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INCREASED SPEND COMES AMID INFLATION SURGE
  Americans stepped up retail spending in June, offering a 
boost to the economic recovery as it faces concerns about 
accelerating inflation, The Wall Street Journal reports.
  Retail sales — a measure of purchases at stores, restaurants 
and online — rose 0.6% last month compared with May, the 
Commerce Department reported last week.
  The increase beat economists’ expectations but followed a 
larger than previously estimated decline in May, the report 
showed. Spending had slowed in late spring after surging 
earlier in the year. June’s increase marked a pickup.
  High spending totals come amid an increase in inflation, 
which has reached its highest level in 13 years — and 
increased consumer worry over higher prices. Economists 
said higher prices accounted for some of the increase in 
retail sales last month, but that the spending trend helped 
support an improving recovery.
  “Inflation is a challenge for businesses right now, but sales 
growth is very good and consumer demand is very good,” 
said Bill Adams, senior economist at PNC 
Financial Services Group. “We’re in the 
middle of a very strong recovery,” he said.
  Sales in June were robust at restaurants 
and bars and clothing and accessories 
stores. Meanwhile, sales fell in categories 
that benefited from strong demand earlier 
in the pandemic as Americans stayed at 
home. Sales at furniture, sporting goods 
and building materials stores all dropped.
  Auto sales, which have shown signs of slowing amid supply-
chain disruptions that have limited the number of vehicles 
for sale, fell by 2% and weighed on overall retail sales last 
month. Excluding autos — a sometimes volatile category of 
products — sales rose 1.3% in the same period.
  Many economists have said they expect consumers to shift 
spending away from purchases of goods, particularly big-
ticket items, to the services sector as the end of pandemic-
related restrictions allows the economy to open more fully 
and Americans to resume outside activities.
  Sales in most retail categories rose on a monthly basis in 
June, led by clothing and electronics stores. Clothing and 
clothing accessory stores were up 
2.6% month-over-month seasonally 
adjusted and up 49.4% unadjusted 
year-over-year, while electronics and 
appliance stores were up 3.3% month-
over-month seasonally adjusted and 
up 36.5% unadjusted YOY.
  Furniture and home furnishings stores 
were down 3.6% month-over-month 
seasonally adjusted but up 17.5% 
unadjusted YOY. Health and personal 
care stores were up 1.6% month-over-
month seasonally adjusted and up 
13.5% unadjusted YOY.

HIGHER JUNE RETAIL SALES BOLSTERS U.S. RECOVERY
ADVERTISER NEWS
  Ford Motor said last week it was recalling about 775,000 
Ford Explorer SUVs worldwide for a steering issue linked 
to reports of six injuries in North America. The recall cov-
ers 2013-2017 model year vehicles that may experience a 
seized cross-axis ball joint that could cause a fractured rear-
suspension toe link, which could significantly diminish steer-
ing control, increasing the risk of a crash. The recall covers 
676,152 vehicles in North America, 59,935 in China and 
38,600 elsewhere, Reuters reports… Walmart will sell 140 
items from popular tween brand Justice as part of its push to 
position itself as an affordable fashion hub ahead of the back-
to-school season. Other retailers are also jumping into back-
to-school promotions, including Kohl’s and Target, which 
are launching discounts for teachers; and J.C. Penney, 
which is rolling out an exclusive kids inclusive apparel collec-
tion… GameStop has added more than 1 million square feet 
of new fulfillment center space, including a 700,000-square-
foot space in Pennsylvania and a 530,000-square-foot facility 

in Nevada. In a regulatory filing in April, the 
gaming retailer outlined a four-point growth 
strategy that includes expanding its distribu-
tion capability and building a bigger catalog 
of products… Nordstrom has been relying 
heavily on local shoppers at its flagships in 
cities including New York and San Francisco 
since the pandemic largely called a halt to 
tourism, Glossy reports. The retailer has 
also put a greater focus on its seven small-

format Nordstrom Local stores, which serve local online 
shoppers with click-and-collect options and other services… 
C&S Wholesale Grocers, the nation’s largest grocery dis-
tributor, plans to buy fellow food wholesaler Piggly Wiggly 
Midwest. Keene, N.H.-based C&S said last week it has en-
tered into a definitive agreement with the intent to purchase 
Piggly Wiggly Midwest, whose headquarters is in Sheboy-
gan, Wis. With the deal, C&S would acquire 11 Piggly Wig-
gly Midwest corporate-run stores as well as serve 14 Butera 
Market supermarkets in the Chicagoland region plus 84
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AMAZON ONLINE GROCERY POISED FOR GROWTH
  Over the next five years, Amazon will nearly double its 
online food and beverage sales globally, holding its grocery 
e-commerce lead over rival Walmart, CPG market researcher 
Edge by Ascential predicts.
  Amazon’s online edible grocery sales are projected to climb 
to $26.7 billion worldwide in 2026 from $14.5 billion in 2021, 
a compound annual growth rate (CAGR) of 13%, according 
to the latest Food and Beverage Sector Report from 
Edge Retail Insight, Edge by Ascential’s retail research 
arm. Walmart also will see strong growth, but not enough 

to overtake Amazon. Edge Retail Insight 
forecasts a 14.1% CAGR for Walmart’s 
edible grocery e-commerce sales over 
the next five years, from $10.1 billion 
globally in 2021 to $19.5 billion in 2026.
  Still, both Amazon and Walmart will 
remain well behind Chinese e-commerce 
giant Alibaba, whose online food and 
beverage sales are expected to rise at a 
10.7% CAGR from $20.6 billion in 2021 
to $34.2 billion in 2026, solidifying the 
company as the world’s largest pure-play 

e-grocer. The Edge Retail Insight Food and Beverage Sector 
Report is based on forecasts powered by Edge’s proprietary 
data analytics technology.
  Grocery and food sales via Amazon.com totaled $2.2 billion 
in Q4 2020, up 20% year over year, including an October 
2020 peak spurred by the rescheduled Amazon Prime Day, 
Edge Retail Insight’s report said. 

DIRECTV SPINOFF GETS GREEN LIGHT FROM FCC
  The FCC has approved AT&T’s spin-off of its traditional 
video distribution business as it moves toward streaming 
(HBO Max) as its video play of choice, citing the parties’ 
undisputed claim that the New DirecTV company that will 
result would be stronger because it could focus on traditional 
video, Next TV reports.
  The FCC will not require the New DirecTV to deliver local TV 
station signals to the 12 smallest markets, as the broadcast 
affiliate associations had asked. It also declined to apply any 
program carriage conditions on the deal.
  Also last week, AT&T revealed to the SEC that its soon-
to-be-spun-off linear pay-TV assets collectively lost 473,000 
customers in Q2, which actually constituted a reduction in 
churn for the group of services led by DirecTV.

THIS AND THAT
  Warner Bros. Pictures’ Looney Tunes live-action sequel 
Space Jam: A New Legacy, with LeBron James taking 
over Michael Jordan’s role in the 1996 original, is projected 
to dethrone Disney/Marvel Studios’ blockbuster Black 
Widow after just one stint atop the domestic weekend box 
office. Industry estimates peg A New Legacy generating from 
$32 million to $35 million across almost 4,000 screens over 
the three-day weekend ending yesterday. Widow is projected 
to generate about $25 million across nearly 4,300 screens... 
Manhattan’s retail vacancy rate hit a 10-year high of 28% in 
Q2, according to Jones Lang LaSalle, driving down asking 
rents and creating new opportunities for some. Food and 
beverage businesses signed the most retail deals in Q2 and 
apparel retailers followed, CBRE reported.

NATIONAL LINEAR TV ADS GROW BY 9% IN H1
  While national TV linear advertising rose 9% in the first 
six months of the year vs. a year ago to an estimated $21.4 
billion, impressions headed the other direction, down 6.1% to 
3.8 trillion, according to iSpot.tv.
  Much of the ad dollar gain in the first half of this year was 
due to the return of big sports TV programming, absent a year 
ago due the pandemic, according to the research company.
  This included the return of the NCAA Men’s Basketball 
Tournament, Major League Baseball and the NBA — 
content that disappeared after the pandemic began in mid-
March 2020.
  This year, in part due to some of these 
events, there was a strong return of 
ad categories, including: Quick service 
restaurants/food delivery, up 17% year 
over year to $1.6 billion; automotive 
marketers, 41% more to $1.5 billion; and 
retail rising 21% to $955 million.
  A resurgence of the marketplace — 
slowly returning to normal after the long 
nine-month pandemic-disruption period of 
2020 — fueled more advertising growth. 
iSpot.tv says there was a 25% gain in total creatives airing in 
the first six months of 2021 vs. a year ago — 57,900 pieces 
of advertising creative content.

TV UPFRONT ADS: 20% GAINS IN BROADCAST CPMs
  The almost completed traditional TV upfront witnessed a 
strong average 19% gain in primetime broadcast CPM and 
10% higher for cable TV nets for the upcoming 2021-2022 
TV season, according to Media Dynamics.
  But total upfront dollar volume this year — $19.04 billion for 
broadcast and cable TV networks — is still under the levels 
of 2019, down a collective 13%, according to the media 
consulting company.
  The $19 billion level is up 2.2% over a year ago for the 
2020-2021 TV season — a disruptive pandemic-laden TV ad 
selling season.
  The broadcast TV primetime upfront grew 6.9% from a year 
ago to $9.3 billion; with cable TV networks slipping 2% to 
$9.7 billion. In 2019, broadcast TV networks were at $10.2 
billion; cable TV, $11.7 billion.
  Estimated broadcast primetime CPMs for buying audiences 
18 years and older grew 19.4% over the 2020-2021 TV 
season to an average $45.03; cable TV was up 9.7% to 
$21.83.

COMSCORE PUMPS UP NEW OOH MEASUREMENT
  A year after Nielsen left the field of digital out-of-home media 
measurement, one of the field’s highest-profile suppliers, 
GSTV (Gas Station TV), has signed with Comscore to utilize 
its fledgling place-based media audience measurement 
service.
  As part of the agreement, Comscore said it will report 
digital ad impressions, reach and frequency for each market 
and demographic GSTV sells as part of its national video 
advertising network.
  GSTV, which is distributed across tens of thousands of 
gas stations nationwide, will have its audience estimates 
accessible via Comscore’s media ratings via its Plan Metrix 
Multi-Platform planning service in the U.S.
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One time for my child’s 
birthday party, I accidentally 

sent the kids home with 
whistles in their goodie bags. I 

lost 47 friends that day.
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STATIONS FACING OTA TV AD REVENUE DECLINE
  Expect a big decline in local TV ad revenue this year — 19% 
— to $14.9 billion in over-the-air revenue, according to Pew 
Research Center’s analysis of BIA Advisory Service.
  The decline will come after last year’s 8% increase in OTA 
advertising revenue, totaling $18.4 billion, in large part due 
to the big presidential election advertising season. Digital ad 
revenue for local TV stations grew 6%, to $1.4 billion.
  Though local TV news consumption had a resurgence in 
2020 over 2019 — because of the pandemic and big election 
coverage — average viewership is still down 7% from 2017.

  All news TV programming viewership 
— national and local among ABC, CBS, 
Fox and NBC affiliates — was at an 
average 3.7 million. That is 4% higher 
vs. 2019, according to Pew’s analysis of 
Comscore’s StationView data. In 2017, 
it was 3.99 million; in 2016, 4.2 million.
  Looking more narrowly, data from 839 
local TV stations — those with “news-
producing” content — was at $15.3 billion 
in ad revenue.
  Retransmission fees will continue to 

grow, but more slowly for TV stations, going 2% higher this 
year to $12.4 billion. By way of comparison the rise from 
2019 from 2018 was 7% ($11.9 million).
  Pew authors write: “Financially, local TV companies 
generated more revenue in 2020 than in 2019, consistent 
with a cyclical pattern in which revenue rises in election years 
and falls in non-election years.”

ADVERTISER NEWS
(Continued from Page 1)
  Piggly Wiggly franchisees in Wisconsin. Plans call for  
Piggly Wiggly Midwest’s current distribution centers and 
offices to continue to operate… Some of the U.S.’s most 
popular stores — including Macy’s and Ace Hardware — are 
using facial recognition on their customers, largely without 
their knowledge. Now the digital rights nonprofit Fight for 
the Future has helped launch a nationwide campaign to 
document which of the nation’s biggest retailers are deploying 
facial recognition. Launched last week, the campaign, which 
has the support of more than 35 human-rights groups, 
aims to draw attention to retail stores using facial-scanning 
algorithms to boost profits, intensify security systems, and 
even track their employees… Burberry, which operates 454 
stores, reports that sales in the last quarter were up 86% over 
2020 and 1% from 2019, as younger consumers purchased 
the luxury retailer’s clothing and accessories.
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Kantar

The Summer Olympics in 
Tokyo will set a new record for 

U.S. TV advertising sales at 
$2.25 billion, 20% higher than 

the $1.848 billion in 2016.

TV HELPS APARTMENT RENTERS FIND NEW HOMES
  According to the Yardi Matrix May 2021 National 
Multifamily Report, the market has generally recovered 
from the pandemic period, creating 
a better environment to attract new 
apartment and single-family home 
renters.
  Based on data from The Media 
Audit’s 62-Market 2020 Aggregate Survey, almost as 
many African Americans (18.5%) and Latinx Americans 
(23.8%) combined were renters as Caucasian Americans 
(48.7%). Only 6.2% of Asian Americans 
were renters. Plus, more than 90% watch 
some TV daily — and most of those watch 
three hours or more.
•  Caucasian Americans — 91.3%
•  African Americans — 92.7%
•  Latinx Americans — 91.4%
•  Asian Americans — 90.4%
  Household income is the other primary 
metric to identify and target apartment 
renters. The same aggregate survey 
from The Media Audit revealed 32.7% of 
apartment renters 18+ had incomes of $25,000 or less and 
30.5% had incomes of $25,000 to $50,000. Renters with 
these income levels are also avid TV viewers.
•  Less than $25,000 — 91.4%
•  $25,000–$34,999 — 92.1%
•  $35,000–$49,999 — 92.3%
  The Media Audit data also shows almost 40% of apartment 
renters have children at home of any age and 91.8% watch 
some TV daily, with 56.3% watching three hours or more.
  Apartment renters are likely to benefit from the current 
increase in job openings and hiring incentives, and many will 
choose to move for better opportunities — and TV is where 
they will find their new home.

KANTAR EXPECTS RECORD OLYMPIC TV AD SALES
  Despite some big question marks concerning attendance, 
fan enthusiasm and athletic performance for the Tokyo 
Summer Olympic Games, Kantar forecasts it will set a new 
record for U.S. TV advertising sales at $2.25 billion.
  The Summer Games, which were postponed from 2020 due 
to the pandemic, have been a moving target of expectations, 
as the Tokyo organizing committee has adapted guidelines 
for spectators. And while it may be unclear how that translates 
into televised audiences for this summer’s games, Kantar 
projects ad revenues for U.S. Olympic broadcaster NBC will 
be 20% higher than the $1.848 billion it took in in 2016, the 
last summer games.
  Citing its own proprietary research, Kantar said 63% of the 
U.S. population is interested in watching the Tokyo games, 
even though 53% still believe they should be postponed 
further or cancelled altogether.
  Noting that the original postponement likely resulted in 
some reductions in ad spending, Kantar nonetheless said 
“major declines seem unlikely,” noting, “First, much of this 
ad spend was already committed prior to the pandemic, with 
NBC stating it had already sold $1.25 billion in advertising 
by March 2020. Second, event sponsors like Coke, Visa 
and P&G have continued their support for the IOC and the 
Games.”

SATURDAY NIELSEN RATINGS - LIVE + SAME DAY


