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NRF: ECONOMY SOLID, BUT OUTLOOK UNCERTAIN
  Retail growth is expected to moderate in the months ahead, 
but it will remain positive even as sales start to stabilize from 
pandemic-era highs, Chain Store Age reports.
  Retail sales in the U.S. are expected to grow at a slower 
pace this year than last, according to the National Retail 
Federation’s annual forecast. NRF expects retail sales will 
grow 4% to 6% in 2023, to total $5.13 trillion to $5.23 trillion. 
The NRF forecast excludes motor vehicles, gasoline, and 
restaurants.
  By comparison, retail sales grew 7% last year to $4.9 trillion.  
NRF pointed out that its 2023 forecast is above the pre-
pandemic, average annual retail sales growth rate of 3.6%.
  NRF chief economist Jack Kleinhenz noted that aggregate 
economic activity has held up well, despite restrictive 
monetary policy that’s working purposefully to curb inflation. 
He acknowledged that recent developments in the financial 
markets and banking sector, as well as some unresolved 
public policy issues, complicate the outlook.
  “While it is still too early to know the full effects of the banking 
industry turmoil, consumer spending is looking quite good for 
the first quarter of 2023,” Kleinhenz said. “While we expect 
consumers to maintain spending, a softer 
and likely uneven pace is projected for 
the balance of the year.”
•  Non-store and online sales, which are 
included in the total figure, are expected 
to grow 10% to 12% year-over-year to 
a range of $1.41 trillion to $1.43 trillion. 
Physical stores are observed to still be 
the primary point of purchase for consumers, accounting for 
approximately 70% of total retail sales.
  NRF projects full-year GDP growth of around 1%, reflecting 
a slower economic pace, which is half of the 2.1% increase 
from 2022. Inflation is on the way down but will remain 3% to 
3.5% for all goods and services for the year.
  Although the labor market has remained resilient, NRF 
anticipates job growth will decelerate in the coming months 
in lockstep with slower economic activity and the prospect of 
restrictive credit conditions. The unemployment rate is likely 
to exceed 4% before next year, the group said.
•  Discounters and value retailers were busy adding new 
square footage last year.
  Dollar General, At Home and The TJX Cos. all signed 
leases for more than 1.3 million square feet of new space in 
2022, positioning them as Nos. 1, 2 and 3 on CoStar’s Top 
10 expanders list.
  Retailers vying for prime spaces at a time when retail real 
estate absorption was at its highest level in five years also 
included gym chains Planet Fitness and Crunch Fitness 
and the home improvement retailer Harbor Freight, 
according to an evaluation performed by CoStar, a leading 
supplier of commercial real estate information.
  All told, retail tenants occupied 250 million square feet of 
space nationwide.

OUTLOOK: RETAIL SALES TO RISE 4% TO 6% THIS YEAR
ADVERTISER NEWS
  Belk, the regional department store chain that 
recapitalized its business with a one-day bankruptcy filing 
in 2021, recovered to become the segment’s traffic growth 
leader in 2022. Aside from a two-week period last August, 
the North Carolina-based chain with some 300 stores 
across 16 states posted higher traffic increases than the 
baseline for the entire department store category last year, 
according to an analysis by cell data traffic-tracker Placer.
ai. Belk traffic rose by 60% last April vs. a department store 
average of 23%. In the final shopping week of the holiday 
season, when average store visits rose by 100%, Belk’s 
increase shot to 140%... Starting this summer, Cadillac 
will allow buyers of the brand’s upcoming Celestiq ultra-
luxury electric sedan to personalize their vehicles through a 
concierge service at its Global Technical Center campus. 
General Motors will convert a building on the campus in 
Warren, Mich., into Cadillac House at Vanderbilt, named 
for designer Suzanne Vanderbilt, who worked on Cadillac 
vehicles after joining GM Design in 1955, including a 
1958 Eldorado Seville coupe dubbed Baroness and the 
Saxony convertible... Lululemon Athletica reported a 

27% same-store sales increase in the 
fiscal Q4 vs. the year-ago period, as 
affluent consumers continued spending 
on activewear despite inflation. The 
retailer also said it has made progress 
on reducing excess inventory and 
found strength in its international and 
menswear business arms... David’s 

Bridal has signed a partnership with Ashley Furniture as 
part of the wedding retailer’s strategy of growing beyond 
dress sales and filling more needs of newlyweds, David’s 
Bridal said. The Black Tux, Shutterfly and Sandals 
Resort are among the other partnerships David’s Bridal 
has developed, and the company also offers Pearl by 
David’s as a tool for wedding planning... IHOP has unveiled 
a revamped menu set to roll out nationwide with about a 
dozen new and returning items, including Cinn-A-Stack 
pancakes and savory crepes. Art Carl, who took the reins 
as IHOP’s culinary VP four months ago, led the creation of 
new items made with ingredients like cheesecake mousse, 
bourbon bacon jam and hollandaise sauce... Neiman 
Marcus’ focus on cultivating loyalty among its most affluent 
shoppers through customization and relationships paid off 
with comparable sales growth of 3% during the most recent 
quarter. The retailer’s most loyal customers increased 
spending by 8%, with top shoppers spending an average 
of $10,000 in stores, and 70% of luxury brand revenues 
come from these customers... CVS Health has officially 
made its biggest push yet into the home health care space 
as it continues to expand beyond its retail roots. The retail 
pharmacy and health insurance company has completed its 
acquisition of Signify Health. Signify provides technology 
and analytics to help with in-home patient care.
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NETWORK NEWS
  CBS has ordered Season 14 of drama Blue Bloods. Tom 
Selleck stars in the show, about the Reagan family in New 
York with a long history of working in law enforcement. Blue 
Bloods premiered in fall 2010. Airing Fridays at 10 PM, the 
show averages 9.5 million viewers, CBS said, and 11 million 
in terms of live-plus-35-day multiplatform viewing. Donnie 
Wahlberg, Bridget Moynahan, Will Estes, Len Cariou, 
Marisa Ramirez and Vanessa Ray are also in the cast... 
Kane Brown and Kelsea Ballerini host the 2023 CMT 
Music Awards, which happens Sunday in Austin, Texas, on 
CBS and Paramount Plus. CBS aired 
the event for the first time last year. CMT 
began airing the gala in 2005. CBS and 
CMT are part of Paramount Global... 
Amid Disney companywide cutbacks, 
ABC is taking a measured approach 
to its scripted series renewals. Only 
one show, award-winning sophomore 
comedy Abbott Elementary, received a 
very early Season 3 pickup in January. It 
was joined last week by drama stalwart 
Grey’s Anatomy, which was renewed 
for Season 20. That leaves the majority of the network’s 
scripted roster in a holding pattern — all except the two 
already renewed as well as The Goldbergs and A Million 
Little Things, which are ending their runs this spring... 
American Ninja Warrior will be back on NBC for a while. 
The competition format returns this June for Season 15 
and has already been picked up for Season 16. Hosts Matt 
Iseman and Akbar Gbajabiamila, along with co-host Zuri 
Hall, are back to call the action as the ninjas make their way 
through the qualifying and semifinal rounds in Los Angeles 
before moving to the national finals in Las Vegas.

NOTED ANALYST SOFTENS ON TV’S OUTLOOK
  Brian Wieser, a Madison Avenue and Wall Street analyst 
who has long been one of the staunchest defenders of 
television’s advertising primacy, is no longer so sure, 
MediaPost reports.
  In yesterday’s edition of his Madison and Wall newsletter, 
the former GroupM business intelligence chief said, “Now I 
see more downside risk than upside potential” for television 
as an advertising medium.
  After making a case for how previous threats to TV’s ad 
dominance — the rise of DVRs a quarter-century ago, the 
rise of big reach digital platforms like Facebook a decade 
ago, etc. — Wieser cites the rapid erosion of pay TV 
penetration as “the big issue” shifting him from television 
bull to bear.
  While Wieser says he doesn’t expect an imminent demise 
of TV as an ad medium, he concludes that the definition of 
TV as a distinct video ad medium may soon be endangered.
  “I don’t expect 2023 to be a bad year for television 
advertising, and it’s even likely that the national TV upfront 
marketplace in the United States will be relatively normal,” 
he wrote.
  “The bigger factors driving growth now and in the years 
immediately ahead probably include whether or not newer 
advertisers who depend on what TV does well emerge, or 
if existing large ones who do not presently rely on TV much 
choose to spend significantly more than they did previously.”

3/30/2023
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Not to say my family is 
messy, but I’ve had two 

different Roombas escape 
out the back door.

AVAILS
   Waterman Broadcast (NBC2 and ABC7) in Fort 
Myers/Naples (Market #55) has an immediate opening 
for a seasoned Account 
Executive.  The privately 
owned stations consistently 
outperform the competition 
garnering over 50% of the 
market share!  Send your resume to: Robertc@water.net
EOE

  FOX 5 Atlanta seeks a highly motivated, 
business-developing Account Executive 
to maximize share on established 
television and digital accounts with 
emphasis on developing new accounts 
by converting marketing dollars and 
alternative advertising platforms. The 
AE establishes direct client contact while 
maintaining cooperative relationships 
with the agencies. Develops and 
presents in-depth multi-screen platform 
sales and research presentations. The 
AE is responsible for obtaining revenue 

goals in all facets including existing accounts, new business, 
zero share business and digital. Get more details or apply 
HERE.

See your ad here tomorrow! CLICK HERE for details.

ARE DUMB PHONES POISED FOR A COMEBACK?
  Dumb phones may be falling out of fashion on a global 
scale, but it’s a different story in the U.S., CNBC reports.
  Companies like HMD Global, the maker of Nokia phones, 
continue to sell millions of mobile devices similar to those 
used in the early 2000s. This includes what’s known as 
“feature phones” — traditional flip or slide phones that have 
additional features like GPS or a hotspot.
  In the U.S., feature flip phone sales were up in 2022 for 
HMD Global, with tens of thousands sold each month. At the 
same time, HMD’s global feature phone sales were down, 
according to the company.
  In 2022, almost 80% of feature phone sales in 2022 
came from the Middle East, Africa and India, according to 
Counterpoint Research. But some see that number shifting, 
as a contingency of young people in the U.S. revert back to 
dumb or minimalist phones.

TRAVELERS’ COMPLAINTS ABOUT AIRLINES SOAR
  Complaints about air travel have nearly quadrupled compared 
with prepandemic levels after waves of cancellations, delays 
and lost baggage disrupted the travel plans of millions of 
fliers, The Wall Street Journal reports.
  Travelers lodged 60,732 complaints from January 2022 to 
November, according to a report by U.S. PIRG Education 
Fund, a public-interest research group which examined U.S. 
Department of Transportation data. The complaints targeted 
U.S. and foreign airlines, third-party booking sites, travel 
agents and others.
  While the number of complaints from December isn’t 
available yet, the figures through November 2022 still far 
exceeded the 15,342 filed by travelers in 2019.
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SURVEY: NETFLIX STILL ‘MUST HAVE’ STREAMER
  A new survey of 10,000 U.S. consumers by Reviews.com 
provides some good news for pioneering services like Netflix 
while highlighting some serious problems for the overall 
industry regarding subscription fatigue, password sharing 
and fickle subscribers who are cancelling subscriptions at 
alarming rates.  
  On the positive side, some pioneering streaming services 
continue to maintain consumer interest despite growing 
streaming subscription fatigue. About 43% of U.S. consumers 
named Netflix as the service they would choose if they could 

only have one service, more than double 
those choosing Prime Video (17%), 
Hulu (16%), Peacock (8%), HBO Max 
(7%), and Paramount+ (5%). 
  As streaming choices over the past two 
years have exploded, the survey also 
found that consumers are overwhelmed 
with choice — and not just from the 
amount of content itself, but the amount of 
streaming subscriptions to choose from. 
  That helped convince 39% to cancel a 
service in the last six months and 55% to 

subscribe to a new service. Top reasons for canceling were 
cutting back on monthly expenses (44%), followed by not 
watching enough (37%), using a different streaming service 
more often (9%) and favorite shows no longer available (6%).

THIS AND THAT
  National Football League owners were unable to approve 
a plan to “flex” games to create better matchups for Amazon 
Prime’s Thursday Night Football and tabled discussions 
until May. The league and Amazon want to prevent poor 
matchups in primetime and a proposal would have allowed 
games to be moved from Sunday to Thursday with 15 days 
notice. Amazon pays about $1 billion a year to the NFL to 
stream the exclusive national TNF package... More than 
76% of subscription streaming VOD services plan to add 
commercialized content by 2025, according to data analytics 
company NPAW, which interviewed 250 online video 
business owners worldwide about their business models, 
advertising, and measurement practices and challenges.
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MoffettNathanson

TV ad spending this year
will fall 5% to $78.7 billion.

ANALYST BEARISH ON H2 TV AD TURNAROUND
  While TV executives optimistically expect advertising 
revenue to rebound in the second half of the year, 
MoffettNathanson senior 
research analyst Michael 
Nathanson is questioning 
the industry’s conventional 
wisdom and popping its balloons, Broadcasting + Cable 
reports.
  Instead of a rebound, Nathanson sees the industry facing 
a tough upfront and, in a new research note, forecasts that 
2023 TV ad spending will be down 5% 
to $78.7 billion vs. his earlier forecast of 
a 3.3% decline. That includes a 22.5% 
increase in AVOD revenue to $11.4 
billion. His earlier forecast had AVOD 
growing 27%.
  “With a highly uncertain macro 
environment — whose rapid changes we 
are quite attuned to — we are skeptical as 
to how companies can give such guidance 
with any certainty,” Nathanson said. “We 
have even more doubts after recent 
channel checks suggested no significant improvement to the 
broader TV scatter ad market, which portends weak demand 
for linear TV inventory ahead of the TV upfront season.”
•  Nathanson sees a small improvement at the broadcast 
networks, with a 7% drop to $137 billion in ad revenue vs. his 
prior estimate of a 7% drop. But he sees national cable falling 
7% vs. 5% previously, syndication down 5% (unchanged), 
local broadcast stations down 10% vs 8% earlier, and local 
cable dropping 16% vs. a 14.5% drop in his earlier forecast.
  “We continue to believe that AVOD will be a growth category 
in the U.S. advertising market as engagement shifts from 
linear TV to ad-supported streaming services, albeit at a 
slower growth rate on a core basis,” he said.

J.D. POWER: EV SHOPPERS HAVE MORE OPTIONS
  About half of new-car buyers in the U.S. could find an 
electric vehicle at the price and size they want and from 
their favored brand by the end of this year, according to 
Automotive News.
  That’s the latest assessment from J.D. Power, which tracks 
price and availability trends through its monthly E-Vision 
Intelligence Report.
  The prices and styles of EVs are more closely matching 
those of gasoline-powered models, J.D. Power found. 
Most automakers began their EV launches with high-end 
models, but now, increasing vehicle supply and generous 
incentives are making them more affordable for mass-
market consumers, J.D. Power said.
  Light-vehicle prices have trended down through the first 
quarter of this year, but the decline for EVs is much steeper 
than gasoline vehicles.
•  The average transaction price for an EV has fallen 7.5% 
from $60,791 in January to $56,214 in March, according to 
J.D. Power. In that same period, the average transaction 
price for internal combustion light vehicles dropped 2.5% to 
$45,274 from $46,412.
  At the start of the year, consumers faced a 31% premium 
in the average transaction price to purchase an EV. That 
stands at 24% now, according to J.D. Power data.
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