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PHYSICAL STORES STILL MATTER TO AMERICANS
  Consumers are more satisfied with retail shopping 
experiences than they were last year, but there is room for 
improvement.
  That’s according to an annual consumer survey by in-store 
lifecycle management company Tango, which confirmed 
that the physical store remains an important fixture for 
American consumers. The results also affirmed that today’s 
shoppers want it all: 89% of consumers want to continue 
having options to shop in-store and online with either in-store 
pick-up or delivery.
  Two years into the pandemic, a seamless online-to-
store experience continues to grow in importance for most 
Americans (88%). In good news for retailers, Americans are 
more likely to be satisfied with their options for an online-to-
store experience than they were one year ago:
•  94% of shoppers are satisfied with the options they have 
for in-store shopping, pick-up and delivery from stores and/
or chain restaurants vs. 87% a year ago.
•  94% of shoppers enjoy having the ability to buy online 
and have options for picking up purchases or 
having them delivered vs. 86% a year ago.
•  91% of shoppers like the ways stores have 
integrated their online presence with the in-store 
experience (e.g., providing designated parking 
spaces for curbside pick-up) compared to 86% 
last year.
•  92% of shoppers report stores have made 
it easier or faster to pick-up or receive online 
orders instead of waiting days for delivery from 
larger fulfillment centers, as opposed to only 
84% a year ago.
•  Over nine in 10 U.S. adults say big-box retailers and 
supermarkets/food stores have adapted well to the changes 
of the past two years (94%, 93%) as opposed to specialty 
retailers and restaurants (88%).
  The survey also found that consumers are considering 
inflation and the environment when shopping. Two-thirds of 
Americans (68%) say where they shop has changed during 
the past few months due to inflation and/or higher gas prices.
  Those with a household income of $75,000 or more are 
more likely than those with lower household incomes to say 
where they shop has changed over the past few months due 
to inflation and/or higher gas prices (73% vs. 63-66%).
  Three in five (62%) consumers say environmental concerns 
now influence whether they shop in-store or online. Men are 
more likely than women to say environmental concerns impact 
whether they shop in-store or online (65% vs. 59%), and 
those with a household income of $75,000 or more are more 
likely than those with lower incomes to say environmental 
concerns influence this choice (71% vs. 51-57%).
  Tango’s second annual retail benchmark survey was 
conducted between April 28 and May 2, and drew 2,018 
completed responses from U.S. adults ages 18 and older 
across the U.S.

SURVEY: U.S. CONSUMERS SEEKING OPTIONS AT RETAIL
ADVERTISER NEWS
  Ford Motor has agreed to pay $19.2 million to resolve 
allegations it falsely advertised real-world fuel economy and 
payload capacity for some hybrids and pickup trucks, the 
Iowa Attorney General’s Office said yesterday. The multi-
state settlement covers 2013-2014 C-Max hybrids and 
2011-2014 Super Duty pickups. In 2013, Ford lowered the 
advertised fuel economy ratings on its C-Max hybrid by up 
to 7 mpg and sent checks to owners of $550 to make up the 
difference in fuel costs... Marketers such as Febreze, Del 
Taco, McCormick & Company and Pandora are among 
a growing number of marketers that are tying content, 
products and messaging to astrology as Americans’ faith 
in religion wanes and spirituality tendencies rise. Experts 
say astrology can be used to connect with individuals on 
a personal level, especially Generation Z and millennials, 
or at least to spark amusement… Arby’s, known for roast 
beef and chicken sandwiches, is finally putting a burger 
on its menu. The chain is adding a limited-edition Wagyu 
Steakhouse Burger, which it says is the highest-quality 

burger the fast-food world has ever seen 
available. Wagyu cattle originated in Japan. 
Arby’s version blends 52% American Wagyu 
and 48% ground beef in a 6.4-ounce burger, 
which it says is 50% bigger than the Quarter 
Pounder served up by McDonald’s. The new 
item will be supported by a full advertising 
campaign created by Fallon… Walmart will 
expand its drone delivery experiment with 
partner DroneUp to select delivery areas in 
six states, with the potential to provide the 
unmanned delivery service to about 4 million 

U.S. households by the end of the year. Online shoppers 
will pay a $3.99 fee per order and there’s a weight limit 
of 10 pounds on each order fulfilled by the service, which 
Walmart launched in North Carolina about two years 
ago... Gaming retailer GameStop has created a digital 
wallet to make it easier for gamers to store, trade and use 
cryptocurrencies and nonfungible tokens. Users can get 
started by downloading a Chrome browser extension for 
the wallet, which will also give users the ability to trade in 
GameStop’s NFT marketplace when it launches later this 
year... Menswear retailer Psycho Bunny will open 29 new 
stores this year after launching 20 in 2021, and will end 
2022 with 130 global locations. Existing stores have proven 
to grow sales both at stores and via the brand’s online 
shopping channels, the company says... Ralph Lauren 
yesterday forecast improved full-year margins as demand 
for its luxury apparel in its biggest markets in North America 
and Europe stays strong at a time when inflation is denting 
profits at major U.S. retailers. According to Reuters, the 
spending power of higher-income customers has stayed 
unaffected by higher prices of essentials, and they are 
now splurging on fashion as they return to old routines and 
venture out more.
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STREAMERS’ TV MARKETING UP 27% IN AD VALUE
  Heading into the big summer entertainment period, major 
media companies continue to spend big on advertising for 
premium streaming services — as well as placing advertising 
for their services on their own TV networks — 27% higher 
in total media value than a year ago, according to iSpot.tv.
  For the entire U.S. premium streaming business, the 
estimated media value of advertising placed on streamers’ 
sister TV networks airwaves and paid TV advertising totaled 
$322.2 million for the period from March 23 through May 
22 — up from the same period last year, when the total was 
$252.8 million.
  Paid advertising spend alone is 50% 
higher to $170.1 million, vs. $113.2 
million a year ago. The value of streamers 
placing advertising on their own media 
companies’ TV networks is 9% higher to 
$152.1 million.
  Three premium streaming services have 
dominated national TV airwaves this year 
over the recent two-month span: Hulu 
leads at $39.1 million in media value, 
followed by Disney+ at $32.6 million and 
Paramount+ with $22.9 million. This has given Disney+ 4.6 
billion impressions, while Paramount+ has 4.5 billion; and 
Hulu has 4.4 billion.
  The biggest individual paid spender over the last 60 
days is Apple TV+ at $29.9 million. Then comes Disney+, 
$20.5 million; Amazon Prime Video, $20 million; DirecTV 
Stream, $17.3 million; and Hulu, $12.2 million.
  Apple TV+ has doubled its advertising spend year-over-
year. It came in at $15.3 million a year ago.

NFL RENEWS ITS SPONSORSHIP DEAL WITH PEPSI
  Pepsi is keeping its sponsorship rights with the NFL but 
will give up a core asset — the Super Bowl halftime show.
  The soda-and-snacks company officially renewed its nearly 
four-decade partnership with the league yesterday after the 
NFL’s spring meeting in Atlanta. Team owners voted to ratify 
the renewal, which allows Pepsi to use NFL premium rights 
for its brands, including Frito Lay and Tostitos.
  As part of the agreement, Pepsi gets pouring rights at top 
NFL events, including the NFL Draft. The company’s sports 
drink maker, Gatorade, keeps its high visibility on NFL 
sidelines. In addition, Pepsi and the NFL are teaming up to 
unveil a Gatorade pre-workout product for players this fall. 
The line is expected to be available for consumers in 2023.
  The terms of Pepsi’s renewal were undisclosed. The 
previous deal was reportedly worth $2 billion over 10 years.
  “Our priorities and their priorities have evolved, and we 
wanted to make sure that as we continue this partnership 
that we’re all working toward the same goal,” Tracie 
Rodburg, the NFL’s senior vice president of sponsorship 
management, told CNBC.
  This time, though, Pepsi won’t be sponsoring the Super 
Bowl halftime show. It’s the second time since 2012 that 
these rights hit the marketplace. Auto parts manufacturer 
Bridgestone held the rights before Pepsi.
  For the 2021 season, Pepsi spent roughly $114 million 
on NFL games, including the playoffs. That’s down from 
approximately $127 million for the 2020 NFL season, 
according to media measurement company iSpot.
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If two wrongs don’t 
make a right, I might 
as well try for three.

PLANT-BASED DAIRY ENERGIZES MILK CATEGORY
  It’s well known that plant-based milk often serves as a 
gateway for consumers to a plant-based diet, but new data 
from the Plant Based Foods Association, The Good Food 
Institute (GFI) and market research firm SPINS shows just 
how important these products are.
  While the data reveals that U.S. retail sales of plant-based 
foods reached an all-time high of $7.4 billion in 2021, and that 
overall plant-based food retail sales grew three times faster 
than total food retail sales, with most plant-based categories 
surpassing their conventional counterparts, plant-based milk 

was a particular standout.
  Dollar sales for plant-based milk 
increased 4% and 33% in the past three 
years to hit $2.6 billion, while animal-
based milk sales fell 2% in 2021. Now 
accounting for 16% of all retail milk dollar 
sales, plant-based milk is the growth 
engine of the milk category, contributing 
$105 million in growth, while animal-
based milk’s decline equated to a loss of 
$264 million.
  In the natural enhanced channel, plant-

based milk makes up 40% of all milk sold, up from 34% in 
2018. Forty-two percent of households buy plant-based milk, 
and 76% of plant-based milk buyers bought it several times 
in 2021.

SVOD ACCOUNTS PER HOME UP IN APRIL VS.’ 21
  SVOD viewers in the U.S. are using slightly more streaming 
services than a year ago, with viewers churning through 
platforms less frequently than during the first year of the 
pandemic, according to new data from The NPD Group. 
This is especially true among households with children under 
the age of 18.
  The number of SVOD services per user in the U.S. reached 
4.6 in April 2022, down from the mid-pandemic peak of 5.2 in 
October 2020, but up from 4.3 in April 2021. The percentage 
of households with children under the age of 18 stating 
that they are extremely likely to cancel or stop using these 
services has increased slightly over the past year, from 8% 
in April 2021 to 9% in April 2022, but waned since October 
2020 when 14% of households made that claim.
  SVOD cancellations and declines in viewership are less 
likely to be driven by switching than they were in early 2021. 
Today, the leading reason for the churn is that consumers 
aren’t watching as much as before, with 33% of SVOD 
viewers making this claim up from 29% a year ago.
  Subscription churning and switching is expected to continue, 
but these data are beginning to suggest the industry is going 
to see this subside. The consumer base that was driving 
most of the churn is also suggesting that their level of adding 
and canceling TV services is going to decline.

THIS AND THAT
  The launch of an ad-supported streaming tier could offer 
Netflix a $2.5 billion cash infusion, boosting its U.S. revenue 
by 21%, The Information estimates. The publisher suggests 
that adding a $9.99 monthly tier bolstered by ads could help 
Netflix increase U.S. subscribers by 10 million, with 30 million 
embracing the lower cost option and 46 million maintaining 
their existing subscriptions.
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POLL: TRADER JOE’S TOPS IN BRAND REPUTATION
  Axios Harris has released its annual reputation poll, with 
grocery chains and auto brands commanding the most 
respect. Trader Joe’s landed in the No. 1 spot, followed 
by HEB Grocery, Patagonia, the Hershey Company and 
Wegman’s. Samsung, Toyota, Honda, Amazon and Sony 
round out the top 10.
  Kroger and Publix also gained, but Costco — usually a 
favorite in such polls — dropped 17 places to hit No. 26.
  “As Americans move on from COVID, they are looking at 
corporate reputation through a more practical lens,” John 

Gerzema, CEO of The Harris Poll, said 
in its announcement.
  “Companies delivering on time and 
keeping their promises despite supply-
chain issues are being held in high 
regard. Businesses that also do their 
part to create a better world — whether 
through sustainability or taking a stand on 
authentic social issues — also are being 
rewarded.”
  Brands that suffered the most include just 
about any brand that might be deemed 

political. Disney fell from 37th to 65th, which Harris attributes 
to its flip-flop on Florida’s “Don’t Say Gay” bill.
  McDonald’s also took a hit, falling 13 places, perhaps a 
reaction to its slower decision to leave Russia after the start 
of the Ukrainian war. And the cellar-dwellers include several 
politicized brands, including My Pillow (No. 90) and Fox 
(No. 96). The Trump Organization came in last at No. 100.
  Social media also continues to earn scorn, with Facebook, 
Twitter and TikTok all in the bottom 10.

GLOBAL OTT REVENUE TO GROW BY $21B IN 2022
  A new report from Digital TV Research is predicting that 
global OTT revenue from TV episodic series and movies  will 
continue to grow rapidly, jumping from $135 billion in 2021 to 
$224 billion in 2027. About $21 billion will be added in 2022 
alone.
  Simon Murray, principal analyst at Digital TV Research, 
explained that “the U.S. will command 45% of global 
revenues by 2027. We forecast that U.S. revenues will climb 
by $45 billion between 2021 and 2027 to reach $106 billion.”
  The study also is predicting that SVOD revenue will climb 
by $48 billion between 2021 and 2027 to total $136 billion. 
AVOD revenues will increase by $37 billion between 2021 
and 2027 to reach $70 billion.
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  The number of U.S. users 
watching ad-supported video 
on demand will surpass 140 
million in 2022, up 8.6% YoY.

OUTLOOK: CTV AD REVENUES TO CLIMB 33% IN ’22
  With rising ad prices and declining audiences, 2022 will be 
linear TV’s last year as the pre-eminent ad channel. That’s 
according to eMarketer, which says much of the money 
exiting this format won’t go very far, partly because many 
Americans are shifting their behavior from one content 
source to another while using the same device.
  The number of U.S. users watching ad-supported video-
on-demand (AVOD) will surpass 140 million in 2022, up 
8.6% YoY. In all, eMarketer projects two-thirds of the U.S. 
population will watch CTV content in 2022. That figure is 
about 14 percentage points higher than it 
was five years ago.
  The research firm sees a 33.1% increase 
in CTV ad revenues for 2022, to $18.89 
billion. The rate of that growth will decline 
but remain robust over the next five years. 
By 2026, eMarketer expects that CTV ad 
spending will account for more than 10% 
of all digital ad spending, having more 
than doubled to $38.83 billion.
  Just as it expects consumer media 
behavior to change little in 2022, 
eMarketer says many of those ad dollars that once went to 
broadcasters may stay with the same corporate parents, 
since many of CTV’s biggest players are owned by TV 
broadcasters.
  For example, eMarketer estimates that Pluto TV (owned 
by Paramount) will grow its ad revenues 50% in 2022, 
generating $1.24 billion in CTV alone. Tubi, a competitor 
that belongs to Fox, will grow faster still (albeit from a smaller 
base), closing in on revenues of $939.4 million this year, up 
from $530.8 million.

GOOGLE BRINGS SEGMENTS TO CTV INVENTORY
  Google is stepping up its connected TV game, making 
its Google Audience segments available to buyers building 
CTV campaigns on its Display & Video 360 demand side 
platform, Broadcasting+Cable reports.
  Google said the CTV inventory available via Display & Video 
360 now includes NBCUniversal’s Peacock in addition to 
Disney’s Hulu and Google’s own YouTube.
  Pointing to Comscore data, Google said advertisers using 
Display & Video 360 can reach 93% of ad-supported CTV 
households in the U.S. and access inventory on nine of the 
top 10 most-watched CTV apps.
  The company also said it is beta testing making Google 
TV Masthead available to advertisers in more industry 
categories. Masthead ads appear on the home screen of 
Google TV devices, allowing advertisers to reach viewers 
at the moment they turn on their sets.

GRACENOTE UNVEILS PRODUCT FOR STREAMERS 
  Nielsen’s Gracenote unit said it has launched Gracenote 
Streaming Channel Data, a new product that enables 
content aggregators to help viewers find data on ad-supported 
linear streaming TV channels and virtual multichannel video 
programming distributors.
  Streaming Channels Data provides content discovery 
platforms with Gracenote’s database of schedules for linear 
channels and metadata about programs including images, 
descriptions and talent information.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


