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SUPPLY CHAIN, INFLATION AMONG HEADWINDS
  It’s been a mixed bag for apparel companies in the first 
quarter, as these retailers navigated inventory headwinds 
and changing style preferences, Modern Retail reports.
  Companies like Poshmark, Revolve and TJX Companies 
reported better-than-expected earnings with revenue up 
between 13% and 43%. Department store stalwart Kohl’s, 
however, saw year-over-year revenues that were mostly flat, 
and big-box retailers like Target and Walmart were forced to 
discount apparel after mispredicting demand.
  Apparel retailers are facing numerous headwinds that 
promise to further dampen bottom lines, including continued 
supply chain pressures and inflation. Moreover, apparel 
preferences are rapidly changing from stay-at-home basics 
to workwear and partywear.
  In Q1, shoppers were spending on out-of-home apparel for 
both a return-to-office and a return to events.
  Kohl’s, Revolve and ThredUp all reported strong growth 
in dresses, with the category delivering 150% growth year-
over-year at Revolve. “Our customer is out again, living a 
very active social lifestyle,” Revolve CFO 
Jesse Timmermans said of the retailer’s 
Q1 earnings earlier this month.
  At Poshmark, meanwhile, prom was up 
75% and wedding apparel was up 39%. “[It’s] 
real meaningful growth in event-oriented 
shopping,” Poshmark CFO Rodrigo 
Brumana said last week.
  And events are also driving interest in 
accessories as well. ThredUp also reported 
more than 50% growth in high heels. Etsy executives said 
jewelry and accessories were top-performing categories.
  “Special occasion… is one of the few areas in apparel that’s 
actually continued to be strong,” said Gabriella Santaniello, 
founder of retail consulting firm A Line Partners.
  While athletic, athleisure and lounge apparel were all 
pandemic juggernauts, growth is slowing for some retailers. 
At Kohl’s, active only performed in line with the company, 
while dresses and denim outperformed. At Target, apparel 
basics were down in sales while trendier apparel was up.
  “While apparel basics moderated in the quarter, trend-based 
apparel accelerated meaningfully as increasingly people are 
returning to the office or dining out with friends,” Target EVP 
and chief growth officer Christina Hennington said on an 
earnings call last week.
  Some athletic-focused retailers also struggled. Under 
Armour, for example, missed estimates as its gross margin 
decreased and sales were relatively flat year-on-year. Foot 
Locker’s revenue underperformed estimates as same-store 
sales dropped.
  “I just think after two and a half years of feeling like you’re 
just lounging around, people feel the need to get dressed up,” 
said Santaniello. “Athleta is struggling, Aerie is struggling, 
we see it across the board where it’s just softer sales and not 
as much demand.”

APPAREL RETAIL TRIES TO ADAPT TO CHANGING TASTES
ADVERTISER NEWS
  Walmart is installing robotics and automation technology in 
all 42 of its distribution centers. The retailer had previously 
committed to implementing robotics and software automation 
at 25 of the DCs. The company is partnering with Symbotic… 
Hot on the heels of Sneaker Con in Anaheim, Calif., eBay 
over the Memorial Day weekend will open Wear ’Em Out, 
a brick-and-mortar sneaker shop in Los Angeles. The shop 
will feature exclusive stock of both new season styles as well 
as collectibles such as the Jordan 1 Retro High OG Patent 
Bred and the Yeezy Boost 700 Wave Runner... Camping 
World Holdings is strengthening its position in California. 
America’s largest retailer of recreational vehicles (RVs) and 
related products and services has reached an agreement to 
acquire Richardson’s RV Centers. The acquisition is the 
largest in Camping World’s history and covers eight locations 
in California and Indiana, including five current dealership 
locations, one future dealership location, and two parts and 
service centers... With new-car supplies disrupted, Nissan 
Motor is helping its dealers step up their used-vehicle 

game. This fall, the automaker will launch a 
certified pre-owned program for non-Nissan 
brand vehicles. The vehicles will receive an 
84-point inspection and a 6-month/6,000-
mile limited warranty, compared with a 
167-point inspection and a 7-year/ 100,000-
mile warranty for Nissan-brand CPOs… 
Hyundai Motor plans to invest $5 billion in 
the U.S. by 2025 to further develop mobility 
technologies in areas like autonomous 

driving, robotics, and A.I. The investment comes alongside 
the automaker’s recent announcement of a plan to spend 
$5.54 billion to build its first dedicated electric vehicle and 
battery manufacturing facilities in the U.S., located outside 
of Savannah, Ga. That facility is expected to open during 
the first half of 2025 and is projected to have an annual 
production capacity of 300,000 vehicles… Coca-Cola said 
yesterday that it would discontinue Honest Tea as part of a 
repositioning of its ready-to-drink tea portfolio that will also 
help it meet packaging supply challenges… Ross Stores 
saw year-over-year declines in net earnings, sales and 
same-store sales in a challenging Q1. The off-price retailer 
posted sales of $4.3 billion, down 4% from $4.5 billion in 
the prior-year period. Same-store sales declined 7%... 
Buc-ee’s, known for going big in Texas, began ringing up 
customers in Florence, S.C. on May 16. The site is the first 
Buc-ee’s travel center in South Carolina. Buc-ee’s Florence 
occupies more than 53,000 square feet and offers 120 
fueling positions on the forecourt… Wingstop is testing a 
new chicken sandwich in 60 restaurants over four markets. 
The restaurants offering the new sandwich for a limited 
time are in Columbus, Ohio; Fresno, Calif.; Las Vegas; and 
Orlando, Fla. The suggested price for the sandwich alone is 
$5.49. As combo, with fries, drink and a dip, the suggested 
price is $7.99.
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FAST CHANNELS BRING ADVERTISING COMEBACK
  The Los Angeles Times says there’s a hot new buzzword 
in the streaming video business — and it’s spelled f-r-e-e.
  While Netflix is reeling over subscriber losses due to 
increased competition and consumer sensitivity to inflation, 
free, ad-supported streaming services are on the rise, 
offering thousands of programs and films in every genre and 
hundreds of channels at no cost.
  The two largest players — Paramount Global’s Pluto TV 
and Fox Corp.’s Tubi — were prominently featured at their 
parent companies’ upfront presentations for advertisers. The 
media companies will be selling ad time 
for their services with their other networks.
  Amazon also is aggressively moving into 
the field by rebranding its IMDb TV service 
as Freevee and developing exclusive 
original content for it — including a spinoff 
of the popular Prime Video police drama 
Bosch — to encourage viewer sampling.
  Research firm eMarketer projects Pluto 
TV’s domestic ad revenues to grow 
by 53% this year to $1.24 billion. Tubi 
is expected to grow by 79% to $883 
million. Both are on track to increase at a faster rate than 
the established leaders in the ad-supported video streaming 
market, Hulu ($3.8 billion), YouTube ($3.06 billion) and 
Roku ($2.25 billion).

NETWORK NEWS
  Janelle James, one of the stars of ABC’s breakout comedy 
hit Abbott Elementary, is doubling down with the Disney-
owned network. She is hosting game show The Final Straw, 
which has seen NFL legend Peyton Manning join as an 
executive producer. The network announced last month 
that the Jenga-esque format will air alongside the likes of 
Celebrity Family Feud and The $100,000 Pyramid starting 
July 10... Officer Christine “Chris” Alonso has turned in her 
badge. Original S.W.A.T. cast member Lina Esco is exiting 
the CBS procedural after five seasons. Esco said farewell to 
fans in a statement on social media. Her character Alonso 
worked her final shift in Sunday night’s season finale.

GARTNER: MARKETING BUDGETS GAINING SHARE
  Marketing budgets climbed to 9.5% of total company 
revenue in 2022 — up from 6.4% in 2021, but down from 
11% in 2020 and 10.5% in 2019, according to Gartner.
  The Gartner 2022 CMO Spend and Strategy Survey, 
released yesterday, found 70% of respondents reported 
budgets increasing this year.
  The study was fielded between February through March 
2022 among 405 CMOs and other marketing leaders in North 
America, as well as Northern and Western Europe across 
different industries.
  Ewan McIntyre, chief of research and vice president analyst 
in the Gartner for Marketing Leaders practice, believes that 
despite inflation, Russia’s invasion of Ukraine and supply 
chain issues, CMOs appear sanguine.
  Digital accounts for 56% of marketing spend, the data 
shows, but offline channels have rebounded. When asked to 
report the proportion of their 2022 budget allocated to online 
and offline channels, CMOs said online channels took 56%, 
while offline channels account for 44%.
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My 5-year-old is demanding I 
tell him where he lived when 

mommy and daddy were kids.

AVAILS
  Account Executive—KHQ TV, Spokane, Wash.: Are you 
an AE looking for a change of scenery in a new town with 
a lower cost of living? Lakes and trails for 
days plus 25+ breweries, 20+ wineries and 
an exploding restaurant scene. Oh, BTW 
you’ll be at the clear-cut No. 1 TV station 
that airs the NFL, Olympics and is the proud broadcast home 
of Gonzaga basketball. How about working for a family-
owned station with full benefits? Extra benefits include plenty 
of laughs, bad jokes and a desirable mixture of WFH and 

in-office days. If you’ve read this far, be 
sure to send your resume to: Attention 
Local Sales Manager at: local.sales@
khq.com.
  Are you a top-performing sales 
professional who has proven success in 
CTV and audio? Octillion wants to meet 
you! Has your commission plan been 
capped, making it impossible to hit your 
goals? Has your comp been cut by 10-
20%? Do your clients want to buy across 
all of CTV, Video and OTT transparently 

and buy ALL pubs, not just the few you sell today? We 
are seeking sales managers and sales directors with 
proven track records in CTV/video, Streaming Audio/Digital, 
programmatic and/or platform sales. If you’re a passionate 
and experienced Sales leader motivated by money and 
success, we should talk. Serious applicants should send a 
resume to hr@octillion.tv.
  Estrella TV West Palm Beach, a Spanish-language Hearst 
Television station in the West Palm Beach – Fort Pierce, 

Fla., market, one of the country’s 
top Hispanic growth markets, is 
looking for a Multimedia Sales 
Account Executive to help drive 
local business as well as manage 

and grow regional and national accounts. Bilingual in English/
Spanish verbal and written skills a plus. Compensation 
includes a base salary plus commission. CLICK HERE to 
apply. EOE.

SURVEY: AS 2021 CONCLUDED, MANY PROSPERED
  Things were looking up for most Americans at the end of last 
year, with many households reporting their financial situation 
was better than at any other time since 2013.
  Nearly 7 out of 10 Americans surveyed by the Federal 
Reserve said they had the cash or cash equivalents on hand 
to cover a $400 emergency expense, the highest level since 
the Fed started tracking financial well-being. Moreover, a 
record 78% reported they were either “doing okay” or “living 
comfortably,” according to the Fed’s Economic Well-Being 
of U.S. Households 2021 report, released yesterday.
  The findings were drawn from the Fed’s ninth annual 
Survey of Household Economics and Decisionmaking, 
which looks at Americans’ economic health across a variety 
of areas, including employment, income, banking and credit, 
housing, and, for the first time, cryptocurrency.
  Across various demographics, those who were married, 
or in middle- or upper-income households, or identified as 
Asian or White had higher rates of financial well-being.
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INDEX: U.S. PARCEL VOLUME GROWS 6% IN 2021
  The COVID-19 pandemic continued affecting the U.S. 
shipping and logistics industries in 2021.
  According to the latest Pitney Bowes Parcel Shipping 
Index, U.S. parcel volume grew 6% in 2021, reaching a 
record high of 21.5 billion, up from 20.3 billion in 2020. Carrier 
revenues exceeded all previous years’ figures, totaling $188 
billion, an increase of 16% from $163 billion in 2020.
  The latest Index shows 59 million parcels were generated 
in the U.S. each day in 2021, totaling around 683 parcels 
per second, compared to 56 million shipped daily in 2020. 

Per capita parcel volume for the U.S. 
rose from 62 to 65. For the first time, 
the Parcel Shipping Index includes a 
“per household” figure, revealing an 
average of 166 parcels shipped per U.S. 
household during 2021.
  By volume, USPS shipped 6.9 billion 
parcels in 2021, down from 7.3 billion in 
2020; UPS shipped 5.3 billion parcels 
in 2021, up from 4.9 billion; and FedEx 
shipped 4.2 billion, up from 3.7 billion.
  Almost one in four (23%) U.S. shoppers 

polled by Pitney Bowes said they are shopping online more 
than earlier in 2022. Around 37% of all U.S. purchases made 
are online.

THIS AND THAT
  After a reprieve the previous week, North American factories 
removed about 87,500 vehicles from their production 
schedules because of the microchip shortage, according 
to the latest weekly estimate by AutoForecast Solutions. 
Europe was the only other region to lose production: 4,200 
units... Gamers could end up using six times the broadband 
that they currently do as video games transition from consoles 
to the cloud, Kagan data suggests. The company predicts 
that up to 10.6 million frequent gamers, those who play for 
at least 42 hours every month, will enter the cloud by 2026.
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S&P Global Mobility

The average age of light 
vehicles in operation in 

the U.S. rose to 12.2 years 
this year, up nearly two 

months from 2021.

AVERAGE AGE OF U.S. CARS HIT RECORD HIGH
  U.S. consumers are using their existing vehicles for longer 
as the inventory of new cars and light trucks remains 
constrained due to supply chain challenges, marking an all-
time high for the average age, according to a report from 
S&P Global Mobility.
  The average age of light vehicles in operation (VIO) in the 
U.S. rose to 12.2 years this year, increasing by nearly two 
months from the prior year, the report said.
  The pandemic led consumers to shift from using from 
public transport and shared transport to personal cars, and 
since customers could not upgrade their 
vehicles, demand for used cars have 
accelerated and boosted the average 
vehicle age further, the report said.
  The average age of light vehicles in 
operation in the U.S. is expected to rise 
through 2022 and 2023, as the pipeline 
for new vehicle production and sales 
continues to be weighed down by parts 
shortages, the report said.
  Supply chain constraints have led to a 
decrease in vehicle scrappage, which 
measures the number of vehicles leaving the vehicle 
population, and has been a catalyst for the rise in average 
age over time. 
  The report also said demand for battery electric vehicles 
(BEVs) in the U.S. has been expanding rapidly over the past 
few years. The average age of electric vehicles in the U.S. 
is 3.8 years this year, down from 3.9 last year, and has been 
hovering between 3 and 4.1 since 2016.

NBA LOOKS SET FOR NEXT MEDIA RIGHTS CYCLE
  The NBA is in a strong position as it bounces back from the 
pandemic and gears up for its next media rights cycle, CNBC 
reports. “The NBA is no longer dependent on one or two 
teams,” said longtime sports media executive Neal Pilson. 
“They’re no longer dependent on major market teams. That’s 
evidence of strength.”
  The NBA’s conference finals started earlier this week on 
Warner Bros. Discovery property Turner Sports and 
Disney-owned ABC and ESPN networks. Through the 
early conference finals matchups, postseason games are 
averaging 3.7 million viewers on the networks, up 14% when 
compared to 2021.
  More than 6 million watched Game 1 of the 2022 Western 
Conference Finals between the Golden State Warriors 
and Dallas Mavericks. And ESPN said roughly 6 million 
watched Games 1 and 2 of the Boston Celtics-Miami Heat 
series. Those stats are via Nielsen.
  The NBA’s $24 billion deal with ESPN and Turner ends after 
the 2024-25 campaign. It remains to be seen whether the 
NBA will embrace streaming in the next round of deals.
  The NBA Finals averaged 9.9 million viewers in 2021, 
when the Milwaukee Bucks and their superstar, Giannis 
Antetokounmpo, defeated the Phoenix Suns.
  That’s up from an average of 7.5 million viewers for the 
2020 NBA Finals, which featured LeBron James and the 
Los Angeles Lakers playing in an empty COVID bubble in 
Orlando, Fla. But it’s also way down compared to the 15.1 
million viewers who watched the 2019 NBA Finals featuring 
the Warriors and the Toronto Raptors.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY


