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BIA: QUICK-SERVICE LOCAL AD SPENDING NEARING $4B
DIGITAL TO CLAIM A GROWING SHARE OVERALL
  Total local advertising spend on quick-service restaurants 
will reach $3.9 billion in 2019. That’s according to a new 
report from BIA called Insights in Local Advertising—Quick 
Service Restaurant Industry, which predicts advertising 
spend in the segment will dip a bit over the next few years 
before regaining and slightly exceeding its 2019 level by 
2023.
  The growth in total vertical spending from 2019–2023 
suggests an additional $47 million will be spent annually by 
2023 — or a 0.3 percent compound annual growth 
rate, QSR magazine reports. This will come 
primarily from 5.3 percent compounded growth in 
digital advertising.
  That latter note is where the boom will occur: 
Digital advertising is expected to grow from 36.1 
percent in 2019 to 43.8 percent of total quick-
service advertising by 2023, BIA said.
  Despite what pathways enter the conversation, the quick-
service restaurant vertical is still a heavy user of direct mail. 
BIA predicted that 24.9 percent of the sector’s total local 
advertising would be spent in this category in 2019. After 
direct mail, online makes up 14 percent of the media spend 
distribution; TV 12.9 percent; mobile 12.8 percent; radio 10.2 
percent; cable TV 5.4 percent; OOH 5.2 percent; news/print 
4.1 percent; email 4 percent; news/online 2.1 percent; radio 
online 1.2 percent; TV online 1 percent; magazine/print 0.9 
percent; internet YP 0.5 percent; print YP 0.2 percent; and 
magazine online 0.4 percent.
  Print newspapers, at 4.1 percent, are significantly less than 
BIA’s average across all advertising categories at 7 percent. 
TV, however, is higher for restaurants than 75 percent of 
other industries (the average is 9.6 percent). BIA also 
finds that quick-serves have been faster to adopt mobile 
advertising (12.8 percent versus 12.1 percent average) 
and quicker to use pure play online advertising (14 percent 
versus 12.5 percent).
  BIA projects local digital advertising growth will come 
primarily in online advertising, which will increase by an 
additional $186 million per year by 2023, compared with 
2019. Online activities currently comprise $753 million 
in quick-service ad spending. BIA said a shift toward a 
greater reliance on digital media would change the share of 
spending among all media types by the quick-serve sector. 
This will flood new opportunities for fresh media and platform 
vendors into the equation.
  BIA predicts local advertising to expand $47 million in the 
next four years, hitting $3.96 billion. Even with digital growth, 
direct mail is expected to remain the largest share, decreasing 
by only 4.1 percent. Print newspapers are expected to 
decline 1.2 percent. Online and mobile advertising should 
offset the drop with a gain of 5.4 percentage points. This will 
account for $753 million in local ad revenue in 2019, largely 
flowing to vertical search sites. BIA believes online spending 
will grow to $939 million by 2023.

ADVERTISER NEWS
  Procter & Gamble, one of the world’s biggest advertising 
spenders, plans to shift more of its shrinking marketing budget 
away from big ad agencies and towards new players, the 
latest ominous sign for companies such as Publicis, WPP 
and Dentsu Aegis Network. “We have reduced spending 
by close to $1 billion in fees and production over the past 
four years and reinvested it in other creative partnerships,” 
Marc Pritchard, P&G’s chief brand officer, told the Financial 
Times. The company said last year it would save $2 billion 

by 2021, meaning there is more pain to come 
for big agencies already reeling from the rising 
dominance of Google and Facebook in the era 
of digital advertising... Coca-Cola and Mengniu 
Dairy, one of China’s biggest dairy producers, 
will sponsor the Olympics for six games between 
2021 and 2032 for a combined $3 billion, a person 

briefed on the negotiations tells the Financial Times. It 
would be one of the biggest corporate endorsements in 
sports... Snap Kitchen, a health-focused lifestyle brand, 
has announced the launch of direct shipping for its ready-to-
eat meals. Previously available via on-demand delivery and 
in-store pick up in Austin, Houston, Dallas and Philadelphia, 
the company’s dietitian-curated, chef-prepared meals are 
now available to 80 million households throughout the 
South and East Coast with overnight shipping, with plans 
to continue rolling out across the nation... According to the 
Allied Market Research report titled Energy Drinks Market 
by Type, the global energy drinks market was pegged at 
$53.01 billion in 2018 and is projected to bring in $86.01 
billion by 2026, registering a CAGR of 7.2 percent from 
2019 to 2026. There’s a rise in demand for energy drinks 
as they provide several desirable effects including improved 
memory, fast recovery, and improved mood... Eldorado 
Resorts is buying Caesars Entertainment for about $8.58 
billion in a deal backed by activist billionaire Carl Icahn that 
will create the largest U.S. gaming operator. The agreed 
equity value of $12.75 a share — in a mix of cash and 
Eldorado stock — represents a premium of about 28 percent 
to Caesars’s Friday closing price. Including debt, the deal is 
worth approximately $17.3 billion... Fred’s has announced 
its third round of store closings, Chain Store Age reports. 
The embattled discounter says it’s closing an additional 49 
stores, with going-out-of-business sales already underway. 
The pharmacies in the locations will remain open. This is the 
third round of Fred’s store closings since April. The chain has 
announced the closure of a total of 263 stores during the past 
two months. After the combined 313 closures, representing 
56 percent of the company, Fred’s will be left with some 244 
stores... FedEx is dropping prices for some Express network 
customers and guaranteeing two-day shipping via air for the 
same price as its Ground service, sources tell The Wall 
Street Journal. The move comes as FedEx readies for the 
end of an air-shipping contract with Amazon and as it works 
to compete with United Parcel Service.
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FX SETS ANNOUNCES FALL PREMIERE DATES
  FX has given September premiere dates to its Sons of 
Anarchy spinoff Mayans M.C., Mr Inbetween, the ninth 
installment of the American Horror Story franchise, 
American Horror Story: 1984, and the 14th season of 
It’s Always Sunny in Philadelphia.
  The ninth installment of American Horror Story: 1984 
debuts Wednesday, Sept. 18 at 10 PM. Emma Roberts is 
among the returning cast members.
  Mayans M.C. kicks off the fall season for FX, premiering 
its second season Tuesday, Sept. 3 at 10 PM. The series 
stars JD Pardo, Clayton Cardenas, Edward James 

Olmos, Sarah Bolger, Michael Irby, 
Carla Baratta, Antonio Jaramillo, 
Raoul Max Trujillo, Richard Cabral 
and Danny Pino, with Emilio Rivera 
recurring.
  The drama series Mr Inbetween moves 
to Thursdays for the fall season from its 
previous Tuesday post-Mayans M.C. 
slot, premiering its second season 
Thursday, Sept. 12 at 10 PM.
  FX’s first hit comedy, It’s Always Sunny 
in Philadelphia, premieres its 14th 
season Wednesday, Sept. 25 at 10 PM 
(ET/PT) on FXX.

WHAT RETAIL NEEDS TO KNOW ABOUT BOOMERS
  Baby boomers already know how to go to a brick-and-
mortar store and buy things. So unless there’s an obvious 
benefit of convenience or better prices, they’re not rushing 
to master newer, more tech-heavy shopping methods.
  According to eMarketer, 59 percent of baby boomers will 
be digital buyers this year — making at least one purchase 
digitally via any device during the calendar year. That’s 
a significant figure. However, when compared with their 
younger cohorts, this group is not as digitally enthusiastic.
  “Boomers are a little behind when making purchases 
online, and this is especially true when smartphones come 
into play,” said Cindy Liu, senior forecasting analyst at 
eMarketer. “Not only do boomers have a lower incidence 
of smartphone ownership, their range of commerce 
activities on smartphones is narrower. Boomers are using 
their devices for product information gathering, rather than 
purchasing.”
  In an April 2019 Bizrate Insights survey, 36 percent of 
U.S. smartphone and tablet owners ages 55 and older said 
they used a mobile retail app to buy a product or service. 
A higher percentage (61%) of 18- to 34-year-olds did the 
same. This was the case for mobile wallet app usage, too. 
Just 12 percent of respondents ages 55 and older said 
they used Apple Pay or Starbucks’ payment app, vs. 42 
percent in the 18-34 age group.

THIS AND THAT
  The NFL must decide by Sept. 5 if it wants to opt out of 
its exclusive deal with DirecTV for Sunday Ticket after 
the upcoming season or let its contract ride through 2022, 
Sports Business Journal reports. The league, which 
receives $1.5 billion a year under the deal, could also 
potentially retain the satellite service and add a streaming 
partner.... AT&T is the first brand to ink a deal with the 
new Harry Potter augmented reality game, Harry Potter: 
Wizards Unite, Ad Age reports. AT&T stores are being 
incorporated into the new Niantic game, which is being 
widely outed as the new Pokémon Go.
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CABLENET CHATTER
  The Season 2 premiere of Yellowstone, which stars Kevin 
Costner, more than doubled its Live+Same Day numbers in 
Live+3. According to Nielsen, the premiere last Wednesday 
rose to a 0.98 rating in adults 18-49 and just over 5 million total 
viewers after three days of playback. That’s up 115 percent 
in the demo and 109 percent in viewers from the show’s 
Live+Same Day haul, which was a 0.45 rating and 2.4 million 
viewers. With this, Yellowstone is the most-watched premiere 
in the history of the brand, including both Paramount Network 
and its former name, Spike TV. In addition, this season’s 
premiere is up 6 percent in total viewers and 38 percent in 
the demo in L+3 compared to the series 
premiere last year... History has greenlit 
the new non-fiction series The Secret of 
Skinwalker Ranch (working title). Gaining 
full access to one of the most infamous 
and secretive hotspots of paranormal 
and UFO-related activities, the series will 
feature a team of scientists and experts 
who will conduct a search of this infamous 
512-acre property in Utah’s Uinta Basin. 
They’ll attempt to find out the truth behind 
more than 200 years of mysteries — 
involving everything from UFO sightings 
and paranormal activities to animal 
mutilations and Native American legends of a shape-shifting 
creature known simply as The Skinwalker... The National 
Geographic special Mountain Crafted: The Art of Good 
Coffee will air on Thursday at 7 PM (ET). The 30-minute 
special, created in partnership with Green Mountain Coffee 
Roasters, follows artist and world traveler Trek Kelly as he 
journeys from Costa Rica to Vermont to explore the local 
rituals, passion and best practices surrounding coffee and 
every step that goes into creating your daily morning cup... 
The FX one-hour special Peabody Presents: Stories of 
the Year, which showcases the critical issues honored at 
the 78th Annual Peabody Awards Ceremony hosted by 
Ronan Farrow, will air on Sunday, July 7 at 10:30 PM (ET). 
The roundtable discussion is moderated by Hasan Minhaj... 
Discovery Channel will debut the six-part series Serengeti, 
which highlights the majestic animals and their day-to-day 
lives living together, on Sunday, Aug. 4 at 8 PM (ET). The 
show gives access to one of the most pristine and unspoiled 
corners of the Africa. Featuring an original score and narrated 
by actress Lupita Nyong’o, the stories of a cast of African 
wildlife (including lions, zebras, baboons and cheetahs over 
the course of a year), is the focus... Freeform has given a 
pilot order to Close Up, an hourlong suspense drama. It’s 
set in Centreville, N.J., a suburban town just like any other 
— at least on the surface. Centreville high school student 
Rachel Guyer is on a mission to expose the truth about her 
seemingly normal hometown and turn her community inside 
out... VH1 is further expanding its Black Ink Crew unscripted 
franchise with a third series, Black Ink Crew: Compton. The 
new series, which follows Danny “KP” Kilpatrick and his 
crew at IAM Compton, will debut July 30 with a two-hour 
premiere. This is the third series in VH1’s Black Ink Crew 
franchise, following the Harlem-set mothership show, which 
has aired for seven seasons, and spinoff Black Ink Crew: 
Chicago, which has run for five.

Stephen Colbert

When my car runs out 
of gas, I buy a new 

one. I don’t want to ride 
around in a quitter.


