellness market is valued at more than $1.5 trillion 
with an annual growth rate of 5% to 10%, per McKinsey. 
However, the sleep category only makes up 0.6%. According 
to eMarketer, consumer demand is there: Half of people 
worldwide reported a desire for more products and services 
to meet the need for higher-quality slumber.
  Some key factors:
•  More than three-quarters of U.S. consumers said a 
good night’s sleep was most important to their health in Q4 
2021, per The Better Sleep Council.
•  In that same quarter, almost half (46%) had purchased 
bedroom products/sleep accessories in the last 30 days, 
according to The Better Sleep Council. The most popular 
items included basic bedding, weighted blankets, and 
blackout curtains.
•  As of September 2021, sleep support supplement sales 
on Amazon grew by 55% on a year-over-year basis, per 
ClearCut Analytics. Data suggests the category will continue 
to grow: In the past year, the number of brands generating 
over $1 million in annual sales went from 34 to 42.
•  The number of U.S. sleep-technology patents (including 
consumer wearables) has increased by an average of 12% 
a year over the past decade, according to McKinsey. The 
coming influx of sleep devices could put the market at $32 
billion by 2026, up from $11 billion in 2019.

THIS AND THAT
  According to Wells Fargo, cord cutting appears to be getting 
worse. It estimates pay-TV subs declined by 2.2 million in Q1 
2022 — or 100,000 worse than Q1 2020 and 400,000 worse 
than Q1 2021. The bank said this implies a year-over-year 
decline in the pay-TV universe of 4.5% in Q1 2022 vs. 4% 
in Q4 2021 and 4.8% in Q1 2021. Wells puts the number of 
U.S. TV homes as of the end of Q1 at 84 million.Friday, May 13, 2022

SAMBA: ADS MISSING LARGE LINEAR AUDIENCES
  New data from Samba TV for Q1 2022 shows advertisers 
face serious challenges in reaching targeted audiences, 
thanks to fragmentation and a saturated linear TV ad 
market that has become more complex in the wake of 
increased cord-shaving and streaming subscriber churn.
  A telling stat highlighting those difficulties is the fact that 
94% of TV ads reached just 55% of linear TV audiences, 
according to Samba TV’s State of Viewership Report for 
Q1 2022.
  “With $68 billion poured into linear advertising every 
year, the substantial waste taking place in this sector 
should be a wake-up call to advertisers,” 
said Samba TV CEO and co-founder 
Ashwin Navin. “The reality that 94% 
of linear ad impressions in Q1 only 
reached just over 50% of audiences 
demonstrates the dramatic need for a 
flexible approach to ad spend and the 
imperative of leveraging guaranteed 
incremental reach opportunities to 
effectively maximize ROI.”
  One key takeaway from the report is 
that the majority of linear ad impressions 
oversaturate the same half of TV 
viewers, with 94% of all ad impressions 
reaching just 55% of audiences. These same audiences 
saw an average of 144 linear ads per day, while 45% of 
American households saw only 11 per day.
  While it improved 3% since Q4 2021, this imbalance 
suggests linear campaigns are still reaching the same 
viewers over and over again while leaving the rest of 
Americans unexposed to messaging, the researchers 
said.
  With little opportunity to reach new viewers via linear, 
advertisers need to look to guaranteed incremental reach 
opportunities to maximize spend across devices and 
platforms. 

CABLENET CHATTER
  A public memorial service for Country Music Hall of Fame 
inductee Naomi Judd, who died last week at 76, will air live 
on CMT this weekend. The event is being called Naomi 
Judd: A River of Time Celebration after The Judds’ fifth 
studio album and its song of the same name. It will take 
place at the Ryman Auditorium in Nashville, Tenn. CMT 
will exclusively televise the public memorial service as a 
commercial-free special on Sunday at 5 PM (CT)... NBA 
legend and current TNT Inside the NBA analyst Charles 
Barkley has partnered with Turner Sports to premiere The 
Great Debate, a documentary film that seeks to reframe 
the classic debate about who is basketball’s greatest of all 
time. The film premieres Wednesday, May 18, at 6:30 PM 
(ET), prior to TNT’s presentation of Game 1 of the 2022 
NBA Western Conference Finals... E! is getting into the 
original TV movie business. The NBCUniversal channel 
plans to program original romantic comedy films starting 
in 2023. The network has commissioned six films to start, 
though additional details weren’t available. Hallmark and 
Lifetime have both found considerable success with their 
own slates of original films over the years.

Samba TV report

Ninety-four percent
of TV ads reach just 55% 
of linear TV audiences.


