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OUTLOOK: SPENDING EXPECTED TO RISE 12%
  A new survey from Deloitte reveals what retailers can 
expect from shoppers between Black Friday and Cyber 
Monday.
  Overall, consumers are expected to spend an average of 
$500 during the Black Friday-Cyber Monday (BFCM) period, 
up 12% from last year, according to the study. Spending is 
expected to rise among all income groups, with lower-income 
(less than $50,000 a year) households planning to increase 
their spending by 19% to $320. Higher-income (more than 
$100,000 per year) earners plan to increase their spending 
4% to $650.
  In other findings, participation in Black Friday and Cyber 
Monday is on the rise, up to 64% and 56%, respectively. 
Black Friday shoppers are expected to spend $205 on 
average, up from $190 in 2021. Cyber Monday shoppers are 
expected to spend $218 on average, up from $175 last year.
  With deals a priority this year, shoppers will spend half of 
their holiday budgets over the BFCM period.
  The Deloitte study found that BFCM events are becoming 
more channel agnostic. While Cyber Monday continues to 
capture a significant share of the online shopping budget, 
69% of consumers say retailers offer 
comparable deals online and in-store 
during the holiday weekend. Notably, 
the share of online and in-store sales 
for Black Friday is nearly the same at 
16% and 17%, as a result of better 
price transparency.
  While preference for online retailers remains flat at 54%, 
mass merchants (63%, up from 57% in 2021) and department 
stores (35%, up from 29% in 2021) regain lost share as 
consumers seek out traditional BFCM promotions.
  Other highlights from Deloitte’s survey:
•  Nearly half of BFCM shoppers (48%) plan to use credit 
cards to stretch their holiday budgets, up from 35% in 2021. 
Credit use is on the rise among all income groups — lower-
income families (50% vs. 27% in 2021), middle-income 
families (45% vs. 38% in 2021), and higher-income earners 
(49% vs. 45% in 2021).
•  Buy now, pay later is also on the rise: 37% of BFCM 
shoppers plan to take advantage of this option to make the 
most of holiday gift-giving.
•  Among shoppers planning to spend during the holiday 
shopping weekend, 43% say they will delay large purchases.
  “With half of holiday budgets expected to be spent over 
the Thanksgiving shopping weekend, it’s a critical period for 
retailers,” said Rod Sides, global leader of Deloitte Insights 
and vice chair, U.S. retail, wholesale and distribution and 
consumer products. “Consumers from every income level are 
looking to maximize their holiday budgets, therefore seeing 
value in the promotions set to last throughout the week. 
Retailers who can differentiate themselves through return 
policies, warranties and other perks can entice consumers 
and result in a successful a holiday season.”

DELOITTE: THANKSGIVING WEEKEND LOOKS STRONG
ADVERTISER NEWS
  Walmart is testing drones to deliver goods from a preset 
menu of items in as few as 30 minutes. The retailer’s pilot 
program is currently being conducted in six states — Arizona, 
Arkansas, Florida, Texas, Utah and Virginia — with market 
coverage of four million households… Domino’s Pizza is 
making a major commitment to using electric vehicles in 
its U.S. delivery fleet. The world’s largest pizza company is 
rolling out more than 100 custom-branded 2023 Chevy Bolt 
electric vehicles at select franchise and corporate stores 
throughout the U.S. in November, with an additional 700 
deploying in the coming months. According to Domino’s, this 
will represent the largest electric pizza delivery fleet in the 
country… Yesway’s momentum continues. The fast-growing 
convenience store chain has opened its 425th store, marked 
by the opening of three stores under its Allsup banner in 
Texas, in Fort Stockton, Hawley and Millsap. The company 
has opened 39 new and relocated stores to date in 2022... 
General Motors says it will generate more revenue from 
electric vehicles in 2025 than crosstown rival Ford Motor 
brought in from its F-Series pickup line last year. More 
importantly, those EVs will be “solidly profitable” by then, GM 

says, with margins nearly matching 
those of its internal combustion 
vehicles. And it plans to build a lot 
of EVs — 1 million a year at five 
North American assembly plants, 
a pace that will require at least 

three U.S. battery plants to build a total of 1.2 million cells 
a day, according to Automotive News… Sheetz is giving 
the gift of relief at the pump this Thanksgiving season 
by reducing the price of Unleaded 88 to $1.99 per gallon. 
Through Nov. 28, the price reduction will only be available 
at the 368 Sheetz convenience stores that offer Unleaded 
88. The price reduction is the latest promotion from Sheetz. 
The convenience store and fuel retailer rolled back prices 
at the pump more than once this year to provide customers 
with some relief… DraftKings said there is no evidence the 
online betting platform’s systems were breached following 
a report some users were hacked. An unknown number 
of users discovered unusual activity associated with their 
DraftKings account that led to withdrawals from their bank 
accounts, according to The Action Network and social 
media posts. The company said it has identified less than 
$300,000 of customer funds that were affected by the 
unusual activity and that it intends to “make whole any 
customer that was impacted.” FanDuel told CNBC it has 
seen a recent uptick in activity of hackers trying to breach 
the platform… Hasbro says it’s officially exploring a sale of 
its eOne television and film business. Specifically, the toy 
giant said it was looking to sell that part of eOne “not directly 
supporting the Company’s Branded Entertainment strategy.” 
That includes eOne’s content library, its non-Hasbro scripted 
TV and film production business, the company’s interest in 
the eOne Canadian arm, and an unscripted TV studio.
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NETWORK NEWS
  The Rookie: Feds has locked up a strong audience. The 
premiere episode for the spinoff of the long-running police 
procedural is now ABC’s strongest series debut since 
November 2020 in both the 18-49 demo and total viewers. 
After 35 days of multi-platform viewing, the September 
episode has skyrocketed to a 2.65 demo rating, which is 
a whopping 755% increase from its 0.31 live+same day 
rating, according to the network. That marks the biggest-
ever delayed-viewing increase for an ABC series debut 
across both comedy and drama. The premiere episode has 
also secured 9.2 million total viewers, 
gaining an additional 7 million in the 35 
days since its release... Miley Cyrus and 
Dolly Parton will host NBC’s New Year’s 
celebration, as Miley’s New Year’s Eve 
Party happens Dec. 31 from 10:30 PM 
(ET) to 12:30 AM. Cyrus is host and 
Parton is co-host. The event will stream 
on Peacock. Cyrus and Pete Davidson 
hosted last year’s New Year’s bash on 
NBC... CBS has set a date for Byron 
Allen presents theGrio Awards special 
where African-American excellence is honored. Co-hosted 
by Sheryl Underwood from The Talk and Taye Diggs, 
the two-hour award show will air Saturday at 8 PM (ET)... 
The 56th annual CMA Awards has drummed up its largest 
audience in three years in the week since the honors were 
handed out in Nashville. The 2022 award show has grown to 
9.7 million total viewers across linear and digital platforms,  
up 2.2 million from its live+same day audience, according 
to ABC. The CMA awards built its audience by 16% vs. 
last year’s 8.4 million total viewers in L+7. This year’s show 
dipped slightly in the 18-49 demographic in live+same day 
data, with a 1.05 compared to 2021’s 1.12.

GEORGIA RUNOFF AD SPEND ESTIMATE: $125M
  For all the money spent on political advertising leading up 
to November’s midterm elections — an estimated $9 billion, 
a record for midterm spending according to Kantar/CMAG 
— it’s not over yet.
  According to Kantar/CMAG VP Steve Passwaiter, the 
price tag of ads for both candidates in Georgia’s Dec. 6 
Senate runoff is estimated to total $125 million, with most of 
that expected to be spent on spots airing on broadcast radio 
and TV.
  The midterm cycle saw a $200 million ad spend on Democrat 
incumbent Raphael Warnock and GOP newcomer and 
former football star Herschel Walker, making it the most 
expensive Senate race during 2022, with Warnock having 
spent more than any other candidate in any contest this year.
  With early voting for the runoff beginning Nov. 28, the ad 
window is far shorter than the run-up to the first contest, giving 
campaigns less time to rally their supporters. Nonetheless, 
more than $25 million has already been committed to ads as 
of Thursday of last week, according to Kantar/CMAG.
  In addition to $6.2 million and $2.5 million committed by 
Warnock and Walker respectively, $14.2 million has been 
pledged to Walker’s campaign from a super PAC affiliated 
with Senate Minority Leader Mitch McConnell, while a 
Senate Majority-affiliated super PAC has already spent more 
than $4 million on ads for Warnock.
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I’m not saying I want to choke 
to death on peanut butter, 
but that would be the only 
scenario where my friends 
could truly say I went out 

doing what I loved.

AVAILS
  WNEM (Flint, Saginaw, Bay City, Mich.) has an immediate 
opening for a National Sales Manager to lead their national 
and regional sales efforts. Candidate must 
possess strong leadership and the highest level 
of customer service and sales skills, along with a 
proven track record of success with negotiating 
and servicing national agencies. The NSM will 
also handle all political advertising. CLICK 
HERE for more info or to apply now. Be prepared to upload 
your resume, cover letter and references. EOE/Drug Free 

company.
  FOX13-WTVT, Tampa Bay is looking 
for an experienced Research Manager. 
If you LOVE TV and are passionate 
about data and telling its story, then 
FOX13’s Research Manager position 
may be perfect for you. Our content is 
distributed over the air, on multi-video 
providers, and through our industry-
leading digital media platforms. Our 
success is the direct result of our 
extraordinary employees, who believe in 

our vision. BA degree and 4+ years of experience in linear/
digital audience research required. CLICK HERE for details 
or to apply now.
  WFLX-TV is seeking a Creative Services Director to 
lead the multiplatform marketing efforts in 
West Palm Beach, Fla.! The ideal candidate 
will serve as the Television brand manager 
for WFLX-TV and will be responsible for the 
vision, strategy and execution of all marketing 
and creative for the television’s brands. If 
you have strong organizational and communication skills, 
a highly collaborative spirit, on-air inventory and media 
budgets, then this is the job for you. Interested applicants can 
CLICK HERE then search for the opening. We encourage 
you to upload your resume and cover letter. No phone calls, 
please. EOE/M/F/D/V.

See your ad here tomorrow! CLICK HERE for details. 

RECORD-HIGH PAY INCREASES EXPECTED IN 2023
  Employers are planning to increase salary budgets by 4.6% 
next year, the highest expected annual jump in 15 years.
  That’s according to the latest international survey from 
consulting firm Willis Towers Watson, which included 
responses from 1,550 U.S. employers. The survey was 
conducted from Oct. 3 to Nov. 4.
  A large majority of the organizations attributed the big 
bump to inflation and a tight labor market.
  But with headline inflation still at 7.7%, any raise an 
employee gets below those levels effectively means they 
will be earning less because their paycheck won’t buy as 
much.
  Often what companies expect to pay more for in a given 
year and what they end up paying differs based on market 
conditions, says CNN Business.
  This year, for instance, 70% of organizations surveyed 
by Willis Towers Watson said they spent more than they 
originally planned. Overall, employers ended up spending 
4.2% more on salaries this year than in 2021.

https://recruiting.ultipro.com/GRA1017GRYT/JobBoard/ae441110-89bd-444d-8ad2-b76c7b9db7a9/OpportunityDetail?opportunityId=6c2dfe37-b528-4898-a2cb-179bdbbe54ea
https://recruiting.ultipro.com/GRA1017GRYT/JobBoard/ae441110-89bd-444d-8ad2-b76c7b9db7a9/OpportunityDetail?opportunityId=6c2dfe37-b528-4898-a2cb-179bdbbe54ea
https://fox.wd1.myworkdayjobs.com/en-US/FOXTVST_EAST/details/Research-Manager_R50020219?locations=6944d180a36301073287bd0c4b565120
https://gray.tv/careers#currentopenings
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SHOPPERS SEEK DRINKS WITH HEALTH BENEFITS
  Most U.S. consumers understand the importance of 
hydration. In fact, 60% of them specifically seek out non-
alcoholic beverages as a way to stay hydrated, according 
to Trending Flavors and Ingredients in Non-Alcoholic 
Beverages, US, a 2022 report from global market research 
firm Mintel.
  But these days, many of those consumers also want a little 
something extra in the name of health and wellness. The 
trend toward better-for-you beverages is not new, noted 
Gary Hemphill, managing director of research for Beverage 

Marketing Corp. It has accelerated in 
recent years, however, with the pandemic 
being a likely push.
  “We’re seeing great emphasis on both 
wellness and functional benefits with new 
refreshment beverages coming to the 
market,” Hemphill said. “In addition, we’re 
seeing more category blurring.”
  Lynleigh Kersting, senior 
manager, retail channel strategy and 
commercialization for Coca-Cola North 
America, said 71% of shoppers admit 

that the pandemic spurred them to “rethink their priorities,” 
citing Impact of COVID-19 One Year Later, a 2021 Mintel 
report. Better physical and mental health are among their top 
three desires.

THIS AND THAT
  North American factories were forced to eliminate another 
79,000 vehicles from their production plans this week 
because of ongoing shortages of microchips, according to 
AutoForecast Solutions. As the industry nears the end of 
a second full year of the shortages worldwide, automakers 
still face more schedule changes to deal with the problem, 
Automotive News says... Overseas programming on U.S. 
TV in 2021 was more than twice as prevalent as in 2018, 
Whip Media reports, and now makes up 16% of content. 
Demand for non-U.S. titles has spurred Disney+ to increase 
non-English language content to nearly 25% of its lineup.
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ICSC survey

Consumers plan to 
spend $125 billion over 

Thanksgiving weekend, a 
10% increase over 2021.

ICSC: $125B IN THANKSGIVING CONSUMER SPEND
  Consumers are ready to shop over Thanksgiving weekend 
— particularly in physical stores. That’s according to the 
ICSC Thanksgiving Weekend 
Intentions survey, which found that 
consumers plan to spend a total 
of $125 billion over Thanksgiving 
weekend, which represents a 10% 
increase over 2021. On average, 89% of consumers expect 
to shop in the period beginning Thanksgiving Day and ending 
on Cyber Monday, despite concerns around inflation and 
rising interest rates.
  When deciding where to shop, 63% of 
consumers cited price and value — the 
most influential factor by a wide margin. 
And, as fewer retailers open their doors 
on Thanksgiving Day, only 54% say they’ll 
shop on the holiday. Nearly eight in 10 
consumers will shop on Black Friday and 
Cyber Monday.
  Other findings from the ISCS study:
•  More than three-quarters say they’ll 
visit a retail center throughout the five-
day period; in that group, shopping (59%) and dining (48%) 
were the top activities, while other reasons for visiting include 
seeing a movie (29%), attend holiday-themed events (21%) 
or take a child to visit Santa (15%).

SMI: CTV AD SPEND JUMPS 39% TO $926M IN Q3
  Amid talk of an advertising spending slowdown, connected 
TV chalked up big gains in Q3 vs. a year ago, according to 
new figures from Standard Media Index.
  SMI said advertisers spent $926 million on CTV, up from 
$664 million a year ago.
  The biggest increase came from the travel, auto and 
restaurant categories, all of which were depressed during 
the pandemic.
  In Q3, the travel category showed a 159% gain, auto revved 
up 96% and restaurants climbed 90%.
  All of the categories measured by SMI showed increases. At 
the bottom of the list with the most modest gains was apparel 
& accessories, up just 0.5%. Consumer packaged goods 
were up 11.6%.
  SMI data represents actual ad spending among all major 
holding companies and most major independents, accounting 
for some 95% of national brand spending.

SAMBA TV: WOMEN’S SPORTS SHOW STRENGTH
  Advertisers looking to reach a growing younger, diverse and 
high-income audience should be taking a look at women’s 
sports, according to a new report from Samba TV.
  Samba points to an 81% ratings increase for the March 
Madness of the women’s college basketball champions, a 
171% jump for the WNBA Finals and the National Women’s 
Soccer League (NWSL) championship growing 453%.
  Samba TV notes that 39% of Gen Z sports fans are watching 
more women’s sports than a year ago. Samba TV’s data 
shows that women’s sports over-indexes in its share of more 
diverse, younger and wealthier viewers. 
  The biggest advertisers in the Women’s March Madness 
were Nissan, Capital One, GEICO, DirecTV and Degree 
antiperspirant.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


