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DELOITTE: AVERAGE HOME HAS FOUR SVOD SUBS
  Eighty-four percent of U.S. consumers report having 
subscription video-on-demand (SVOD) services — the 
same percentage who report spending more time on online 
entertainment activities and less on in-person, out-of-home 
entertainment — according to Deloitte’s 15th Digital Media 
Trends Fall Pulse Survey.
  The online survey of 1,102 consumers — conducted in 
August — also found 64%, led by Millennials and Gen Zs, 
reported that they watch ad-supported video-on-demand 
(AVOD) services.
  On the streaming front, the average household has four 
SVOD subscriptions — largely unchanged over the past 
year. 
  While a third say they’re watching more video on paid 
streaming video services than they were six months ago, 
nearly the same percentage say they’re watching more video 
on social media and live streaming services.
  For streaming video providers, keeping subscribers is harder 
than ever as people — especially younger generations — are 
managing costs by adopting ad-supported options, looking 
for discounts and bundles, and moving on and off services to 
satisfy their content needs, note the researchers. 
  But at this point, “it’s not just about 
streaming, or the number of subscribers, 
but also about how platform providers 
are responding to subscriber churn 
by providing enhanced experiences 
and the ability to connect with others 
on their platforms,” said Kevin Westcott, vice chairman, 
Deloitte, and U.S. technology, media and telecom leader.
  “We’re seeing an important shift in what consumers are 
paying attention to and how they are choosing to engage and 
be entertained.”
  Looking at entertainment trends more broadly, with 82% 
saying they’re concerned about COVID-19 variants, it looks 
likely that the pandemic has ushered in a permanent shift in 
behaviors, the report concludes. Among other key findings:
•  Boomers and Gen X-ers still rank “watching TV shows or 
movies at home” as their favorite entertainment activity.
•  Gen Zs still rank “playing video games” as their 
preferred entertainment. Sixty-five 
percent are frequent gamers, playing 
at least once a week; on average, they 
play for about 12 hours a week.
•  About 90% overall use at least 
one social media service (five is the 
average), and one quarter of Millennials 
and Gen Zs use 10 or more services. 
About 65% overall engage with at least 
one social service several times a day.
•  Roughly four in 10 say they’ve seen 
a product on social media and gone 
to the retailer’s website to buy it, or 
clicked on an ad that led to a purchase.

SURVEY: 84% OF U.S. CONSUMERS USE SVOD, 65% AVOD  
ADVERTISER NEWS
  The holiday campaign is under way at Lowe’s, and ef-
forts to stock up on artificial Christmas trees, decor and gift 
items amid the ongoing supply-chain challenges have en-
sured a sufficient supply, the retailer said. The stores have 
stocked about 4,000 tree options, including slimmer versions 
for smaller spaces, and the retailer is also expecting more 
decor demand from local merchants and small businesses 
this year... Ulta Beauty is launching same-day delivery in 
select markets, and introduced “Beauty to Go,” a commit-
ment that buy online, pick-up in-store orders will be ready for 
pick-up in two hours or less. Ulta rival Sephora recently said 
it was rolling out a new, proprietary, same-day delivery ser-
vice. Additionally, Ulta Beauty plans to open 50 new stores 
in the U.S. per year. The retailer will also test smaller format 
stores... Amazon.com, IKEA and Patagonia were among 
a group of large companies that have pledged to use zero-
carbon fuel in ocean shippers by 2040. “By setting this target 
and signaling our dedication to decarbonize this part of our 
supply chains, we hope to inspire a surge in investment by 
ocean freight carriers and producers of zero-carbon shipping 
fuels,” the companies said in a joint announcement… Ama-
zon’s market share for U.S. parcel volumes jumped to 21% 

in 2020 following years of rapid growth, 
placing it ahead of FedEx and just 
behind UPS, according to the Pitney 
Bowes Parcel Shipping Index. Rev-
enues and volumes for all major par-
cel carriers surged last year due to the 

COVID-19 pandemic driving more demand for e-commerce 
shipments. But Amazon Logistics’ growth in both categories 
has outpaced FedEx, UPS and the U.S. Postal Service ev-
ery year since 2014, according to Pitney Bowes… Instacart, 
which earlier this month acquired the e-commerce tech com-
pany FoodStorm, is spending $350 million to purchase Ca-
per AI, which provides smart cart and cashierless checkout 
solutions. Instacart said its latest move will bolster the range 
of digital solutions it can provide… While there will be more 
time for holiday deals this year, more shoppers will be paying
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AVAILS
  Nexstar Media Group, Inc. has an immediate opening for 
a Local Sales Manager for its Springfield, Mo. properties, 
including the best triopoly combo 
available — KOLR10 (CBS), KRBK 
(FOX), KOZL (My Network) and the 
Nexstar digital operations in market #74. 
The Local Sales Manager will work with 
an amazing sales team to drive advertising revenue on all 
platforms and help grow local businesses across the Ozarks 
in southwest Missouri. CLICK HERE for full details or to 

apply now. EOE.
  Nexstar Media Group, the largest local 
media company in the U.S., is searching 
for a Local Account Executive for its 
Philadelphia TV station (WPHL) and 
digital properties including Weather.
com and best-in-class OTT. If you’re 
an aggressive, customer-focused self-
starter who likes to win, we want to hear 
from you. You will need to generate 
revenue, maintain local relationships, 
have a positive attitude, and work well 

with a team. Come join the best place to work in Philly! Apply 
at: nexstar.tv/careers. EOE.
  West Shore Home seeks a Director of Media. This position 
will manage and grow a national B2C media marketing 
program through print, radio, digital and 
video channels with a clear focus on direct 
response. This position will oversee a 
team of Media Buyers and Coordinators 
and report directly to the CMO. Your team 
will work alongside a Digital Marketing Team and a Creative 
Team, all under the Marketing Department, and you will 
work closely with those team leaders for supporting strategic 
initiatives. CLICK HERE for details or to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

KEY CENTER STORE CATEGORIES STILL THRIVING
  Americans spent 2% more year-over-year on groceries and 
consumer packaged goods (CPGs) in September, and 13% 
more compared to September 2019, according to new data 
from NCSolutions.
  The September data shows the percent change in U.S. 
consumer spending for key center store categories 
comparing September 2021 to September 2020 levels, as 
well as September 2021 to September 2019.
  According to NCSolutions: “We provide both 2019 and 2020 
comparisons because spending for some categories may be 
down compared to the anomaly of the heavy spending in 
2020 due to the initial surge during the start of the pandemic 
— but they’re still very elevated compared to pre-pandemic 
shopping in 2019.”
  The CPG landscape is looking quite different in September 
2021 than it did one year prior. Still, one consistent theme is 
that total U.S. consumer CPG spending is still elevated — 
though not nearly as dramatically — as consumers continue 
to consume more meals at home, as noted in categories 
such as frozen and shelf-stable breakfast, packaged meat 
and frozen foods, which saw dollar spend increase on top of 
last year’s surge.

ADOBE: ONLINE HOLIDAY SALES TO SET RECORD
  Online retailers have reason to be merry this holiday 
season, as Adobe is predicting a 10% year-over-year 
increase in digital sales.
  According to the new Adobe online shopping forecast for 
the 2021 holiday season, U.S. online holiday sales will reach 
$207 billion between Nov. 1 and Dec. 31. This represents a 
10% increase from 2020. Adobe is also forecasting global 
online holiday sales to grow 11% to $910 billion. Adobe 
expects more than $4 trillion to be spent globally in all of 
2021, a new milestone for e-commerce.
  Interestingly, Adobe analysis indicates 
growth of smartphone-driven shopping 
has hit a ceiling. Adobe expects 
smartphones to account for 42% of 
overall revenue during the 2021 holiday 
season ($86 billion), a modest 5% 
increase from 2020.
  Adobe data also shows traditional major 
shopping days are losing prominence. 
Cyber Week (Thanksgiving through 
Cyber Monday) is expected to drive $36 
billion in online spending, representing 
17% of the entire holiday season. The growth is slowing, 
however, coming in at 5% year-over-year for the five-day 
period (less than 10% overall year-to-year seasonal growth 
in online commerce). 
  Adobe expects Cyber Monday to drive $11.3 billion in 
online sales, up 4% year-over-year, and remain the biggest 
e-commerce sales day of the season and year. Black 
Friday comes in second at $9.5 billion (up 5% year-over-
year) and Thanksgiving at $5.4 billion (up 6% year-over-
year).

FORRESTER: BRICK-AND-MORTAR DRIVES RETAIL
  Despite all the attention given to e-commerce, 72% of U.S. 
retail sales will still occur in brick-and-mortar stores in 2024, 
according to new research from Forrester.
  Even during pandemic-induced mandatory shutdowns and 
with additional safety concerns, consumers have shown 
they will continue to shop in the store when they feel it is a 
viable option.
  The top reasons for shopping in store are to test products 
(47%) and being able to walk away with an item after 
purchasing (38%), Forrester found. Consumers also like 
to make returns in physical stores. Forty-one percent said 
online returns are difficult and over a third of consumers 
said this has discouraged them from purchasing online. 
Over half of respondents said they prefer in-store returns.
  Post-COVID consumers are both digitally savvy and channel-
agnostic, Forrester noted. They are open to exploring more 
shopping options (52% of U.S. online adults enjoy trying 
new brands) and more likely to take advantage of digital’s 
“self-service” environments (63% spend time comparing 
products before making a purchase.) This combination has 
raised the bar for retailers, Forrester said, as they rethink, 
redesign, and repurpose their store environments beyond 
simply offering tactile product experiences.
  Retailers are also looking for stores to provide them with a 
competitive advantage against newer, more agile pure-play 
retailers by using locations as a source for capturing and 
evaluating customer interactions.
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FunnyTweeter.com

My daughter found out that 
she can type 36.2 words per 
minute when texting. Which 
is odd because she always 
answers my texts with “k.”
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THIS AND THAT
  After a sluggish start, WarnerMedia’s subscription 
streaming video/AVOD platform HBO Max is running on all 
cylinders. New estimates from eMarketer suggest the SVOD 
service will reach 80 million subscribers by the end of the 
year. That’s up from previous projection of 100 million subs 
by 2025. The research firm contends that WarnerMedia’s 
decision to consolidate the HBO Go and HBO Now into 
Max helped drive up subscriptions... Audi Turnersville in 
New Jersey reclaimed the No. 1 spot on the 10th annual 
Automotive News list of the 100 Best Dealerships To Work 

For. Best Companies Group selected 
the winners based on surveys of 40,146 
U.S. employees. The 35-employee Audi 
Turnersville won in 2019 and made the 
Top 10 in 2018. It also ranked No. 42 in 
2015... U.S. economic growth slowed to a 
modest to moderate rate this fall as firms 
confronted supply-chain disruptions, 
elevated prices, a shortage of available 
workers and fears around the delta variant 
of COVID-19, the Federal Reserve said 
yesterday. Many businesses said they 

expected higher prices and supply shortages to last another 
year or so. The report, known as the Beige Book, collects 
anecdotes from businesses around the country.

ADVERTISER NEWS
(Continued from Page 1)
full price for some of the things they buy. Abercrombie & 
Fitch and Gap are among those focusing on their inventories 
to minimize end-of-season price cuts, and American Eagle 
Outfitters saw big results after racking up more full-price 
sales. Even Dollar Tree is getting in on it — the retailer 
will add items with price points of $1.25 and $1.50 at some 
stores and increase the number of items it sells for $3 and $5 
through its “Dollar Tree Plus” sections… The U.S. Food and 
Drug Administration yesterday authorized booster doses 
of the COVID-19 vaccines from Moderna and Johnson & 
Johnson, and said Americans can choose a different shot 
from their original inoculation as a booster. That means all 
three vaccines authorized in the U.S. can also be given 
as boosters to some groups. The decision paves the way 
for millions to get the additional protection as the highly 
contagious delta variant causes breakthrough infections.
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Horowitz study

MVPD penetration among 
Black households has declined 

from 88% in 2017 to 61% in 
2021 — a 25% decrease. 

ORACLE: INVENTORY, DELIVERY FEARS PERSIST
  Shoppers’ concerns over supply chain and delivery delays 
is causing them to start their holiday shopping extra early and 
influencing what and how they buy.
  Fifty-two percent of Americans have already started holiday 
shopping or plan to shop earlier than usual, according to 
Oracle Retail consumer research. Of the respondents, 
20% plan to order more gifts in case some are delayed or 
canceled, with the number jumping to 44% for millennials.
  Others are taking an easier path. Thirty-four percent of 
people (especially baby boomers, at 58%) said they will buy 
more gift cards this year. Fifty-five percent 
said they’re very likely or might use an on-
demand service like DoorDash to order 
last-minute gifts.
  Consumers are worried they will be left 
holding an empty box as products may not 
be available or will take too long to arrive. 
Specifically, 28% of respondents are 
anxious that the products they want will be 
more expensive due to the scarcity, and 
27%  are worried desired products won’t 
be available.
  In other findings, 22% of respondents won’t wait for a 
retailer to restock before they go somewhere else, and 72% 
will have gifts delivered to their home (up from 64% in 2020).

STUDY: BLACK VIEWERS ARE CUTTING THE CORD
  Black audiences are increasingly opting to cut the cord, a 
new Horowitz study finds.
  Though Black households were shedding cable at a slower 
rate vs. the overall market, Horowitz data shows that over the 
past four years, MVPD penetration among Black households 
has declined from 88% in 2017 to 61% in 2021 — a 25% 
decrease. Among Black consumers who are cord-cutters, 
half have cut the cord within the past three years.
  In 2018, 69% of Black households were “content omnivores,” 
a term Horowitz coined in 2017 to describe households who 
are the hungriest for content and therefore pay for traditional 
MVPD services as well as a variety of streaming services to 
access all the content they want.
  In this year’s study, only one in three (33%) Black households 
are content omnivores; almost 40% rely on combinations of 
streaming services, digital antennas, and/or vMVPD services 
to access TV content (one in four rely only on traditional 
MVPD services and do not stream at all).

KROGER UNVEILS PROGRAMMATIC MARKETPLACE
  Kroger is launching a private programmatic marketplace 
for brands to reach its shoppers on the open web using the 
retailer’s first-party purchase data and IDs, then track results 
and optimize creative and targeting based on sales impact.
  Ad Age says Kroger’s marketplace will let brands use 
demand-side platforms of their choice, either their own 
or those of third-party providers, a departure from some 
other retailer offerings, notably the marketplace Walmart is 
launching this month in partnership with The Trade Desk.
  Cara Pratt, SVP of Kroger Precision Marketing, announced 
the launch yesterday during a session at Advertising Week 
New York, alongside executives from Publicis Groupe and 
its Spark Foundry agency, who were “alpha testers” of the 
platform.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


