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75% SAY SAVING MONEY THE CHIEF MOTIVATION
  Resale is booming, with no signs of slowing down anytime 
soon. The U.S. secondhand market is expected to generate 
$160.1 billion in revenue this year, up 14.6% from the $139.6 
billion spent last year, according to Mercari’s first-ever 
Reuse Report.
  The report details the growth of the resale economy and 
forecasts that by 2030, American consumers will spend 
$353.9 billion on secondhand items. This represents 153.5% 
growth over 2020 — and 3.2 times that of the 36.7% growth 
anticipated for the retail sector.
  During the past 12 months, 74.9% of American adults 
polled bought at least one secondhand item, the study 
found. This equates to 196.6 million people participating in 
the reuse economy. “While resale is sometimes thought of 
as a niche market, its size indicates it is a mainstream part of 
the consumer economy,” said John Lagerling, U.S. CEO, 
Mercari. “Three-quarters of adults participating in the reuse 
ecosystem shows that buying secondhand is now almost as 
commonplace as going to the grocery store.”
  Saving money is the primary reason for shopping resale, 
mentioned by 74.6% of secondhand shoppers in their survey.
  A variety of other reasons — including finding new things, the 
fun of “treasure hunting,” sustainability, 
and a sense of community — are also 
driving interest in secondhand.
  Other highlights from the Reuse Report:
•  Nearly 52% of sellers resell items as 
a side hustle to make some cash, and 
12.3% say selling used items is now their 
primary income stream.
•  American households are sitting on 
an estimated $580 billion of products they’re no longer using 
(the equivalent of $4,517 per household). In volume terms 
this equates to 23.6 billion items (184 items per household).
  “Last year, some 1.6 billion functional, saleable items 
were thrown into the trash, which is neither sustainable nor 
financially savvy,” said Neil Saunders, managing director of 
GlobalData. “However, the rise of online marketplaces and 
resale platforms is allowing consumers to both make money 
and do right by the environment as they sell unwanted 
products to those who will make use of 
them. More people are now engaging 
in the reuse ecosystem and are finding 
the experience enjoyable.”
  The Mercuri Reuse Report  was 
produced in association with 
GlobalData in October. Market sizing 
data is produced by GlobalData. 
GlobalData’s assessment of the 
secondhand market is determined 
through consumer surveys, retailer 
tracking, official public data, data 
sharing, store observation and 
secondary sources.

STUDY: U.S. TO SPEND $160B ON SECONDHAND ITEMS
ADVERTISER NEWS
  Hy-Vee and Walmart have started offering Moderna and 
Johnson & Johnson COVID-19 vaccine boosters after ap-
provals from the CDC and FDA. The free shots follow those 
authorized for the Pfizer/BioNTech booster in September, 
and Hy-Vee is giving away $10 store gift cards to people 
who complete their vaccinations or get a booster by Nov. 
1... Burger King posted a 7.9% gain in same-store sales in 
the latest quarter, but that fell short of the 9.3% gain expect-
ed by analysts. The chain pointed to increased promotions 
from McDonald’s and Wendy’s, challenges created by the 
spread of the delta variant and staff shortages as playing 
roles in its miss… The U.S. Postal Service will hire 40,000 
seasonal employees, add 112 new sorting machines and 
open 45 new facilities to manage spillover packages, all in 
an effort to ensure on-time delivery for online holiday shop-
pers. The USPS will be able to handle 35% more packages 
daily during the peak season than at the same time last 
year, according to the postmaster general... One side ef-
fect of the COVID-19 pandemic heading into the holidays: 
fewer bargains for shoppers. The Wall Street Journal re-
ports that industry executives and analysts say consumers 
should expect to pay closer to full price on a range of prod-

ucts this holiday season, including Nike 
sneakers, Coach handbags and Ralph 
Lauren Polo shirts. Several factors are 
behind the dearth of deals, including 
backed-up supply chains, inflation and 
steps retailers are taking to price their 
products more efficiently... Macy’s will 
start its Black Friday holiday promotion 
well before Thanksgiving weekend, and 

is closing stores on Thanksgiving Day. The department 
store chain will launch an exclusive Black Friday “Sneak 
Peek” event on Wednesday, Nov. 3. The retailer will update 
holiday deals with items priced as low as $3 across catego-
ries including fashion, fine jewelry, tech, beauty, toys and 
home… Restaurants are testing robotic solutions to help 
staff kitchens as one way of dealing with the labor shortage. 

(Continued on Page 3)

mailto:sales%40spotsndots.com?subject=
https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2013406/?utm_medium=jobshare


PAGE 2 The Daily News of TV Sales @ www.spotsndots.com 

AVAILS
  WSKY (SKY4 TV) / Lockwood Digital seeks a proven 
Digital Sales Manager to provide energized leadership 
for 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 resume to Kathy 
Yevak at kyevak@sky4tv.com. 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.

See your ad here tomorrow! CLICK HERE for details.

KROGER’S HOME CHEF BRAND HITS $1B IN SALES
  More than three years after being acquired by The Kroger 
Co., meal kit brand Home Chef has reached sales of $1 
billion.
  Kroger announced the milestone yesterday, as the 
Cincinnati-based supermarket giant noted the ongoing food-
at-home trend, with more customers seeking convenient 
mealtime solutions such as meal kits and heat-and-eat 
meals. To that end, the company said its Home Chef 
business is gauging consumer feedback and expanding its 
product selection to help customers reduce cooking time 
without a trade-off in quality or flavor.
  Currently, Home Chef offers more than 500 products 
across a range of meal categories, such as meal kits, heat-
and-eat meals, ready-to-eat products and seasonal meals. 
Kroger said the brand will continue to expand its menu to 
provide shoppers with more “fresh mealtime shortcuts.”

HOLIDAY SHOPPERS OPEN TO RETAIL MESSAGES
  A new survey reveals the types of communication most 
consumers want to receive from retailers this holiday 
season.
  Nearly nine in 10 (87%) would want to receive 
communications from retailers they shop or want to shop 
with, according to the Holiday Shopping Communications 
Survey of more than 2,000 adult consumers from cloud-
based business communications platform Plivo.
  The figure includes 74% who would opt into receiving SMS/
text messages from retailers, primarily for shipping/delivery 
notices and updates (45%) and coupons (43%); as well as 
66% who would be receptive to email communications.

POLL: KEEP POLITICS OUT OF SUPER BOWL ADS
  It’s one of the world’s most popular annual sporting events 
—  yet almost as many people watch the Super Bowl for 
the ads as for the National Football League championship 
game itself.
  That’s according to a new poll by Omnicom’s Dallas-
based The Marketing Arm, one of the largest buyers of 
celebrity talent for Super Bowl commercials.
  The poll, based on a nationally representative sample of 
1,000 respondents in August, found 43% watched the Big 
Game for the commercials, while 57% watched primarily 
for the game. But women are far more 
likely to watch it for the ads (60%). Thus, 
brands that seek to target women would 
seem to have a captive and interested 
audience.
  Nearly all viewers want Big Game 
ads to make them laugh (97%). And 
the majority (71%) would prefer that 
advertisers stay away from political 
messages. Most viewers (70%) just want 
to sit back and enjoy the ads. They do 
not wish to interact or be called upon to 
take an action like posting or voting.
  Consistent Big Game advertisers are the brands that 
viewers most look forward to seeing in the game, according 
to the poll, giving those brands a distinct advantage over 
first-time and newer advertisers.
  The Top 10 brands viewers most look forward to seeing in 
the Big Game (in order) are Budweiser, Pepsi, Coca-Cola, 
Doritos, Nike, Bud Light, Apple, Amazon, Mountain 
Dew and M&Ms.
  More than half of all viewers prefer Big Game commercials 
with celebrities (54%). The preference is even greater 
among Black (68%) and Hispanic (62%) viewers.

TRUCK DRIVER SHORTAGE HITS ALL-TIME HIGH
  A shortage of truck drivers is a big part of the country’s 
supply-chain problems.
  The trucking industry is short 80,000 drivers, an all-time 
high for the industry, according to the American Trucking 
Associations. 
  The shortage, which existed pre-pandemic but has grown 
worse since then, comes at a critical time in the retail supply 
chain cycle, with U.S. ports backlogged just before the start 
of the holiday shopping season. Truck drivers move 71% of 
the U.S. economy’s goods.
  “Since we last released an estimate of the shortage, there 
has been tremendous pressure on the driver pool,” said 
Bob Costello, chief economist, ATA. “Increased demand for 
freight, pandemic-related challenges from early retirements, 
closed driving schools and DMVs, and other pressures are 
really pushing up demand for drives and subsequently the 
shortage.”
  The outlook for the next few years doesn’t offer much hope. 
Based on driver demographic trends, including gender and 
age, as well as expected freight growth, the shortage could 
surpass 160,000 in 2030.
  To keep up with demand over the next decade, trucking 
will need recruit nearly a million new drivers to close the 
gap caused by demand for freight, projected retirements 
and other issues, according to the ATA.
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FunnyTweeter.com

I’m sick and tired of being the 
only person who cooks, cleans 

and pays all the bills in this 
house. I live alone, but still...
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THIS AND THAT
  North American factories cut 26,000 more vehicles from 
their production plans last week because of the global 
microchip shortage, a significant increase from the reductions 
manufacturers were making at the beginning of the month, 
according to the latest estimate by AutoForecast Solutions. 
Globally, about 115,000 vehicles were cut from automakers’ 
production schedules last week vs. about 280,000 the week 
before... IHS Markit says just more than 13 million light 
vehicles will be built in North America in 2021, a year that 
has been crippled by a global shortage of microchips. That 

would be down 0.2% from last year, when 
auto factories were closed for months 
in the spring because of the pandemic. 
Production will rebound next year, IHS 
says. After that, IHS projects a steady 
increase to a record 18.2 million in 2024.

ADVERTISER NEWS
(Continued from Page 1)
Buffalo Wild Wings is testing a robotic 
solution described as “the only robotic 
chicken wing frying solution designed 

from the ground up for high volume restaurants.” The robot, 
called Flippy Wings, is from startup Miso Robotics… An 
iconic American brand that has existed since 1968 has been 
rated the fashion brand that American consumers trust most 
to share their personal data. Calvin Klein took the top spot in 
the new Data Trust Index by Luxury Institute and DataLu-
cent. The index measures the level of trust that digital con-
sumers have in licensing their digital platform data (Google, 
Facebook, etc.) and other personal data, to mass, premium 
and luxury brands in exchange for rewards and benefits. 
French luxury market leader Louis Vuitton was ranked a 
very strong second.
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Magnite study

There are 55 million U.S. 
households, or 40% of U.S. TV 
homes, that are reachable only 

via Connected TV.

MAGNITE STUDY: 55M HOMES ONLY WATCH CTV...
  Connected TV has grown to the point where there are 55 
million U.S. households that only watch CTV, according to a 
new study from Magnite.
  Those 55 million households mean that 40% of U.S. TV 
homes are reachable exclusively via CTV and not over the 
air or via traditional pay-TV. 
  Los Angeles-based ad technology firm Magnite also found 
that CTV reaches a more balanced mix of age groups vs. 
pay-TV, which skews toward viewers 55 and older. CTV also 
delivers an audience as diverse as the U.S. overall, while pay-
TV is overly white and underrepresents 
Black, Latin and Asian consumers.
  Viewers don’t seem to be adopting CTV 
to avoid commercials. The study found 
90% of CTV viewers watch ad-supported 
programming, with 47% of the content 
they see being ad-supported vs. 53% ad-
free.
  CTV viewers said they were twice as 
likely to buy a product after seeing an ad 
they paid attention to, and 47% of CTV 
viewers said they were willing to share the 
information they find in relevant ads.

... AS MOST BRANDS PLAN TO GROW CTV SPEND
  Connected TV is likely to stay hot, according to a new survey 
that finds that 56% of advertisers plan to increase spending 
on CTV next year.
  Advertiser Perceptions said that about 90% of video 
advertisers already run commercials in CTV programming 
and that their average spending is about $33 million annually. 
  “Advertisers are betting on CTV to solve fundamental 
marketplace challenges — from building reach in a 
fragmented market to offering addressability as other direct-
to-consumer targeting options fade,” said Erin Firneno, VP/
Business Intelligence at Advertiser Perceptions.
  In most cases, marketers are funding their spending in CTV 
by shifting money from their current digital video budget, 
while 47% said the money was coming from the general 
advertising budget and 34% said it was coming from the 
linear TV budget.
  While 70% of advertisers said they most commonly buy 
CTV ads from device manufacturers, they expect to buy 
more from ad-supported video on demand (AVOD) platforms 
over the next year. Currently 64% say they buy from AVOD 
platforms and 63% said they buy from virtual multichannel 
video programming distributors (vMVPDs).

HERTZ PLACES ORDER FOR 100,000 TESLA EVS
  Hertz Global Holdings, barely four months out of 
bankruptcy, placed an order for 100,000 Teslas in the first 
step of an ambitious plan to electrify its rental-car fleet.
  Tesla’s shares soared, pushing the automaker’s value past 
$1 trillion for the first time. The cars will be delivered over the 
next 14 months, and Tesla’s Model 3 sedans will be available 
to rent at Hertz locations in major U.S. markets starting in 
early November, the rental company said. Customers will 
have access to Tesla’s network of superchargers, and Hertz 
is also building its own charging infrastructure.
  It’s the single-largest purchase ever for EVs and represents 
about $4.2 billion of revenue for Tesla, Bloomberg reports.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


