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MOST WILLING TO ENDURE AN EXTENDED WAIT
  Nearly half of car shoppers are exiting the market and 
delaying their purchase for the next several months due 
to the impacts of the global microchip shortage on the 
automotive industry, according to new consumer research 
from Kelley Blue Book.
  The survey from late August also reveals further details 
about car shoppers’ current perspectives and intentions 
given the state of an automotive marketplace plagued by 
inventory shortages and record-high vehicle prices.
  Among in-market car shoppers, 48% say they’re likely to 
postpone their purchase due to the chip shortage. Of those 
likely to postpone, most plan to wait at least several months: 
40% said seven months or longer, 40% said three-to-six 
months, and 12% said one-to-two months.
  Shoppers who don’t plan to postpone understand that 
they may need to make some changes to their plans to be 
able to purchase a vehicle sooner rather than later. Among 
shoppers who said they wouldn’t postpone their purchase, 
25% said they would consider switching brands, 19% said 
they would consider changing vehicle 
categories, and 18% said they would 
consider shifting from purchasing new to 
used.
  Slightly more than a third (35%) of all 
surveyed in-market shoppers say they’re 
willing to pay above MSRP, further 
indicating they would pay up to a 13% premium, or roughly 
$5,600 more based on the latest Kelley Blue Book Average 
Transaction Prices. In addition, three-quarters are willing 
to drive outside of their local area for a vehicle, with most 
shoppers willing to drive 50 to 200 miles; however, fewer 
than 20% will drive more than 200 miles.
  In addition, many shoppers say they’re willing to make 
some changes to their vehicle purchase plans due to the 
chip shortage. Among all in-market shoppers surveyed, 
35% said they’d shift from an import to domestic brand; 32% 
said they would switch brands they’re considering; and 31% 
said they would shift vehicle categories.
  Further, 38% said they’d shift from purchasing a new 
vehicle to a used vehicle, but only 18% said they’d consider 
shifting from buying used to new.
  In general, overall awareness of the 
chip shortage among car shoppers is 
high. More than half (58%) are aware 
of the cause, and 71% are familiar 
with the effects of the shortage on the 
automotive market.
  An overwhelming majority (90%) are 
aware of the new-vehicle inventory 
shortage problems at dealerships, and 
they understand there are significant 
impacts to their car-buying experience: 
84% think the vehicle with their desired 
options/specs will take longer.

KBB: AUTO SHOPPERS EXIT MARKET ON SUPPLY WOES
ADVERTISER NEWS
  Plants producing heavy-duty Ram pickup trucks, the Jeep 
Grand Cherokee and Dodge vehicles will idle next week 
due to the global semiconductor shortage, The Detroit 
News reports. Demand for consumer electronics has led 
to a scarcity of the microchips used in vehicle electronics, 
halting factories worldwide and increasing vehicles prices. 
Automakers have sought to protect their most profitable 
vehicles, but they say they have little insight into the chip 
production deep in the supply chain… Neiman Marcus has 
created a virtual showroom for luxury sneakers in partner-
ship with streetwear platform Hypebeast. The collection 
features sneaker fashions from 11 designer brands, includ-
ing Balenciaga, Dolce & Gabbana, Christian Louboutin 
and Versace, and all of the styles will also be available at 
18 of the retailer’s department stores… IKEA has teamed 
with ASUS-owned Republic of Gamers to create a line of 
desks, chairs and other furniture and accessories tailored 
to the needs of both casual and serious gamers, Modern 
Retail reports. The line first launched in Japan and China 

and will roll out online and in stores in the 
U.S. and UK next month… Target has 
captured more than $2 billion in grocery 
market share since 2020, a momentum 
that resulted from a series of key invest-
ments like the expansion of its omnichan-
nel capabilities, the launch of new private 

brands and revamping the look of its grocery departments, 
Winsight Grocery Business reports… Dick’s Sporting 
Goods is now an official marketing partner of the WNBA. 
The league says the retailer has signed a multiyear deal to 
become an official marketing partner, beginning later this 
year. The two will work together to create initiatives “de-
signed to inspire and connect with female athletes of all 
ages and increase the visibility of WNBA teams and play-
ers nationwide.” Additionally, the WNBA said Dick’s Sporting 
Goods will use its retail business “to bring consumers closer 
to the game through storytelling and increased availability of 
merchandise,” Footwear News

(Continued on Page 3)
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AVAILS
  WPTZ-TV, the Hearst Television NBC affiliate in Burlington, 
Vt. / Plattsburgh, N.Y., seeks an energetic, passionate, 
analytical and creative National Sales 
Manager. The NSM will lead, motivate and 
inspire the national sales team to exceed 
revenue goals and assist the LSM with local 
sales when needed. Ideal candidate will pay 
keen attention to detail and be organized. Client engagement 
is a top priority. Candidates must be able to take initiative 
and make decisions without daily guidance. CLICK HERE 

for more information and to apply.
  KRIV Fox 26/KTXH My 20, the Fox O&O 
in Houston, is looking for an Account 
Executive. This AE is responsible for 
developing new business and selling 
digital and OTT products by maximizing 
opportunities and growing transactional 
accounts. The AE will prospect and 
pursue digital, OTT and new business 
advertisers. Must be energetic, positive, 
creative and passionate to succeed in 
the highly competitive environment of 

media sales. Television sales experience and a proven track 
record of success in sales preferred! CLICK HERE  to apply. 
EOE.

See your ad here tomorrow! CLICK HERE for details.

NPD: U.S. SHOPPERS SPENDING MORE PER VISIT
  The COVID-19 pandemic has led to an increase in the 
average amount U.S. consumers spend on each shopping 
occasion, both online and in-store.
  That’s according to a report from The NPD Group, which 
found that in each of the 12 months since March 2020, the 
average amount spent per shopping occasion has been 
13% to 29% higher than the same month in the prior year. 
The new spending levels have held relatively steady since 
March 2021.
  At the same time, the number of shopping visits per week 
still falls short of 2019 levels. This indicates that the sales lift 
is primarily caused by an increase in stock-up purchasing 
behavior, NPD said.
  “Fewer shopping trips to limit in-person contact at retail 
stores, combined with supply-chain challenges making 
fewer products available, means consumers are more 
willing to spend more now to get the products they need,” 
said Marshal Cohen, retail chief industry advisor for NPD. 
“This dynamic alters the traditional cadence of product 
seasonality and creates less price sensitivity.”

ACCOUNT ACTION
  Audi has put its U.S. creative account into agency review, 
putting a coveted luxury auto brand up for grabs, AdAge 
reports. The incumbent is Venables, Bell & Partners, which 
has held the account for 14 years. The review comes 10 
months after Audi of America hired Tara Rush as its chief 
marketing officer. She was elevated from her previous role as 
chief communications officer. Audi, owned by Volkswagen 
Group, is making a huge bet on electric vehicles, with plans 
to phase out internal combustion engines and sell nothing 
but EVs by 2030.

NETWORK NEWS
  Whoopi Goldberg has closed a new deal to remain as 
the host on ABC’s The View. According to The Hollywood 
Reporter, the new deal will see Goldberg remain on board 
for four seasons. The pact, financial details of which were 
not immediately available, covers the recently launched 
25th season and will see her remain through Season 28. 
Goldberg is in her 15th season with The View. She co-
hosts the daytime panel show’s 25th season alongside 
Joy Behar, Sara Haines and Sunny Hostin... Speaking 
of four-year contracts: Michael Strahan will continue to 
greet ABC morning viewers as part of 
a renewed pact that will keep him on 
Good Morning America for the next 
several years. Strahan, who was named 
a GMA co-anchor in 2016 and placed 
alongside Robin Roberts and George 
Stephanopoulos, has signed a new 
four-year deal with ABC News, Variety 
reports... CBS News intends to phase 
out the CBSN moniker later this year 
and give its streaming effort the same 
identity its other products have: CBS 
News. That’s according to Digiday, which says employees 
who staff the streaming operation are expected to move to 
the studio previously utilized by CBS This Morning, which 
has moved to a Times Square broadcast operation, and, 
like CBSN, undergone a name change... Saturday Night 
Live returns on Oct. 2 with four consecutive shows on NBC. 
Owen Wilson, Kim Kardashian West, Rami Malek and 
Jason Sudeikis are set as the four opening hosts, with 
Kacey Musgraves, Halsey, Young Thug and Brandi 
Carlile set as the respective musical guests. Wilson kicks off 
the season Oct. 2, followed by Kardashian West on Oct. 9, 
Malek on Oct. 16 and Sudeikis on Oct. 23. It marks the first 
time hosting for all four... Baratunde Thurston is adapting 
his memoir How To Be Black as an animated series for 
ABC. Thurston’s memoir focuses on the community and 
family that raised a young Baratunde in 1980s Washington, 
D.C.

OUTLOOK: HALLOWEEN SPEND TO HIT RECORD
  Consumer spending on Halloween-related items is 
expected to reach an all-time high of $10.14 billion, up 
from $8.05 billion in 2020, according to the National 
Retail Federation’s annual survey conducted by Prosper 
Insights & Analytics.
  Plans to celebrate Halloween are up this year compared 
with last and are close to pre-pandemic levels.
  An estimated 65% of Americans intend to celebrate 
Halloween or participate in Halloween activities this year, 
up from 58% in 2020. This compared with 68% in 2019 
before the COVID-19 pandemic.  
  Average spending is also up. On average consumers plan 
to spend $102.74 on costumes, candy, decorations and 
greeting cards — $10 more than they planned to spend last 
year. Total spending on costumes is the highest it has been 
since 2017, at $3.32 billion.
  In addition, consumers are shopping for Halloween items 
earlier than ever, with 45% planning to shop in September 
or earlier. Another 39% will shop during the first two weeks 
of October.
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FunnyTweeter.com

If anyone is looking for a 
quick and affordable hair 
removal system, you’re 
welcome to come over 

and use my grill.
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SMI: AD EXPANSION SLOWS ON TOUGHER COMPS
  The growth of the U.S. ad economy slowed to 17.5% in 
August, the weakest growth in half a year, due to tougher 
comparisons with August 2020 — which was the first month 
last year to show expansion after the COVID-19 pandemic 
triggered an ad-spending recession.
  Relative to August 2019, the U.S. ad marketplace is up 
16.7% this August, according to a MediaPost analysis of 
the U.S. Ad Market Tracker, a collaboration of Standard 
Media Index and MediaPost based on actual ad-spending 
data.

  While the ad market recovery has been 
erratic, and some are anticipating future 
slowdowns due to spikes of infections 
from the COVID-19 delta variant, some 
leading indicators like robust upfront 
network advertising sales suggest it 
might be sustainable.
  That said, the national TV advertising 
marketplace fell 2.2% in August, which 
typically is a weak month for network TV 
ad sales heading into a new season.
  By comparison, the digital advertising 

marketplace remains very strong, expanding 35.6% in 
August vs. the same month in 2020.
  Smaller advertisers continue to lead the U.S. advertising 
expansion — with categories ranked 11th or smaller 
boosting aggregate ad spending by 27.7% in August, while 
the top 10 ad categories grew only 12.5%.

AMERICANS DRINKING THROUGH THE PANDEMIC
  More than 18 months into the COVID-19 outbreak in the 
U.S., nearly 1 in 5 Americans is consuming an unhealthy 
amount of alcohol, a new survey suggests.
  About 17% of respondents reported “heavy drinking” in the 
past 30 days, according to the survey conducted by analytics 
firm The Harris Poll and commissioned by Alkermes, an 
Ireland-based biopharmaceutical company.
  The survey was conducted online from March 30 to April 
7 among 6,006 U.S. adults ages 21 and older. Of those, 
1,003 adults reported “heavy drinking.”
  “Heavy drinking” was defined as having had two heavy 
drinking days in a single week at least twice in the previous 
30 days. A “heavy drinking day” was defined as four or more 
drinks containing alcohol for women and five or more drinks 
containing alcohol for men.
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Affirm report

Forty-eight percent of 2,000 
surveyed consumers said 
they plan to spend more 

money for the 2021 holiday 
season than in 2020.

SURVEY: 48% PLAN TO BOOST HOLIDAY SPENDING
  Many shoppers intend to spend more money on the 
holidays in 2021 due to COVID-19’s impact on their 2020 
celebrations.
  According to the first Consumer Spend Report from 
financial products and services company Affirm, 48% of 
2,000 surveyed consumers said they plan to spend more 
money for the 2021 holiday season due to the pandemic 
dampening their 2020 holidays. Regardless of the pandemic, 
seven in 10 respondents said they typically go over budget 
during the holidays.
  More than half (54%) plan to spend more 
in 2021 than 2020 on holiday experiences 
— like traveling or attending and hosting 
parties — over physical gifts to make 
this holiday season special. In fact, for 
2021, the top gift respondents plan to 
give to their loved ones is a memorable 
experience (42%) like tickets to a concert 
or sporting event, followed by electronics 
(29%), clothing (25%) and a vacation 
(26%).
  Staying on budget is respondents’ top 
holiday shopping concern (41%), followed by incurring long-
term debt (31%), shipping costs (28%)   and being charged 
late or hidden fees (26%). More than half of respondents say 
they typically have anxiety over holiday shopping.
  Six in 10 (61%) no longer wait for Black Friday and Cyber 
Monday sales to start. One in five started their shopping in 
September, with 23% saying that beginning holiday shopping 
early is good because they want to better budget.

ADVERTISER NEWS
(Continued from Page 1)
reports… Restaurant Brands International, the parent of 
Burger King, Popeyes and Tim Hortons, has vowed to 
reduce emissions at the three chains by 50% over the next 
nine years and reach net zero by 2050. Changes include 
switching to electric vehicles and building more eco-friendly 
restaurants… Bed Bath & Beyond continues offering 
customers more options to receive same-day delivery of 
online purchases. More than 60,000 products for sale on 
the websites of Bed Bath & Beyond and its Buybuy Baby 
subsidiary are now available for same-day delivery — within 
an hour on average — on the DoorDash marketplace app 
and website… Subway’s menu overhaul is yielding early 
success for the sandwich chain. The company says August 
sales for its U.S. restaurants were its strongest since 2013. 
It’s now projecting it will beat its system-wide sales targets 
for the year by more than $1 billion. In mid-July, Subway’s 
U.S. restaurants began offering 10 revamped or original 
sandwiches..

THIS AND THAT
  One of the largest Hispanic markets in the U.S. without a 
local Telemundo Network affiliate will not have to wait much 
longer. WOIO-TV 19 News says it will launch the Cleveland 
market’s first local affiliate of the Telemundo Network on Jan. 
1 on its new sister station WTCL, channel 6.1. This new 
station will also debut the market’s first Spanish-language 
local TV newscasts, with broadcasts weekdays at 6 PM and 
11 PM every weekday, powered by the resources of 19 News.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


