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LANDLORDS LIKE THEIR REVENUE, TRAFFIC
  Despite the fact that real estate deals with restaurants 
are complex, risky, and require expensive buildouts, 
the revenue and traffic they churn is so remarkable that 
landlords continue to seek out more of them for their 
centers, according to CBRE’s research department.
  In the latest installment of its U.S. Food in Demand 
series of reports, the global research services company 
placed the restaurant sector as the biggest 
earner in brick-and-mortar retail with $738 
billion in 2018.
  Restaurant revenues grew 5.6 percent 
over the past decade, compared to 4.4 
percent for the rest of retail.
  Growing chains are demanding more 
space than landlords can supply, said 
CBRE, whose findings were reported 
by Chain Store Age. That plus a trend toward rising 
construction costs is resulting in higher occupancy and 
rent inflation.
  Fast-casual restaurants continue to be the fastest-
growing restaurant segment. Paced by brands like Panda 
Express (+38% in sales), Shake Shack (+130%) and 
Zaxby’s (+25%), these retail center-friendly restaurants 
grew revenues with average sales growth of 24 percent 
between 2015 and 2018.
  Dollar sales leaders among fast-casuals are Panera 
Bread with close to $6 billion in revenue in 2018, Chipotle 
at just under $5 billion, and Panda Express with more than 
$3 billion.
  It’s easier for big-name brands in the segment to expand 
and grow, because shopping center owners want tried-
and-true names with steadily high traffic rates. However, 
CBRE reports that more creative and palatable deals are 
being offered to startups and local players by landlords 
eager to differentiate their offerings (or who couldn’t land 
a Chipotle or a Panera).
  Quick-service restaurant sales, meanwhile, continue to 
slow down. Though their accumulated sales of $237 billion 
still lead the restaurant industry, sales grew at a pace of 
just 4 percent over the past six years, and CBRE predicts 
that growth will continue to cool down to just 1 percent 
over the next five years. 
  McDonald’s is in the middle of a $6 billion modernization 
plan to make the brand more relevant, adding self-order 
kiosks, digital menu boards, and designated parking spots 
for pickup of mobile orders. CBRE looked forward to more 
healthy food options in fast food franchises, which are 
highly prevalent in low-income neighborhoods. 
  Ghost kitchens, which exist to fill delivery orders and 
offer no dine-in experiences, will continue to seek out 
secondary retail space, CBRE predicts. They may be a 
boon to center owners with empty boxes to fill, but they 
bring no additional traffic to the party for other center 
tenants.

REPORT: FAST-CASUAL CHAINS WILL MAINTAIN GROWTH
ADVERTISER NEWS
  Kroger is continuing to expand its alcohol program online, 
Modern Retail reports. The grocer has announced some 
new capabilities with its Kroger Wine program — including 
the ability for customers to build their own selection of wines 
to be delivered — as well as more participating locations, 
including the state of Arizona. The service is now available 
in 19 states as well as Washington D.C. and has a coverage 

area of more than 16,000 zip codes and 58 
million households... Target has raised its 
forecast for its fiscal year after posting a much 
better-than-expected earnings report for 
Q3, the Minneapolis Star Tribune reports. 
The retailer reported a 4.5 percent gain in 
same-store sales with earnings well ahead of 
analyst estimates. “Our third-quarter results 
are further proof of the durability of our 

strategy, as we’re seeing industry-leading strength across 
multiple metrics, from the top line to the bottom line,” said 
CEO Brian Cornell... Lowe’s has raised its annual profit 
forecast, helping ease concerns over the health of the U.S. 
consumer after larger rival Home Depot cut its full-year 
sales estimates ahead of the all-important holiday season. 
Fewer discounts lifted Lowe’s profit margins in the third 
quarter, while an increased assortment of industrial products 
like drills and power saws attracted more high-spending 
builders and handymen. Building contractors, plumbers and 
electricians are becoming increasingly more important to 
Lowe’s and Home Depot as they look beyond their core do-
it-yourself customers to new sources of revenue... Chewy 
is getting some online competition, Forbes reports. Pawp.
com is a new direct-to-consumer pet supplies site focused 
on delivering a curated selection of products as a “trusted 
adviser” to its customers. The site, which recently completed 
a two-month beta test, is looking to capture a share of the 
$75 billion pet market... Taco Bell is going up against Chick-
fil-A, Popeyes and others with a test of its new Crispy 
Tortilla Chicken sandwich in Dayton, Ohio and Houston. 
“Crispy Tortilla Chicken is a perfect combination of Taco 
Bell’s new, premium all-white meat chicken in bold jalapeno 
buttermilk flavored marinade and rolled in a crunchy tortilla 
chip coating,” a spokesperson tells Fast Company... CVS 
has added virtual care to its health services offerings in New 
Jersey. Patients can schedule an appointment through the 
CVS Pharmacy app or the MinuteClinic website. CVS 
MinuteClinic video care, initially introduced last year, is now 
available in 40 states... Walmart has begun rolling out a 
redesign of its produce department that the retail giant says 
provides a “refreshed” shopping experience, Supermarket 
News reports. Among the key changes are a more “open 
market feel” and more shopping space. That includes the 
addition of low-profile displays and wider aisles. The retailer 
plans to update most of its U.S. stores by next summer. Many 
other locations will see the produce area renovated as part of 
remodels, he added.
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AVAILS
  T Media Sales, a television network rep firm located in Los 
Angeles, seeks a full-time Sales Assistant. This person 
will input sales orders, pull weekly log reports for agencies 
and will provide valuable support to one or more Account 
Executives. 1-3 years’ experience required in customer 
service, sales, administration or other related fields, and 
great communication skills required! College degree 
preferred. We offer highly subsidized health insurance and 
paid vacation to all full-time employees. Email resume to 
info@tmediasales.com for consideration.

  WGN-TV, Chicago, has an immediate 
opening for a Television Sales Account 
Executive. The AE will be responsible 
for current accounts 
and new business 
development for 
WGN-TV, WGNTV.
com, CLTV and other advertising and 
marketing opportunities. Experience 
developing new business in radio, 
print, online or other media is desired. 
2-4 years of media sales experience 

preferred, experience with Media Monitors and Matrix is 
a plus. CLICK HERE and search openings for Account 
Executive. TBMBNexstar Media Co. is an equal opportunity 
employer.
  KMBC-TV, Hearst Television’s ABC affiliate in Kansas 
City, has an opening for an experienced Account Executive.   
We are looking for an AE who is highly motivated, can grow 
revenue on existing accounts and secure new advertisers 
to the station. Ideal candidate will have strong business 
development experience as well as the ability to effectively 
negotiate. If you have a proven track record of producing 
revenue on multiple platforms, CLICK HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

THE USED-VEHICLE SALES MARKET IS BOOMING
  A few years back, some industry observers looked at the 
looming wave of off-lease vehicles ready to hit the used 
side of the business and figured values would take a hit. So 
far, that hasn’t happened. Instead, a kind of equilibrium has 
been reached, in which demand has kept up with supply, 
Automotive News reports.
  “As far as I’m concerned, used is red hot,” says Andrew 
Stowe, senior director of vehicle valuations at J.D. Power. 
“This is where you want to be.”
  According to the National Automobile Dealers 
Association’s dealership financial profile, the average 
selling price of a new vehicle was $36,402 in the first half 
of 2019, compared with $35,249 in the first six months of 
2018. The average used-vehicle selling price has been 
rising, too: It was $20,835 through June of this year for 
franchised dealers, compared with $20,390 in the same 
period a year earlier.
  In another analysis of the average franchise dealership’s 
financial profile, NADA found that through the first nine 
months of 2019, average new-vehicle department sales 
were down 1 percent, to $25.9 million. Average used-
vehicle department sales during the same period rose 3.7 
percent, to $15.2 million.

NETWORK NEWS
  ABC has renewed its summer game shows The $100,000 
Pyramid, Match Game and To Tell the Truth for their 
fifth seasons, Card Sharks and Press Your Luck for their 
second seasons and Celebrity Family Feud for a sixth 
season. They join previously announced Holey Moley, 
which is returning for a second season. All the shows are 
part of ABC’s Summer Fun & Games lineup, which helped 
propel the network to the No. 1 network of the summer 
among Adults 18-49 (1.0/5 – tie with NBC), marking the 
first time the network ranked No. 1 during the summer in 
24 years. In addition, ABC finished as 
the summer’s No. 1 network with Adults 
18-34 and among key female demos 
(W18-34/W18-49)... ABC has handed a 
put pilot commitment to Valley Trash, 
a single-camera family comedy from 
Speechless writer-producer Niki 
Schwartz-Wright. When 14-year-old 
Abby gets accepted to a prestigious 
private L.A. high school, neither she 
nor her hard-working, financially 
strapped parents are prepared for 
the culture shock they’re about to experience as Abby is 
thrust into a world occupied by a bunch of brilliant, snobby, 
rich kids who want nothing to do with her or her family... 
Holly Hunter is set to star alongside Ted Danson in 
NBC’s new untitled L.A. mayor comedy. Written by Tina 
Fey and Robert Carlock (30 Rock, Unbreakable Kimmy 
Schmidt), the untitled project stars Danson as a wealthy 
businessman who runs for mayor of Los Angeles for all the 
wrong reasons. Once he wins he has to figure out what he 
stands for, gain the respect of his staff, and connect with his 
teenage daughter, all while humanely controlling the coyote 
population... Jennifer Lopez and Scarlett Johansson will 
host December episodes of NBC’s Saturday Night Live, 
joining the previously announced Eddie Murphy. Closing 
out the year with three new shows, SNL returns Dec. 7 
with Lopez hosting, with musical guest DaBaby making his 
SNL debut. The episode marks Lopez’ third time as host. 
Johansson, who recently confirmed her engagement to 
SNL Weekend Update co-anchor Colin Jost, will host Dec. 
14 for the sixth time. Her musical guest will be Niall Horan, 
who will be making his first solo appearance outside of One 
Direction. Murphy, the long-ago SNL cast member, was 
previously announced as the Dec. 21 show, with Lizzo as 
his musical guest.

ACCOUNT ACTION
  Brown-Forman has awarded its global creative account to 
EnergyBBDO — the network’s Chicago office. Campaign 
US reports the conclusion of this pitch closes the curtains 
on a 20-year relationship with Arnold Worldwide and 
the brand’s crown jewel, Jack Daniel’s. Brown-Forman 
was seeking partnership from an agency with a global 
remit to help better consolidate its numerous labels, which 
include Woodford Reserve. The brand’s global media 
spend is estimated to be around $65 million, according to 
COMvergence. The largest slice of that resides in the U.S. 
($45M), and Jack Daniel’s represents $30 million. AAR 
Partners in New York City managed the review, which 
kicked off at the beginning of summer.
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Conan O’Brien

One comma makes all the 
difference when telling 

someone, ‘Diet, Dr. Pepper.’
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SVOD FUELS Q3 HOME ENTERTAINMENT SPEND
  Consumer spending on home entertainment rose 11 percent 
in the third quarter of 2019, according to the latest quarterly 
report from DEG: The Digital Entertainment Group.
  Spending on digital purchases and streaming was up 19 
percent, pushing total Q3 consumer spending on all forms of 
home entertainment to more than $6.3 billion.
  Subscription streaming, the DEG says, solidified its position 
as the dominant way consumers watch movies, TV shows 
and other filmed content on demand, with subscription 
streaming leading the way at $4.1 billion. That’s up nearly 

25 percent from the third quarter of 2018. 
Earlier, data from digital measurement 
firm Conviva found a 63 percent increase 
in third-quarter (ended Sept. 30) video 
viewing hours.
  During Q3 of 2019, DEG says, 
consumers spent just under $700 million 
on digital purchases, up 13.1 percent 
from the third quarter of last year. A la 
carte streaming, the digital equivalent of 
renting a disc, fell nearly 10 percent to an 
estimated $448 million. Total spending 

on digital came in at nearly $5.3 billion.

THIS AND THAT
  More than half of Americans report regularly seeing 
conflicting news coverage on events and 47 percent admit 
to struggling to determine which stories are true, a poll from 
USAFacts and The Associated Press-NORC Center for 
Public Affairs Research shows. The increasing volume 
of news coverage, and the percentage that focuses on 
opinions, is leading many Americans to tune out entirely, 
The New York Times reports... More Americans than ever 
are watching online streaming services like Netflix, but with 
several new companies entering the market say there’s too 
much to look at. A new Rasmussen Reports survey finds 34 
percent believe there are too many choices. Fifty-six percent 
of U.S. adults use an online streaming service to watch 
TV and movies. That’s up from 45 percent in 2015 and 54 
percent two years ago.
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FunnyTweeter.com

My toddler growls every 
time someone says she’s 
cute. Now I can finally say 
something about parenting 

has given me joy.

SUNDAY NIELSEN RATINGS - LIVE + SAME DAY

GOOGLE TO RESTRICT POLITICAL AD TARGETING
  Alphabet’s Google says it plans to stop allowing highly 
targeted political ads on its platform, further fragmenting 
the rules being set by Silicon Valley tech giants for guarding 
against misinformation, The Wall Street Journal reports.
  Google will roll out the ban within a week in the UK, in 
advance of a Dec. 12 general election. The ban will take 
effect in the European Union by the end of the year and in 
the rest of the world Jan. 6, the company said in a blog post.
  Under the new policy, political ads can only be targeted 
based on users’ age, gender and location at the postal-code 
level. Political advertisers will also still be 
able to display ads based on the content 
of the page a user is viewing. Advertisers 
would no longer be able to target political 
ads based on users’ interests inferred 
from browsing or search history.
  So-called microtargeting, in which 
advertisers can limit their messaging to 
narrow slices of people based on their 
personal preferences or online behavior, 
has been criticized as enabling campaigns 
to single out groups susceptible to 
misinformation.
  Google also clarified its policy on politicians making false 
claims, saying they wouldn’t be allowed on its platforms, 
consistent with the company’s broader prohibitions against 
misleading advertising. In doing so, it effectively committed to 
fact-checking political ads and taking down those that make 
false claims.
  Last month Facebook announced it would no longer fact-
check ads from political campaigns. Then Twitter said it 
would no longer accept political ads and would impose 
targeting restrictions on cause-related advertising.

SURVEY: GROCERS SEE E-COMMERCE THREAT
  Many grocers still see online commerce as the biggest 
threat to their businesses. That’s according to a survey by 
TD Bank, which found that many grocers are increasingly 
worried about e-commerce.
  Nearly 30 percent of respondents ranked new e-commerce 
channels as the biggest challenge to their business, followed 
by keeping up with evolving technology (26%) and changing 
consumer behaviors (25%). Grocery e-commerce sales in 
the U.S. will grow 18 percent this year, making it the fastest-
growing product category online, according to 2019 data 
from eMarketer.  
  In the TD Bank survey of food and beverage professionals, 
reported by Chain Store Age, 76 percent of respondents 
said they expect some form of revenue growth in 2020. Most 
(70%) expected growth to be slow and steady as opposed to 
the 30 percent who forecast significant growth. Interestingly, 
among the respondents who had started thinking about 
financing, preparing for growth was a top priority.
  The survey also found that 57 percent of respondents said 
convenience shopping will be the biggest consumer behavior 
to impact their business, followed by a focus on healthier 
eating habits (17%), cost-conscious shopping (17%) and 
sustainability and environmentalism (4%).
  Brick-and-mortar continues to dominate the industry, and 
most respondents (56%) said that online sales represent less 
than 20% of total sales.


