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SEPTEMBER RESULTS UP 13.9% VS. A YEAR AGO
  Consumers spent at a much faster pace than expected 
in September, defying expectations for a pullback amid 
pervasive supply chain problems, the Census Bureau 
reported late last week.
  Retail sales for the month increased by 0.7%, against the 
Dow Jones estimate for a decline of 0.2%. Excluding auto-
related sales, the number rose 0.8%, better than the 0.5% 
forecast.
  Compared with a year ago, sales were up 13.9% on the 
headline number and 15.6% excluding autos.
  The increase came during a month when the government 
ended the enhanced benefits it had been providing during 
the COVID-19 pandemic and against forecasts that growth 
would slow in Q3 due to the delta variant spread and a 
perceived pullback in consumer activity. But spending 
accelerated as coronavirus cases continued to drop.
  “Students heading back to school and workers returning 
to the office are likely the catalysts for the increased retail 
sales,” said Natalie Kotlyar, national leader of BDO’s retail 
and consumer products practice. “People who are back 
to working in a downtown office may be 
taking more shopping trips on their lunch 
break or after work. With school back 
in session and many teens vaccinated, 
parents may also be more comfortable 
allowing their teens to take shopping trips 
to the mall.”
  Sporting goods, music and book 
stores led the way with a 3.7% increase. 
General merchandise increased 2% 
while miscellaneous retailers rose 1.8%. 
As gas prices pushed higher, spending at fuel stations 
jumped 1.8%, for a 38.2% surge over the past year.
  Food and beverage spending increased 0.7%, though 
restaurants and bars saw a gain of just 0.3%, a sign that 
fears over the virus may have kept some people at home. 
Food and drinking establishment spending is up 29.5% 
over the past year.
  Online sales rose 0.6% for the month, while auto sales 
increased 0.5% despite inventory problems brought on by a 
shortage in semiconductors.
  The spending increases persisted against a backdrop of 
unexpectedly resilient inflation, which is running around 30-
year highs. The consumer price index, which measures the 
cost of a variety of goods and services, rose another 0.4% 
in September and is up 5.4% from a year ago, though the 
gain was smaller when stripping out food and energy.
  Inflation is being pushed higher by supply chain problems 
that have seen massive backups at ships along the 
California coast and prompted President Biden to order 
the ports to stay open 24 hours.
  Still, there are concerns that the supply problem will hamper 
the upcoming holiday shopping season, and consumers are 
being encouraged to shop now to avoid problems later.

RETAIL SALES SURGE ON STRONG CONSUMER DEMAND
ADVERTISER NEWS
  Walgreens Boots Alliance beat Q4 earnings forecasts as 
the rise in employer mandates drove renewed demand for 
COVID-19 vaccines and sales of over-the-counter medicines 
rebounded. The company also said it will invest $5.2 billion 
in-store clinic operator VillageMD, and CEO Roz Brewer 
said the retailer could rethink selling tobacco products in its 
stores… Regional department store retailer Belk will hold 
hiring events at all its stores this weekend with the goal of 
recruiting 5,000 new staffers for a mix of full-time, part-time 
and seasonal jobs. The retailer joins others across the U.S., 
including Walmart, Kohl’s, Nordstrom and Macy’s, looking 
to fill tens of thousands of new jobs in a tight labor market… 
Amazon is reportedly planning to build two new Fresh stores 
in Seattle to complement the two sites it opened in the city 
over the summer. One new location will be in the Bitter Lake 
area north of downtown while another is being considered 
for a plaza south of the city… Wendy’s has officially rolled 
out its revamped French fries, made with a new recipe four 
years in the making and designed to keep the fries hot and 
crispy for longer than the old version. The chain is introducing 

the new fries with a “Hot and Crispy Fry 
Guarantee” promotion that promises 
unsatisfied customers a replacement with 
no questions asked… With more than five 
times fewer new vehicles on hand vs. a 
year ago, Sonic Automotive expects 
lower new-vehicle retail volume sales for 
Q3. But the Charlotte, N.C.-based retailer 
still expects higher revenue and earnings, 
in part because of strong margins on 
used-vehicle retail sales. Sonic had about 

2,400 new vehicles in inventory at the end of Q3 this year vs. 
12,900 at the end of the same period in 2020, the company 
said in documents filed with the SEC... Toyota Motor has 
cut its planned global output for November by as much as 
15% due to ongoing chip shortages, but indicated it would 
ramp up production from December by sticking to its latest 
full-year production target… Mercedes-Benz USA is touting 
its electric vehicles, including the 2022 EQS sedan, with 
a test drive tour in 20 cities and immersive experiences in 
New York City and California… Walmart has started trials 
of a new service called Walmart Text to Shop, which would 
ultimately allow customers to voice-text their shopping lists 
directly to the retailer. Walmart also announced the planned 
launch of Luminate, a system created with dunnhumby 
that will give the company’s suppliers access to real-time 
data to monitor the performance of products and promotions 
while also letting them do customer surveys… Popeyes 
Louisiana Kitchen’s new partnership with Megan Thee 
Stallion includes approval for the rap star to become a 
franchisee in the Restaurant Brands International-owned 
chain. The deal also includes a hot sauce — Megan Thee 
Stallion Hottie Sauce — and related merchandise that’s set 
to roll out this week.
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AMAZON UNVEILS CAMPAIGN FOR ADS BUSINESS
  Amazon Ads is in the middle of an ad campaign of its own, 
attempting to position Amazon’s platform as a place to build 
brands and not just pump direct response sales for consum-
er products online. The new B-to-B ad campaign comes with 
the tagline: “Your brand. Their world,” and it is launching just 
as Amazon enters into one of its biggest promotional oppor-
tunities — its new streaming deal with the NFL.
  Advertising-interested audiences may have seen the cam-
paign popping up in banner ads online, including on sites like 
Ad Age, where Amazon Ads is promoting the ad platform to 
brands. Code and Theory is the agency working with Ama-

zon Ads by creating display ads online, 
videos and billboards, according to Amy 
Carvajal, chief creative officer at Code 
and Theory. Code and Theory, which is 
part of The Stagwell Group marketing 
company, won the Amazon Ads account 
earlier this year.
  Amazon’s advertising business is on 
a tear after hitting nearly $8 billion in 
ad sales in Q2 this year, an increase of 
83% from a year ago. The campaign for 
Amazon’s ad offering also comes just 
ahead of one of its most important new 
programs, a multiyear deal to stream NFL 

games exclusively on Thursday nights starting in 2022.

WILL MEAL KITS REMAIN HOT POST-PANDEMIC?
  Coresight Research predicts the meal-kit industry’s sales 
will reach $10 billion by 2024, despite the fact that sales 
growth slowed to just 18.2% this year, a drop from 2020’s 
rate of nearly 70%.
  Market leader HelloFresh has a 42% share, per Coresight. 
The company’s U.S. revenues increased 61% on a year-
over-year basis to $992 million in Q2 2021, according to 
Winsight Grocery Business, while the number of custom-
ers grew 92.9% to 3.8 million.
  But competition is fierce. A total of 2,100 Kroger stores 
carry Home Chef meal kits, which it acquired in 2018, per 
Coresight. Similarly, Albertsons acquired Plated in 2017, 
disbanded its subscription service, and absorbed Plated’s 
products as part of its own brands in 2019.
  A study from the University of Florida Institute of Food 
and Agricultural Sciences finds consumers are willing to 
pay an additional $2.14 per serving for meal kits sold at gro-
cery stores vs. those sold online.

STUDY: MOBILE APPS SET FOR HOLIDAY SURGE
  Mobile apps have come into their own as a holiday shop-
ping device. Fully 90% of consumers plan to use mobile apps 
for their holiday shopping this year, and 73% will purchase 
at least half of their gifts via mobile, according to Bluedot’s 
2021 Holiday Habits report, conducted by SurveyMonkey.  
  Moreover, 64% expect to download at least one new retail 
app this year vs. 61% in 2020.  
  But consumers are worried about supply-chain issues, lack 
of merchandise and labor shortages. For instance, 60% are 
concerned about inventory shortages and limited supply. And 
59% fret over pricing increases, empty shelves (43%) and 
long lines and wait times (40%).
  In response, 45% plan to shop more on the web (45%) and 
31% on mobile apps — among millennials, the percentage 
is 36%. Also, 28% expect to look for different or alternative 
items, and 24% to shop earlier in-store.  And, 20% will buy 
more experiences or gift cards.Monday, October 18, 2021

BROADCAST GAINS SHARE, BUT CABLE UNHURT
  Not surprisingly, the start of the football season led to an up-
tick in broadcast TV usage. Somewhat unexpected, howev-
er, is that the gains for broadcast networks didn’t take away 
audience share for cable and streaming outlets, according to 
Nielsen’s Gauge snapshot of TV use for September.
  While cable (38% of total TV use) and streaming (28%) 
were even with their shares from August (and July as well), 
broadcast networks rose to 26% from 24% the previous 
month. The NFL season — which has surged in the ratings 
thus far compared to 2020 — and the start of the 2021-22 TV 
season, which means higher viewing than the quiet summer 
months, helped push broadcast’s share to 
its highest level in the five months Nielsen 
has been releasing its Gauge snapshot.
  The increase in broadcast usage came at 
the expense of Nielsen’s “other” category, 
which includes gaming and physical me-
dia playback. A dip in gaming, coinciding 
with the start of both the football season 
and a new school year, accounts for much 
of the decline.

THIS AND THAT
  The Interactive Advertising Bureau 
predicts that spending on digital advertis-
ing will continue to increase, hitting $165.5 billion next year 
and reaching $200.3 billion by 2025, but adds that the indus-
try should be cautious about potential challenges. Scrutiny 
from U.S. authorities, declining consumer tolerance for ads 
and steep competition could hamper growth, and actionable 
insights and supports are badly needed, the report warns... 
Twitter research reveals that members of Generation Z, in-
dividuals from 16 to 24 years old, accounted for nearly 50% 
of U.S.-based tweets over the past 12 months. The same de-
mographic drives conversations around topics such as films, 
food and games, and 70% of survey respondents in this age 
group use the platform to learn more about recently released 
products... U.S. retailers saw roughly 5,725 store opening 
announcements year-to-date through calendar Q3 2021, ac-
cording to The Daily on Retail. This is nearly double the 
2,890-plus store closing announcements over the same pe-
riod.

FOOTWEAR PRICES RISING, WITH ROOM TO RUN
  Shoe prices are going up. And they could get even higher 
as the holidays approach.
  As overall consumer prices rose by 5.4% in September 
compared to a year ago, according to the Bureau of Labor 
Statistics’ monthly report, footwear also continued to show 
increases, a trend that has been building since July.
  Shoe prices increased 6.5% in September, compared with 
the year-ago period, with the women’s category up 4.9%. 
Prices for kids shoes rose 11.9%, and men’s increased 5.5%.
  Overall, footwear prices have steadily increased in the last 
two months, compared to 2020. Footwear prices rose 5.1 
% in August and 4.6% in July compared to those months in 
2020.
  In June, women’s prices surged 7% year over year, marking 
the sharpest price hike in nearly 32 years, according to the 
Footwear Distributors and Retailers of America.
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