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REPORT: FOR MANY, LOCAL NEWS ‘IMPORTANT’
  TiVo’s new survey of viewing trends has found that total 
viewing fell in the second quarter of 2022 — particularly 
among younger viewers — and that viewers are increasingly 
embracing AVOD/FAST streaming services, with the Roku 
Channel being ranked as the most popular AVOD/FAST 
service.  
  The new TiVo Video Trends Report: Q2 2022 also 
highlighted the importance of local content, with 65% of 
respondents saying that local news content was “important.”  
  But it also provided a mixed picture for local broadcasters, 
with data showing that use of streaming services, apps and 
social media far outpace the usage of antennas to access 
local content.
  The survey of 4,500+ people in the U.S. and Canada aged 18 
or older found that among those who watched local content 
only 10.5% watched free broadcast TV via an antenna vs. 
51.4% accessing local content vs. a pay-TV services, a live 
streaming service (16.9%), a free ad-supported streaming 
service (6.8%), TV network apps (5.1%) and social media 
apps (7.5%).
  That means 36.1% of respondents who watched local content 
accessed it from streaming services, 
apps or social media, far outpacing the 
use of broadcast antennas (10.5%).  
  As cord-cutting continues and pay-
TV subs decline, the report found that 
broadcasters aren’t benefiting from the 
trend. The report also found that pay-TV users were much 
more likely to watch local content, with pay-TV subs reporting 
that they spent 24.6% of their time watching local content vs. 
broadband-only subs spending only 16.2% of their time with 
local content.
  Overall the report found that respondents watched 4.3 hours 
of video content per day in Q2 vs. 4.5 hours a day in Q4 
2021. The drop was most pronounced among millennials. 
Their total viewing time dropped by more than a half hour 
from 5.3 hours to 4.7 hours.  
  AVOD/FAST channels, however, continue to increase their 
share of total viewing time from 10% in Q4 2022 to 22% in 
Q2 2022.
  Among the AVOD/FAST service, 
Roku Channel led with 21.5% reporting 
they used the service, followed by 
Tubi (19.7%), Peacock (19.4%), 
Pluto TV (17.1%), Crackle (11.2%) 
and Samsung TV Plus (11.1%).
  Among other key findings:
•  70% said video entertainment 
spending is a moderate/high priority.
•  Respondents average 9.86 video 
service subscriptions, up from last 
year’s 8.88.
•  AVOD service usage has increased 
to 3+ services per respondent.

TiVo: VIEWING DROPS IN Q2 AS FAST CHANNELS GROW
ADVERTISER NEWS
  Walgreens Boots Alliance plans to entice lapsed customers 
by mining myWalgreens rewards program app data to glean 
insights and group customers into communities such as 
“support seekers” for personalized digital messaging efforts, 
says Tracey Brown, president of retail and chief customer 
officer. Brown says the move is part of a shift from marketing 
around COVID-19-related services to focusing on individual 
needs and preferences... Pilot, with help from General 
Motors, plans to install 2,000 fast-charging stations at 500 
of its convenience stores starting in early 2023. The chargers 
will be part of the EVgo network, one of the seven charging 
networks that GM is working with through its Ultimate Charge 
360 effort… Apple is expected to unveil new iPad Pro tablets 
with its M2 chip in the next few days, Bloomberg reports. 
The company typically unveils new products and software 
ahead of its earnings report, which is scheduled for release 
Oct. 27. The iPad’s M2 chip upgrade will offer a speed boost 
of 20%, according to the report… Taco Bell customers in 
California will soon be able to get a fast EV charge in addition 
to their food. ChargeNet Stations, an electric vehicle fast-
charging station development and software company, in 

partnership with Taco Bell franchisee 
Diversified Restaurant Group (DRG), 
has opened its first ultra-fast charging 
stations at a Taco Bell restaurant in 
South San Francisco. The location 
has been outfitted with six charging 

stations… McDonald’s will sell Krispy Kreme doughnuts 
at nine locations in Kentucky, starting Oct. 26, as part of a 
test. Restaurant chains have been experimenting with new 
menu items and promotions to lure cash-strapped customers 
back to their locations. Krispy Kreme CEO Mike Tattersfield 
has said customers are willing to splurge on affordable treats 
like fresh doughnuts… Hasbro reported Q3 earnings that 
missed expectations and revenue that matched Wall Street 
projections. CEO Chris Cocks pointed to “increasing price 
sensitivity” among consumers. The toy giant has raised 
prices this year as inflation soared… The Home Depot is
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WFA: SOME BIG ADVERTISERS TO SLASH BUDGETS
  With uncertainties growing about the future of the economy, 
nearly 30% of the world’s biggest advertisers are planning to 
cut ad budgets in 2023, according to a new survey from the 
World Federation of Advertisers (WFA) and Ebiquity.
  About the same percentage said they planned to increase 
budgets while the rest, around 40%, indicated their budgets 
will remain flat next year vs. 2022.
  The study is based on a survey of 43 multinational 
companies. The sample included five of the world’s top 10 
advertisers by spend, which collectively invest more than 

$44 billion in advertising. Three-quarters 
of those polled said budgets are under 
“heavy scrutiny,” with marketers required 
to justify investment.
  In North America a plurality (44%) 
indicated budgets would be flat next 
year. About a third envision an increase 
of up to 10% while 3% said their firms 
were planning increases greater than 
10%, Media Post reports.
  About 21% of North American 
respondents said their companies would 

cut ad budgets. Nine percent are bracing for cuts of more 
than 10%, and 12% believe cuts will be less than 10%.
  Forty-two percent said outlays for digital will increase, with 
offline media such as TV, radio, print and outdoor likely to 
take a hit. Nearly half are planning to cut offline investment, 
and a quarter are looking to make a significant cut (of more 
than 10%) in print spend.

DOES FUTURE OF TV LOOK LIKE SOCIAL MEDIA?
  At Advertising Week New York, Hugh Scallon, 
VaynerMedia’s VP, head of video activation, described a 
future of TV infused with the brand utility of social media — 
what he called “TV 3.0,” Ad Age reports.
  After diving into the evolving technologies of shoppable 
TV, such as a Roku partnership with Walmart in which 
purchases can be made via remote control with little content 
disruption, Scallon predicted, “Television will probably look 
more like Facebook towards the end of the decade.”
  As viewing trends further away from linear TV and into digital 
video, Scallon also predicted phone-centric viewing will not 
only grow on social media platforms but as a primary means 
of TV consumption.
  “That critical mass should open up opportunities for brands, 
for consumers, for data, for learning,” said Scallon of TV 
becoming a leading venue for e-commerce. “It’ll be like, five, 
six years ago with social — brands come in and look at it as 
foundational. That’s where we’ll be probably in 2025.”

L.A. CLIPPERS LAUNCH DTC STREAMING SERVICE
  The Los Angeles Clippers say they will be the first team in 
the NBA to launch a direct-to-consumer streaming platform, 
which will stream 70-plus games live in-market this season.
  The service, offering six different streams and priced at 
$199 a year, will allow subscribers of ClipperVision to watch 
the games and other content without a pay-TV subscription.
  The move adds to the ways viewers can watch the team’s 
games. The NBA team recently agreed to show 11 of its 
regular-season games on Nexstar’s KTLA-TV and it has 
renewed its RSN deal with Sinclair’s Bally Sports SoCal.

NETFLIX TOPS GUIDANCE, ADDS 2.4 MILLION SUBS
  Netflix is back on the subscriber growth bandwagon. The 
subscription streaming VOD behemoth said it added 2.4 
million net subscribers in Q3, including 100,000 subs in 
North America.
  The streamer had expected to add only 1 million subs 
globally. It lost 1.3 million North American subs in the previous 
second quarter. Netflix ended Q3 with more than 223 million 
subs worldwide.
  Indeed, after successive fiscal quarters of relative doom and 
gloom (for Netflix anyway), executives took the opportunity 
to gloat. The quarter featured some of the 
streamer’s biggest ratings hits, including 
limited series, Monster: The Jeffrey 
Dahmer Story, Stranger Things Season 
4, South Korean hit Extraordinary 
Attorney Woo, Ryan Gossling actioner 
The Gray Man, and military romance 
Purple Hearts.
  In the U.S., Netflix accounts for 7.6% 
of all TV time, which it said is 2.6 times 
greater than Prime Video and 1.4 times 
greater than the combined Disney + Hulu 
+ Hulu Live.

NETWORK NEWS
  Made-for-TV Christmas movies Fit for Christmas, Must 
Love Christmas and When Christmas Was Young air 
on CBS Dec. 4, 11 and 18, respectively. CBS premiered 
two original Christmas movies last year, the network’s first 
holiday movies in years. Other holiday programming on CBS 
includes the Thanksgiving Day Parade on CBS Thursday, 
Nov. 24, animated special Reindeer in Here Nov. 29, a one-
hour holiday special for comedy Ghosts Dec. 15, and The 
24th Annual A Home for the Holidays at the Grove on Dec. 
23... ESPN will offer NBA fans an extra gift on Christmas 
Day by simulcasting all five games of the league’s traditional 
holiday schedule on both ABC and the cable network. The 
move marks the first time the five games will appear on 
both Disney-owned networks in the 21-year history of the 
programming stunt, with the first game beginning at noon 
(ET) and the last game tipping off at 10:30 PM, ESPN said. 
Last year ABC and ESPN both aired three of five games, 
with ESPN airing the early afternoon and late-night contests. 
Overall, ESPN and ABC averaged 4.1 million viewers for its 
five-game NBA Christmas Day lineup last year.

DEMS OUTPACE GOP ON SPANISH-LANGUAGE ADS
  Spending on Spanish-language media is poised to set 
records this midterm election, as Latino voters play an 
outsize role in battleground states.
  Republican candidates and outside groups are still playing 
catch-up in terms of total spending and the number of places 
where they are investing in Spanish ads. AdImpact has 
cataloged more than $54 million in Democratic spending on 
Spanish-language TV and radio ads since the start of 2021, 
vs. $19 million for Republicans.
  If future Spanish-language bookings hold, GOP candidates 
and groups will spend at least $30 million on Hispanic media, 
far surpassing the $22 million total they spent during the 
2020 cycle, according to AdImpact — but still trailing what 
Democrats have already spent.
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PLACER.AI: TARGET SALE LIFTS HOLIDAY TRAFFIC
  Target is off to a merry start for the holiday season, 
according to new third-party analysis of its recent Deal 
Days sales event.
  Data from Placer.ai indicates that during the week of 
Oct. 3-9 — the week of Target’s Deal Days early holiday 
promotion — Target’s nationwide foot traffic increased 
3.2% relative to the week of Oct. 4-10 2021, or double the 
year-over-year (YoY) increase of the previous week.
  In addition, the 2021 October Deal Days took place 
between Oct. 10-12, 2021, so the 2022 October Deal Days 

week growth took place compared to a 
2021 week with a holiday sales event. 
2022 was also the first year that a Deals 
Day event fell on Saturday — Target’s 
highest-traffic day of the week — and 
Placer.ai foot traffic data indicates that 
the overlap with Target’s weekly visit 
peak gave Deal Days a significant boost.
  Calling it the “biggest Deal Days 
event yet,” Target said the 2022 Deal 
Days sale would feature hundreds of 
thousands of deep discounts across its 

entire assortment. Analyzing foot traffic to Target’s stores 
nationwide over Deal Days, Placer.ai says the October 
2022 Deal Days event drew almost 28% more average 
daily visits to Target stores than in 2021, and around 57% 
more daily visitors per store than in 2020.

ADVERTISER NEWS
(Continued from Page 1)
connecting skilled tradespeople to hiring trades professionals 
in the construction and home-improvement industries. 
The company is now enabling skilled trades jobseekers 
to visit the PathtoPro.com job training and placement 
website to create a profile… Charlotte’s Web Holdings 
has become the first CBD brand to score a Major League 
Baseball sponsorship as distribution deals with Gopuff 
and Southern Glazers widen its playing field. Charlotte’s 
Web is now the “Official CBD of MLB.” According to an SEC 
filing, Charlotte’s Web will pay an “aggregate rights fee of 
$30.5 million and a 10% royalty on the company’s gross 
revenue from MLB-branded products of the company sold 
after prior sales of all such branded products exceed $18 
million.”
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CHICK-FIL-A: GEN Z’S NO. 1 RESTAURANT CHAIN
  Gen Z may be done with the thumbs-up emoji, but 
teenagers across America still love Chick-fil-A.
  The popular chicken sandwich restaurant is a favorite 
among the nation’s teens, according to Piper Sandler’s 
semi-annual Taking Stock With Teens survey, with 15% 
of respondents listing it as their No. 1 choice.
   The survey, conducted Aug. 12 to Sept. 23, got responses 
from 14,500 teens across 47 states, with an average age 
of 15.8.
  Chick-fil-A’s 15% mark put it firmly in the lead among all 
restaurant chains. The next closest was 
Starbucks (12%). Rounding out the top 
5 were Chipotle (7%), McDonald’s (6%) 
and Olive Garden (3%).
  It’s only the latest piece of good news 
for Atlanta-based Chick-fil-A. In the 
recently-released annual Drive-Thru 
Study from QSR and Intouch Insight, 
the chain ranked No. 1 in customer 
satisfaction.
  Customers reported 95% customer 
satisfaction with Chick-fil-A, a metric that 
takes into account staff friendliness as well as customer 
expectations about how quickly they expect to receive their 
food. Chick-fil-A beat out McDonald’s (85%) and Wendy’s 
(82%) in the category.

NFL BLACK FRIDAY GAME COMING TO AMAZON
  Amazon will stream the first ever NFL Black Friday 
game in November 2023, the company revealed in a joint 
announcement with the National Football League.
  The game — which will take place on at 3 PM (ET) on Nov. 
24, 2023 — is the first NFL competition to take place on the 
day after Thanksgiving, which itself is a traditionally big 
day for NFL games. The teams for the Black Friday game 
will be announced along with the rest of the matchups in 
next season’s NFL schedule.
  The announcement places the game on the key discount 
holiday for brick-and-mortar retailers, and the game could 
drive shopper traffic away from stores and toward Amazon. 
Amazon provides online discounts on both Black Friday 
and Cyber Monday of that holiday weekend.
  “Black Friday is the unofficial start of the holiday season, 
and we’re thrilled to kick it off with a gift for football fans 
across the country with this new game,” said Jay Marine, 
Global Head of Sports at Prime Video.

THIS AND THAT
  A report from UK data research firm MUSO says traffic 
to piracy websites in 2022 has increased 22% with TV 
content — the largest media sector — representing 46.6% 
of pirated content. The report, which measured traffic to 
piracy websites from January to August 2022, said piracy 
has increased in  every industry sector with film piracy 
traffic showing the highest growth by 49.1%. Music saw the 
lowest increase of 3.87%... Fixed and wireless broadband 
customers cited price as the top reason they would switch 
service providers in a new J.D. Power study, and it appears 
most have a particular price point in mind. The takeaway 
comes from J.D. Power’s 2022 U.S. Residential Internet 
Service Provider Satisfaction Study.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


