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NRF: CONSUMERS TO SPEND AS MUCH AS $960B
  Holiday retail sales are slated to increase at a slower rate 
than last year, retail industry groups and consultants say, as 
consumers continue to face strains from higher prices.  
  Yesterday the National Retail Federation predicted sales 
will rise 6% to 8% to $942.6 billion to $960.4 billion from 
Nov. 1 through Dec. 31. The figures exclude spending at car 
dealers, gas stations and restaurants.
  The NRF, the large trade group that counts retailers as 
members, believes some holiday shopping has started 
before November, as retailers have pushed holiday deals 
earlier each year, in part to boost overall spending.
  Consumers, especially lower-income shoppers, are 
grappling with higher prices on a range of necessities, but 
they are still spending, the NRF said. Sales volume — or 
amount of items purchased — is also slated to increase from 
last year, said the organization.
  “Consumers are behaving more thoughtfully,” said Matthew 
Shay, chief executive of the NRF. But the labor market is still 
strong and some consumers are tapping into savings to deal 
with price increases, he said.  
  Last year’s holiday sales grew 13.5% over 2020 and 
totaled $889.3 billion, a large jump. Some 
consulting firms predicted shoppers will 
spend about the same amount over the 
holidays as last year, but on fewer gifts in 
response to rising prices.
  Shoppers plan to spend around $1,455 
over the season, in line with last year, 
according to a September survey of nearly 5,000 shoppers 
from Deloitte.
  Shoppers plan to purchase around nine gifts, down from 16 
last year, said the survey. 
•  U.S. retail spending stalled in September from the prior 
month, government data showed, as shoppers faced high 
inflation and rising interest rates. Compared with a year ago, 
retail sales rose 8.2%, in-line with the rate of inflation. 
  High rates of inflation for a range of goods and services 
has crimped consumers’ spending power and weakened 
their confidence in the broader economy. Some business 
executives and economists have warned people to brace for 
a recession in the months ahead.
  Many industry watchers also predict 
shoppers will head to stores to 
shop more frequently than earlier in 
the COVID-19 pandemic. Deloitte 
predicted that the share of in-store 
spending will rise 35% from last year, a 
return to 2019 levels.
  Adobe, which tracks online spending, 
expects U.S. online sales to rise 2.5% 
to $209.7 billion between Nov. 1 and 
Dec. 31 vs. the same period last year. 
Last year online spending during the 
same period rose 8.6%. 

OUTLOOK: HOLIDAY SALES GROWTH TO SLOW THIS YEAR
ADVERTISER NEWS
  The first women’s basketball footwear brand is one of 
the initial investments of Dick’s Sporting Goods’ new in-
house venture capital fund. The nation’s largest sporting 
goods retailer has launched DSG Ventures, a $50 million 
in-house venture capital fund dedicated to sports products 
and technology. The fund will invest in innovative companies 
that, similar to Dick’s, hold the core belief that sports make 
people better, the retailer said… David’s Bridal has unveiled 
a new in-store customer experience with an emphasis on 
personalization. The bridal and special occasion dress 
retailer authority will feature the new format in approximately 
30 stores in 2023, including 12 brand new locations. David’s 
Bridal’s new store format is designed to cater to one-on-one 
customer experiences, with enhancements that create a 
personalized and interactive shopping experience... Hy-Vee 
said its more than 285 retail locations will be closed Nov. 
24. This is the first time Hy-Vee will have its stores closed 
on Thanksgiving Day in its 92-year history. Customers will 
still be able to pay at the pump for fuel at all Hy-Vee Fast & 
Fresh locations on Thanksgiving Day… Restaurant Brands 
International reported stronger sales at Burger King and 

Tim Hortons, joining fast-food companies 
seeing a bump in sales as consumers look 
for more affordable options. The results 
come after rival Yum Brands earlier this 
week reported stronger same-store sales 
at its Taco Bell and KFC chains. Last 
week, McDonald’s said its U.S. same-

store sales were fueled by stronger traffic and price hikes… 
DSW has partnered with Cobblers Direct to roll out shoe-
repair services to all of its more than 500 U.S. stores, as part 
of parent Designer Brands’ plan to expand service offerings. 
DSW customers can access repair services by scanning a 
QR code and placing a digital order and consulting with a 
Cobblers Direct staffer on a range of services including sole 
replacements, strap repair and deep cleaning… Chevron is 
now offering a frictionless shopping experience at one of its 
ExtraMile gas/convenience stores. A Chevron ExtraMile

(Continued on Page 3)

mailto:sales%40spotsndots.com?subject=
https://premion.com/brand-safe-premium-ctv-ott-advertising-for-brands-that-mean-business/?utm_source=snd&utm_medium=nwsltr-p1&utm_campaign=tag-bs-premium&utm_content=p1


PAGE 2 The Daily News of TV Sales @ www.spotsndots.com 

NETWORK NEWS
  Fox’s broadcast of the Major League Baseball World Series 
Game 4, in which four Houston Astros pitchers collaborated 
on the second no-hitter in the Fall Classic’s history, averaged 
10 million viewers and a 2.3 demo rating, marking the best 
preliminary numbers for the Houston/Philadelphia Phillies 
series. The historic game’s audience peaked during the 9 
PM (ET) hour, then successively dipped during the 10 and 
10:30 PM half-hours... Asjha Cooper is saying goodbye to 
Chicago Med. The actress, who has played Vanessa Taylor 
since Season 6, exited during Wednesday’s episode. Cooper 
appeared in 29 episodes of Dick Wolf’s 
series between 2021 and 2022. Cooper’s 
exit is one of multiple changes happening 
at Chicago Med this season. Brian Tee, 
who has portrayed Dr. Ethan Choi since 
the series’ 2015 debut, will exit later this 
year. His last appearance will be in a 
December episode... CMT and CBS said 
The CMT Music Awards will be moving 
away from its traditional base in Nashville, 
Tenn., to Austin, Texas for 2023, with the 
broadcast taking place April 2. The news 
means the CMA Awards telecast (which airs Wednesday on 
ABC) is now the only one of the three major country music 
awards shows still taking place in Nashville — with the other 
two suddenly both earmarked for Texas... CBS is developing 
a pair of drama series from Aaron Carew, a writer and co-
EP of The CW’s Walker. Carew is working on Carver Law, 
a legal drama, and Guard, about the L.A. National Guard, for 
the network. Carver Law follows a charismatic bachelor and 
his judicious legal savant twin sister as they take on celebrity 
clients and high-profile social injustices across Los Angeles 
through their family’s historic, black-owned law firm. Guard 
follows a squad of citizen-soldiers for the L.A. National Guard 
takes on heart-pounding crises beyond the scope of standard 
first responders or law enforcement... Lauren Ashley Smith  
is developing a family comedy for ABC. The network has 
put single-camera comedy Moore & More into development, 
after winning the project in a competitive situation. The family 
series follows a close-knit group of mostly gay sisters who 
have a familial identity crisis when the lone bi sister brings 
her male fiancé into the family.

WILL BEAUTY REMAIN PRETTY FOR THE HOLIDAYS?
  There are plenty of reasons for beauty marketers to fret 
in the coming weeks, between consumer cutbacks and a 
downbeat financial report from Estee Lauder. But a new 
forecast from NPD Group predicts resilience in the category.
  Of the 14 discretionary U.S. retail spending categories 
tracked by the market researcher, prestige beauty is the only 
one still growing in unit sales, which are double-digit.
  The resilience is remarkable, particularly as unit sales of 
mass beauty products are slipping, writes Larissa Jensen, 
NPD’s vice president, beauty industry advisor, in her recent 
report on the category.
  NPD’s recent research on purchase intentions found that 
28% of respondents plan to make a beauty purchase this 
season, level with years past.
  Jensen notes that prestige shoppers typically have a 
household income of $100,000. Those in the $150,000-plus 
category will likely splurge on gifts for themselves.
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It’s not a Dad Bod. 
It’s a Father Figure.

AVAILS
  WVTM-TV, the Hearst Television NBC affiliate in 
Birmingham, Ala., seeks a dynamic Local Sales Manager 
who is ready to take a growing station to the 
next level. We are looking for a sales leader 
who creates a positive culture for success 
through leadership, clear direction, teaching, 
motivating and evaluating the sales efforts of 
our local team. The candidate will lead the 
local team in exceeding budgets on multiple platforms and 
coach and mentor a team of motivated sellers. Individual 

should be highly organized, able to coach 
a winning team and have experience 
in pricing and inventory management. 
Birmingham is a growing market, and 
this is a tremendous opportunity for the 
right person. CLICK HERE to apply.

See your ad here Monday! CLICK 
HERE for details.

ACCOUNT ACTIONS
  Sam’s Club, part of Walmart, has 

launched a review of its media agency account. In the U.S., 
Sam’s Club spent an estimated $36 million on measured media 
last year, according to agency research firm COMvergence. 
About $13 million of that total was earmarked for offline 
media and $23 million for online channels. Early last year, 
Sam’s Club appointed VMLY&R as its first agency of record. 
The agency was tasked with leading the development of a 
new brand platform, creative, and omnichannel strategy... 
Tech giant Adobe has launched a global media agency 
review with the intention of consolidating the account with 
one agency, Media Post reports. The company spends 
an estimated $150 million on measured media worldwide, 
according to COMvergence. Total ad expenses in 2021, 
including the costs of creating and producing ads was $540 
million, according to Adobe’s most recent annual report. 
GroupM’s Wavemaker handles the client’s U.S. and EMEA 
regions. Adobe’s last major media agency assessment was 
conducted in 2018.

SLING TV RAISING MONTHLY PLAN PRICES BY $5
  Dish Network’s Sling TV is hiking prices on its monthly 
streaming plans by $5, bringing both packages to $40 per 
month.
  Sling TV’s updated pricing will go into effect immediately 
for new subscribers and apply to existing customers’ next bill 
on or after Dec. 3, 2022. With the change, the monthly cost 
for Sling Orange (which includes ESPN) and Sling Blue 
(which includes Fox and NBC channels) will now each be 
$40 per month, and the Sling Orange & Blue bundle will be 
$55 monthly.
  Sling TV plans to add more than 150 new channels through 
2023, as well as new user profiles for multiple members of a 
household and an auto binge-watching feature.
  Sling TV ended Q3 with 2.411 million subscribers, up 214,000 
from 2.197 million in Q2, but still down 145,000 from 2.556 
million for Q3 2021. For Q3, Sling’s growth boosted Dish’s 
overall pay-TV subs by a sequential net gain of 30,000 to 
10.018 million, as the satellite side of the house lost 183,000 
to end the quarter at 7.61 million Dish TV subs.
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ADVERTISER NEWS
(Continued from Page 1)
store in San Ramon, Calif. is offering customers the option to 
skip waiting in line and instead utilize an in-store contactless 
checkout experience. The retailer is partnering with 
checkout-free technology provider Grabandgo to retrofit 
the existing store for frictionless shopping. Grabandgo self-
checkout technology offers a fully contactless shopping 
experience. The solution is free for customers to use 
and allows shoppers to skip the line altogether… Big 
Lots is offering 50% off all toys in stores and online on 

Thanksgiving Day. Big Lots noted that 
its toy assortment includes one of its 
largest-ever selections of top brands, 
including Barbie, Hot Wheels, Fisher-
Price, Jurassic World, Vtech, Hasbro 
and more. All Big Lots stores nationwide 
(excluding Blue Law states) will be open 
from 7 AM to 9 PM on Thanksgiving 
Day and from 6 AM to 11 PM on Black 
Friday. Headquartered in Columbus, 
Ohio, Big Lots operates more than 1,440 
stores in 48 states.

THIS AND THAT
  Fox Corp. said it selected FreeWheel, Comcast’s ad tech 
company, to manage its television advertising inventory 
across its OneFox portfolio. The portfolio includes Fox’s 
entertainment, sports, streaming and news channels and 
programming. FreeWheel will work with Fox to manage 
direct-sold ad campaigns, providing additional data and 
insights capabilities and smarter audience targeting... 
Media entrepreneur Byron Allen is preparing a bid for the 
Washington Commanders in what would be his second 
attempt this year to acquire an NFL franchise, sources tell 
Bloomberg... Political campaigns should allocate no more 
than 20% of their advertising budget — not the 20% to 30% 
most are currently spending — to video streaming platforms 
and keep the rest on traditional TV to reach the broadest 
audience, a report from Effectv concludes. The report 
reveals that 81% of frequent voters in the 2022 primaries 
were reached by TV alone, while 10% were reached with 
TV and streaming together, and just 9% by streaming only.
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TiVo

More than 58% of TV viewers 
identify as “ad-tolerant,” while 
19% identify as “ad-favorable” 
and nearly 23% “ad-averse.”

MOST VIEWERS SAY THEY’RE TOLERANT OF ADS
  As more viewers flock to free ad-supported (FAST) services, 
new data from TiVo indicates that, broadly speaking, viewers 
are tolerant of advertising, Marketing Charts reports.
  The research surveyed more than 4,500 adults in the U.S. 
and Canada to uncover trends across the TV industry. The 
majority (58.3% share) identified as “ad-tolerant,” while an 
additional 19.1% share identified as “ad-favorable.” In fact, 
almost as many identified as “ad-favorable” as “ad-averse” 
(22.7%).
  In sorting the respondents, the results indicate that aversity 
to ads is slightly higher among pay-TV 
subscribers than among broadband-only 
subscribers, with the latter more likely 
than the former to be ad-tolerant.
  As it stands, more than one-quarter of 
respondents who watch AVOD/FAST 
services say they do so because they’re 
willing to watch ads for the content, but not 
pay for it. Overall, 61% said they actively 
watch at least one AVOD/FAST service, 
and 80% wish their paid services offered 
a free ad-supported option.

HAPPY BIRTHDAY... TO US! SPOTS N DOTS HITS 25
  In 1997, Joe Marcoe and Alice Riehl were sales pros in 
Binghamton, N.Y. with a hunch they were about to be fired 
upon the impending acquisition of their station by Northwest 
Broadcasting.
  As it turned out, they were right. “But knowing there was a 
very good chance we’d be bounced,” Marcoe recalled, “Alice 
and I had discussed what became Spots n Dots at a lunch 
a few weeks before.”
  A couple of months after they were fired — and after 
extensitive discussions about the concept — the inaugural 
issue of Spots n Dots appeared on Nov. 4, 1997 — 25 years 
ago today. Initially, Marcoe said, SND wasn’t fully realized. 
They’d envisioned SND as a gossipy, chatty idea.
  “But the feedback we got from our early subscribers was 
to stick to real actionable news: advertiser news, agency 
changes, etc. ... So we decided to go through dozens of trade 
journals and newspapers to cull out just the information we 
felt salespeople could use about their accounts, advertisers, 
and networks.”
  But the idea for classified ads came later. “The idea of 
selling help-wanted advertising actually came from a reader 
who called and asked if he could buy an ad. Sounded like a 
good idea to us! ... In the past 25 years, we have probably 
run thousands of help-wanted ads and helped a lot of good 
people upgrade their careers.”

JOBLESS CLAIMS LOW IN TIGHT LABOR MARKET
  U.S. applications for unemployment benefits held nearly 
steady at a low level last week in the latest sign the labor 
market remains tight, The Wall Street Journal reports. 
  The job market has cooled a little compared with the first 
half of the year but remains strong. Initial jobless claims, a 
proxy for layoffs, are down this fall from a summer peak. Last 
week, workers filed for a seasonally adjusted 217,000 claims, 
nearly identical to the week before, the Labor Department 
said yesterday. The prepandemic 2019 weekly average was 
218,000, when the labor market also was robust.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


