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MILLENNIALS WILL SPEND THE MOST, PwC FINDS 
  Black Friday, once known as the biggest shopping day 
of the year, has become less important to consumers. Just 
20% participating in a study published yesterday by PwC 
said they plan to shop on Black Friday this year, down from 
60% in 2015.
  In the survey, fielded in July, PwC asked 4,000 consumers 
where and when they plan to shop and travel, as well as 
what drives their purchasing decisions. Consumers told PwC 
they will do 57% of their shopping online and 43% in stores. 
  About 41% participating in the PwC Holiday Outlook 2022 
study said they will do their shopping between Thursday and 
Monday of the Thanksgiving weekend. Some 25% said 
they will do their shopping in early November, and 17% will 
wait until after the Thanksgiving weekend.
  Consumers overall plan to spend an average of $1,430 on 
gifts, travel and entertainment this year, similar to the $1,447 
each spent last year. This is up 20% from 2020 and more 
than 10% higher compared with 2019.
  Breaking down the numbers, consumers plan to spend 
$754 on gifts, $452 on travel, and $225 on entertainment.
  Kelly Pedersen, PwC U.S. retail leader, said that aside 
from Black Friday taking a backseat to other 
holiday shopping days, “one of the most 
interesting data points the study revealed 
is in the demographic and who is spending 
the money.”
  Millennials ages 26 to 40 are the only 
age group that is really spending more this 
holiday season — about 11% more.
  PwC attributes that to “The Great 
Reshuffle,” job-hopping during the pandemic. Millennials 
said they will spend 27% on average more this year — about 
$1,823. Pedersen said Millennials are coming into their own 
in terms of wealth. 
  Slightly more than half of consumers, at 53%, are concerned 
about inflation. That percentage is up from 45% in 2019. And 
while the factors driving inflation are on a rollercoaster ride, 
with higher gas prices expected, consumer sentiment has 
begun to tick up gradually.
  “We spoke with a very big retailer recently who is starting 
to see relief on their costs,” he said. “That means we could 
potentially see costs come down.” Hopefully there will be 
some relief on inflation.”
  Nearly 75% of consumers — including 87% of boomers 
— are braced for higher prices this holiday season and 
are actively hunting for bargains. Price is the biggest factor 
influencing holiday spending at 65%, but it’s not as big of a 
concern as it was last year at 75%. Convenience at 43% and 
speed of delivery at 40% round out the list of key factors.
  Ninety-three percent of consumers say trust is top-of-mind 
this holiday season —  up 70% from 2020 and 2021. After 
trust, 57% cited local producers and 36% pointed to stores, 
while 31% prefer sustainable retailers and 27% cite socially 
and environmentally responsible brands.

HOLIDAY OUTLOOK: BLACK FRIDAY LOSING RELEVANCE 
ADVERTISER NEWS
  Amazon.com said it plans to hire 150,000 seasonal workers 
to help meet shipping demand during the Christmas selling 
season. The retail and technology giant is taking this step after 
choosing to close, delay opening or abandon warehouses 
around the U.S. as sales have slowed due to inflationary 
pressures… Vizio said that its upfront generated $200 
million in advertising commitments for the 2022-23 television 
year. The volume is double last year, when Vizio had $100 
million in upfront commitments. The smart-TV makers said its 
increase was driven by the industry-wide shift of viewers from 
traditional TV to streaming. It was also helped by additional 
content offerings on Vizio’s WatchFree Plus platform and 
demand for data-informed and targeted advertising. On its 
last earnings call, Vizio said its advertising business grew 
71% in Q2. It also said it added 243 net new advertisers… 
Peloton is eliminating another 500 jobs after multiple rounds 
of layoffs earlier in the year. The fitness equipment company’s 
CEO Barry McCarthy said that “restructuring is done” with 
the latest round of cuts so that Peloton can remain “focused 
on growth.” The company recently announced deals with 
Amazon.com and Hilton Hotels to drive sales and broaden 

its reach with consumers… Double-digital 
comparable sales growth in its home 
market gave Costco Wholesale a solid 
sales bump in September. The membership 
warehouse club retailer reported net sales 
of $21.46 billion for the five weeks ended 
Sunday, an increase of 10.1% from $19.5 
billion last year. Costco’s total same-store 
sales increased 8.5%. Same-store sales 

rose 11.2% in the U.S., and 5.7% in Canada… JCPenney is 
trimming its seasonal hires this year. The department store 
retailer said it is looking to fill nearly 22,000 positions this 
holiday season. By comparison, last year Penney put the call 
out for 25,000 seasonal workers. The company is hosting a 
national hiring event, in stores and online, from Wednesday 
(Oct. 12) through Oct. 15, at which it will offer employment on 
the spot... Wawa is looking to spread its wings into southern 
and coastal Georgia. The Pennsylvania-based convenience 
retailer’s current plans include opening its first Georgia store 
in 2024, with the potential for up to 20 stores in the market 
in the future, reported WSAV. Wawa has plans to double its 
footprint within the next decade, zeroing in on the Florida 
Panhandle region, along with adjacent markets in South 
Alabama. The convenience retailer is “actively looking” into 
sites for new stores in the Florida markets of Pensacola, 
Panama City and Tallahassee, along with Mobile, Ala… 
Consumers are flocking to McDonald’s to get their new 
adult Happy Meals and some members of the fast food 
giant’s frontline are started to crack under the pressure. “We 
ran out of boxes the first day we had them, ran out of toys the 
second, and on the third day we had to say the truck doesn’t 
come till tomorrow,” wrote one worker online. “It’s been… 
not fun.”
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HOT FOR HOLIDAYS: STREAMING SUBSCRIPTIONS
  Streaming content subscriptions are on the top of consumers’ 
gift wish lists as the cost of subscription streaming video 
and audio services increase and the holidays approach, 
according to new data.
  According to a new survey conducted by Recurly, a 
subscription management and billing platform, 63% of survey 
respondents said they would consider giving subscriptions 
as a gift, and 70% said they would be interested in receiving 
subscriptions as a gift. Gen Z (73%) and Millennials (72%) 
spearheaded the majority saying they are interested in 
receiving subscriptions as gifts.
  The Sept. 8 survey, based on 2,472 U.S. 
residents 18 and older who are planning 
to give gifts this holiday season, found that 
among Gen Z and Boomers, the top three 
preferred categories of subscription gifts 
to receive were streaming video (40%), 
retail (28%) and streaming audio (27%). 
Streaming video (54%), gaming (39%), 
and streaming audio (36%) represented 
the top three subscription categories most 
likely to be given as gifts.
  “This holiday, consumers are looking for gifts of experience 
and utility, and that translates directly to a desire for 
subscriptions,” said Theresa McEndree, chief marketing 
officer at Recurly, in a statement. “Subscriptions as a gift 
allows consumers to try something new or dig deeper into 
something they already love.”

FORD AGAIN HIKES PRICE FOR F-150 LIGHTNING
  Ford Motor is again raising the starting price on its all-
electric F-150 Lightning pickup, citing “ongoing supply chain 
constraints, rising material costs and other market factors.”
  The automaker said this week that it has raised the MSRP on 
the 2023 F-150 Lightning Pro, the truck’s base model that is 
geared toward commercial customers, by $5,000 to $51,974. 
Other trim levels on the F-150 Lightning are unaffected by the 
change. The company also said that retail order holders who 
are awaiting delivery, as well as commercial and government 
customers with a scheduled order, are not affected by the 
price increase.
  The move follows the automaker in August raising prices on 
the Lightning across the board. In unveiling and launching 
the Lightning — a battery-electric version of America’s best-
selling truck — executives had touted the fact that the starting 
price was under $40,000.
•  Demand for high-performance, high-sticker electric 
vehicles is white-hot in the U.S. BMW’s flagship i7 electric 
sedan won’t arrive at U.S. stores until mid-November. But 
advance orders for the nearly $120,000 vehicle already 
account for more than half of next year’s U.S. allocations, 
BMW tells Automotive News.
•  Toyota Motor said it would restart production of its first 
electric vehicle, the bZ4X, this week after fixing potential 
safety problems that had halted sales of the new battery-
powered model for more than three months. Japan’s largest 
automaker, a laggard in the EV market, recalled 2,700 bZ4Xs 
globally in June after discovering that there was a risk the 
car’s wheels could come loose. Subaru, one-fifth owned by 
Toyota, also had to recall units of the related Solterra model 
that it jointly developed with Toyota.
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My parents didn’t raise 
an idiot. I actually did 

it all by myself.

AVAILS
  Salem Media Group’s fast-growing Salem News Channel 
offers an exceptional opportunity for a full-time News Anchor. 
SNC features America’s leading 
conservative commentators. We are 
enhancing our news staff to provide 
timely updates hourly on the top 
stories across the country and the world. On-camera news 
experience preferred. Excellent writing and communication 
skills and the highest standard of journalistic excellence are 
essential. Must be able to work in-studio in Washington, 

D.C. or New York. Qualified candidates, 
please apply ONLINE. Add your REEL 
embedded in your resume or as an 
attachment.
  Estrella TV, a Spanish-language 
Hearst Television station in sunny West 
Palm Beach, Fla., is looking for an 
Account Executive. We are offering a 
base salary and generous commission 
rates on New Business. If you want to 
work for the best broadcast company 
in the business while enjoying all 

that living in South Florida has to offer, this may be the 
opportunity for you! CLICK HERE to apply.

See your ad here Monday! CLICK HERE for details.

DATA: GAME SHOWS FIND VIEWERS VIA STREAMING
  As the evolution of how people watch TV expands across 
over-the-top video channels, the proliferation of streaming 
services and content is broadening the appeal of certain 
genres, i.e., video game and quiz shows to new audiences, 
according to new data from Nielsen.
  Linear TV content is increasingly becoming more available 
on streaming platforms, which provides viewers the ability 
to watch when they want. It also gives audiences that don’t 
watch linear TV the chance to see shows they might otherwise 
miss. Streaming platforms are also engaging audiences with 
library content that originally aired on TV.
  While the majority of game and quiz shows were developed 
for traditional TV, many have migrated to streaming platforms, 
where they are engaging with new audiences, according to 
Nielsen. Additionally, some, such as Floor is Lava, Is it 
Cake? and Bullsh*t are only available on streamers.
  The media research firm found that just 16% of all quiz and 
game shows are exclusive to linear TV. When combined with 
the fact that streaming claimed the largest viewership share 
of total TV usage in both July and August, Nielsen contends 
the streaming-first mindsets — inclusive of quiz and game 
shows — will be best positioned to engage audiences as 
video channel fragmentation continues.
  “Streaming has effectively changed the profile of the game 
show audience,” read the report. 

THIS AND THAT
  For the first time since Hurricane Ian hit the Gulf Coast of 
Florida a week ago, all of the affected region’s TV stations 
are back on the air, according to the FCC. The situation has 
vastly improved since the commission reported 6 TV stations 
and 21 radio stations went off air due to the storm immediately 
after it hit the southwest region of the state on Sept. 28.
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NATPE FILES FOR BANKRUPTCY, CITES PANDEMIC
  The National Association of Television Program 
Executives (NATPE) is filing for Chapter 11 bankruptcy, 
citing a COVID-19 strain on revenue for the past two years.
  The organization said this week the pandemic prevented 
NATPE from hosting its flagship events, which typically 
generate “significant revenue.” The cancellations forced 
NATPE to operate on its financial reserves, so it’s filing a 
petition to restructure its business.
  NATPE, which is geared toward events curated for the 
content industry, cancelled in-person conferences in January 

2021 and January 2022. The organization 
in February announced a slate of both 
virtual and in-person events scheduled 
for 2022. Those include the marketplace 
event NATPE Budapest (hosted from 
June 27-30) and NATPE Streaming 
Plus, hosted Sept. 29.
  NATPE has two in-person events in the 
works for next year. Its annual trade show 
is scheduled for Jan. 17-19, 2023, and 
will be relocated from Miami to Nassau, 
Bahamas. The Budapest event will return 

in June 2023.

PELOSI, PALLONE TAKE AIM AT TEGNA MERGER
  House Speaker Nancy Pelosi and Energy and Commerce 
Committee Chairman Frank Pallone, Jr. have expressed 
“serious concerns” about the proposed merger of Standard 
General with Tegna to FCC Chairwoman Jessica 
Rosenworcel, TV Tech reports.
  Tegna, which manages 64 stations across 51 domestic 
markets, agreed in February to be acquired by Standard 
General for $8.6 billion including debt. The merger is being 
reviewed by the FCC and has faced a number of objections 
from lawmakers and public advocates and unions. 
  In a letter to the chairwoman, the lawmakers pointed to the 
accelerating consolidation of local news outlets, and asked 
the FCC to closely review the pending transaction to ensure 
that it is in the public interest and promotes the FCC’s values 
of localism, competition and diversity on the airwaves.
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National TV advertising 
spending slowed 

dramatically in the third 
quarter, falling 42% to 

$124.7 million.

MOVIE MARKETING TV SPEND DECLINES 42% IN Q3
  National TV advertising spending slowed dramatically in 
Q3, falling 42% to $124.7 million, according to estimates 
from iSpot.tv. But movie box office revenue grew.
  A year ago, over the same period, movie studios spent 
$216.2 million.
  This year’s national TV spend resulted in 16.9 billion 
impressions — vs. 27.2 billion for the same period a year ago. 
There were 81,889 airings in the year-ago period, compared 
to this year’s total airings, at 62,008.
  Top studio spenders in Q3 2022 include Universal Studios 
with $30.7 million, followed by 20th 
Century Studios at $17.7 million, Sony 
Pictures’ Columbia Pictures at $16.4 
million and Warner Bros. ($12.6 million).
  Lower spending didn’t affect overall 
actual movie box-office receipts. There 
was a 40% gain to $1.9 billion vs. $1.4 
billion a year ago, according to IMdb Box 
Office Mojo.
  The highest-earning film this year is 
Universal Pictures’ Minions: The Rise 
of Gru, which took in $367 million in 
domestic theater revenue in the period. Disney’s Thor: 
Love and Thunder was next at $343.2 million.
  This year movie marketing spending sharply dropped in the 
last two weeks of August.
  Theatrical movie attendance typically declines around the 
Labor Day period. This year to amp up interest an industry-
wide movie theaters promotion was offered to consumers — 
$3 or less for a movie admission ticket on Labor Day, Sept. 
3, calling it National Cinema Day.

IN CROWDED FIELD, OTT CANCELLATIONS GROW
  The market saturation of subscription streaming video 
services is beginning to impact consumer behavior. The 
combination of subscription price increases and choice of 
platforms finds that streaming service providers have seen 
an uptick in “streaming fatigue,” with nearly two out of three 
people canceling at least one service because of price and 
non-use, according to new data from Blu Label Labs.
  In a survey of 1,005 respondents in North America ages 
15-67 and conducted over the Web between May and 
August, the most canceled streaming service in the last year 
was Amazon Prime Video at 9.46%, followed by Netflix at 
8.55% and Disney+ at 8.33%.
  The survey found that most subscribers (37.4%) report 
canceling because of non-use, while 25.9% canceled 
because a service was considered too expensive.
  Regarding ads, 51.9% said they would deal with ads for 
a lower streaming price point, 18.8% would pay more to 
remove ads, and 19.4% delete apps with ads.
  Rather than use a paid streaming service, 22.4% report 
spending more time with YouTube’s free version, 17.5% 
spend more time on Instagram, and 14.2% use TikTok 
more frequently.
  “Around 10% of people seem to cancel because of the 
volume of transactions it takes to maintain several streaming 
subscriptions — while it might still be economical, the 
perception of ‘having too many’ platforms has influenced 
some respondents’ choice to cancel at least one service,” 
read the report.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY


