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GARTNER: JUST 10% SAY THEY’LL SPEND MORE
  Signaling shoppers’ budget concerns, a Gartner survey of 
306 consumers during July found that more than a fourth 
(28%) expect to spend less this holiday season while 10% 
will spend more this year than in years prior.
  Among the factors driving purchasing decisions are price 
(65%), value (53%) and free shipping (51%). More than 
three-fourths said they anticipate the same or fewer deals 
compared to the 2021 holiday season, per the survey.
  Though 28% said they aren’t looking for gift inspiration 
before shopping for the holidays, more than a third (35%) are 
relying on their friends and family’s wish lists, 22% will search 
on Google, and a fair number are using brand websites 
(18%), brand emails (11%) or catalogs (10%).
  Few respondents are relying on social media platforms like 
Instagram (7%), YouTube (7%), Pinterest (6%), Facebook 
(4%) and TikTok (2%).
  Given current inflation concerns, price and free shipping are 
among the top factors Gartner survey respondents consider 
for their holiday purchases. An August Morning Consult 
survey of 15,000 U.S. consumers found that 85% cited 
inflation as the reason they changed their shopping habits. 
The survey found that 79% sought discounts, 
and 77% reduced their shopping.
  “While consumers have increased their 
discretionary spending in the past few years, 
inflationary pressure is impacting their 
spending plans for this holiday season,” 
Kassi Socha, director analyst in the Gartner 
Marketing practice, said in a statement. “This 
hesitancy around budgets, coupled with new timing from 
consumers regarding their holiday shopping, will challenge 
marketers to have an always-on approach that will stress the 
need for omnichannel adoption.”
  Though consumer spending has increased so far, it remains 
to be seen how much more consumers will spend this 
holiday season. The National Retail Federation predicted 
consumer spending will rise to $10.6 billion on Halloween 
this year from $10.1 billion in 2021.
  And while Mastercard’s SpendingPulse report projects 
that U.S. holiday spending could increase 7.1% year-over-
year, Deloitte predicted that holiday 
sales could grow 4% to 6%, down from 
last year’s increase of 15.1%.
  Leading up to the holiday season, 
retailers have begun offering early 
discounts and increasing employee 
headcounts as consumers gear up 
to pay more for fewer items. Target 
announced this month that it will hire 
up to 100,000 seasonal employees. 
The retailer also partnered with FAO 
Schwarz to sell exclusive products 
from the iconic toy brand in Target 
stores and on the retailer’s website.

STUDY: HOLIDAY SHOPPERS EXPECT TO SPEND LESS
ADVERTISER NEWS
  Tech brands are tops with Gen Z. YouTube, Google 
and Netflix took the top three spots in a ranking of the 40 
favorite brands of Gen Zs by decision intelligence company 
Morning Consult.  Amazon and M&M rounded out the 
top 5. Two retailers also scored well, with Walmart at No. 
5, followed by Target (No. 6), with each hovering at around 
80% favorability... Excess inventory and the need to use 
discounts to move merchandise tamped down Nike’s 
earnings during its fiscal Q1. The company posted revenues 
of $12.69 billion, up 4% on a year-over-year basis. Earnings 
were down 22%... The Wall Street Journal reports CVS 
Health has joined Humana in competing to acquire Cano 
Health, which operates primary care centers in California, 
Florida, Illinois, Nevada, New Jersey, New Mexico, New 
York, Puerto Rico and Texas... Rite Aid’s top-line sales fell 
more than 3% in the company’s Q2. Front-end comp sales 
fell 0.3% due mostly to declines in tobacco sales. Excluding 
tobacco, front-end retail sales rose slightly, by 0.2%, the 
company said. The company’s net loss more than tripled... 
Kroger plans to terminate its agreement with Cigna’s 
Express Scripts in a dispute over its drug pricing model. 

In a release, the supermarket giant called 
Express Scripts’ model unsustainable for 
Kroger and its customers and said access 
to affordable prescriptions and wellness 
services remains the company’s top 
priority… When all the sales numbers for 
Q3 are totaled up, Hyundai/Kia could move 
past Stellantis in total sales for the first time, 

according to an analysis by Cox Automotive. Hyundai and 
Kia sales are combined because Hyundai owns Kia. Charlie 
Chesbrough, Cox Automotive’s senior economist, said 
General Motors appears to have “won” Q3 even though 
its sales retreated from the sales totals in Q2. Ford and 
Hyundai had a relatively strong quarter, while Honda and 
Nissan had big declines, Chesbrough said… Stellantis said 
it has a remedy for a recall on Chrysler Pacifica Hybrid 
minivans after more than a dozen caught fire. A root cause
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POLITICAL ADS PROPPING UP A SLOW MARKET
  Political advertising has become big enough that it’s giving 
a boost to the overall ad market, according to Insider 
Intelligence.
  In the first half of 2022, Basis Technologies, which handles 
programmatic ads for political campaigns, saw a more than 
four-fold rise in political ad spending vs. H1 2020, with all 
clients’ average spending going up.
  The second half of election years always sees a significant 
bump in political spending. (Basis saw 84% of 2020’s political 
ad spend in the latter half.) With more primary elections taking 

place later than usual this year, that could 
skew expenditures even further in H2.
  States projected to spend the most this 
year, according to AdImpact, include 
California ($755 million), Pennsylvania 
($609 million), Illinois ($606 million), 
Arizona ($600 million) and Georgia 
($575 million).
  Many different forms of advertising 
are benefiting from political spend, 
particularly CTV and programmatic.
  The 2020 election cycle was the most 

expensive ever, according to OpenSecrets. According 
to Tech for Campaigns, advertisers spent $2.3 billion on 
Facebook and Google ads and $1.5 billion on other digital 
ads. For perspective, that’s around 10.5% of all advertising 
and 39% of all political digital advertising expenditures.

FUBOTV TOPS J.D. POWER STREAMING RANKS
  FuboTV ranked first among live TV streaming service 
providers and Dish Network topped cable and satellite 
companies in the latest J.D. Power customer satisfaction 
survey, as consumers picked price as the biggest driver in 
choosing a video offering, Multichannel News reports.
  FuboTV led live TV streamers with a score of 789 out of a 
possible 1,000 points, the first year that J.D. Power offered the 
category. FuboTV was followed by Sling TV (786), YouTube 
TV (779), Hulu + Live TV (775) and DirecTV Stream (751) 
in the J.D. Power 2022 U.S. Television Service Provider 
Satisfaction Study. Overall, streaming companies had an 
overall score of 774, far outpacing their cable and satellite 
competition, which had an overall showing of 699.
  J.D. Power said consumers picked price as the deciding 
factor in choosing a TV service provider. Cable and satellite 
video service providers charged an average of $110 per 
month while streamers charged an average of $68 per 
month, according to the survey.

‘TMZ,’ ‘TMZ LIVE’ RENEWED BY FOX TV STATIONS
  TMZ and TMZ Live have been renewed on Fox Television 
Stations through the 2024-25 TV season, said Frank Cicha, 
EVP of programming. Fox acquired TMZ from Warner Bros. 
in September 2021.
  TMZ debuted in broadcast syndication in 2007 after its 
successful website debut. The show is now cleared in 200 
markets covering 99% of the U.S. TMZ Live followed in 2013 
and currently airs in 97 markets, covering 75% of the U.S.
  This season, the Fox Television Stations launches several 
new series in syndication, with Warner Bros.’ Jennifer 
Hudson, Debmar-Mercury’s Sherri and CBS Media 
Ventures’ Pictionary all joining Fox station lineups.

DISNEY NETS BLACKED OUT ON DISH, SLING TV
  Disney’s portfolio of cable networks and owned local 
stations were blacked out to customers of Dish Network 
and Sling TV on Saturday morning when a new distribution 
contract couldn’t be reached, Next TV reports.
  Dish said on its website that Disney is seeking to make 
Dish subscribers pay nearly $1 billion more for its channels 
than they currently pay.
  The blackout affects nearly 10 million households, including 
7.8 million satellite customers and 2.2 million homes that 
stream with Sling TV.
  Dish recently resolved a three-week 
backout with Game Show Network. 
But a Disney blackout is a much bigger 
deal, affecting channels including ESPN, 
which alone costs distributors more than 
$8 per subscriber per month, the most of 
any cable network.
  The dispute comes at a time when 
Disney — like many other media 
companies — is prioritizing its direct-
to-consumer streaming services over 
traditional pay-TV channels.
  It also comes as ABC launches new seasons of its series 
at the start of the broadcast season, led by flagship Grey’s 
Anatomy, and as ESPN airs Monday Night Football.

NETWORK NEWS
  For the 11th consecutive year, NBC finished broadcast 
TV’s “premiere week” with the highest rating in the all-
important 18-49-year-old demo. The winning 1.1 rating 
for the week of Sept. 19-25 was nearly a third of the 2.9 
demo performance generated by NBC when it started its 
streak back in September 2012. Last year, NBC won the 
first week of the 2021-22 season with a 1.3 demo rating 
and an average of 6.3 million viewers. Aggregate audience 
has eroded quite a bit over the last decade, too — NBC 
also won the week in total viewers for a fourth consecutive 
year, averaging 6 million this time around, which is only 
down about a quarter from its third-place finish of 8.2 
million in 2012. But the more youthful core demos seem to 
be fleeing the broadcast ecosystem in droves. While total 
premiere-week viewers declined just 4% for NBC on a year-
over-year basis, its demo performance was down 23%... 
Mary McDonnell has been tapped as a lead opposite 
Justin Hartley in the CBS drama pilot The Never Game, 
an adaptation of Jeffery Deaver’s novel. Robin Weigert 
(Deadwood), Abby McEnany (Work in Progress) and Eric 
Graise (Step Up: High Water) have also joined the cast. 
The Never Game follows the adventures of Colter Shaw 
(Hartley), who was raised by his paranoid survivalist father 
to be an expert tracker and now makes his living helping 
families recover their lost loved ones... NBC has handed a 
series order to Mike O’Malley’s family comedy. Jon Cryer, 
Donald Faison and Abigail Spencer star in the untitled 
series, which Deadline reports could be in the plans for next 
broadcast season. The series follows Jim and Julia, who, 
after an amicable divorce decide to continue to raise their 
kids at the family home. Navigating the waters of divorce 
and child-sharing gets more complicated for Jim when the 
owner of his favorite sports teams enters the picture and 
wins Julia’s heart.
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FuboTV leads live TV 
streamers in customer 

satisfaction, followed by Sling 
TV, YouTube TV, Hulu + Live 

TV and DirecTV Stream.



 The Daily News of TV Sales @ www.spotsndots.com PAGE 3

SURVEY: RETAILERS FAVOR PAYPAL, APPLE PAY
  A new survey reveals retailer preferences in areas 
including digital payment and buy now pay later (BNPL).
  According to The State Of Retail Payments, a biennial 
study by the National Retail Federation (NRF) and 
Forrester that profiles U.S. enterprise retailers’ views and 
decisions about payments, three digital payment types 
dominate retailers’ efforts to provide digital/contactless 
payment options.
  Online, 64% of respondents offer PayPal, 62% offer 
Apple Pay, and 37% offer Google Pay. These three 

solutions also dominate in-store digital 
payment, in different order: Apple Pay 
(67%), Google Pay (47%), and PayPal 
(33%).
  The study also reveals relatively 
low implementation and planned 
deployment levels of popular BNPL 
solutions. Online, 23% offer PayPal 
BNPL solution and 14% plan to in the 
next 18 months, followed by Afterpay 
(20%/6%) and Klarna (20%/4%). In-
store, store-branded BNPL or installment 

financing leads (21%/17%), followed by another third-party 
BNPL solution, such as FlexPay or Sezzle (16%/6%) and 
a PayPal BNPL solution (11%/7%).

ADVERTISER NEWS
(Continued from Page 1)
hasn’t been identified in the blazes that affected the 
2017 and 2018 models included in the recall, though the 
automaker says it has identified conditions that potentially 
precede a fire, which the fix addresses… Fifty-seven 
brands from LVMH’s portfolio will open ateliers, workshops 
and other manufacturing facilities to the public for three 
days this month as part of the luxury conglomerate’s fifth 
Les Journees Particulieres, or special days, event… 
Cardenas Markets is working with Amazon to offer 
two-hour delivery in Las Vegas and select California 
communities. The grocer intends to expand the service to 
more areas in the coming months. Cardenas Markets is 
one of the largest Hispanic grocery chains in the U.S., with 
65 stores in California, Nevada and Arizona under several 
banners. The stores’ departments include produce, bakery, 
pastry, meat and seafood, dairy, deli, and a tortilleria 
department that produces tortilla dough made in-store.

10/3/2022

FunnyTweeter.com

My cat killed a mouse, 
walked away and looked 
back at me. I don’t feel 

safe anymore.

SCRIPPS REBRANDS NEWSY AS ‘SCRIPPS NEWS’
  E.W. Scripps Co. says it is rebranding its Newsy free 24/7 
OTA news channel to Scripps News, launching Jan. 1.
  Newsy, founded in 2008 as a provider 
of news content to online services, was 
acquired by Scripps in 2014. A year ago 
it was launched as a free OTA network, 
available with a digital antenna, as well 
as on streaming platforms.
  In announcing the change, Scripps said “the combined 
operation will better and more efficiently serve national 
audiences and Scripps local stations.” 
Like Newsy, the new channel will remain 
the nation’s only free 24/7 TV news 
service, available OTA, Scripps said. As 
of November 2021, Scripps said nearly 
84% of U.S. households were within 
Newsy’s signal.
  Kate O’Brian will assume the title of 
EVP, Scripps News division, and report 
to Adam Symson, Scripps president and 
CEO. She also will continue to oversee 
Court TV. O’Brian has served as head 
of news in the Scripps Networks division since April 2021 
and was previously SVP at ABC News and president of Al 
Jazeera America. 

THIS AND THAT
  Comscore said it is restructuring its operation, resulting 
in employee layoffs that will cost the company $6 million to 
$8 million in severance payments. Changes ahead include 
reducing the company’s data center footprint, and reducing 
operating expenses, including software and facility costs. 
Comscore said it might also quit certain businesses and 
exit some geographic regions. Comscore didn’t disclose 
how many jobs were impacted by the restructuring... 
FreeWheel, Comcast’s ad-tech company, and Comscore 
said they were upping their contextual targeting game. 
FreeWheel’s Beeswax demand-side platform will have 
access to Comscore’s Predictive Audiences and CTV 
brand protection capabilities, enabling advertisers to 
reach the right viewers in a privacy-respecting way... U.S. 
consumer confidence rose in September for the second 
straight month amid lower gas prices and a healthy job 
market. The Conference Board’s Consumer Confidence 
Index increased to 108, up from 103.6 in August and the 
highest level since April. Consumer sentiment rose for the 
current state of the labor market and business conditions.

TV SERIES, MOVIES FROM VIDEO GAMES RISING
  TV shows and movies coming from original video games 
continue to accelerate as linear TV and streaming platforms 
search for new entertainment content.
  From 2013 to 2021, there were 183 video game-related 
movies and TV series — averaging just over 20 titles per 
year over nine years, according to Ampere Analysis. 
During the previous 13-year period — 2000 to 2012 — there 
were 130 titles, averaging 10 per year.
  Over the last three years, streaming also saw an increase 
in titles: Five in 2019, one in 2020, and seven in 2021.
  Game-related entertainment titles peaked in 2016, when 
there were 28 TV series and/or movies.

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY


