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7.6% HIKE AN ABOUT-FACE FROM 2020 FORECAST
  For the 2021-2022 TV season, U.S. upfront ad spending 
will bounce back to nearly pre-pandemic levels, if not to its 
2018-19 peak, according to the latest estimate from Insider 
Intelligence.
  Advertisers will increase upfront TV spending by 7.6% 
this year to $19.9 billion — assuming a continuing recovery 
from the pandemic and economic crisis in the U.S.
  Insider Intelligence’s upfront TV ad spending forecast 
includes TV ad spending resulting from the national 
primetime TV upfronts. This includes linear and digital 
inventory that broadcast networks and cable channels sell 
during the upfronts but excludes upfront commitments that 
don’t ultimately result in a transaction.
  Because some upfront commitments get canceled, 
commitment estimates differ from what advertisers end up 
spending.
  Insider Intelligence last forecast upfront TV ad spending 
in June 2020, when it expected big 
decreases as a result of the pandemic 
— but those decreases took a different 
shape than had predicted at the time.
  In June 2020, Insider estimated only a 
1.4% drop in upfront TV ad spending for 
the 2019-20 season, but the pandemic 
led TV advertisers to ultimately cancel 
$3 billion of their upfront commitments 
for that season, according to Media 
Dynamics. This development led to 
a lowered estimate for the 2019-20 upfronts, and Insider 
now believes upfront TV ad spending dipped by 6.8% in 
that cycle.
  During the 2020-21 season, not as many advertisers 
exited the TV market as predicted. In June 2020, Insider 
had forecast a 27.1% decrease in that season’s upfront TV 
ad spending. It  now estimates just a 3.5% dip, however, 
as advertisers spend $18.5 billion on upfront commitments 
with TV networks.
  Another reason the percentage drop isn’t steeper for 2020-
21 is the pullouts that happened at the end of the previous 
cycle. Comparing the 2020-21 season with the cycle two 
years prior, we see about a $2 billion 
drop in upfront TV ad spending.
  Upfront commitments don’t always 
translate to ad dollars spent. In a 
typical year, advertisers cancel about 
4% of their upfront commitments, and 
in the atypical H2 2020, cancellations 
rose.
  Insider expects that cancellation 
rates will return to normal levels 
during the 2021-22 upfronts as the 
economy recovers and brands gain 
more certainty over their long-term 
media plans.

OUTLOOK: ADVERTISERS TO SPEND $20B IN UPFRONTS
ADVERTISER NEWS
  Macy’s reported stronger-than-forecast Q1 sales and 
earnings growth, buoyed by a return to in-person shopping 
and demand for special occasion fashions and travel 
goods like luggage. Luxury sales were strong at both the 
Macy’s and Bloomingdale’s banners as affluent shoppers 
continued to spend, while shoppers with less than $75,000 
in annual income shopped for deals from the retailer’s off-
price Backstage arm, CEO Jeff Gennette said... Even as 
inflation drives up prices in many areas, retailers including 
Target and Best Buy are ramping up discounting on 
some big-ticket items to drive traffic and make room for 
new merchandise, Modern Retail reports. Marked-down 
items at Target include televisions and patio furniture and 
Best Buy has begun cutting prices on a range of consumer 
electronics such as computers and TVs... Fat Brands, the 
parent company of the Great American Cookies chain, 
will acquire the Nestle Toll House Cafe by Chip concept 

with plans to convert its 85 units to the 
Great American Cookies banner. It’s 
the latest expansion for Fat Brands’ 
growing portfolio, which also includes 
Marble Slab Creamery and Johnny 
Rockets… Dollar Tree and Dollar 
General boosted their outlook for the 
year, as shoppers squeezed by inflation 
seek cheaper prices. The companies 
are seeing people buying a different 
mix of merchandise than a year ago, 

when they had stimulus dollars in their pockets. The dollar 
chains are also expanding while trying to strategize about 
ways to manage higher costs… Gap has slashed its profit 
outlook for the year as a steep decline in Old Navy sales 
weighed on results for the fiscal Q1. The lower-income 
consumer, which is Old Navy’s target customer, is starting 
to feel pinched by inflation, Gap CEO Sonia Syngal told 
CNBC. “We’re dealing with really volatile consumer signals 
— whether it was last year in COVID, or this year’s post-
COVID behaviors,” said Syngal… Hackers compromised
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FAST EXECUTIVES: CHALLENGES ARE GROWING
  Acquiring an audience, finding carriage on connected TVs 
and devices and curating in-demand content are all getting 
more challenging in the ad-supported streaming space, 
panelists said this week at the XFronts event in Los Angeles.
  Getting carriage for FAST channels has become highly 
competitive, like finding a spot on a cable service, said Erick 
Opeka, chief strategy officer for Cinedigm. “If you can’t 
get carriage, you won’t make any money,” he said. He also 
noted that the FAST channel business has become “more of 
a gladiator pit than cable ever was” in part because it doesn’t 
include the cushion of carriage fees.
   Attracting eyeballs is more difficult as 
streaming services have proliferated, 
Opeka said. “To get [consumers] to 
download [your app] to the TV, you’re 
competing with all the big services that 
have driven up the marketing costs,” he 
said, noting it used to be “relatively cost 
effective to do a campaign with Roku or 
others.”
  Panelists said original, exclusive, and 
in-demand, quality content is key as the 
competition increases.
  “We don’t have the major, major new releases to draw 
audience attention,” said Jesse Baritz, VP of content 
acquisition and development at Multicom Entertainment 
Group, so he said his company focuses on quality, star 
power and timely content.
  Ben Lister, senior director of content at Sinclair Broadcast 
Group, noted that the big subscription streamers like Netflix 
are moving into the space, creating another challenge.
  “As the SVODs start turning on advertising, I’m not sure how 
the consumer is going to respond,” he said, advising those 
that want to compete to “be prepared to make new content.”

NETWORK NEWS
  Dierks Bentley and Elle King will host a three-hour 
primetime concert special of highlights from next month’s 
CMA Fest. The program will air Wednesday, Aug. 3 at 8 PM 
(ET) on ABC... And John Zderko, an actor who made a 
name for himself on TV shows like Criminal Minds and 911: 
Lone Star, has died at 60 due to complications of his cancer 
treatment. Zderko’s on-screen debut came in 2005 and 
followed successful careers in business and stage acting.

THIS AND THAT
  Despite rising gas prices, Americans are still expected 
to hit the road this Memorial Day Weekend. According to 
Arrivalist, 37.9 million Americans will travel by automobile 
between yesterday and Monday (May 26-30). The volume 
is tracking slightly above 2019 and 2021 Memorial Day 
traffic levels. Overall, 2022 U.S. road travel is tracking 8.5% 
above 2021 volume, Arrivalist reports... Relative Justice, 
Wrigley Media’s rookie court show, is returning for a second 
season. So far the show is cleared in 87% of the market for 
the 2022-23 TV season on station groups like Cox Media 
Group, CBS Television Stations, E.W. Scripps Company, 
Gray Television, Mission Broadcasting, Nexstar Media 
Group, Sinclair Broadcast Group, Tegna and Weigel 
Broadcasting. Relative Justice stars Rhonda Wills as the 
judge. Wills founded her own law firm in Houston.
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At the moment, Taco Bell 
is really the only place you 
can still get gas for $1.29.

AVAILS
  Are you a Senior Level Account Executive hungry to 
develop connections and power the beautiful SW Florida 
local economy through creative and 
effective advertising? Do you have a 
full understanding of Nielsen Ratings 
and negotiate agency business and 
are eager maximize revenue using a 
full array of marketing solutions and digital platforms? This is 
the opportunity for you! CLICK HERE to apply today.
  WWSB-TV, the Gray-owned ABC affiliate serving the 

Tampa/Sarasota, Fla., DMA, is seeking 
its next dynamic and leadership-driven 
Digital Sales Manager to join our 
winning team. This position is available 
due to our latest DSM being promoted 
and growing within the company. This is 
a rare chance to lead a team of seasoned 
sellers with an outstanding reputation 
of delivering results for our clients. 
Interested applicants can CLICK HERE 
for more details or to apply now. EOE.
  Put your IT knowledge to good work 

by supporting an extraordinary team at KCCI Television in 
Des Moines, Iowa. Our award-winning 
team is recognized as Iowa’s News 
Leader and the lead source for the 
latest information. Make your hard work 
count towards something good for your community and your 
team. The IT role in television is challenging and creative, but 
never boring.  Know that your work mattered at the end of a 
day. CLICK HERE to apply.

See your ad here Monday! CLICK HERE for details.

STUDY: TOP GROCERS ALSO SUCCEED ONLINE
  Supermarkets that are high performers in the brick-and-
mortar realm also tend to be sales catalysts in the online 
grocery arena, new research from Brick Meets Click shows.
  Among nearly 950 stores from 45 U.S. retail banners, 
conventional supermarkets in the top-performing quartile 
generated average weekly online grocery sales of $43,895, 
6.3 times higher than the median sales of $6,934 for stores in 
the other quartiles, according to the latest Brick Meets Click 
eGrocery Performance Benchmarking 2021 Wave.
  Weekly e-grocery sales of stores in the second quartile 
averaged $15,620, compared with $6,663 in the third quartile 
and $2,092 in the fourth, reported Barrington, Ill.-based 
Brick Meets Click, which focuses on how digital technology 
impacts food sales and marketing. The findings reflect 
online transactional data linked to nonpersonal identified 
households across the examined stores for the 12 weeks 
ended Sept. 28, 2021.
  A much higher average order value (AOV) spurred the 
strong online grocery sales performance of the top-quartile 
stores, Brick Meets Click noted. High-performing stores 
tallied a 46% larger AOV, with customers spending about 
$126 per order vs. $86 at lower-quartile stores. That higher 
AOV among the top performers likely reflected the online 
availability of alcohol — beer only; beer and wine; or beer, 
wine and spirits — as the research indicated that 90% of top-
quartile stores sold alcohol online vs. 60% of the other stores.

https://scripps.wd5.myworkdayjobs.com/en-US/Scripps_Careers/details/Account-Executive--WFTX_JR028752-1?locations=5f4afe7b92ae01ec0905f4e3c300e800
https://recruiting.ultipro.com/GRA1017GRYT/JobBoard/ae441110-89bd-444d-8ad2-b76c7b9db7a9/OpportunityDetail?opportunityId=38d543d0-9be2-46d5-92d4-2d2b95ec8d9b
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2016508/?utm_medium=jobshare
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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THE BABY FORMULA SHORTAGE: A BREAKDOWN
  Earlier this year, Abbott Laboratories voluntarily recalled 
some powdered formulas and shut down its plant in Sturgis, 
Mich., after four babies became sick with bacterial infections, 
per The New York Times.
  One of only a few formula manufacturers, Abbott controls 
48% of the $2.1 billion U.S. market.
  The nationwide out-of-stock rate, which was 2% to 8% in the 
first half of 2021, has risen to 40% in May, per Datasembly. 
In Iowa, South Dakota, North Dakota, Missouri, Texas and 
Tennessee, more than half of baby formula was sold out 

during the week starting April 24.
  CVS, Walgreens, Target and Walmart 
have all started limiting the amount of 
formula shoppers can purchase in one 
transaction, per CNN.
  Nearly one-third of consumers have 
switched brands or plan to do so because 
of the shortage, per CivicScience. 
Consumers are also stocking up (32%) 
and purchasing formula via peer-to-peer 
marketplaces (24%).
  Low-income families are being impacted 

the most, per CivicScience: 31% of households with an 
income under $50,000 reported they or someone they know 
has been affected, compared with 25% of those making 
between $50,000 and $100,000 and 18% of those making 
above $100,000 a year.

ADVERTISER NEWS
(Continued from Page 1)
some online accounts of General Motors customers in April, 
potentially accessing addresses, phone numbers and other 
personal information, according to a data breach notice filed 
with California regulators. In a letter to affected customers, GM 
said it identified suspicious login attempts to an unspecified 
number of accounts from April 11-29... Automaker Stellantis 
and Samsung plan to build a new battery plant in Indiana to 
support the Jeep and Ram manufacturer’s electric-vehicle 
production plans. The $2.5 billion plant is expected to break 
ground later this year and open in Q1 2025. The companies 
said they expect the project to create 1,400 jobs… Toys R 
Us is on a mission to remind consumers around the globe 
that the retail banner is back in growth mode, with a plan for 
mascot Geoffrey the giraffe to make a world tour. The retailer 
shuttered all its U.S. and UK stores after a 2017 bankruptcy 
filing, leaving 900 licensed locations around the world.
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The nationwide out-of-stock 
rate for baby formula was

2% to 8% in the first half of 
2021. It rose to 40% in May.

NIELSEN: STREAMING TOPS BROADCAST IN APRIL
  A month after U.S. consumers for the first time spent 30% 
of their entertainment time streaming video, new data from 
Nielsen found that those same consumers streamed more 
video in April than broadcast television.
  While Netflix’s market share remained unchanged from 
March, YouTube market share increased 0.1% to 6.1%, 
and Amazon Prime Video increased to 2.5% from 2.3%. 
Disney+ share fell to 1.7% from 1.8%.
  The big news in April was the arrival of HBO Max on 
the chart, with the Warner Bros. Discovery property 
generating 1% market share for the first 
time, in addition to usage growth among 
“other” category streaming services, led 
by NBCUniversal’s Peacock, which was 
up 11% from March.
  The second-biggest mover was Apple 
TV+, which was up 7.7% MoM.
  While streaming volume was flat on 
a MoM basis, Nielsen found that both 
broadcast and cable saw a decrease in 
viewing by 3% and 2.5%, respectively. 
Broadcast viewing was reflective of 
14.7% less drama viewing and a 38.2% drop in sports 
viewing.
  The dip in cable viewing was reflective of a 16.9% decline 
in news viewing, which was somewhat balanced by a 17% 
increase in sports, fueled by the viewing of the NCAA men’s 
basketball tournament finals and the NBA, Nielsen said.

HOME LISTINGS SAW SUDDEN SURGE LAST WEEK
  Sharply higher mortgage rates have caused a sudden 
pullback in home sales, and now sellers are rushing to get 
in before the red-hot market cools off dramatically.
  The supply of homes for sale jumped 9% last week 
compared with the same period a year ago, according to 
Realtor.com. That is the biggest annual gain the company 
has recorded since it began tracking the metric in 2017.
  Real estate brokerage Redfin also reported that new 
listings rose nearly twice as fast in the four weeks ended 
May 15 as they did during the same period a year ago.
  “Rising mortgage rates have caused the housing market 
to shift, and now home sellers are in a hurry to find a 
buyer before demand weakens further,” said Redfin Chief 
Economist Daryl Fairweather.
  Sellers clearly see the market softening. Pending home 
sales, a measure of signed contracts on existing homes, 
dropped nearly 4% in April from March. They were down 
just over 9% from April 2021, according to the National 
Association of Realtors.
  This index measures signed contracts on existing homes, 
not closings, so it is perhaps the most timely indicator of 
how buyers are reacting to higher mortgage rates. It marks 
the sixth straight month of sales declines and the slowest 
pace in nearly a decade.
  April sales of newly built homes, also measured by signed 
contracts, dropped a much wider-than-expected 16% vs. 
March, according to the U.S. Census.
  Sales are slowing because mortgage rates have risen 
sharply since the start of the year, with the biggest gains in 
April and early May. The average rate on the 30-year fixed 
mortgage started the year close to 3% and is now over 5%.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


