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CONSUMERS WANT TO SEE, TOUCH PRODUCTS
  Shoppers are heading to stores for holiday shopping, 
attracted, at least in part, by a festive atmosphere.
  More than 63% of U.S. consumers plan to do at least some 
holiday shopping in-store this year — up from 58% last year, 
according to JLL’s Retail Holiday Survey 2022. In-store 
shopping has experienced something of a renaissance this 
year, beating online ordering for the top shopping method, 
the study noted.
  As to what consumers enjoy most about holiday shopping in 
stores, seeing and touching products before buying (54.5%) 
came out on top, followed by holiday décor and ambience 
(36.9%) and avoiding shipping costs and delays (32.7%.)
  In addition, nearly one-quarter like to enjoy the shopping 
experience with friends and family, and 20.7% of shoppers 
want the help of expert sales reps. Interestingly, more than 
twice as many men as women cited expert sales advice as a 
benefit to in-store shopping.
  Ordering online — either from a pure-play online retailer 
or physical retailer — dipped from last year, with fewer 
consumers planning to shop this way. BOPIS (buy online, 
pick up in-store) has been growing steadily in popularity since 
2019 and saw a solid 4.1 percentage-point 
gain from last year, while curbside pickup 
inched up slightly.
•  The survey also found that shoppers 
plan to enjoy more experiences this holiday 
season. One-third plan to dine out more, 
while more than a quarter plan to enjoy 
more entertainment activities like “eatertainment” or going to 
a bar. Shoppers also plan to attend large gatherings (10 or 
more people), as well as go to the movies and travel.
  More men than women plan to enjoy entertainment activities 
like dining out, going to concerts and bars, and seeing a 
movie. Women were more likely to host or attend a large 
holiday celebration, shop at an enclosed mall and see Santa. 
Younger consumers (under 45 years old) were more likely to 
indulge in experiences this holiday as well.
•  Amazon once again (64.3%) tops the list of preferred 
retailers for holiday shopping, followed by Walmart (47.9%) 
and Target (38.8%). Kohl’s (9.5%) and Best Buy (8.2%) 
round out the top five. Macy’s dropped to sixth place (7.5%) 
from fifth last year.
•  More than 60% are planning to visit at least one mass 
merchandiser, and nearly half plan to shop at a department 
store. Mom-and-pop stores should feel encouraged, since 
35% plan to visit the local shops and boutiques in their area.
•  Consumers ranked toys and games as the top (12.5%) 
“must-have” holiday gift category, followed by clothing (11%) 
and mobile devices (9.8%). Other categories included home 
furnishings (9.1) and food (8.3%).
•  Popular toys included Legos, Squishmallows and Hot 
Wheels, while popular game consoles included PS5, Xbox 
and Nintendo Switch. Apple products were very popular 
among must-have mobile devices.

JLL: STORES AGAIN POPULAR FOR HOLIDAY SHOPPING
ADVERTISER NEWS
  Walmart has announced its Black Friday Deals for Days 
event, which will last three weeks in November and include 
sales on home goods, toys, apparel and electronics. 
Walmart will also participate in a Cyber Monday event 
Nov. 28 and plans to update its mobile app and website 
to make shopping easier for customers during the sales 
events... Hy-Vee has cut the ribbon on another of its “totally 
reimagined” stores in La Crosse, Wis., featuring digital 
shelf labels, a Hy-Vee Scan & Go mobile payment option 
and digital kiosks for ordering cakes and prepared foods. 
The store also has more than 100 televisions highlighting 
services and promotions alongside a food hall with several 
meal offerings, a pub and an outdoor patio... Toyota is 
finally cutting its fiscal-year production forecast, conceding 
it must trim its plan for November due to the semiconductor 
crunch. In abandoning its target, the automaker said it 
“expects” to lower its worldwide production schedule, 
though it did not offer a new target. Toyota had stubbornly 
clung to its goal of churning out 9.7 million vehicles in the 
current fiscal year, even as it repeatedly cut monthly plans 
amid global supply-chain upheaval… BMW is orchestrating 

a $1.7 billion upgrade to bring its largest 
plant, near Spartanburg, S.C., into the 
electric era. At the same time it must 
maintain production of high-demand 
crossovers. BMW will invest $1 billion to 
retool the 7 million-square-foot factory to 
build at least six electric vehicles by 2030. 

An additional $700 million will go to create a battery pack 
assembly operation in nearby Woodruff, S.C., Automotive 
News reports… Authentic Brands Group has added 
another apparel brand to its ever-growing portfolio. The 
U.S. brand owner and management firm, which completed 
its purchase of Reebok earlier this year, said that it has 
completed the acquisition of British lifestyle brand Ted 
Baker. Announced in August, the deal is valued at about 
$254 million... Love’s Travel Stops continues to expand 
its footprint and offerings. The company has opened its 
600th location, in Perry, Okla. The Perry store is also 
Love’s 81st store in its home state. At more than 12,000 
square feet, the new outpost contains such amenities as an 
Arby’s, laundry facilities, showers, a “Mobile to Go Zone,” 
RV hook-ups and a Fresh Kitchen concept. In January, 
Love’s said it planned to open more than 40 locations and 
add more than 3,000 trucking spaces in 2022… Wendy’s 
is promoting its breakfast daypart with a $3 deal through 
Nov. 20, the company said. The Dublin, Ohio-based 
burger chain, which debuted breakfast systemwide in 
2020, is offering a breakfast croissant sandwich and a 
small order of seasoned potatoes starting today. The deal 
includes a Bacon, Egg & Cheese Croissant or Sausage, 
Egg & Cheese Croissant and a small order of seasoned 
potatoes. Breakfast sales have been increasing for the 
brand, Nation’s Restaurant News reports.
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AVAILS
  WESH 2, the Hearst-owned NBC affiliate in sunny Orlando, 
Fla., is looking for a highly motivated Account Executive 
to help us round out our A-Team! This 
Account Executive will manage and grow 
relationships with existing clients and 
will be supplied with many resources to 
develop and generate new business. If 
you’re ready to elevate your career in a top-tier market, we 
want to hear from you! CLICK HERE to apply.
  The ABC/FOX/CW affiliates in the Springfield-Champaign-

Decatur, Ill. DMA is seeking a Local 
Sales Manager to build and maintain 
a high-performing sales team that 
exceeds revenue goals by driving client 
results through creative marketing 
solutions. The LSM consistently supports 
Marketing Consultants in new business 
development, leveraging client-centric 
solution selling. Four (4) years of 
broadcast sales experience (including 
television sales) and team management 
experience and a college degree 

preferred. CLICK HERE to apply. Sinclair Broadcast Group, 
Inc. is proud to be an EOE and Drug Free Workplace!

See your ad here tomorrow! CLICK HERE for details.

REPORT: BROADCAST NOW 24% OF TV VIEWING
  Broadcast networks regained some market share in 
September, but streaming platforms made more gains and 
remained the most used TV delivery system.
  Nielsen’s platform rankings for the month also feature a 
free, ad-supported streaming TV, or FAST, service claiming 
a full share point for the first time: Paramount Global’s Pluto 
TV accounted for 1% of all TV use in September.
  Streaming platforms accounted for 36.9% of all TV use in 
September, up nearly two full points from 35% in August, and 
led all platforms for the third month in a row. The increase, 
however, is due partly to Nielsen changing its measurement 
of streaming platforms to a live plus seven-day viewing basis; 
previously it was live only.
  The figure also includes linear streaming on cable and 
satellite provider apps and outlets like YouTube TV and 
Hulu + Live. The change resulted in a one-point shift from 
the “other” category — which also includes things like gaming 
and physical media playback — to streaming.
  Broadcast networks accounted for 24.2% of TV use, up 
from 22.1% in August, thanks in large part to the start of the 
NFL and college football seasons in early September. The 
start of the 2022-23 network TV season later in the month 
also boosted primetime use.
  The change in reporting also helped YouTube and Hulu hit 
all-time highs in the 14 months Nielsen has been releasing 
its Gauge rankings. YouTube had 8% of all TV use for 
September, while Hulu was at 3.8%.
  Cable networks slipped to 33.8% of TV consumption in 
September, down from 34.5% in August. Viewers spent 
about the same time watching cable outlets as in August, but 
share fell due to gains by streamers and broadcasters. The 
other category was its lowest yet at 5.1%, again due in part to 
Nielsen’s change in classification for some linear streaming.

HOLIDAY TURKEY MORE COSTLY THAN EVER IN ’22
  Thanksgiving 2022 is shaping up to be a tough one for 
turkey. The star of the holiday meal will be both hard to 
find and more expensive than ever, The New York Times 
reports.
  Turkey supplies have been tight for a long time. Producers 
began to cut back on raising the birds back in 2019 after 
turkey prices crashed. Then the pandemic hit, further 
curtailing production.
  Inflation has also pushed up the price of whole turkeys. 
Farmers and processors are paying a lot more for feed, fuel 
and labor, which can be scarce. They 
face supply shortages and drought.
  All of it means that home cooks this year 
could be paying more than twice as much 
for a turkey as they did last year, some in 
the poultry industry predict.
  And then there’s the avian flu. A 
particularly persistent and contagious 
strain carried by migrating birds has killed 
at least 3.6% of the nation’s turkeys, or 
about 7.3 million birds, so far this year, 
according to figures from the Department 
of Agriculture and Watt Global Media, which monitors the 
poultry business.
•  Every corner of the turkey market is stretched thin. 
Restaurants can’t get orders filled. Deli owners are scrambling 
to find sliced turkey breast. Shoppers are paying as much as 
112% more for fresh, skinless turkey breasts than last year.
   Last week, the average retail price for a frozen turkey is 
$1.99 a pound, according to the agriculture department’s 
weekly turkey report. That’s up 73% from 2021.

THIS AND THAT
  Warner Bros. Pictures’ DC Comics superhero movie 
Black Adam easily topped the North American box office, 
tallying an estimated $67 million in ticket sales across more 
than 4,300 screens through yesterday. The biggest debut for 
a Dwayne Johnson-led movie topped the studio’s projected 
$62 million in revenue after stronger-than-expected showings 
Friday and Saturday... Online spending is up across the 
board, with shoppers showing great resilience despite 
challenging economic conditions, according to Klaviyo’s Q3 
2022 edition of its Business Trend Recap. The total order 
count was up in every sales category but jewelry. Across all 
sectors, it rose by 11% in Q3 on a year-over-year basis. And 
the amount spent on online orders jumped 20%. In addition, 
average order value (AOV), went up by 12% in Q3 vs. last 
year.

NETWORK NEWS
  The Rookie: Feds, the spinoff of the long-running police 
drama series, has scored a full season order at ABC. The 
Disney-owned network has handed the series a back order 
of nine additional episodes, taking it to a total of 22 for the 
season. It comes three weeks after its launch Sept. 27 
and solid numbers, particularly with delayed multiplatform 
viewing. The show increased five times in adults 18-49 with a 
delayed-viewing lift of +394%, taking it to a 1.53 vs. 0.31. After 
seven days of viewing across linear and digital platforms, it 
picked up more than 4 million viewers over its live+same day 
average from 2.2 million to 6.4 million viewers.
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Find out where your 
enemy lives and release 
10,000 woodpeckers in 

his neighborhood.

https://eevd.fa.us6.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_6/job/2017243/?utm_medium=jobshare
https://edyy.fa.us2.oraclecloud.com/hcmUI/CandidateExperience/en/sites/CX_2002/job/8887/
https://www.spotsndots.com/site/forms/online_services/classified_ad/


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

Q3 C-STORE BEVERAGE SALES SHOW STRENGTH
  Convenience store beverage sales were up 12% on a 
year-over-year basis in Q3, according to Goldman Sachs.
  Overall, retailers in the company’s Q3 Beverage Bytes 
survey expect the strong momentum in beverage sales 
growth to continue, with expectations for beverage sales 
to increase 9% next year in the channel, said Bonnie 
Herzog, managing director at Goldman Sachs.
  Other takeaways from the survey:
•  Out-of-stocks remain a headwind in the alcohol and 
non-alcohol segments, though to a lesser degree than prior 

surveys, with the majority of retailers 
noting a sequential improvement.
•  Retailers indicated that pricing across 
alcoholic and non-alcoholic beverages 
has increased significantly in 2022; most 
expect more increases in 2023.
•  The energy drink category’s 
outlook is positive, with expectations for 
sustained double-digit growth in 2022 
and 2023.
•  Beer/flavored malt beverage sales 
growth in c-stores were up a modest 

3% in Q3, and retailers expect future category growth to 
remain stable next year.
•  Hard seltzer sales declined 2% YoY in Q3 and retailers 
only expect a modest recovery in 2023.

AUTOMAKERS GOING BIG ON EV COMMITMENTS
  The world’s top automakers are planning to spend 
nearly $1.2 trillion through 2030 to develop and produce 
millions of electric vehicles, along with the batteries and 
raw materials to support that production, according to a 
Reuters analysis of public data and projections released 
by those companies.
  The EV investment figure dwarfs previous investment 
estimates by Reuters and is more than twice the most 
recent calculation published just a year ago.
  Automakers have forecast plans to build 54 million battery 
electric vehicles in 2030, representing more than 50% of 
total vehicle production, according to the analysis.
  To support that unprecedented level of EVs, carmakers 
and their battery partners are planning to install 5.8 
terawatt-hours of battery production capacity by 2030, 
according to data from Benchmark Mineral Intelligence 
and the manufacturers.
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Goldman Sachs

Convenience store 
beverage sales were up 
12% on a year-over-year 
basis in the third quarter.

CONTACT-LENS BUYERS HAVE EYES FOR CHARITY
  Nearly 11% of all U.S. adults plan to purchase contact 
lenses for themselves or a family member within the next 
year. More than 30% of these consumers 
have responded to TV ads in the past 30 
days, as well as ads that play before the 
online video they watch.
  While these consumers are 51% more 
likely to watch online videos from their local TV station 
than other adults, they get annoyed when the ad that plays 
beforehand is longer than the content. With 36% of this group 
planning to improve their appearance this 
year, marketers can reach them through 
TV ads, as nearly 30% watch one to two 
hours of programming daily.
  Marketers that want to target this group 
should buy ads on favorite programming 
for these consumers: movies (60%) and 
comedies (53%). More than half (53%) of 
contact-lens buyers subscribe to at least 
one home delivery service.
  These consumers are also charity 
minded. They’re 70% more likely than all 
U.S. adults to support youth-related causes, especially those 
involved with foster care and mentoring. In fact, 10% of these 
consumers are members of charitable organizations and 
they’re 8% more likely than other adults to give $100 a year 
to nonprofit groups.
  AudienceSCAN contains all this information and more. For 
a demo and free trial, visit AdMall.com.

REPORT: CPG TV AD IMPRESSIONS CONTINUE FALL
  National television ad spending and impressions for CPG 
advertisers declined for the third consecutive quarter this 
year, according to data from iSpot.tv.
  Among the top 10 brands by total ad impressions, six were 
in household and personal-care products, led by Procter & 
Gamble’s Downy fabric softener.
  P&G scored all three of the quarter’s most likable spots 
— based on iSpot.tv’s Creative Assessment methodology 
derived from consumer surveys — for Bounce dryer sheets, 
Dawn dishwashing liquid and Oral-B electric toothbrushes.
  Q3 spending dropped 23.5% to $472 million vs. $617.2 
million in Q2 for live and new programming tracked by i.Spot.
tv. Total Q3 impressions for CPG brands were 90.8 billion vs. 
99.9 billion in Q2.
  A year ago, Q3 spending was $569.8 million — nearly $100 
million higher than this year — while impressions were 26.1 
billion higher.
•  Among the notable moves in Q3 was pet products brand 
Blue Buffalo’s appearance among the top 10 brands (at No. 
9) with a 32.9% increase in impressions from Q2 aided by 
more airings on morning talk shows.
•  CNN and MSNBC saw CPG ad airings increase by 166.5% 
and 153.3%, respectively. NBC remained No. 1 with a 15.2% 
share of impressions, followed by CBS (13.6%) and ABC 
(13.2%).
  Ranked by ad impressions, Downy was followed by P&G’s 
Tide, Abbott Laboratories’ Ensure, P&G’s Olay, Johnson 
& Johnson’s Neutrogenia, P&G’s Febreze, Nestlé’s 
Boost, P&G’s Crest, General Mills’ Blue Buffalo and 
L’Oréal’s Maybelline.

FRIDAY NIELSEN RATINGS - LIVE + SAME DAY
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