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ANALYSTS: GAINS WON’T BE AS LARGE AS IN 2018
  Growth is the blue plate special at America’s restaurants 
in 2019. After big gains in both the full-service and fast-food 
segments last year, analysts at the big-data firm Prevedere 
have put increases back on the menu. “Our forecast is 
for 5.7 percent growth in 2019,” said Andrew Duguay, a 
senior economist at Prevedere. He explained the expected 
sales expansion may be smaller than the 8 percent 
growth rate posted last year, but that level of 
increase just wasn’t sustainable.
  “From a historical perspective, that’s blazing,” 
Duguay said on a webinar yesterday. “The growth 
trend has started to cool down a bit — but we’re still 
expecting pretty strong growth.”
  What does that mean for advertising? “I wouldn’t 
think of it as more or less advertising, but rather what is 
actually promoted,” Duguay tells Spots N Dots. Because 
restaurants that positioned themselves with price-based 
value messages have lost share in recent years, Duguay 
expects more TV creative to focus on aspects like the 
quality of service or unique aspect of the restaurant, like 
its cuisine. In this environment, Duguay says that could be 
more powerful than a discount on an item.
  Prevedere data shows the typical full-service restaurant 
had 5 percent annual growth in 2018, with the peak 
summer season serving up increases twice as big. The last 
time the full-service segment was growing at a 10 percent 
clip was in 1997. Duguay sees similarities between then 
and now, including low unemployment rates and climbing 
wages. Federal tax cuts and stimulus checks helped too. 
“You wouldn’t have strong growth in the restaurant industry 
without a strong economy to back it up,” he said.
  It’s not just higher-end restaurants doing well. So is fast-
food. Prevedere data shows the average American went to 
a fast-food restaurant 3.6 times per month in 2018, spending 
on average of $13 per visit. Both are the highest numbers 
seen since the Great Recession. “We are seeing people 
gradually shifting away from dollar menus and eating more 
expensive items,” Duguay said. 
  Even with the rosy outlook, there are some potential pitfalls 
ahead. Among the biggest is the how cheap it’s become in 
relative terms to eat at home. “Groceries have been going 
down in cost and there has been a lot of competition with 
new entrants driving down costs,” Duguay explained.
  Prevedere measures the gap between eating out or at 
home, and Duguay said the index has been “skyrocketing,” 
reaching a record high last year. “It’s never been more 
expensive, relatively, to go out to eat versus eating at 
home,” he said.
  Restaurants are also affected by consumer sentiment. 
Dining out is one of the first things to get scaled back 
heading into a recession, and one of the last things to return 
in a recovery cycle. Prosper Insights COO John Snyder

(Continued on Page 3)

OUTLOOK: RESTAURANT BUSINESS TO GROW 5.7% IN ’19
ADVERTISER NEWS
  Marketers are charging up their plans for electric vehicles, 
Ad Age reports. Their moment is coming: Last week it was 
reported that Daniel Craig will drive an electric car in the 
next James Bond movie, and a number of automakers are 
gearing up for the competition. Tesla is still the top dog in 
the U.S., but Ford, General Motors, Nissan, Honda, VW 

and Audi have made grand pronouncements about 
their EV ambitions. Last week, VW Group said it will 
launch an estimated 70 new electric models in the 
next 10 years. Ford, meanwhile, has made an $11 
billion promise to bring 40 EV models to market by 
2022... ... Keurig Dr Pepper and Anheuser-Busch 
InBev are moving forward with a joint venture they 
hope will boost sales. The two companies have 

created the Drinkworks machine, an imitation of Keurig’s 
well-known coffee maker intended to make cocktails. In 
November, they launched a pilot in St. Louis. Now they’re 
planning on rolling it out to Missouri, Florida and California, 
The Wall Street Journal reports. The joint venture comes 
as both companies try to address their own struggling sales.
 
BREAKING NEWS: NEXSTAR SELLING 19 STATIONS
 Nexstar is selling 11 stations to Tegna for $740 million and 
eight stations to E.W. Scripps Co. for $580 million.
  Scripps is acquiring WPIX, the No.5-ranked CW affiliate 
in New York City; KASW, the CW affiliate in Phoenix 
(which joins the Scripps ABC affiliate); WSFL, the CW 
affiliate in Miami–Fort Lauderdale (adjacent to the Scripps 
NBC affiliate in West Palm Beach, Florida); KSTU, the 
No. 2-ranked Fox affiliate in Salt Lake City; WTKR, the 
No. 2-ranked CBS affiliate, and WGNT, the CW affiliate, 
in Norfolk, Virginia; WTVR, the No. 2-ranked CBS affiliate 
in Richmond, Virginia; WXMI, the Fox affiliate in Grand 
Rapids, Michigan.
  The acquisition grows the Scripps local television station 
footprint to 59 stations in 42 markets with a reach of nearly 
30 percent of U.S. TV households. It also diversifies 
Scripps’ network affiliations, adding two CBS stations, two 
Fox stations and four CWs.
  Tegna is acquiring WTIC/WCCT, the FOX/CW affiliates 
in Hartford-New Haven, CT;  WPMT, the FOX affiliate in 
Harrisburg-Lancaster-Lebanon-York, PA;  WATN/WLMT, 
ABC/CW affiliates in Memphis, TN;  WNEP, ABC affiliate in 
Wilkes Barre-Scranton, PA;  WOI/KCWI, ABC/CW affiliates 
in Des Moines-Ames, IA;  WZDX, the FOX affiliate in 
Huntsville-Decatur-Florence, AL;  WQAD, the ABC affiliate 
in Davenport, IA and Rock Island-Moline, IL; and  KFSM, 
CBS affiliate in Ft. Smith-Fayetteville-Springdale-Rogers, 
AR 
  Nexstar is still in active talks to sell two stations in 
Indianapolis. The company said it’ll use proceeds from the 
sale of the television stations to fund its Tribune deal and to 
lower debt. Get more details on the Spots n Dots app.
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AVAILS
  WPBF 25, the Hearst-owned ABC affiliate in the beautiful 
West Palm Beach market, has an incredible opportunity 
for you! WPBF 25 is looking for a dynamic sales superstar 
to join our phenomenal sales team. The ideal candidate 
will bring both Broadcast and Digital sales experience and 
will possess the drive and ability to thrive in a fast-paced, 
highly competitive market. Your creativity, originality and 
passion for developing new business will be encouraged 
and rewarded! CLICK HERE to apply. EOE.
  KFSN-TV ABC30, the ABC-owned television station 

in Fresno, Calif., seeks a Sales and 
Marketing Coordinator to provide 
support for the marketing and sales 
department.  The ideal candidate must 
be detail-oriented, extremely organized, 
and able to prioritize and multi-task. 
Must be a quick learner, self-motivated 
and able to work independently as well 
as in a team. Previous station, rep firm 
or agency sales assistant experience 
preferred. Must be proficient in 
Microsoft Word, Excel and PowerPoint. 

CLICK HERE for more info or to apply today. EOE/M/F/D/V.

See your ad here tomorrow! CLICK HERE for details.

WHY CONSUMERS WILL LIKELY KEEP SPENDING
  The U.S. consumer is the backbone of the world’s largest 
economy, and, while some may be concerned about an 
aging bull, this important growth driver still has legs, says 
Macquarie’s David Doyle.
  In the past four quarters alone, consumers have spent 
$600 billion, writes Doyle; over the past decade that 
figure is $4.4 trillion. Consumer confidence is still at multi-
year highs as unemployment is low, while real income is 
trending higher. He predicts that 2019 will “be a banner 
year for real wage growth,” which has benefited workers 
across the economic spectrum.
  That’s part of an ongoing trend, and he believes that a 
decade into the bull market, the U.S. consumer “appears 
as resilient as ever.”
  Delinquencies and bankruptcies remain low, as 
deleveraging has improved consumers’ financial positions, 
Doyle writes. Household debt as a portion of disposable 
income has “never been lower,” which should negate 
interest rate worries, while gasoline is still quite inexpensive 
by the same metric.”
  With the huge baby boom generation retiring, more 
spending from social security and pensions — stable 
sources of income — can smooth out consumption 
volatility, and their departure from the workforce means 
fewer jobs will need to be created to keep unemployment 
from rising.
  It may be a cliché that millennials prefer experiences over 
things, but the fact that consumers are choosing to be less 
materialistic in general is also good news, Doyle argues. 
Spending on services is about 70 percent of personal 
consumption, he writes, a figure that’s been trending higher 
for some time. “As it is less volatile than goods spending, 
its rising share adds to resiliency.”

NETWORK NEWS
  CBS hopes to get a bigger bang out of the very last episode 
of The Big Bang Theory, Variety reports. The network is 
seeking between $1.2 million and $1.5 million for a 30-second 
ad in the finale of the veteran series, sources say. Those 
figures would represent a price approximately five to six 
times higher than the average cost to run an ad in the show 
this season. The last original episode in the series is slated 
for broadcast on May 16. The prices are astronomical in the 
current market, and suggest CBS is confident in the power of 
the series finale to attract a sizable crowd. The series, which 
stars Jim Parsons, Johnny Galecki 
and Kaley Cuoco, is in its 12th season. 
The average cost for a 30-second ad in 
Big Bang for the current season hovers 
around $258,500, according to estimates 
from four media buyers. At $1.5 million, 
the price for a 30-second spot in the 
series finale would represent a 480 
percent premium over current-season 
ad costs... James Corden, host of 
CBS’ The Late Late Show, will host the 
73rd annual Tony Awards on Sunday, 
June 9, the American Theatre Wing’s Tony Awards have 
announced. The gig marks Corden’s second time hosting 
The Tony Awards. He previously hosted the Emmy-winning 
70th Annual Tony Awards. Nominations for the 2019 Tony 
Awards will be announced April 30. The 73rd Annual Tony 
Awards will air live on Sunday, June 9 at 8 PM ET (delayed 
PT) from New York’s Radio City Music Hall on CBS... John 
Slattery has been tapped as the lead of neXT, Fox’s AI 
thriller drama pilot. This marks the first broadcast pilot for 
Slattery since his seven-season run on AMC’s Mad Men as 
Roger Sterling, which earned him four Emmy nominations. 
The story features a brilliant but paranoid former tech CEO, 
Paul Leblanc (Slattery), who joins a Homeland Cybersecurity 
Agent (Fernanda Andrade) to stop the world’s first artificial 
intelligence crisis: the emergence of a rogue AI with the 
ability to continuously improve itself... Former Shooter star 
Ryan Phillippe has been tapped as the lead in CBS’ drama 
pilot Alive (f.k.a. Frankenstein). Katrina Law (The Oath) and 
Aaron Staton (Mad Men) are set as co-leads in the project, 
a modern interpretation of the classic Frankenstein tale 
in a cop procedural setting. Alive centers on Mark Escher 
(Phillippe), a San Francisco homicide detective who’s 
mysteriously brought back to life after being killed in the line 
of duty. But as he resumes his old life and he and his wife 
Elizabeth (Law) realize he isn’t the same person he used to 
be, they zero in on the strange man behind his resurrection: 
Dr. Victor Frankenstein (Staton)... The fourth season of 
NBA Saturday Primetime on ABC presented by HyperX 
Gaming matched the franchise’s highest-rated season ever, 
according to metered market ratings from Nielsen. The 
eight-game NBA Saturday Primetime on ABC schedule 
averaged a 2.6 metered market rating, up 24 percent from 
a 2.1 rating in 2017 and up 4 percent from a 2.5 rating in 
2018. It matched the inaugural season of the franchise, 
2016, with a 2.6. The ten highest-rated local markets for 
the series included San Francisco (8.0); Oklahoma City 
(5.1); Richmond, Va. (4.2); Houston (3.9); Los Angeles (3.7); 
Memphis, Tenn. (3.6); Birmingham, Ala. (3.5); Tulsa, Okla. 
(3.2); Sacramento, Calif. (3.1); and Norfolk, Va. (2.9).
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Jimmy Fallon

Health experts say the snooze 
button is bad for your health, 
and they’re telling Apple to 

take it off their phones. Apple 
was like, ‘OK, we’ll take it off, 
just give me like nine more 

minutes.’

https://hearst.referrals.selectminds.com/television/jobs/account-executive-5269
https://abc30.com/jobs/
https://www.spotsndots.com/site/forms/online_services/classified_ad/
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ONLINE GROCERY SHOPPERS: A FEW FACTS
  Online grocery is a massive and fast-growing market. 
eMarketer estimates that grocery e-commerce in the U.S. 
— specifically online food and beverage sales — will grow 
18.2 percent to $19.89 billion in 2019 and will rank as the 
fastest-growing online product category.
  The average online grocery buyer skews younger, according 
to research from IRI. More than half (55%) of 25- to 34-year-
olds considered themselves very or somewhat likely to 
purchase groceries online. That’s higher than the 45 percent 
of 35- to 44-year-olds and 35 percent of 45- to 54-year-olds 

who said they were very or somewhat 
likely.
  Males (38%) were more likely than 
females (29%) to have purchased 
groceries online, as were more 
affluent households, with 45 percent of 
households earning at least $100,000 
annually having done so, according to 
research from Morning Consult.
  Although many consumers have tested 
the waters, online grocery shopping is far 
from routine. “It’s a pretty small fraction of 

the population that has developed any sort of habit around 
it,” said Stephen Caine, partner and head of the retail 
practice at Bain & Co. “[There’s] a good degree of trial, but 
the problem is frequency.”
  He added that even for those who would be considered 
heavy online grocery users, e-commerce still accounts for a 
minority of their overall shopping trips.

RESTAURANT BUSINESS TO GROW 5.7% IN ’19
(Continued from Page 1)
said how much it costs to fill a car’s gas tank matters a lot 
too. “The economic effect of gas prices on the consumer is 
extraordinarily elastic,” Snyder said. “Along with the health 
of the economy, gas is probably the most important variable 
that effects the consumption of fast food.”
  Duguay says even as high- and low-end restaurants do well, 
there’s been “some hallowing out” of middle market chains, 
which are losing market share. “As consumers during this 
strong economy abandon value, they’re also abandoning 
middle of the road restaurants,” he said.

3/20/2019

Funny Tweeter

I don’t understand why 
people are giving me weird 
looks. It’s like they’ve never 
seen someone in a sleeping 
bag in front of 7-Eleven on 

Slurpee Day.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

THE ADS ARE ON. BUT WHO IS IN THE ROOM?
  TV commercials may not be so superior to digital ads when 
it comes to viewability as the industry believes. According 
to a new study from IPG Media Lab, 29 percent of TV 
commercials are not actually seen by viewers.
  Ad Age reports the media agency worked with TVision 
to analyze six months of TV viewing behavior to assess 
how often people are actually seeing commercials. Using 
a term that’s more often used in the digital landscape, the 
study says 29 percent of TV ad deliveries are not “viewable,” 
meaning nobody is in the room for at 
least two seconds while the commercial 
is airing. This compares to 31 percent of 
digital video being unviewable.
  “Viewability has long been a term of 
discussion in the digital advertising 
landscape, but now the industry is 
realizing just how difficult it is to measure 
linear TV’s viewability as well, and track 
exactly how and when ads are being 
viewed,” Chad Stoller, managing partner 
for IPG Media Lab, said in a statement.
  “The way TV has historically been 
measured does not capture the fact that TV does have a 
viewability problem that is similar to that of digital,” says Luke 
McGuinness, president of TVision. “It’s pretty similar in size 
and can have a fairly significant impact on how marketers 
think about their TV advertising.”
  The study used technology that was installed in a panel of 
households, recording variables such as how many people 
were in the room when an ad aired, whether people were 
engaged with the specific ad and if the ad was viewed by its 
target audience.
  Some categories fared better than others: pharmaceutical 
ads were viewed 75 percent of the time, compared to 65 
percent viewability for recreational ads, which includes 
entertainment venues, toys and games, and gyms and 
fitness. This could, in part, be due to the use of longer pharma 
ads, which tend to increase viewability, McGuinness says.

THIS AND THAT
  One fact that has been confirmed ahead of Apple’s big 
reveal event on Monday is that Netflix will not be part of 
its streaming service, a choice that further solidifies the 
media giants’ high level of competition. Other details Apple is 
expected to share next week concern cost, distribution and 
content specifics, Bloomberg reports... NCTA-The Internet 
& Television Association said the FCC will need to put 
conditions on the merger of Nexstar and Tribune, otherwise 
the deal runs a “material risk of consumer and competitive 
harm.” NCTA is primarily concerned about the impact of the 
merged broadcast group on retrans rates... Facebook, as 
part of a legal settlement, says it will no longer allow housing, 
employment or credit ads that target people by age, gender 
or ZIP code, the Associated Press reports. Facebook will 
also limit other targeting options so ads don’t exclude people 
on the basis of race, ethnicity and other legally protected 
categories in the U.S., including national origin and sexual 
orientation. The social network had been sued by a group 
including the American Civil Liberties Union, the National 
Fair Housing Alliance and others.


