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PROMOTIONS DRIVE BACK-TO-SCHOOL BUYING
  The evolution of retail and how stores spend their dollars with 
television is undeniable. But even as e-commerce continues 
to grow, a pair of new reports shows brick-and-mortar stores 
still play a role in how Americans shop.
  A survey conducted by consulting firm BRG found 58 percent 
of those doing back-to-school shopping plan to buy (or have 
already bought) the majority of their items in a store. In fact, 
23 percent said they’ll buy all of their apparel and footwear in 
a physical store. And 19 percent will buy all of 
their school supplies in a physical store.
  For back-to-school shopping, BRG concludes 
that physical stores are critical in driving 
customer satisfaction. “Consumers enjoy the 
in-store experience where they can touch and 
feel the merchandise,” said Keith Jelinek, 
co-leader of BRG’s Retail Performance 
Improvement practice. The survey also found 
making sure items fit and the ability to compare are two other 
big reasons why people head to brick-and-mortar locations.
  The best news for TV ad sellers is the data shows it’s a 
highly promotional event. BRG reports more than 60 percent 
of consumers say they’ll only shop during a back-to-school 
sale. Just 10 percent say promotions have no impact. The 
result is Walmart, Target, Kohl’s and Old Navy are the top 
physical retailers for clothes and shoes due to impressive 
sales and promotions. Amazon leads among online retailers 
mainly because of its Prime Day event.
  Meanwhile, a new study from the International Council 
of Shopping Centers shows the battle between physical 
retail and e-commerce sites may not be a winner-take-all 
proposition. It shows that stores that offer customers both 
options wind up with higher sales on both fronts. Those who 
buy at both, known as omnichannel consumers, make up 17 
percent of shoppers but 34 percent of total spending.
  The ICSC study found that consumers who shopped first 
at a store and then went to that retailer’s website within 
15 days ended up increasing spending by 167 percent, on 
average. For instance, a person spending $100 in a store 
went on to spend another $167 online from that retailer, for 
a total expenditure of $267 in that time period. Conversely, 
a customer spending $100 online 
who followed it up with an in-store 
purchase spent a total $231.
  Sales at physical stores account 
for nearly nine out of 10 retail dollars 
spent today, the ICSC reports. It 
also says discount department 
stores saw the highest average 
in-store spending (96%) versus 
online (4%). And it shows most 
“halo” spending takes place shortly 
after the initial purchase. It totals

(Continued on Page 3)

BRICK-AND-MORTAR STORES TAKING ON NEW ROLE
ADVERTISER NEWS
  Barnes & Noble has turned to an independent bookstore 
veteran to lead a turnaround strategy centered around the 
idea that acting like an indie bookshop will help differentiate 
the chain from Amazon, Quartz reports. CEO James Daunt 
has spent the better part of his nearly 30-year career with 
independent booksellers, and saw success by incorporating 
a human touch into store locations, tailoring offerings to local 
communities and operating outside of some standard retail 

rules... Chipotle Mexican Grill yesterday 
reported that its digital sales nearly doubled 
during its second quarter, fueling earnings 
that beat analysts’ expectations. The Mexican 
chain also raised its full-year outlook for same-
store sales growth. Shares jumped 4 percent 
in extended trading, setting an all-time high. 
The company’s stock has been on a hot streak 
recently, passing a previous record set before 

the chain’s foodborne illness woes began in 2015. Shares are 
up 71 percent so far this year... As soda consumption declines 
in the U.S., Coca-Cola and PepsiCo are trying to leverage 
the name recognition of their legacy brands to make a bigger 
dent in the growing energy drink category, CNBC reports. 
Coke plans to sell Coca-Cola Energy in 20 countries by the 
end of 2019. The energy drink contains naturally sourced 
caffeine, guarana extracts and B vitamins. Rival Pepsi is 
continuing its efforts to move its Mountain Dew line into the 
energy drink category and has not ruled out trying to do the 
same with its namesake soda brand. Sugary drinks have 
fallen out of favor with health-conscious consumers... New 
Orleans Pelicans rookie Zion Williamson has agreed to a 
partnership with Nike subsidiary Jordan Brand. Williamson 
revealed the partnership in social media posts... GNC is 
drastically cutting back on its mall footprint, Chain Store 
Age reports. The vitamin and supplements retailer plans to 
shutter approximately 900 stores, with most of the closings 
expected to be in malls, GNC executives told analysts 
yesterday. The news was not totally unexpected: In 2018, 
GNC told investors the company planned to close 700 to 900 
locations during the following three years.
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AVAILS
    If you want to work in media sales for the No. 1 duopoly in 
St. Louis, we have a great opportunity for you! KTVI (FOX) 
and KPLR (CW) have immediate openings 
for new business development/multi-media 
Account Executives. Experience required, 
with a proven track record in reaching 
goals and developing new business. Ideal 
candidate will be a self-starter who is detail-
oriented, a problem solver and a team 
player. College degree and at least 2 years 

of outside sales experience is required. 
CLICK HERE to apply. EOE.
  National broadcasting company seeks 
a community-minded, enthusiastic 
individual to fill a General Manager 
position for the Johnstown, Pa., 
Designated Market Area, consisting 
of the State College, Altoona and 
Johnstown markets. The GM is 
responsible for managing the operations 
and sales initiatives of a multimedia 
portfolio, including ABC and Fox 

affiliates. Bachelor’s degree in Business Administration, 
Finance or Economics. Minimum of four years of media sales 
management experience – preferably in broadcast TV sales 
– as a General, Local and/or National Sales Manager. Send 
resume and cover letter including desired compensation to: 
jobs@cunninghambroadcasting.com. EOE.
  KTSF, a well-established leader in Asian Language 
Television in the San Francisco Bay Area, seeks a driven 
Account Executive to be a key, engaging liaison between 
our television station and businesses to deliver outstanding 
results through the effective sales presentation of television 
and digital solutions. The ideal candidate will be energetic, 
positive, goal-oriented and have a sense of urgency. Must 
be highly organized and possess strong verbal and written 
communication skills. To apply for this position, please email 
your resume to Javier Ortiz; jortiz@ktsftv.com and hrd@
ktsftv.com.
  ABC7 Los Angeles is seeking a Director of Strategic 
Partnership Sales who will be responsible for driving 
non-traditional revenue across all KABC media platforms. 
Candidate will craft a compelling sales story, share it with 
passion, conviction, integrity and authenticity, close the deal, 
and deliver superior customer relations and service. You will 
develop new business and “go to market” strategies and 
tactics. Please apply online at www.ABC7.com/jobs. Equal 
Opportunity Employer – Female/Minority/Veteran/Disability/
Sexual Orientation/Gender Identity.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  The DOJ is opening an antitrust review into whether 
dominant tech firms are stifling competition, a new threat for 
companies like Facebook, Google, Amazon and Apple. 
The review centers on internet search, social media and 
retail services, The Wall Street Journal says... Google has 
launched its Shopping platform in the U.S., Forbes says. 
The platform uses web activity and browsing history to make 
personalized product recommendations and offer deals.

NETWORK NEWS
  NBCUniversal projects it will sell more than $1.2 billion in 
advertising for its 17 days of broadcasts of the 2020 Olympics 
from Tokyo, citing the event as a rare opportunity for Madison 
Avenue to reach big audiences without the worry of politics 
getting in the way of a commercial message, Variety reports. 
The Olympics is “one of the most brand-safe environments 
for [advertisers’] campaigns,” said Dan Lovinger, EVP of 
ad sales for NBC Sports Group, during a conference with 
reporters yesterday. Lovinger said NBCU was on track “to 
surpass” its sales goal, which he would not reveal. NBCU 
sold more than $1.2 billion in national 
ads for its Rio Olympics telecasts. 
Keeping advertisers interested in the 
Olympics is crucial for the NBCU and 
parent Comcast. Comcast and NBCU 
are in the midst of a $4.4 billion rights 
deal that lets them cover the Olympics in 
the U.S. through 2020, and have already 
agreed to pay $7.75 billion for broadcast 
rights to the Olympic Games between 
2021 and 2032. NBCU came away from 
its Rio coverage with approximately $250 
million in profit... The freshman military drama The Code is 
officially done at CBS. The news comes just one day after 
the show’s season finale, which will now serve as the show’s 
series finale. The series followed soldiers who tackle the 
toughest legal challenges facing the U.S. Marine Corps. The 
series starred Dana Delany, Luke Mitchell, Anna Wood, 
Ato Essandoh, Phillipa Soo and Raffi Barsoumian. The 
series debuted in April and scored a solid start thanks to 
airing immediately after CBS powerhouse NCIS. However, 
when the show moved to Tuesdays in its second week, the 
ratings fell off dramatically and never recovered. Its season 
finale scored just a 0.3 rating in adults 18-49 and 2.9 million 
viewers in Live+Same Day.

SMITH: RETRANS BLACKOUTS POLITICAL PLOY
  NAB President Gordon Smith suggested yesterday 
that AT&T and Dish are causing retransmission consent 
blackouts to win congressional support for the renewal of 
the satellite TV law that broadcasters fear may weaken their 
hand in retrans negotiations, TVNewsCheck reports.
  “It’s unfortunate that at a time when this trusted information is 
so critical to our communities, some of our pay-TV partners, 
like AT&T and Dish, seem to be purposefully withholding 
broadcast signals from viewers – making them pawns in a 
political game that aims to upend the retransmission consent 
system,” Smith said in Washington.
  “Is their goal to manufacture the appearance of a ‘broken 
system’ to encourage Congress to intervene just as it 
deliberates the upcoming STELAR expiration? If so, that 
is a dangerous game and one that hurts viewers – their 
customers – the most.”
  Rather than meet demands for retrans price hikes, AT&T 
this month has dropped all Nexstar and CBS stations from 
DirecTV, the nation’s largest MVPD. For the same reason, 
Dish dropped all the Meredith stations.
  STELAR, which expires at the end of this year, grants satellite 
operators like DirecTV and Dish the ability to import distant 
broadcast network signals into markets where consumers 
cannot receive the local affiliates.
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Trevor Noah

Swedish jail still means that 
you’re locked up, you don’t 

have your freedom. And 
on top of that, they make 

you assemble all your own 
furniture. It’s heartless.
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KROGER PRIVATE BRANDS POISED TO GROW
  Cincinnati-based Kroger is looking to supercharge its 
already strong private brand sales by hiring its first-ever 
creative agency of record: DDB New York.
  According to the grocer, DDB will be responsible for 
developing a refreshed, stronger brand identity to support 
the company’s vision of serving food inspiration and uplift 
through Restock Kroger and beyond. Kroger’s Simple 
Truth line, which didn’t even exist five years ago, has grown 
into a $2 billion brand, StoreBrands.com reports.
  According to the company, DDB will help Kroger evolve 

its brand as it transitions to become an 
omnichannel retailer, powered by four 
modalities: Store, Delivery, Pickup and 
Ship. The goal of DDB’s work will build on 
Kroger’s history with an elevated creative 
and strategic approach, deepening 
Kroger’s connection with customers 
today and into the future.
  “Consumers make 221 food-related 
decisions a day,” said Mandy Rassi, 
Kroger’s head of brand building. “A 
standout brand and narrative will drive 

more customers to choose Kroger more often via any channel. 
Kroger and DDB will work together to cut through the ‘sea 
of sameness’ that has arisen in grocery retail advertising, 
thereby supporting our transformation as a company.”

FCC EASES RULES FOR REPACKING STATIONS
  TV stations moving to new channels in the post-incentive 
auction repack can now ask the FCC to expand their coverage 
without seeking a waiver of the commission’s freeze on such 
minor modification, Broadcasting & Cable reports.
  At that time the FCC wanted to hold up such tweaks until 
it had gotten well into the post-incentive auction repack in 
which it would have to puzzle together the new spectrum 
lineups and coverage areas for stations being repacked into 
new, smaller, space.
  With that process well under way, the FCC has lifted the 
freeze for stations that need to tweak to fit their piece into the 
new spectrum picture. The Media Bureau said Monday that 
the 2013 freeze on filing and processing minor modifications 
has been lifted immediately for full power stations and Class 
A low powers, which have similar rights to full-powers.
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George Carlin

Most people work just hard 
enough not to get fired 

and get paid just enough 
money not to quit.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

SURVEY: 48% PLANNING HOME RENOVATIONS
  Nearly half of homeowners (48%) plan to renovate their 
homes in the next two years, and a third of those homeowners 
expect to spend more than $50,000 on their renovations, 
according to recent research from TD Bank reported by 
Builder.
  The findings reveal that while many homeowners are dipping 
into their savings (48%) and checking accounts (34%) to 
fund renovations, many are establishing substantial budgets 
and seeking financing options. A quarter (25%) say they will 
borrow through a home equity line of credit (HELOC), and a 
similar portion will utilize a personal credit 
card (24%) or a personal loan (18%).
  When it comes to tackling the 
renovations, 64 percent of the 18-34 age 
group said they would do some or all of 
the work themselves, indicating they 
are likely looking to save on labor costs. 
Meanwhile, 60 percent of boomers said 
they’d hire professionals.
  Across the board, homeowners said they 
are planning to renovate their bathroom 
(26%) and their kitchen (25%) more 
than any other area of their home. Nearly half (48%) said 
improving the quality of their outdoor space was a top reason 
to renovate.

OUTLOOK: JOB GROWTH TO LIFT BTS SPENDING
  Last Christmas may have been a let down, but American 
shoppers are finally warmed up just in time for back-to-school 
spending, Bloomberg reports.
  U.S. outlays this summer will rise 5.1 percent — the most 
in eight years — as wage gains and near-peak employment 
translate to higher sales, retail research firm Customer 
Growth Partners estimates. Americans will spend a record 
$616 billion this year, accelerating from last year’s growth of 
4.5 percent.
  “After a slow start due to the long winter, retail has inflected 
sharply up since mid-April, and has hardly looked back,” 
President Craig Johnson said in the report.
  However, if new tariffs on Chinese goods are implemented, 
growth could be as low as 3.5 percent, according to the 
study. New duties on an additional $300 billion of Chinese 
goods had been slated to go into effect but were put on hold 
after U.S. and Chinese leaders agreed to renew trade talks.
  Online sales are forecast to climb almost 12 percent this 
back-to-school season while sales at big-box stores will rise 
5.5 percent, according to Customer Growth Partners’ surveys 
of more than 100 malls and shopping venues.
  For now, 5.1 percent back-to-school growth “is fully 
consistent with a 3 percent GDP pace for the second half of 
2019,” Johnson said.

BRICK-AND-MORTAR STORES TAKE ON NEW ROLE
(Continued from Page 1)
an average $250 within five days after an initial $100 
expenditure in a store, averaging $263 by the 30th day.
  “What we found was that consumers take advantage of the 
channels available to them and it has a positive impact on 
total sales. Simply put, consumers want a great experience 
whether it is online or in the store,” said Tom McGee, 
president of ICSC.


