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OUTLOOK: BROADCAST, CABLE FACE DECLINES 
  Local advertising will hit $120.7 billion this year and inch 
up 0.6% to $121.5 billion in 2023, according to a forecast 
to be released this week by Borrell Associates.
  But growth within individual markets is expected to vary 
significantly, with some doubling the average growth rate 
and many declining, Inside Radio reports.
  Digital forms of ad spending are forecast to grow 5.2% 
next year, while traditional forms of print, broadcast, 
outdoor and cable are collectively poised to decline 6.5%. 
Broadcast TV will suffer the largest drop, declining by 
double digits, according to Borrell, while radio is expected 
to show a single-digit decline.
  The combination of economic pressures and a dramatic 
turnover in the composition of local businesses will 
inflict a “double-whammy” on local advertising next year, 
according to Borrell.
  “The source of local advertising is local business, and 
we’re seeing a dramatically different profile caused by 
businesses that collapsed or shrank, and by a record 
influx of new businesses that replaced them,” said Corey 
Elliott, EVP for Local Market Intelligence 
at Borrell. “Anybody trying to forecast 2023 
based solely on past trends is going to have 
a tough time.”
  Here is the scenario Elliott says local media 
sellers will encounter in 2023: Millions of 
businesses collapsed due to the pandemic 
and from the economic challenges of 2022. 
In the wake of those shutdowns, twice as 
many new, smaller businesses sprouted up and they are 
“quite different” from the ones they replaced.
  The number of U.S. businesses with fewer than 10 
employees nearly doubled, Borrell found, while the number 
of businesses with 25 or more employees has declined 
since March 2020.
  Moreover, Borrell found that 6.2 million “high-propensity 
businesses” have been formed since 2019. These are 
businesses that the U.S. Census Bureau has designated 
to be more likely to succeed and grow.
  “Because bigger businesses spend more on advertising 
and smaller ones spend less, 
this poses challenges to media 
companies,” Elliott said. “It also 
creates a situation where many of 
these new entrants are invisible 
because, as they begin operations, 
they tend to not spend much money 
on advertising, or spend most of it on 
things like search advertising or other 
forms of digital advertising.”
  Borrell will unveil its forecasts and 
describe the change in business 
composition during a free, 45-minute 
webinar at 11 AM (ET) on Thursday.

BORRELL: LOCAL ADVERTISING TO FLATTEN NEXT YEAR
ADVERTISER NEWS
  Gap has opened a shop on the Amazon Fashion online 
marketplace for the first time to sell a selection of apparel 
including T-shirts, jeans and sleepwear in the U.S. and 
Canada. Gap, which joins other brands including Levi’s and 
Victoria’s Secret that have begun selling directly through 
Amazon Fashion, will also offer a selection of Baby Gap 
gear including strollers and cribs… New York City boutique 
Cafe Forgot is the featured holiday pop-up at Nordstrom’s 
Space, a spot set aside at the department store’s New York 
City flagship to spotlight experimental brands. Cafe Forgot’s 
owners are using the opportunity to feature items including 
asymmetric pants and handmade jewelry, according to 
Women’s Wear Daily… Pet brands and retailers including 
Petco and Bark are increasingly betting on loyalty programs 
to ensure customer retention through tight economic times, 
and these efforts include a program from Pet Supplies 
Plus that gives members access to special prices and new 
products. “If we turn them into loyal customers and they 
go and recommend a friend, we get to split that acquisition 
cost across now two customers,” said Corey Bruce, senior 

director of digital marketing and e-commerce 
at Wild One, which provides its text-message 
subscribers with early access to promotions on 
products like harnesses and leashes… Health-
focused fast-casual chain Crisp & Green aims 
to grow from its current 26 locations to more 
than 1,000 over the next few years, CEO 
Steele Smiley said. The Minnesota-based 
company is on a mission to give consumers 

across the Midwest access to convenient, healthy meals, 
says Nation’s Restaurant News… Hudson is expanding 
its relationship with Sunglass Hut. The travel retailer has 
expanded its partnership with Sunglass Hut to exclusively 
operate new standalone Sunglass Hut travel retail stores 
in the U.S. and Canada. Currently, Hudson operates six 
of Sunglass Hut’s 32 standalone travel retail locations in 
North America… Twitter is suspending select accounts and 
limiting sign-ups for its $7.99 monthly Twitter Blue service

(Continued on Page 2)
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NETWORK NEWS
  Conference USA’s new media rights deal with ESPN and 
CBS steals a page from the Mid-American Conference’s 
playbook, with the new-look league agreeing to play midweek 
football games throughout October to try to increase visibility 
and build its brand, The Associated Press reports. The 
five-year deal starts next season as Conference USA goes 
through extensive membership turnover. Six current C-USA 
members are leaving after this season to join the American 
Athletic Conference. Liberty, Jacksonville State, New 
Mexico State and Sam Houston State are joining C-USA next 
year and Kennesaw State is scheduled 
to join in 2024. C-USA will eventually be 
a 10-school conference. The new deal 
keeps CBS Sports Network as the 
primary home for C-USA’s top football and 
men’s basketball games. The new deal 
guarantees C-USA football games will be 
on ESPN cable networks, something the 
soon-to-be expiring contracts did not. All 
October conference games will be played 
midweek. ESPN networks will carry eight 
of those games a year... CBS dramas 
The Equalizer, East New York and FBI lead the primetime 
broadcast competition among African American audiences 
so far this fall, according to Nielsen ratings through Nov. 
6. Excluding all sports programming, the Queen Latifah-
led Equalizer sits atop the chart at No. 1 with an average of 
2.01 million Black viewers after four episodes of Season 3. 
East New York follows closely behind, averaging 1.56 million 
African Americans, making it the most-watched new series 
among Black audiences. FBI sits just under that, with an 
average of 1.39 million African Americans. The show is now 
in its fifth season.

AD BUSINESS DELIVERS BIG BUCKS FOR AMAZON
  While Amazon founder Jeff Bezos once said that 
“advertising is the price you pay for having an unremarkable 
product or service,” Amazon has in recent years become an 
ad-selling machine, according to a report by Vox.
  Amazon’s ad business grew 58% in 2021 to more than $31 
billion in revenue, making it the third-biggest online ad seller 
in the U.S., only trailing Google and Facebook.
  In the first nine months of 2022, Amazon’s ad revenue 
surpassed the money the company makes from Prime, 
Prime Video, and its other audio and e-book subscriptions 
combined. Along with Amazon Web Services, advertising 
has emerged as one of the company’s top two profit engines.

THIS AND THAT
  Edison Research has released its latest Share of Ear 
data and it says during Q3 the percentage of Americans 
who listened to a podcast each day hit a new high. Eighteen 
percent, or nearly one in five Americans aged 13 and older, 
say they consume a podcast daily. That’s a 20% increase 
vs. a year ago. It’s also more than triple the daily reach 
for podcasts vs. 2014... Grocery shoppers got a potential 
sign of relief as the October Consumer Price Index (CPI) 
indicate that food price inflation cooled more than expected 
last month. Month-to-month, the October CPI for All Urban 
Consumers rose 0.4% (seasonally adjusted), the same as 
in September, the U.S. Bureau of Labor Statistics reported.
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AVAILS
  FOX13-WTVT 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 multi-
platform 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, 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.

INVENTORY GLUT STILL WEIGHING ON RETAILERS
  CNBC says that as some of the nation’s largest retailers 
report quarterly earnings and revenue this week, Wall Street 
is paying close attention inventory levels.
  Walmart, Target, Gap, Kohl’s and others are trying to 
sell through a glut of extra merchandise piling up in store 
backrooms and warehouses.
  Retailers are under pressure to clear out inventory and start 
fresh in the next fiscal year. Balancing inventory has taken on 
additional urgency, as economists warn of dwindling savings 
accounts, rising credit card debt and the risk of a recession.
  With housing and grocery prices surging, fewer Americans 
are buying big-ticket and discretionary items. Inventory, 
which accounts for the value of goods in transit as well as 
those in stock, also rose due to supply chain issues.
  Walmart and Target were among the retailers that shocked 
investors with significant jumps in inventory levels in the first 
quarter, which ended April 30.

‘BLACK PANTHER’ SEQUEL SEES HISTORIC OPEN
  The Black Panther has retaken the throne at the box office. 
Black Panther: Wakanda Forever, the superhero sequel 
from Walt Disney’s Marvel Studios, grossed $180 million 
in North America and $150 million in overseas markets in 
its opening weekend, the second-best theatrical debut of the 
year and 13th-highest opening weekend gross of all time.
  Based on the Marvel Comics stories set in the fictional 
African kingdom of Wakanda, the first Black Panther movie 
grossed $202 million domestically in its opening weekend in 
2018 and went on to earn more than $1.3 billion at the global 
box office.
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STREAMERS’ PRICE HIKES COULD FUEL CHURN
  As Hollywood executives ponder the next phase of 
streaming strategy, the major services will see just how loyal 
their customers are as subscription prices creep up during an 
economic downturn, The Hollywood Reporter says.
  Such services as Disney+, Netflix, Apple TV+ and 
Amazon’s Prime Video have all brought up their monthly 
prices by $2 to $3, signaling the end of a honeymoon 
period when entertainment companies, fully aware of the 
competitive streaming landscape, were willing to price their 
streamers low to attract subscribers.

  HBO Max, now run by David Zaslav’s 
Warner Bros. Discovery, will also see 
a price hike of some kind in 2023 as the 
company prepares to merge the prestige 
streamer with Discovery+.
  Raising prices when consumers may 
be more conscious of their spending 
may seem counterintuitive, especially as 
streaming companies — most notably, 
Netflix — have seen slower subscriber 
growth the past year. And churn is the 
monster always lurking under the bed.

  Still, it’s a risk companies are willing to take as costs remain 
high, especially for productions used to attract and retain 
customers. Netflix’s fourth season of Stranger Things, 
for example, cost more than $30 million per episode, while 
Amazon’s Lord of The Rings: The Rings of Power cost 
about $58 million per episode — making it the most expensive 
show, per episode, in history.

DEG: STREAMING RULES HOME ENTERTAINMENT
  Consumer spending on home entertainment again rose 
sharply in Q3 2022, according to estimates released by 
DEG: The Digital Entertainment Group.
  But the gains, as usual, were lopsidedly from the subscription 
streaming sector, while transactional revenues — physical 
and digital combined — were down.
  Of the total estimated Q3 consumer spend of $9.1 billion 
— a figure that’s up a healthy 13.1% from Q3 of last year — 
nearly $7.7 billion, or just over 84%, came from streaming 
subscriptions. SVOD spending rose 17.3% and is up 17.5% 
for the nine months through Sept. 30 at $22.3 billion. Total 
consumer home entertainment spending for the first nine 
months of the calendar year is up 12.2% to an estimated $27 
billion, the DEG says.
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DEG estimate

Total Q3 estimated consumer 
home-entertainment 

spending is $9.1 billion, with 
nearly $7.7 billion (84%) from 

streaming subscriptions.

NIELSEN ACCREDITATION TO REMAIN SUSPENDED
  The Media Rating Council has voted to continue its 
suspension of Nielsen’s accreditation status, according to 
a letter the council sent to clients 
obtained by Ad Age.
  The news comes over a year since 
the MRC withdrew its support of 
the company as the only accredited 
source for measuring U.S. TV 
audiences when it was found to be undercounting viewers, 
particularly those young and diverse, during the pandemic. 
This also comes ahead of the launch of 
Nielsen One, the company’s response 
to the rise in digital and cross-platform 
viewing.
  “The audit committee voting on the status 
of Nielsen’s national television service 
has been completed,” wrote the MRC. 
“Members voted in favor of retaining the 
current suspended status and holding our 
consideration of accreditation open.”
  The letter also noted the MRC would 
provide Nielsen with a “list of material 
non-compliance situations and open areas, including the 
relevant commitments made by Nielsen with the committed 
timing for each. And we’ll use this list to establish a timing for 
reassessment of accreditation status by the audit committee.”

REPORT: IN-PERSON RETAIL RETURNS, BIG TIME
  In-person shopping is staging a big comeback. That’s 
according to a report from location intelligence provider 
Gravy Analytics, which found that foot traffic to shopping 
destinations was 15% higher during Q3 2022 vs. the year-ago 
period. Department stores saw the biggest (49%) increases 
in foot traffic during the period, followed by outlet malls (38%) 
and malls (37%).
  Data from Gravy’s Q3 Consumer Trends Report also 
found that shoppers seem to be doing more of their shopping 
at wholesale retailers such as Costco and Sam’s Club. 
Compared to Q3 2021, foot traffic to Sam’s Club, Costco and 
BJ’s Wholesale was at least 25% higher this year, indicating 
inflation is having a deep impact on the grocery category, the 
report said.
  The entertainment category also saw substantial increases 
in foot traffic, according to the report. Visits to both general 
entertainment and nightlife venues were up 18% and 11%, 
respectively, in Q3 vs. last year. Visits to arenas and stadiums 
increased by 90%.

ADVERTISER NEWS
(Continued from Page 1)
to those who held accounts prior to Nov. 9 after some who 
paid for the service began impersonating public figures and 
officials and brands, launching false and derogatory posts. 
Meanwhile, Chipotle and United Airlines have joined the 
growing list of brands pausing advertising on the platform... 
Vehicle demand in the U.S. is strong for the rest of the year 
but its economy is expected to slow after the spring as 
interest rates rise, Japan’s Mazda Motor executives said. 
U.S. sales in the fix six months of the business year starting 
in April dropped 30% on a year-over-year basis because of 
a production cut.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY


