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32% SAY IT’S A ‘MUST BUY,’ UP FROM 25% IN 2020
  Addressable advertising is becoming a more important 
tactic to advertisers and media buyers, according to a survey 
conducted by Advertiser Perceptions for WarnerMedia Ad 
Sales, Broadcasting & Cable reports.
  In the study, 32% called addressable TV a must buy, up 
from 25% in a similar survey a year ago and 44% called 
addressable a complementary buy, up from 41%. Just 18% 
called addressable a discretionary buy, down from 24%, and 
only 6% called it an experimental buy, down from 10%.
  Addressable TV was called a reliable way to reach audiences 
by 85% of the advertisers and media buyers questioned, 
and 79% said they were satisfied with the results of their 
addressable TV campaigns.
  The biggest benefit for addressable TV was the ability to 
deliver more relevant ads to consumers, cited by 46% of 
those polled. CTV offered a complementary set of benefits, 
headed by incremental target audience reach at 40%.
  The bottom line is a lot of advertisers said they planned to 
increase their spending on more targetable video, with 55% 
saying they expect to boost spending on 
CTV and 47% saying they’ll raise spending 
for addressable TV.
  Data is a key component of addressable 
TV and nine in 10 advertisers said they’ve 
increase their investment in data and 
analytics over the last 12 months and will 
do so again in the upcoming year.
  The survey found that 77% said they’ve experimented with 
a new ad channel in the last 12 months because of their 
investment in data, and 75% say their investment in data has 
affected budget allocations across media type.
  The study is based on surveys conducted in June with 200 
brand and agency executives.

SURVEY: NBCU’S PEACOCK TOPS FIELD IN CHURN
  Peacock has the most churn among major U.S. subscription 
services, with 13% of its paying customers in Q1 ditching 
the platform in Q2, according to data compiled by Kantar 
Entertainment on Demand. 
  The research company based the finding off surveys of 
“longitudinal panels” of 20,000 U.S. 
and 12,000 UK consumers.
  Peacock actually saw its Q2 paid 
subscriber churn metics improve 
slightly from Q1. But the NBCUniversal 
service also experienced an increase 
of churn for monthly active users of 
its free ad-supported tier in Q2, rising 
from 4% to 9%.
  Notably, both Disney+ and Apple 
TV+ improved. Disney+ saw 6% of its 
users churn in Q2 vs. 11% in Q1; while 
Apple TV+ saw its decline from 15% to 
9% over the same span.

STUDY: ADDRESSABILITY GROWING MORE IMPORTANT
ADVERTISER NEWS
  Intuit is returning to the Super Bowl with a commercial 
for its TurboTax brand. This would make it TurboTax’s ninth 
consecutive Big Game ad as the company once again looks 
to reach consumers at the start of tax prep season. TurboTax 
is the first brand to confirm it will run a commercial in Super 
Bowl LVI, which will air on NBC on Feb. 13. Intuit has leaned 
into live sports in recent years; aside from the Super Bowl 
and running ads in the NFL playoffs, the company also re-
cently struck a $500 million arena naming-rights deal with the 
Los Angeles Clippers for their new stadium… Stellantis is 
investing $229 million to retool three Indiana plants to build 
its new flexible eight-speed transmission that can be used 
in both EVs and those with conventional setups, Automo-
tive News reports. The Kokomo Transmission, Kokomo 
Casting and Indiana Transmission plants, all in the city of 
Kokomo, will be key cogs in the automaker’s electrification 
strategy. Stellantis said in July that it is investing more than 
$35 billion through 2025 in electrification and software and 
plans to have four EV platforms that support driving ranges 

of 300 to 500 miles… Toyota is in the pro-
cess of overhauling its truck lineup, which 
started with the 2022 Tundra. Its other 
body-on-frame offerings will get significant 
redesigns as well, including the Tacoma 
mid-size pickup. The Tacoma already out-
sells American mid-size trucks such as the 
Chevrolet Colorado and Ford Ranger, 

and the new generation’s improvements will help continue 
its success... Target will team with installment loan servic-
es Affirm and Sezzle to offer customers buy now, pay later 
options heading into the holiday shopping season. Offering 
BNPL options can lift average tickets by as much as 50%, 
according to RBC Capital Markets, and Target will offer 
the options on online orders of more than $100… As fall is 
in full swing and jack-o-lantern season approaches, Mich-
igan-based Meijer reports that it expects to sell more than 
500,000 locally grown pumpkins for decorating and carving 
this year. Michigan is a major pumpkin-producing state...

(Continued on Page 3)
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AVAILS
  WYFF 4, the Hearst Television NBC affiliate in beautiful 
Greenville, S.C., seeks a Digital Sales Manager. The ideal 
candidate possesses a passion for new media, 
understands digital marketing strategy and 
works in tandem with the Local Sales Manager 
to achieve all digital budgets. If this sounds like 
you, come work at one of the best television 
stations and best cities in the country. Google 
“Greenville, SC Top 10” and see why everyone wants to live 
here! CLICK HERE to apply.

  WVTM TV, the Hearst Television NBC 
affiliate in Birmingham, Ala., seeks 
an experienced Account Executive. 
The AE will be responsible for selling 
multiplatform advertising solutions with 
an emphasis on new business/digital. 
The ideal candidate is goal-oriented, with 
strong presentation and communication 
skills. This is a great opportunity to work 
in Birmingham and sell high-impact 
programming like Olympics and the 
Super Bowl! CLICK HERE to apply. EOE.

    WHO TV seeks a Promotions/Creative Services 
Director, responsible for developing and leading the overall 
marketing strategy of the station. This 
position is also responsible for designing the 
promotions that will achieve the objectives 
of that strategy. The CSD will also work 
with Sales and Marketing initiatives and 
help coordinate those strategies. Minimum 
five years’ experience in media promotions preferred; 
prior management experience working with a TV station’s 
newsroom and sales department invaluable. CLICK HERE 
for info or to apply now. EOE.
  WBTV in Charlotte, N.C. is hiring an Account Executive. 
Candidate must demonstrate a thorough knowledge of 
agency negotiations, a track record of 
successful business development and the 
ability to provide digital solutions across 
multiple platforms. Candidate must be 
detail-oriented, a problem solver and have 
professional presentation skills. Three years of broadcast 
experience required, and a college degree preferred. 
Qualified applicants, please apply HERE.

See your ad here Monday! CLICK HERE for details.

FOX WEATHER STREAMER TO LAUNCH OCT. 25
  Fox Weather, the ad-supported streaming weather service, 
will launch Oct. 25. The new platform also hired veteran 
WABC-TV meteorologist Amy Freeze as an anchor.
  Fox Weather will be available at foxweather.com and 
through the Fox Weather app for iOS and Android. It will also 
be available on internet-connected TVs via Fox Now, the 
Fox News app, and Tubi.
  Utilizing the linear channel’s expansive newsgathering 
units, along with Fox Television Stations’ team of 120 
meteorologists, Fox Weather will offer users a comprehensive 
suite of weather products featuring local, regional and national 
reporting, in addition to live programming and forecasting — 
the latter using multiple radar systems, including 3D.

NIELSEN: STREAMING, DIGITAL UNDER ONE ROOF
  Nielsen is putting all its streaming measurement products — 
programming content, advertising and platforms — together 
into a new group, called Streaming Measurement Suite.
  The company says the new suite gives clients a better view 
of the streaming/digital world and will encompass all ad-
supported and subscription platforms.
  As part of this restructuring, two of the three measurement 
products in the group will be rebranded.
  Nielsen Streaming Video Ratings will now be Streaming 
Platform Ratings, offering a broad view of data to understand 
subscription and ad-supported streaming 
services. Platform Ratings now will 
survey the top 17 streaming platforms, 
representing about 85% of the entire 
streaming market.
  Although Nielsen says it has more than 
tripled the sample size of Streaming 
Meter Homes, it didn’t disclose specifics. 
But media research sources say Nielsen 
is now at 18,000 streaming meter homes, 
up from 6,000 earlier this year.
  In addition, Nielsen SVOD Content 
Ratings will be known now as Nielsen Streaming Content 
Ratings — which offers episode-level measurement of 
individual programming on four of the top five streaming 
platforms.
  The Content Ratings service is used by seven of the top 10 
TV network groups and 14 of the top agencies, according to 
the company.
  Nielsen’s longtime Digital Ad Ratings (DAR) will now be 
a part of the streaming measurement suite. But it will not 
get a brand refresh. DAR tallies audience measurement for 
streaming ads on CTV devices.

CONSUMERS ADD ‘ME’ TO 2021 HOLIDAY GIFT LIST
  Call 2021 the year of pampering. Consumers, in addition 
to what they will spend on friends and family, plan to spend 
an average of $442 on themselves this holiday season — 
up 48% from 2020, and 28% from 2019, according to data 
released today by PwC.
  This consumer behavior isn’t entirely new, but the 2021 
holiday season provides an interesting opportunity for brands 
to switch messages in ads and set performance-marketing 
measures in place that focuses on one for you, one for me. 
  PwC surveyed more than 1,000 consumers to ask where 
and when they will shop and travel, and what drives their 
purchasing decisions.
  As local economies shut down in 2020 and parts of 2021, 
some consumer savings continued to rise, especially 
Millennials and Gen Z. Nearly 40% of all consumers said 
the pandemic would not affect their ability to spread holiday 
cheer this year. That number jumped to 60% for consumers 
55 years and older.
  The U.S. personal saving rate — the percentage of people’s 
income remaining each month after taxes and spending — 
rose to a record 32.2% in April, up from 12.7% in March, 
according to the U.S. Bureau of Economic Analysis.
  Some 30% of consumers overall said they will spend more 
this holiday compared with last. Consumers said they will 
spend on average 20% more this year — rising to $1,447 — 
on gifts, travel and entertainment.
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FunnyTweeter.com

Boss: Are you going to 
do any work today?

Me: Has it been optional 
this whole time?
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THIS AND THAT
  Broadcasters Foundation of America President Jim 
Thompson will retire at the end of 2022 and will share 
his duties with Tim McCarthy until then, the foundation 
said... Yahoo and Fox’s Tubi streaming platform said 
they have expanded their relationship, giving buyers direct 
access to Tubi inventory and making it easier to buy and 
plan campaigns using CTV. Yahoo DSP customers get 
a direct connection to Tubi’s streaming inventory, more 
competitive auction efficiency, advertiser-specific private 
deal capabilities and increased transparency across Tubi 

buys... YouTube viewers are pivoting to 
TV screens as their method of choice 
for watching content. Research firm 
eMarketer estimates that 113.1 million 
U.S. YouTube viewers, 52.8% of total 
viewers, watched the platform’s content 
on connected TV (CTV) devices in 2020. 
Those numbers will increase to 130.8 
million and 57.7% by 2022... The total of 
Americans submitting jobless claims fell 
sharply last week as enhanced federal 
unemployment benefits wound down, 

the Labor Department reported yesterday. Initial filings 
for unemployment benefits totaled a seasonally adjusted 
326,000 for the week ended Oct. 2, below the 345,000 
Dow Jones estimate and a drop from the previous week’s 
364,000.

ADVERTISER NEWS
(Continued from Page 1)
Amazon Go’s cashierless technology is reportedly being 
tapped for an Amazon-branded smart fridge that could 
monitor its contents, setting up grocery deliveries as 
needed, according to multiple reports. The company has not 
confirmed the news but is said to be in talks with appliance 
manufacturers to potentially find a partner... Kroger will 
host a series of online and in-person interviews across 
its market area as it works to hire 20,000 new associates 
in advance of the holiday season. The hiring event is the 
grocer’s second this year.
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113.1 million U.S. YouTube 
viewers, or 52.8% of total 

viewers, watched the 
platform’s content on CTV 

devices in 2020.

TEGNA STATIONS GO DARK FOR DISH TV SUBS
  Tegna’s stations were blacked out to Dish Network’s 3 
million subscribers Wednesday night after the companies 
were unable to reach a new retransmission deal. The 
blackout affects Dish customers in 53 markets.
  Dish said Tegna was demanding unreasonable increases in 
its retransmission fees. “We made a fair offer to keep Tegna 
stations available to our customers, but Tegna rejected it, 
forcing the removal of its channels,” said Brian Neylon, group 
president, Dish TV. “Tegna is looking to sell its stations to the 
highest bidder and is simply trying to exploit Dish customers 
as a way to get the maximum price and 
further fatten their wallets.”
  Last month, Tegna said it had received 
offers to buy the company. It blamed Dish 
for the blackout.
  “Dish has refused to reach a fair, market-
based agreement with us based on the 
competitive terms we’ve used to reach 
deals with numerous other providers 
that reflect the current market,” Tegna 
said in a statement. “While Dish is one 
of our smaller distributors, we regret any 
inconvenience for any of our customers, and hope that Dish 
will come back to the table to get a deal done to return our 
valuable programming to their system.”
  Tegna began warning viewers that a blackout was possible 
on Tuesday.

DATA: BIG STREAMERS GAIN Q3 MARKET SHARE
  After sluggish starts, subscription streaming platforms HBO 
Max and Apple TV+ saw upticks in consumer traction in 
third quarter (ended Sept. 30), according to new data from 
JustWatch, the international streaming guide that tracks 
more than 20 million users per month across 54 countries.
  In addition to Amazon Prime Video, Apple TV+ and HBO 
Max market share grew by 1%, while Netflix, the largest and 
oldest platform, lost 1% of its market share. Apple TV+, with 
less than 20 million subscribers, has seen growth over the 
last two quarters.
  HBO Max had the strongest quarter after demonstrating 
significant month-over-month growth since July. The platform 
ended the most recent quarter with 47 million paid HBO and 
HBO Max subscribers.
  The platform expects to have 120 million to 150 million subs 
for Max and HBO by the end of 2025. Apple TV+ has been 
growing steadily since February.

IAC’S DOTDASH TO BUY MEREDITH IN $2.7B DEAL
  IAC’s digital media arm Dotdash has agreed to buy 
Meredith in a deal valued at about $2.7 billion, bringing titles 
such as People, Allrecipes and Investopedia under one 
umbrella.
  The new company will be called Dotdash Meredith and will 
be led by Dotdash top boss Neil Vogel, the companies said.
  The deal will combine Meredith’s more than 40 brands, 
including Better Homes & Gardens, Southern Living and 
InStyle magazines, with Dotdash’s digital labels such as 
The Spruce, Byrdie and Brides.
  In June, Meredith had accepted a revised proposal from 
Gray Television to buy Meredith’s TV stations business for 
about $2.83 billion.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


