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U.S. SPENDING PERSISTS, DESPITE HEADWINDS
  U.S. retail sales rose strongly in April as consumers spent 
more on motor vehicles amid an improvement in supply and 
increased spending at restaurants, providing a powerful 
boost to the economy at the start of Q2, Reuters reports.
  The broad rise in retail sales reported by the Commerce 
Department yesterday suggested demand was holding 
strong despite high inflation and souring consumer 
sentiment. It assuaged fears of an imminent recession. The 
economy’s underlying strength was underscored by other 
data showing production at factories accelerated in April.
  Rising wages as companies scramble for scarce workers 
and massive savings accumulated during the COVID-19 
pandemic are underpinning spending. Consumers are also 
increasing their usage of credit cards. “Given this show 
of strength from consumers, speculation that the U.S. 
economy is in danger of an imminent plunge into recession 
looks badly misplaced,” said Paul Ashworth, chief U.S. 
economist at Capital Economics in New York.
  Retail sales rose 0.9% last month. Data for March was 
revised higher to show sales advancing 1.4% instead of 
0.5% as previously reported. April’s 
increase in retail sales, which reflected 
both strong demand and higher prices, 
was in line with economists’ expectations.
  Retail sales are mostly comprised of 
goods and are not adjusted for inflation, 
which appears to have peaked in April.
  The increase in retail sales was led by 
receipts at auto dealerships, which rebounded 2.2% after 
falling 1.6% in March. That offset a 2.7% decline in sales 
at gasoline stations. Prices at the pump retreated from 
record highs in April. They have, however, since surged to 
an average all-time high as of yesterday, according to AAA.
  Excluding gasoline, retail sales rose 1.3%. Receipts at 
bars and restaurants, the only services category in the 
retail sales report, increased 2%. Clothing store sales 
gained 0.8% as many workers return to offices. Online 
store sales advanced 2.1%.
  Sales at electronics and appliance retailers jumped 
1%, while receipts at furniture stores increased 0.7%. But 
sales at building material, garden 
equipment and supplies stores 
dipped 0.1%. Sales at sporting 
goods, hobby, musical instrument 
and book stores fell 0.5%.
  According to Bank of America, 
aggregate credit and debit card 
spending increased 13% YoY in April. 
The bank noted that while inflation 
was leading to higher spending, it 
was “clear consumer strength goes 
beyond this.” Consumer price inflation 
increased 8.3% YoY.
  A tight labor market is generating 

APRIL RETAIL SALES RISE AMID CONSUMER RESILIENCE
ADVERTISER NEWS
  Walmart reported mixed Q1 results as increased costs for 
food, fuel and wage took on a toll on profitability even as 
sales continued to show momentum. U.S. comp sales grew 
3%, more than expected. Average ticket for U.S. customers 
was up 3% from last year. Sam’s Club comp sales increased 
10.2% and 17.4% on a two-year stack. Membership income 
increased 10.5%... The Home Depot came fast out of the 
gate in its Q1, with strong earnings and record sales. The 
home improvement giant’s net sales rose 3.8% to $38.91 
billion, easily topping expectations. Same-store sales 
increased 2.2%. Comparable sales in the U.S. increased 
1.7%... Target’s newest collaboration is with actress, 
author and social media phenomenon Tabitha Brown. 
The discounter has entered into an ongoing partnership 
with Brown that features four limited-time-only collections 
that span categories across apparel, swim and accessories 
items, home and office, food and kitchenware, entertaining 
and more. The first collection will be available online at 
Target and in most Target stores starting Saturday, June 11. 
It will feature more than 75 apparel, swim and accessories 

items, with most items under $30… The 
nation’s largest bridal retailer continues 
to expand its omnichannel capabilities 
with a new purchase. David’s Bridal is 
acquiring Anomalie, a provider of digital 
wedding planning tools. Since 2017, 
Anomalie has developed technology 
for brides to visualize their dress and 

plan their wedding… Schlotzsky’s has opened a format 
dedicated entirely to off-premise access. The fast-casual 
restaurant franchise opened its first “Design 1000” restaurant, 
in Oklahoma City.  The new prototype features two drive-
thrus, one on each side of the restaurant. The window on 
the driver side is for traditional drive-thru ordering, while the 
passenger side window is exclusively for first-party and third-
party delivery pickups. The restaurant has a walk-up ordering 
window — and no indoor seating… Bitcoin ATMs are coming 
to an additional 800-plus convenience stores in the Midwest.

(Continued on Page 3)
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iSPOT.TV: AD IMPRESSIONS ARE STILL ON RISE
  Traditional TV programming viewership may continue 
to sink, but TV advertising impressions keep growing, 
Television News Daily reports.
  Total day and primetime TV advertising impressions are 
higher this season so far vs. the year before — up 6.8% 
(to 1.88 trillion) and 4.7% (to 678.2 billion), respectively, 
according to iSpot.tv.
  Impressions data tallies a total of 155 broadcast and cable 
networks from Sept. 6, 2021 through May 8. An impression, 
according to iSpot.tv, is defined as continuous viewing 
matched on a TV set for six seconds — 
the shortest ad unit.
  Data comes from across 51 million 
smart-TV sets and set-top boxes, which 
is projected for “accurate representation 
of U.S. households.”
  Higher advertising impressions were 
partly attributable to the growth in 
sports programming. NFL programming 
dominated the top program list for share 
in TV ad impressions with 9.1%. NCAA 
football was next at 3.8%, followed by 
NCAA men’s basketball at 2.5%; and the NBA with 2.1%.
  Next come two TV network early news shows — ABC’s 
Good Morning America with 1.8% and NBC’s Today at 
1.5%.
  CBS tallied the greatest share of total TV ad impressions 
by network at 16.5%, followed by NBC with 12.4%; ABC 
at 11.9%; Fox News Channel (8.9%); ESPN (5.4%); CNN 
(4.3%); MSNBC (3.8%); Univision (3.8%); and Telemundo 
(2.4%).

NETWORK NEWS
  Dwayne Johnson and Dany Garcia took the stage at 
Disney’s upfronts presentation to announce a carriage 
deal for all 43 of the XFL’s games when the spring pro 
football league returns in 2023. ABC, ESPN and FX will 
all air games, the duo said. Johnson and Garcia acquired 
the XFL with other investors after the league went through 
a bankruptcy proceeding. WWE founder and CEO Vince 
McMahon bankrolled the return of the league, which was 
resurrected after a 20-year absence but soon ran into 
the buzzsaw of COVID... Jesse Palmer is expanding his 
Bachelor duties at ABC. The former Bachelor who took 
over for Chris Harrison in Season 26 will now emcee 
Bachelor in Paradise, as well. The Bachelor spinoff that 
features previous contestants from The Bachelor and The 
Bachelorette will air Mondays and Tuesdays this fall. Wells 
Adams will stay on as the bartender at the Mexico resort... 
In a modest fall primetime line-up, NBC will introduce two 
new series — the reboot of time-traveling drama Quantum 
Leap and the George Lopez sitcom Lopez Vs. Lopez. 
Only two nights of the week will feature changes — Monday 
and Friday. Monday will showcase Quantum Leap out of 
The Voice; Friday (effective in November) will feature 
Lopez Vs. Lopez into returning comedy Young Rock in the 
Friday 8 PM (ET) hour (into returning Dateline). NBC has 
also announced two additional series: the reboot of comedy 
Night Court starring and produced by The Big Bang 
Theory’s Melissa Rauch; and reality competition series 
Million Dollar Island.
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FunnyTweeter.com

Kids these days will never 
know the exhilarating danger 

of going 60mph down a 
burning hot metal slide.

AVAILS
  WWSB-TV, the Gray-owned ABC affiliate serving the 
Tampa/Sarasota, Fla., DMA, is seeking its next dynamic 
and leadership-driven Digital Sales 
Manager to join our winning team. This 
position is available due to our latest DSM 
being promoted and growing within the 
company. This is a rare chance to lead a 
team of seasoned sellers with an outstanding 
reputation for delivering results for our clients. Interested 
applicants can CLICK HERE for more details or to apply 

now. EOE.
  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.
  Cox Media Group has an opening for an aggressive, 
knowledgeable and goal-oriented Account Executive to sell 
in the Orlando, Fla., DMA. This individual must excel at client 
relationships, be able to develop solutions to help grow clients’ 
business through multiplatform opportunities and manage 
contracts through all stages of the sales cycle. The AE is 
responsible for generating revenue through the development 
of new accounts for the television stations WFTV/WRDQ and 
Local Solutions digital suite. Apply today at cmg.jobs.net.

See your ad here tomorrow! CLICK HERE for details.

THIS AND THAT
  Netflix has laid off approximately 150 mostly U.S.-based 
workers, with the streaming company directly tying the 
job cuts to its decelerating revenue growth. According to 
Deadline, the job cuts included some employees in the 
executive ranks tied to original series production. The layoffs 
represent only around 1.3% of Netflix’s global workforce of 
some 11,000 staffers... Tegna said that at a special meeting 
yesterday its shareholders voted to adopt the merger with an 
affiliate of Standard General. According to the preliminary 
results, approximately 78% of Tegna’s outstanding common 
shares voted to adopt the merger agreement. Tegna said the 
transaction is expected to close in the second half of 2022...   
The 14 largest U.S. pay-TV operators lost a combined 
1.955 million subscribers in Q1, only slightly more than their 
combined pro forma net loss of 1.91 million in Q1 2021, 
and 1.96 million in Q1 2020, according to quarterly figures 
released by Leichtman Research Group (LRG). LRG’s 
quarterly cord-cutting report covers cable, satellite, telco 
and vMVPD operators covering about 93% of the nation... 
Hisense has debuted a 50-inch U6HF smart TV, marking the 
first model with Amazon Fire TV; a 58-inch model will come 
out in the fall.
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CORESIGHT: ONLINE GROCERY SHOPPING EASES
  Momentum in the U.S. online grocery market has continued 
to tail off since the boom triggered by the COVID-19 
pandemic, a new study from Coresight Research shows.
  Of nearly 2,100 U.S. adults polled, 54.3% had purchased 
groceries online in the past 12 months, down from 59% a 
year ago, according to Coresight’s U.S. Online Grocery 
Survey 2022 report.
  What’s more, 46.9% said they plan to buy groceries 
online in the next 12 months, a decrease from the 49.5% 
who planned to do so in the 2021 survey. That marked the 

second straight year in which customer 
expectations for the upcoming 12 
months were below actual behavior in 
the past year.
  The results still contain positives 
in terms of growth in the e-grocery 
shopping arena, Coresight noted. For 
example, the report said, the 54.3% of 
consumers who bought groceries online 
in 2022 is 4.8 percentage points higher 
than the 49.5% in 2021 who said they 
expected to purchase groceries online in 

the next 12 months. The 2022 percentage of online grocery 
purchasers, too, remained above the percentages for 2020 
(52%) and the pre-pandemic period in 2019 (36.8%).

ADVERTISER NEWS
(Continued from Page 1)
Kwik Trip inked an agreement with Coinsource to bring the 
kiosks to its network of c-stores in Wisconsin, Minnesota, 
Illinois and Iowa. The installations are underway, according 
to Fort Worth-based Coinsource, a bitcoin ATM network... 
About a year after launching into lifestyle apparel, Wilson 
has debuted a performance-focused tennis collection 
that is its most “premium” to date, the company said. 
The collection features polos, skirts, shorts, bras and 
warmup clothing. It will be available in Wilson’s stores 
and online… Mastercard yesterday launched a program 
that allows retailers to offer biometric payment methods, 
like facial recognition and fingerprint scanning. Users can 
authenticate a payment by showing their face or the palm 
of their hand instead of swiping their card. The technology 
could one day help with the development of payments 
infrastructure for the “metaverse,” an executive said, 
according to CNBC.
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Cardlytics

One in three fuel purchases 
are more than $50 thus far in 
2022 vs. only 13% of these 

transactions in 2021.

DISNEY+ SETS 4-MINUTE HOURLY LIMIT ON ADS
  Disney is taking a less-is-more approach to selling 
commercials on its Disney+ streaming service. The Wall 
Street Journal, citing company officials, reports Disney+ will 
carry about four minutes of commercials an hour on the ad-
supported version of the platform set to launch later this year.
  The company has also decided not to run any commercials 
during programming catering to preschool children when the 
ad-supported version of the service launches, officials said. 
Preschoolers who use their own profile to watch the ad-
supported Disney+ won’t see any advertising no matter what 
they choose to stream, they said.
  “We’re never going to collect data on 
individual kids to target them,” said Rita 
Ferro, Disney’s president of ad sales and 
partnerships.
  The planned ad load is smaller than that of 
most of Disney+’s rivals and much smaller 
than what can be found on traditional TV, 
company officials said.
  The ad-supported tier of Hulu, also 
controlled by Disney, shows ads for nearly 
twice as much time as Disney+ will, Ferro 
said. Comcast’s NBCUniversal said the ad-supported tier of 
its Peacock service had about five minutes of commercials 
an hour. By comparison, ad loads on traditional TV are 
usually 18 to 23 minutes an hour, according to Kantar.

REPORT FINDS 1 IN 3 FUEL PURCHASES TOP $50
  One in three fuel purchases are more than $50 thus far in 
2022 vs. only 13% of these transactions in 2021, according 
to the Cardlytics Q1 2022 State of the Spend Report.
  The report also revealed that higher gas prices at the 
pump has led to fewer, more expensive trips. The gas 
and convenience sector made up approximately 16.5% of 
customer trips in 2022, a slight decrease from 2021’s 17.3%.
  Among the report’s highlights:
•  Travel and entertainment experienced big growth 
(54%) as consumers resumed traveling. This category led 
consumer spending with YoY increases among airlines 
(99%), amusement parks (110%), concerts and theater 
(213%), cruise lines (345%), hotels and lodging (39%), 
museums and parks (55%), and travel aggregators and 
agencies (83%).
•  Restaurant and food delivery both saw positive consumer 
spending. Restaurants had a 16% bump, which could be 
attributed partially to overall price increases.

OAAA STUDY: OOH RIVALS TV IN DRIVING SEARCH
  The Out-of-Home Advertising Association (OAAA) 
yesterday released findings of a consumer recall study 
conducted by Comscore asserting that out-of-home ads are 
nearly as effective as TV commercials in driving people to 
search for a product or service online.
  Specifically, 41% of consumers said they initiated an online 
search after seeing an out-of-home ad vs. 45% who said 
they did so after seeing a TV spot.
  The study, which surveyed 1,580 Americans 16-64 between 
March 3 and 31, was billed as a “partnership with Comscore.”
  The Comscore study is sponsored by the not-for-profit 
Foundation for Outdoor Advertising Research and 
Education.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY


