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ONLINE EXPECTED TO SEE DOUBLE-DIGIT GROWTH
  The upcoming holiday shopping season promises to be 
one for the record books despite supply chain problems, 
according to a new forecast.
  Holiday sales during November and December will rise 8.5% 
to 10.5% over 2020, totaling $843.4 billion to $859 billion, the 
National Retail Federation said yesterday. The forecast, 
which excludes automobile dealers, gasoline stations and 
restaurants, compares with a previous high of 8.2% in 2020 
(to $777.3 billion) and an average increase of 4.4% during 
the past five years.
  “The outlook for the holiday season looks very bright,” said 
NRF chief economist Jack Kleinhenz. “The unusual and 
beneficial position we find ourselves in is that households 
have increased spending vigorously throughout most of 
2021 and remain with plenty of holiday purchasing power.”
  While e-commerce will remain important, households are 
also expected to shift back to in-store shopping and a more 
traditional holiday shopping experience. 
NRF expects that online and other non-store 
sales, which are included in the total, will 
increase 11% to 15% to $218.3 billion and 
$226.2 billion driven by online purchases. 
The total is up from $196.7 billion in 2020.
  Kleinhenz noted that pandemic-related 
supply-chain disruptions have caused shortages of 
merchandise and most of the year’s inflationary pressure. 
But strong household fundamentals provide optimism amid 
the uncertainty, he added, with income growing from wage 
compensation. Also, household wealth has reached another 
record high. All these factors combined support strong 
spending this holiday season.
  “With the prospect of consumers seeking to shop early, 
inventories may be pulled down sooner and shortages 
may develop in the later weeks of the shopping season,” 
Kleinhenz said. “However, if retailers can keep merchandise 
on the shelves and merchandise arrives before Christmas, 
it could be a stellar holiday sales season.”
  The economist added a note of caution, however. He 
said that while it appears new COVID-19 infections and
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  Toyota plans to spread its new home-built Audio Multi-
media infotainment system that is debuting this year in the 
2022 Tundra pickup across the rest of its lineup within the 
next three to four years, according to Steve Basra, COO 
of Toyota Connected North America. Toyota is taking a 
similar tack with its new Lexus Interface, which debuted 
this year on the 2022 NX crossover. The Toyota and Lexus 
infotainment systems are cloud-based and upgradable us-
ing over-the-air updates… Neiman Marcus reported a 6% 
increase in sales in the quarter ending July 30 vs. the same 
period in 2019, and inventory levels were down 21%, spur-
ring more full-price sales. “We expect that the social calen-
dar and travel calendar will really drive demand this holiday 
season,” CEO Geoffroy van Raemdonck said... Costco 
boosted its starting hourly wage to $17 this week, after rais-
ing it from $15 to $16 early this year. More than half of the 
retailer’s staffers earn more than $25 per hour and Costco 

boasts a high retention rate, with staffers 
staying for an average of nine years... High-
er prices, larger average orders and new 
menu items fueled higher-than-expected 
sales and earnings growth at McDonald’s 
in the fiscal year’s Q3. Global same-store 
sales grew 12.7% as restaurants in interna-

tional markets relaxed pandemic-related restrictions; U.S. 
same-store sales were up 9.6% year over year and 14.6% 
vs. Q3 2019. Meanwhile, the fast-food giant has entered 
into a strategic partnership with IBM to accelerate the de-
velopment and deployment of its automated order-taking 
technology (AOT) in its drive-thru lanes. As part of the deal, 
IBM will acquire McD Tech Labs, which was known as 
Apprente before McDonald’s acquired the AI company in 
2019. The terms of the sale were not disclosed... Retail-
ers are buying warehouses instead of leasing them, The 
Wall Street Journal reports. Amazon.com, Costco, Dol-
lar General, Kroger, Target and Walmart have chosen to 
buy warehouse space rather than leasing after determining 
that doing so will save them money over the long haul while 
providing a greater degree of control over how they store
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AVAILS
  National Sales Manager: WMTW/WPXT in Portland, Maine 
has a unique opportunity to lead Hearst’s National Sales efforts 
in one of the most desirable media 
markets in the U.S. We are seeking a 
passionate leader with a track record 
of strong client engagement, the ability 
to work in a fast-paced environment and handle multiple 
challenges, including leading political sales efforts. We 
provide “best in class” multiplatform products, a tremendous 
work environment, talented team and excellent resources. 

CLICK HERE to apply.
  WSKY (SKY4 TV) / Lockwood Digital 
seeks a proven Digital Sales Manager 
to provide energized leadership for its 
digital sales initiatives. The successful 
applicant possesses a strong passion for 
digital marketing strategies and enjoys 
staying up to date with its evolution, 
and thrives in a customer-focused 
team environment. The successful 
applicant will also be adept in developing 
impactful relationships with co-workers 

and advertisers at the decision-making level.   Minimum of 
3 years’ experience in digital marketing and management 
required. Qualified applicants can e-mail a resume to Kathy 
Yevak, kyevak@sky4tv.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

SHOPPERS ADJUSTING AHEAD OF THANKSGIVING
  Although this Thanksgiving may be more traditional than 
last year’s get-togethers, consumers’ shopping habits are not 
normal in comparison to pre-pandemic times.
  That’s what fresh findings from Chicago-based market 
research firm IRI show, as shoppers remain mindful, if not 
worried, about possible product shortages and higher food 
costs.
  According to IRI data for the week ending Oct. 17, more 
people are planning ahead and already buying items that 
are typically purchased closer to the run-up of Thanksgiving. 
Based on current in-stock rates of the top 25 Thanksgiving-
related categories — which are fluctuating on a state-by-
state and sometimes regional basis — IRI recommends 
that manufacturers and grocers monitor their stock levels 
to allocate enough products and accommodate shoppers 
who are shifting their shopping patterns amid supply chain 
concerns.
  IRI’s latest information shows some relief on whipped 
toppings and frozen pastry shells that were less available last 
week, but indicates a lower stock level for other Thanksgiving 
staples of bottled cider and pie/pastry fillings. This underscores 
the need for shoppers and retailers to make substitutions if 
and when necessary on a daily or weekly basis, based on the 
most recent supply-chain risks.
  “There is some variation in availability of key products 
across markets and, therefore, brands must be strategic and 
leverage real-time data to understand demand granularly 
and optimize their promotions and supply chain operations to 
capture a slice of that opportunity and earn shoppers’ loyalty,” 
concluded Dr. Krishnakumar “KK” S. Davey, president of 
IRI client engagement.

OUTLOOK: 54M BROADBAND-ONLY HOMES BY ’26
  The number of broadband-only homes continues to rise — 
signaling more cord-cutting for traditional pay-TV services, 
with higher streaming content consumed.
  Estimates are that U.S. broadband-only homes will rise 42% 
to 54 million in five years from its current level of 38 million, 
according to analysis of The Diffusion Group, a division of 
Screen Engine/ASI.
  The research says the current 38 million broadband-only 
homes (BBO) represents 35% of all U.S. TV homes. Nielsen 
says there are 120 million overall U.S. TV homes.
  Streaming represents 60% of overall 
TV viewing time in those BBO homes — 
50% greater than homes with broadband 
and either a traditional or virtual pay-TV 
service.
  Viewers in broadband-only homes watch 
10% less TV per week — 28 hours — 
than broadband/pay-TV households. 
About one-third of BBO homes also have 
terrestrial TV antennas, where 12 hours a 
week of content is viewed.
  Around 66% of broadband-only homes 
watch free ad-supported streaming video. YouTube is the 
most dominant ad-supported streaming platform, with 
Netflix, Amazon Prime Video and Hulu the most popular 
subscription video-on-demand platforms.

FORD MOTOR’S Q3 TOPS WALL STREET ESTIMATES
  Ford Motor nearly doubled Wall Street’s earnings 
expectations and slightly beat revenue projections for the 
third quarter, leading the automaker to increase its annual 
guidance for the second time this year.
  Ford reported $1.8 billion net income, down $600 million 
from the same quarter last year. The automaker also said it 
would reinstate its regular dividend starting in Q4, more than 
a year and a half after suspending the payments during the 
early days of the coronavirus pandemic.
  Ford’s new full-year adjusted earnings guidance is $10.5 
billion to $11.5 billion, up from $9 billion to $10 billion. Ford 
maintained its expectations for adjusted free cash flow of $4 
billion to $5 billion.
  Ford cited strong demand for newer products such as the 
Bronco SUV and Mustang Mach-E, which the company 
said could reach 200,000 units in sales globally a year.

ORDERS FOR BIG-TICKET ITEMS DECLINED IN SEPT.
  U.S. orders for durable goods such as appliances, 
computers and cars decreased in September for the first 
time since spring, as manufacturers continued to confront 
higher material costs and parts and labor shortages.
  New orders for products meant to last at least three years 
decreased 0.4% to a seasonally adjusted $261.3 billion in 
September when compared with August, the Commerce 
Department said yesterday. Orders last fell in April, followed 
by four months of gains.
  Economists surveyed by The Wall Street Journal had 
forecast a 1% decline. Orders increased a revised 1.3% in 
August from the prior month, down from an earlier estimate 
that had shown a 1.8% gain.
  Demand for durable goods has increased in 15 of the past 17 
months, after an April 2020 low point early in the pandemic.
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My brain acts like Windows 10. 
It wants to update, and I just 

want it to shut down.
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ALLEN ACQUIRES STREAMER SERVING HBCUs
  Byron Allen’s Allen Media Group has reached a deal with 
Symonds-Evans Media to acquired the streaming platform 
HBCUGo.TV, which serves the nation’s historically Black 
colleges and universities.
  Allen Media sees HBCUGo.TV as a complement to The 
Grio, the digital media site that it acquired in 2016. Allen 
Media just launched a Grio-branded free OTA channel as 
well. HBCUGo.TV comes with 5,000 hours of programming 
geared toward students and alumni of the nation’s more 
than 100 HBCUs. It also brings to Allen’s portfolio rights 

to selected football and basketball 
games from the Central Intercollegiate 
Athletic Association.
  Allen Media Group is expanding its 
AVOD streaming activity under the Local 
Now banner, as well as expanding in 
traditional linear TV. Allen Media Group in 
April struck a $380 million deal with Gray 
Television to acquire seven TV stations, 
taking the company to 32 TV stations in 
in mid-sized markets. Allen Media also 
operates the Weather Channel and 

related businesses.

ADVERTISER NEWS
(Continued from Page 1)
and distribute online orders... General Motors topped 
Wall Street’s earnings and revenue estimates for Q3, while 
telling investors its full-year results would be at the “high 
end” of its previous guidance... Hasbro has delivered most 
toy shipments delayed during Q3 because of port backups 
and other supply chain challenges, and the company says 
it expects to be able to fill demand for its toys and games 
during the holidays. Revenue rose 11% in Q3 from the same 
period last year on strong sales of role-playing games like 
Dungeons & Dragons and Magic: The Gathering... And 
on a related note: The Washington Post reports that toys 
focused on emotional and social development have been 
big sellers during the pandemic and the trend appears to 
be remaining strong heading into the holidays. “Right now 
the focus is on products that can help kids express their 
feelings, name their feelings and react appropriately,” 
said Sari Winick, CMO for hand2mind. “We’ve gone into 
overdrive developing toys to meet the needs of the times.”
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National TV ad revenue for 
MLB’s postseason is an 

estimated $108.6 million via 
8,362 commercial TV airings.

MLB POSTSEASON: $109 MILLION IN TV AD SPEND
  Major League Baseball’s 2021 postseason has scored 
well to date, in terms of overall average viewers per game — 
up 1% this year vs. 2019, Television News Daily reports.
  The Nielsen-measured postseason has averaged 3.67 
million per game for 29 total games vs. 2019 — wild card, 
divisional and league championship series games.
  This year is also up 62% vs. a year ago, when it averaged 
2.3 million viewers.
  In 2020, MLB endured a severely pandemic-disrupted 
season. Most baseball games were rescheduled, extending 
into the late fall, and had to compete with 
other major TV sports franchises — the 
NBA and NFL in particular.
  National TV advertising revenue 
estimate for the postseason so far is 
$108.6 million, according to iSpot.
tv — coming from 8,362 commercial 
TV airings, resulting 11.9 billion total 
impression for all postseason games, 
not including the World Series. This is 
vs. an estimated $131.5 million in 2019 
postseason national TV ad spend — 
7,278 airings and 10.2 billion impressions.
  Top advertisers this year: Geico, T-Mobile, Taco Bell, 
Progressive Insurance and Liberty Mutual.

THIS AND THAT
  Retailers are increasingly opting to own their own 
industrial space to save money and remain in control of 
their supply chains, with the 25 largest U.S. retailers 
acquiring 38 million rentable square feet of new space last 
year, according to CoStar Group. “These properties are 
essential to getting the goods that you need into the country 
and flowing through the supply chain to the consumer,” 
said CoStar’s Juan Arias... Nielsen and Roku have 
announced a partnership for digital content measurement 
starting this month, following Roku’s earlier purchase of the 
Advanced Video Advertising unit from Nielsen. Content 
owners will be able to measure performance across 55.1 
million active Roku accounts... This year, a resounding 2.96 
billion people worldwide will play digital games, whether 
via console, computer, or mobile device, and that figure is 
poised to surpass 3 billion in 2022, according to research 
firm eMarketer.

NRF SEES HIGHEST HOLIDAY SALES ON RECORD
(Continued from Page 1)
hospitalizations are down, a variant surge could potentially 
sidetrack the current trajectory of spending.
  Other holiday forecasts have also predicted a strong holiday 
season. Sales in November and December are expected 
to grow at least 7% over last year, according to different 
forecasts from Deloitte and Mastercard SpendingPulse.
  In other holiday-related data, NRF expects retailers will hire 
500,000 to 665,000 seasonal workers this year, compared 
with 486,000 seasonal hires in 2020. Some of the hiring 
may have been pulled into October as many retailers 
encouraged households to shop early to avoid a lack of 
inventory and shipping delays. Retailers have announced 
thousands of open positions in brick-and-mortar stores and 
warehouses and distribution centers.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


