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OUTLOOK: GROWTH OF 4%-6% VS. 15.1% IN 2021
  Retail spending growth is expected to slow during the 
2022 holiday season as higher costs continue to weigh on 
consumer budgets, according to a new forecast by Deloitte. 
  However, these higher costs are expected to drive a surge 
in e-commerce sales as more consumers seek out deals 
online “to maximize their spending,” according to Nick 
Handrinos, vice chair at Deloitte.
  From November through January, Deloitte projects retail 
sales will grow 4% to 6%, down considerably from the 
15.1% growth during the same period last year.
  Meanwhile, e-commerce sales are estimated to grow 
12.8% to 14.3% vs. a year ago, according to Deloitte’s 
report. Last holiday season, e-commerce sales grew 8.4%. 
  As a result, e-commerce holiday sales this year will likely 
reach $260 billion to $264 billion, according to Deloitte. 
  Although consumers will undoubtedly hit stores for the gift-
giving season, their habits, due to painfully high inflation, 
will shift.
  The lower projected growth for in-store retail sales this 
season “reflects the slowdown in the economy this year,” 
Deloitte’s U.S. economic forecaster Daniel Bachman said.
  While inflation will still help raise dollar 
sales, “retailers will see less growth in 
sales volume,” Bachman added.
  However, retailers that “remain 
aligned with consumer demand and 
offer convenient and affordable options 
can be well positioned for success this season,” Handrinos 
said. 
  Even before the holiday season kicks off, retailers have 
been facing issues with excess inventory due to higher-
than-normal prices and dwindling demand. 
  It’s an issue major retailers including Macy’s, Nordstrom, 
Kohl’s and Walmart have noted on recent earnings calls 
with investors. To remedy this issue, the retailers have been 
issuing additional markdowns ahead of the holidays to clear 
out unwanted products. 
  Meanwhile, arts and crafts retailer Michaels isn’t concerned 
with product surplus and told FOX Business last month 
that it regularly sees its holiday assortment sell-through. 
  “The response to our Halloween 
merchandise that began setting in-
stores in August is an early indicator 
of the demand this year,” Michaels’ 
COO Joe Venezia said.
•  An earlier report by MasterCard 
Spending Pulse says in-store and 
online U.S. retail sales climbed in 
August, and the holiday forecast is 
cheery despite inflation.
  According to the report, U.S. retail 
sales excluding automotive were up 
11.7% year-over-year and 20.4% vs. 
2019.

DELOITTE: INFLATION TO MUTE HOLIDAY RETAIL SALES
ADVERTISER NEWS
  Walmart-backed financial technology startup One will 
reportedly begin offering checking accounts to thousands 
of the retailer’s staffers and select online customers. The 
rollout is a test of the new service that could ultimately be 
expanded to millions of Walmart employees and shoppers, 
joining other financial services the retailer offers through its 
MoneyCenter locations... Tapestry expects annual sales 
growth of 6% to 7% over the next three years at its portfolio 
of luxury brands, including Kate Spade New York, Coach 
and Stuart Weitzman, with the aim of hitting $8 billion in 
total sales by 2025. The company expects to increase sales 
with a focus on international growth, fashion innovation in 
its handbags and leather goods segments and building 
a bigger following for its footwear and lifestyle goods... 
Chrysler will bid farewell to its once-prominent 300 sedan 
by resurrecting a limited edition performance version of the 
car for its last year of production. The 2023 Chrysler 300C 
will be powered by a 6.4-liter V-8 Hemi engine that produces 
485 horsepower and 475 foot-pounds of torque, according to 
the company. It’s expected to have a top speed of 160 mph 
and achieve 0-60 mph in about 4.3 seconds. The carmaker 

said it will only produce 2,000 of the 
cars for the U.S. and 200 for Canada... 
Nordstrom Rack is expanding its 
footprint in the Pacific Northwest. The 
off-price retailer plans to open three 
stores in fall of 2023. Two of the new 

outlets will be located in Washington — with one in Union 
Gap and the other in Olympia. The third will be Salem, Ore. 
With the openings, Nordstrom will operate 12 Nordstrom 
Rack stores and six Nordstrom stores in Washington, and 
seven Nordstrom Rack stores and two Nordstrom stores in 
Oregon... Ford Motor’s U.S. dealers must invest as much 
as $1.2 million and adhere to rigorous sales standards if 
they want to sell electric vehicles beyond 2023, as the brand 
tweaks its retail model to better compete with direct-sales 
startups. Dealers have until Oct. 31 to opt into one of two EV 
certification tiers that cover varying investment levels in fast

(Continued on Page 3)
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ANOTHER RECORD VIEWERSHIP LOW FOR EMMYS
  The 74th Emmy Awards on NBC hit another low in terms 
of viewership — 5.9 million Nielsen-measured viewers — 
down 24% from a year ago.
  In 2021, CBS had a 16% increase for the The 73rd Emmy 
Awards to 7.4 million viewers. The previous record low was 
6.4 million in 2020, Television News Daily reports.
  iSpot.tv estimates that national TV advertising spend on the 
show totaled $38.9 million with $6.9 million in media value, 
including 27 airings in NBCUniversal TV programming and 
related business on-air promotions.
  This included three promos for new 
primetime NBC show Quantum Leap.
  Major paid TV advertisers on the 
show include Kia Motors, Accenture, 
Verizon, Hulu, Progressive, Kohl’s, 
Vaseline, BEHR Paint, Smartwater and 
Velveeta.
  Major entertainment marketers included 
Disney+, HBO Max, 20th Century 
Studios, FX Network, Universal 
Pictures, Tristar Pictures, Columbia 
Pictures, Paramount+, Warner Bros., 
Peacock TV and Amazon Prime Video.
  In terms of total impressions, according to iSpot.tv 
estimates, the show earned 349.4 million impressions — 
down from 459.8 million a year ago.

NETWORK NEWS
  The CW will premiere the new, original made-for-television 
movie A Waltons Thanksgiving on Nov. 20. The movie 
is a follow up to the network’s successful The Waltons’ 
Homecoming, which was was the network’s second most-
watched special of the 2021-22 season. The latest flick 
reunites the Walton family as they prepare for Thanksgiving 
in 1934... Gordon Ramsay is continuing to cook up more 
MasterChef at Fox. The network has renewed the cooking 
competition series for a 13th season. Featuring Ramsay, 
chef Aarón Sánchez and restaurateur Joe Bastianich, the 
series is now casting competitors for next season. Fox said 
the show is averaging 4.7 million multiplatform viewers.
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FunnyTweeter.com

They were testing a machine 
that calculates your age 

based on your reflexes. Turns 
out I am 140 years old.

AVAILS
  Telemundo Tampa, Fla., seeks an Account Executive. 
The AE will be responsible for growing revenue across 
NBCUniversal Local OTT and digital 
platforms, including Peacock TV, NBC/
Telemundo Full Episode Player, and Linear 
TV including Telemundo and Telexitos. 
This sales role is focused on delivering 
quarterly results and meeting individual 
budget requirements for linear and non-linear platforms, with 
a focus on Tampa, Fla. A minimum 5 years’ experience in 

advertising sales or media (linear and 
digital), either for a media company or 
with an agency, preferred. Apply HERE.
  Hearst Television’s WXII-TV is seeking 
a Digital Sales Manager to lead our 
experienced Sales Team. Ideal candidate 
has extensive digital sales experience 
and a proven track record of success 
working with clients and managing 
people. Strong communication skills 
required. The position offers opportunity 
for growth with a great company in a 

highly desirable place to live. CLICK HERE to apply.

See your ad here tomorrow! CLICK HERE for details.

RETAIL SHRINK NEARS $100B, NRF SURVEY FINDS
  Customer-on-employee violence has emerged as a growing 
new risk and threat to retailers. That’s one of the findings 
of the 2022 National Retail Security Survey, released 
yesterday by the National Retail Federation.
  The survey also found that retail shrink, when taken as a 
percentage of total retail sales in 2021, accounted for $94.5 
billion in losses last year, up from $90.8 billion in 2020. The 
average shrink rate in 2021 was 1.44%, a slight decrease 
from the last two years but comparable to the five-year 
average of 1.5%.
  The pandemic created more challenges for retailers, 
according to the report. A large majority (87.3%) said the 
pandemic resulted in an increase in overall risk for their 
organization. Retailers specifically cited an increase in 
violence (89.3%), shoplifting (73.2%), organized retail crime 
(ORC) and employee theft (tied at 71.4%) as a result of the 
pandemic.

‘ISSUES’ ADS NEARLY TWO-THIRDS OF POLITICAL
  Political advertising is not only looking to set records for 
the upcoming midterm elections, but much of the spending 
— 63% — looks to be “issue”-oriented spend, according to 
advertising placed through Viamedia.
  This is up vs. a 47% share in each of previous cycles in 
2020 and 2018 political election periods.
  Issue-oriented advertising includes spending by political 
action committees (PAC) for ballot initiatives, and referendums 
on behalf of candidates. After issue-oriented advertising, the 
next-biggest category is the U.S. Senate campaigns, with a 
12% share.
  This is followed by gubernatorial campaigns at 11%. 
Earlier this year Viamedia said it expected “triple- and even 
quadruple-digit” growth in spending in political “battleground” 
states.
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SURVEY: SHOPPERS TURNING TO STORE BRANDS
  As consumers reduce purchasing amid higher prices, two 
categories remain largely unaffected.
  Shoppers are focusing on what they have to buy and 
reducing (or flat out stopping) purchasing in some categories, 
according to a survey by Reach 3 Insights. The two 
categories least impacted are baby and pet products — 80% 
who shop for these items are purchasing these categories as 
much or more as they were prior to inflation (vs. an average 
of 59% buying same or more in other categories).
  In other survey findings, 80% of Americans say rising 

prices have driven them to purchase 
more store-brand products, with 61% 
buying more store-branded pantry items 
and 58% buying more store-branded 
household products.
  The study, conducted among 2,000 
U.S. adults (age 18+), found that most 
consumers see little difference between 
branded products and private label ones. 
Sixty-five percent agreed that when apart 
from packaging and branding, most 
products are really the same anyway.

  In other findings, nearly all Americans (91%) are being more 
thoughtful about what they buy due to rising prices. Even 
those making $100,000 or more are just as likely (89%) to 
be putting more thought into their purchases.

ADVERTISER NEWS
(Continued from Page 1)
chargers and staff training. Those who choose not to invest 
will be limited to selling internal-combustion vehicles and 
hybrids from the Ford brand... GameStop is adding NFT 
trading cards for the game Gods Unchained to its loyalty 
program perks. The company previously partnered with the 
crypto exchange FTX and launched its own NFT marketplace. 
The push into NFTs and crypto is central to the struggling 
retailer’s transformation push under CEO Matt Furlong… 
Wegmans Food Markets is dropping its pandemic-era 
mobile app that allowed shoppers to scan and bag items 
during their shopping trips. Developed in 2019 and ramped 
up during the height of COVID-19 safety protocols and 
practices, the retailer’s Scan app is being discontinued after 
Sunday due to shoplifting losses. Family-owned Wegmans 
operates more than 100 stores in New York, Pennsylvania, 
New Jersey, Virginia, Maryland and Massachusetts.
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NPD Group

Prices for makeup, perfume, 
bath and nail products rose 
2.3% in August vs. a month 
earlier, the largest increase 

since December 2006.

SURVEY: SHOPPERS SEEKING HOLIDAY BARGAINS
  “Affordability” and “digital” will be the watchwords for the 
upcoming holiday shopping season. That’s according to 
a study by global consulting firm 
AlixPartners, which said that 
inflation and other economic 
concerns will weigh heavily on 
consumers this holiday season.
  The firm also forecast a tepid 4% 
to 7% increase in holiday sales (Oct. 1 through Dec. 31) 
over last year — which at the current inflation rate of 8.3% 
means retailers would see a decrease in 
real sales.
  In a survey of more than 1,000 American 
consumers, 30% said they plan to spend 
less this year than last (only 17% plan to 
spend more). Thirty-nine percent plan to 
buy at least half their purchases on sale.
  Also, more shoppers plan to wait this 
year to start holiday shopping. Only 46% 
said they plan to begin before Halloween 
(Oct. 31), down 7 percentage points from 
a similar AlixPartners survey last year.
  In other survey findings:
•  Forty percent said they plan to do the majority of their 
shopping online (up 10 percentage points from a similar 
AlixPartners survey in pre-pandemic 2019).
•  Only 56% of holiday shoppers plan to visit a physical 
store to browse merchandise this season, down from 57% 
who said they would in AlixPartners’ survey last year (and 
down from 80% in the firm’s survey in 2018).

BEAUTY OVER BUDGET: MAKEUP PRICES SOAR
  U.S. cosmetics prices rose in August by the most in 
almost 16 years as a return to office and social functions 
keeps demand resilient in the face of inflationary pressures, 
Bloomberg reports.
  Prices for makeup, perfume, bath and nail products rose 
2.3% in August from a month earlier, the largest increase 
since December 2006. Compared with a year ago, prices in 
the category were up 4.2%, the largest increase since 2009.
  Beauty was the only retail category that grew on a unit sales 
basis between late July 2021 and this year, according to data 
from NPD Group.
  While other discretionary products have seen flagging 
demand as consumers grapple with higher food and 
gas costs, beauty has maintained solid growth, because 
cosmetics products need to be refilled and because many 
Americans are spending more time away from home. That 
demand has allowed companies to continue to raise prices 
while maintaining higher sales volumes. 
  Coty, which owns brands including Covergirl and Sally 
Hansen, said late last month that it’s rolling out another round 
of price increases and so far there hasn’t been an impact on 
unit sales. “The beauty category is not showing any sign of 
slowdown,” Coty CEO Sue Nabi said on an earnings call.
  In addition to resilient demand, operating margins in beauty 
“appear least pressured, with low commodities exposure, 
limited freight costs and innovation to lift sales, particularly 
for premium brands,” according to a report from Bloomberg 
Intelligence analysts Deborah Aitken and Andrea 
Ferdinando Leggieri.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY


