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CONSUMER SPENDING SHIFTS TO SERVICES
  Retail sales slowed in July as retailers continued to face 
supply chain disruptions and consumers shifted some 
spending from goods to activities like dining out and traveling 
despite the delta variant, the National Retail Federation 
said yesterday.
  Retail sales were down 1.1% in July from June, but 
increased 9.5% year-over-year, the NRF said. The July figure 
compared with a month-over-month increase of 1.1% and a 
year-over-year increase of 12.8%. (The NRF’s calculation 
excludes restaurants, auto dealers and gasoline stations.)
  “Despite this monthly dip, the economy has rebounded 
quite well and is more than just on the mend,” said NRF 
chief economist Jack Kleinhenz. “The consumer has 
continued to be resilient and recent price increases brought 
on by constraints in the supply chain have not dampened the 
robust demand seen during the past year. If retailers could 
find more inventory, they could sell it.”
  Faced with another possible wave of COVID-19 infections, 
consumers have learned to live with the virus and shopping 
continues, Kleinhenz said. “The delta variant could impact 
local markets, especially where vaccination 
rates are low, but doesn’t appear likely to 
show up in the national data,” he added.
  The shift to spending on services 
was expected as more of the economy 
reopened. Also, the move of  Amazon’s 
Prime Day promotion to June may 
have siphoned off some sales that normally come in July,  
Kleinhenz noted. A number of other major retailers held their 
own sales promotions in June to compete with Amazon.
  For the first seven months of the year, sales as calculated 
by NRF were up 15.5% over the same period in 2020. That is 
consistent with NRF’s revised forecast, which calls for 2021 
retail sales to grow between 10.5% and 13.5% over 2020,  to 
$4.44 trillion to $4.56 trillion.
  Sales rose across the board on a year-over-year basis:
•  Clothing and clothing accessory stores were down 2.6% 
month-over-month, but up 45.8% year-over-year.
•  Electronics and appliance stores were up 0.3% month-
over-month and up 23.4% year-over-year.
•  Furniture and home furnishings stores were down 0.6% 
month-over-month but up 15.6% year-over-year.
•  Sporting goods stores were down 1.9% month-over-
month but up 14.5% year-over-year.
•  General merchandise stores were down 0.1% month-
over-month but up 12.4% year-over-year.
•  Health and personal care stores were up 0.1% month-
over-month and up 8.4% year-over-year.
•  Building materials and garden supply stores were down 
1.2% month-over-month but up 5.3% year-over-year.
•  Online and other non-store sales were down 3.1% 
month-over-month but up 3.7% year-over-year.
•  Grocery and beverage stores were down 0.7% month-
over-month but up 2.9% year-over-year.

NRF: JULY RETAIL SALES FALL, BUT DEMAND CONTINUES 
ADVERTISER NEWS
  Dunkin’ continues to focus on opening non-traditional lo-
cations. The company is targeting airports, universities and 
travel plazas for growth. Dunkin’s recent non-traditional 
openings include various sites across Las Vegas, includ-
ing at the Convention Center, LINQ Hotel and Arizona 
Charlie’s Boulder Casino, as well as a reopening at the 
new Virgin Hotel. Additionally, Dunkin’ recently opened its 
12th location with Great Wolf Resorts, in Manteca, Calif. 
It also expanded its presence in health care settings, with 
locations at the Oak Hill Hospital in Brooksville, Fla., and 
UMass Memorial Medical Center in Worcester, Mass. 
This year Dunkin’ plans to focus on airport expansion within 
New York’s JFK Airport and Chicago’s O’Hare Airport… 
Schlotzsky’s is accelerating its growth. The fast-casual 
restaurant brand said it has signed more than 75 deals in 
2021 to develop new restaurants in New Mexico, Arizona, 
Oklahoma and other target markets across the U.S. The 
agreements put Schlotzsky’s on track to sign 100 restau-
rant deals in 2021... Albertsons Cos. is launching a sub-
scription service for unlimited free delivery as one of three 

new digital offerings. The U.S. grocer is 
rolling out a subscription delivery service 
called FreshPass, a free deals & deliv-
ery app, and the new Albertsons for U 
shopper loyalty program. FreshPass, an 
optional subscription service, is available 
for $99 a year (or $12.99 per month). It 

offers unlimited free delivery on orders $30 or more; and 
in select markets, free two-hour grocery delivery and curb-
side pickup... General Motors says it will replace all battery 
modules in some Chevrolet Bolt electric vehicles under 
a recall announced last month. The module replacements, 
which could start as early as this month, come after GM re-
called its 2017-2019 model year Bolt battery-powered cars 
for the second time in less than a year. Two fire incidents 
were reported after the initial recall, including one in a Bolt 
that had updated software. GM says it will replace recalled 
vehicles’ lithium ion battery modules with new modules 
rather than replacing entire battery packs... Ford Motor 
wants to put you into a new car — in six to eight weeks. In 
a shift in the way it sells vehicles, Ford plans to do a bigger 
portion of its sales by having buyers order from the factory 
and wait, rather than pick from the selection available at the 
dealership. Company executives say efforts to shift more 
of Ford’s auto retailing operations to a so-called build-to-
order model, where people custom-order online and take 
delivery at dealerships, would help cut inventory costs for 
the company and its dealers... Walmart is searching for a 
“visionary leader” who can shape and direct the retailer’s 
“digital currency strategy and product roadmap,” accord-
ing to a recent job posting. The cryptocurrency chief will be 
based at Walmart’s Arkansas headquarters as the retailer 
joins a growing number of companies exploring the benefits 
of digital currency.
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AVAILS
  Waterman Broadcasting (NBC2 & ABC7) in Fort 
Myers, Fla. (DMA #54) has an immediate opening for an 
Account Executive to join our 
winning team! If you are motivated 
by great compensation, an excellent 
suite of product offerings and 
the tools to be successful, look no further. We provide 
the resources for powerful marketing solutions, and you 
provide client focus and the desire to win. Send your info to: 
Resumes@water.net. EOE.

  KXAS-TV and KXTX -TV, the 
NBCUniversal television stations in 
DFW, are looking for a dynamic Account 
Executive to join the Local Sales team. 
This position is primarily responsible for 
maintaining and growing sales revenue, 
as well as cultivating and developing 
new advertisers for the station’s 
multiplatform properties. The ability 
to work at the local level with clients 
of all levels of business is paramount, 
from large cap, medium and small 

businesses, in addition to exploring unique paths to procure 
business. CLICK HERE for more details or to apply. EOE.
  Cowles Montana Media, a family-owned media company, 
is looking for an experienced Regional Sales Manager to 
join our team. With five markets across the Big Sky state, 
the candidate will have the flexibility to work from home or 
at one of our stations. We are seeking a driven, solutions-
based individual who is focused on growing market share 
by negotiating, packaging and increasing current client 
spend utilizing all our assets. Full details HERE. To apply, 
send your resume to: employment@khq.com. EOE.

See your ad here tomorrow! CLICK HERE for details.

SURVEY: RETAIL LEASING POISED TO EXPAND
  Real estate advisors and investors nationwide expect 
most spaces emptied by COVID-19 to be leased up in 
the coming year. More than two-thirds of commercial real 
estate investors and experts surveyed by Transwestern 
Real Estate Services expect leasing velocity and tenant 
walkthroughs to increase in the retail sector, while rents will 
remain flat.
  Despite the rigors retail real estate weathered during 
the pandemic, respondents to Transwestern’s Midyear 
2021 Commercial Real Estate Market Survey are now 
optimistic about the sector’s near-term future. With their 
input, Transwestern advisors across the U.S. assigned 
retail real estate a U.S. index average of 120.3, placing it 
well above the 100-point neutral zone for market conditions. 
At midyear 2020, Transwestern registered retail’s index 
average at just 50.3.
  Nearly two-thirds of survey respondents expect investor 
interest in retail real estate to rise, and more than half 
anticipate higher pricing levels. Still, a majority of the sample 
said they expect rents to remain relatively flat due the high 
number of vacancies caused by the pandemic.
  Most also expect those empty spaces to be filled by more 
a wider range of retail tenants that will include medical, self-
storage, and event space.

DIGITAL TO HAVE BIG HOLIDAY SHOPPING ROLE
  Close to nine in 10 consumers will perform at least some of 
their upcoming holiday shopping digitally.
  According to a new survey of 1,000 U.S. consumers from 
enterprise customer data platform TreasureData, nearly 
half of respondents (47%) plan to do a combination of in-
store and online shopping for the holidays, with almost four 
in 10 (39%) skipping brick-and-mortar altogether in favor of 
e-commerce options.
  This means 86% of respondents will make at least some 
of their holiday purchases online, with only 14% sticking 
exclusively to brick-and-mortar stores.
  In addition, two-thirds of consumers 
(66%) are buying online now more than 
they did prior to the pandemic. Overall, 
the survey reveals trends that emerged 
from the pandemic, including a hybrid 
approach to shopping both online and 
in-store, remain prevalent with shoppers 
today.
  For example, more than 80% of 
respondents have utilized “buy online, 
pick-up in store” (BOPIS) offerings. While 
this remains the shopping method of choice for 32% of 
respondents, 68% still prefer home delivery for purchases 
made online. While 60% of respondents prefer buying their 
groceries in-person, 58% are using online delivery services 
like Instacart, Amazon Fresh and DoorDash.

THIS AND THAT
  The price of lumber has fallen sharply in the last few 
months, but apparently that has not been enough to take the 
pressure off homebuilders. Sentiment among single-family 
homebuilders dropped 5 points to 75 in August on the National 
Association of Home Builders/Wells Fargo Housing 
Market Index. Anything above 50 is considered positive, but 
that is the lowest reading since July 2020. The index stood 
at 78 last August... Gray Television sent staffers a memo 
telling them they need to get vaccinated. According to the 
memo, effective Sept. 15, Gray will require “as a condition of 
employment, that every employee who occupies a ‘manager’ 
position in our company be ‘fully vaccinated’ against the 
Coronavirus.” All full-time and part-time employees, outside 
contractors, tenants and guests who enter Gray workspaces 
are required to be “fully vaccinated” as of Oct. 1.

SUMMER GAS DEMAND BEGINNING TO SOFTEN
  With only three weeks left to the unofficial end of summer, 
gas demand and supply are decreasing, Convenience 
Store News says.
  Citing data from the Energy Information Administration, 
motorist group AAA said the latest demand measurement 
is 500,000 barrels per day lower than the rate at this time in 
2019, signaling that summer gas demand is likely softening 
as the school year starts and concerns about transmission of 
COVID-19 grow as infection rates continue to increase.
  In addition, total domestic gas stocks declined by 1.3 million 
barrels to 227.5 million barrels.
  “Although the drop in demand has helped to minimize pump 
price increases and stabilize the national average, elevated 
crude prices continue to keep pump prices high as the end of 
summer draws near,” AAA noted.
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FunnyTweeter.com

The real walk of shame is 
when you take all the cups and 
plates you’ve been hoarding in 
your room down to the kitchen.
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OUTLOOK: U.S. AUTO DIGITAL AD REVIVAL IN ’21
  The U.S. auto industry’s digital ad spending will rebound 
completely from 2020’s pandemic-propelled losses, allowing 
for a full recovery in ad spending by the end of 2021, 
eMarketer says.
  This year, auto will more than make up for the drop of $1.22 
billion in digital ad spending it lost in 2020, according to the 
research firm. In 2020, eMarketer predicted that auto industry 
digital ad spending in the U.S. would drop by 18.2%, as the 
pandemic led consumers to delay purchases. But a strong 
H2 2020 performance led to a more respectable 9% decline 

in digital ad spend for the full year.
  Per eMarketer estimates, the automotive 
and auto parts industry saw positive 
but minimal retail growth in 2020, at 
1.5%. Additionally, overall costs were 
higher than usual due to supply issues, 
chip shortages, and high costs of raw 
materials and shipping. Because of this, 
auto brands held back on advertising in 
2020.
  Auto brands spend heavily on digital 
video advertising: More than 3 in 10 

digital ad dollars spent go to in-stream and outstream video 
formats. Digital ad spend is expected continue its growth to 
$19 billion by 2023, the firm estimates..

SINCLAIR, DISH AVOID BLACKOUT... FOR NOW
  Sinclair Broadcast Group and Dish have agreed to a 
short-term extension of their carriage agreement hours 
before it was set to expire, Broadcasting & Cable reports.
  “We have agreed to a short-term extension with Dish to 
continue conversations. We will continue to update our 
viewers as this develops. Sinclair stands willing to continue 
to negotiate in good faith and to enter into a longer extension 
to allow for the continued carriage of our channels to Dish 
subscribers,” said David Gibber, senior VP and general 
counsel at Sinclair.
  If Sinclair and Dish fail to reach a retransmission agreement, 
Dish subscribers will lose access to 108 broadcast stations 
via their satellite service. They will also lose the Tennis 
Channel, which is owned by Sinclair.
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Kelley Blue Book

The average transaction price 
for a new auto in July hit a new 

U.S. record high at $42,736. 
Transaction prices were up 

$3,223 (8.2%) vs. a year ago.

KBB: AUTO PRICES HIT ALL-TIME HIGH IN JULY
  The average transaction price (ATP) for a new automobile 
in July 2021 hit a new record high in the U.S. at $42,736, 
according to the analysts at Kelley Blue Book. Transaction 
prices were up $3,223 (8.2%) from July 2020 and increased 
$402 (0.9%) from June 2021.
  New-vehicle transaction prices have increased — and set 
new records — for four straight months. A tight supply of new 
vehicles and a market shift toward more expensive SUVs 
and pickup trucks are among the main drivers of higher 
ATPs. However, elevated prices may be cooling consumer 
demand; after robust sales in March, April 
and May, new-vehicle sales began to slow 
in June and July. The seasonally adjusted 
new-vehicle sales pace in July was the 
slowest in a year.
  “While transaction prices marked new 
highs in July, new-vehicle incentives 
continue to fall,” noted Cox Automotive 
analyst Kayla Reynolds. “Last month, 
incentives amounted to just 5.9% of ATP, 
the lowest amount in more than a decade. 
Excellent new-vehicle deals are certainly 
hard to find.”
  In July 2020, the average incentive amount stood at 10.1% 
of transaction price, according to the analysts at KBB.com. In 
July, the average new-vehicle deal was above manufacturers’ 
suggested retail price (MSRP).
  Nearly every brand saw year-over-year growth in average 
transaction prices. Cadillac prices increased more than 32% 
year-over-year, driven mostly by the new Escalade full-size 
SUV, which has been transacting above $100,000 this year. 
Luxury automaker Genesis posted year-over-year price 
gains of 28% for last month.

CUTTING THE CORD TO SAVE CASH? JURY’S OUT
  Although there is a trend of cord-cutting of traditional pay-TV 
services — as well as adding new digital TV-video platforms 
— consumers are largely unsure if they are saving money.
  A TiVo study said 11% cancelled their pay-TV service —  
cable, satellite, telco — within the last six months, while 25% 
cancelled or cut services. And 73% said price was a factor.
  However, the research also said 70% were “not sure” they 
were saving money on entertainment, while 55% said they 
were at their spending limit.
  The study says that on average, consumers spend $142.20 
a month on internet and video — with $112.10 of that for a 
pay-TV bundle and internet service. For those with a pay-TV 
bundle, $32.70 is spent for SVOD subscriptions and $28.10 
for SVOD for broadband-only customers.
  The number of total video services used — pay-TV, SVOD, 
broadband, website (YouTube), pay-per-view and others — 
keeps growing. In Q2, the average number of services was 
8.8 — up from 6.9 in Q4 2020. Respondents had an average 
of five “paid” services and 3.7 “free” services.
  While pay-TV cord-cutting was common, the research also 
said there was cord-cutting when it comes to broadband: 
18% cancelled or switched broadband services over the last 
six months, with 35% saying this was due to promotional 
offers.
  The Q2 survey of 4,500 was for respondents 18 years and 
older in the U.S. and Canada.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


