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From Anna’s Desk: A New Crop of Mall Rats

Gen Z keeps confounding
corporate America. Gen Z
people roughly age 7 to 22,
account for about a quarter of
the global population and
already wield spending power
of as much as $143 billion in the
U.S. alone. Its members shun
beer, they want companies to
take political stands, and they
trust the Kardashians to make

their makeup choices. Yet the biggest surprise for marketers
about this new cohort of youthful U.S. consumers? They love
the shopping mall.

About 95 percent of them visited a physical shopping center
in a three-month period in 2018, compared with 75 percent
of millennials and just 58 percent of Gen X consumers,
according to an International Council of Shopping Centers
study. And they genuinely like it; three-quarters of them said
going to a brick-and-mortar store is a better experience than
online.

Gen Z still appreciates brick and mortar. But they aren’t just
millennials living in a different time. Today’s teens interact
differently with stores than their older siblings and Gen X
parents before them, and plenty of retailers who didn’t
understand the differences in how they shop have landed in
bankruptcy court: Think Charlotte Russe, Wet Seal, and
Claire’s, once staples of the teen mall circuit.

One thing that successful Gen Z-focused retailers have
recognized is to not fight the iPhone. Gen Zers spend a lot
of time on their smartphones—many having never seen a
landline. For companies that embrace the opportunity the
device presents for retail, the payoff can be huge.

Forever 21, consistently ranked among American teenagers’
top brands, rewards phone-in-hand shopping by offering
customers 21 percent off if they snap a picture of themselves
in a Forever 21 outfit, post it with designated hashtags—then
show the cashier at the register. And shoppers oblige: On
Instagram, the #F21PROMO has been used about 20,000
times, mostly by teenage girls striking a range of poses from
sitting on a bench with a Starbucks drink in hand to throwing
up peace signs. One poster on Twitter, who hid her face with
her baseball cap, wrote “my mom is making me do this for
21% off.”

Technology companies are responding as well. RetailMeNot,
a digital coupon provider, is able to send push notifications to
shoppers when they’re in a mall to alert them to potential
discounts. A recent survey from the startup found that 91

percent of Gen Z shoppers are searching for deals on their
mobile phones while inside retail locations. Meanwhile, nimble
retailers are making their stores more Instagram-worthy.

About a third of Gen Z consumers say shopping should also
be entertaining. With these shoppers in mind, old-guard
department store Macy’s Inc. in April rolled out a colorful,
themed shop-in-a-shop called Story in 36 of its locations. The
brightly painted 7,500-square-footspace in the behemoth
Herald Square flagship store has a huge pillar completely
made of Crayola crayons, a pingpong table, a rainbow tunnel,
and the world’s largest Lite Brite wall—in other words, it’s
prime Instagram territory.

Story is filled with knickknacks such as hot dog-shaped pet
toys, purses that charge phones, and self-help books on how
to cure hangovers, all things that Macy’s Chief Executive
Officer Jeff Gennette describes as items “nobody needs” but
are “going to want” once they walk through the spot. Every
two months, Macy’s completely overhauls the space and
introduces another theme. That means repainting walls,
installing different carpets, and designing new opportunities
to post on social media. It’s a neck-breaking pace for retail.
“You just don’t have the same predictability that you have in
some of the department store square footage,” Gennette
says. “You can always show up and find something different.”

He’s trying to feed young consumers’ desire to buy
something that looks different from what the masses have.
Almost half of Gen Z shoppers want products tailor-made to
their tastes and interests, according to a 2018 report from
IBM Corp. and the National Retail Federation. To be sure,
previous generations personalized their apparel and
accessories, by adding patches and buttons, for example. The
difference for this generation is that retailers have more
technology to indulge their wishes. 

In some American Eagle Outfitters Inc. stores, shoppers can
take their jeans to a counter and attach back patches, add
paint, and get them embossed. Champion, the activewear
line owned by Hanesbrands Inc., trained store associates to
heat-press and embroider its iconic “C” logo and brand name
anywhere consumers want on their sweatshirts and hoodies.
Levi Strauss & Co. installed tailor shops in most of its full-
line stores to entice consumers to add monogram stitching
to its trucker jackets and iconic jeans, which are having a
comeback.

“The more traditional retailers haven’t really thought about
… what this group wants out of a shopping experience,” says
GlobalData Retail’s Saunders. “That’s starting to change.”

Information compiled by Anna Luke; 
Bloomberg Businessweek and Retirement Watch  
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Economic Forecasts
Another busy travel season is here.

U.S. travel spending will top $1 trillion for the third straight
year…a boon for hotels, airlines and the many other firms
that cater to folks on the go. 

The solid U.S. economy is the main driver of growth in both
business and leisure travel. Consumers feel good and are in
a mood to splurge. Companies are eyeing new business
opportunities and sending their workers on the road to make
deals. 

Expect total travel spending to rise by 4%... strong growth,
but a bit less than last year’s 5% gain. Inbound foreign
tourism looks less robust… the one downside in an otherwise
rosy outlook. Visits by folks from overseas will increase by
2.8%, versus 5% last year. Chalk it up to the strong dollar…
a U.S. trip costs foreigners more when their currencies
weaken… and trade tiffs that make some would-be visitors
wary. 

The surge of Chinese visitors is leveling off after years of
rapid growth as China’s economy slows. That’s a particular
worry, since they spend heavily while in America…an
average of $7,000 per vacation. South Korean, German and
Middle Eastern travelers are also visiting less often. Even
with tourism from abroad slowing, many destinations will be
packed. It’ll pay to book well ahead when planning your own
trips. Hotel occupancy will be at its highest level since 1981,
making rooms hard to come by, and pricier. (Room rates will
be up 3%, on average.) When flying, remember that the
cheapest days to fly are Tuesday, Wednesday and Saturday.
Unfortunately, there’s no end in sight to all the fees airlines
are charging…for early boarding, extra legroom, baggage,
etc. 

Consider taking vacations during the shoulder seasons of
spring and fall because many popular places will be mobbed
during the summer. Airfare and hotels may be 30% cheaper
during the less busy times than during the peak summer
season. 

Note that some of the world’s most popular locales are
reining in crowds. Venice is banning big cruise ships from its
Grand Canal. Visiting Machu Picchu requires tickets and
Beijing’s Forbidden City will be even harder to see. In the
U.S., top national parks such as Yosemite will be jammed and
more expensive to enter. Some quieter parks to consider

instead: North Cascades in Wash. Capital Reef in Utah.
Fla.’s Biscayne. 

Some good news for travelers: More (and cheaper)
options for certain flights, including many to Europe. United,
American and Delta will be offering direct routes from the
U.S. to smaller cities such as Prague, Belgrade and
Dubrovnik. Southwest is planning cheap fares from Calif. to
Hawaii, forcing other airlines to cut prices, too. 

More cruise ships are entering service…24 this year alone.
The new vessels promise more amenities: Larger suites,
better views, new onboard entertainment, etc.

Source: The Kiplinger Letter

ECONOMIC FORECASTS

GDP Growth
2.6% in 2019 and 1.8% in 2020
Down from 2.9%, in 2018

Interest rates
10-year T-notes staying at about 2.4%
Until trade war ends

Inflation
2.4% at the end of 2019
From 1.9% at end of 2018

Unemployment
Dropping to 3.4% by end of 2019
From 3.9% at end of 2018

Crude Oil
Trading from $60 to $65 
per barrel in June

Intl. Corporate earnings
Canada year-end: 15% in 2019 (1% in 2018)
Europe year-end: 7% in 2019 (2% in 2018)

As of 06/07/19
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Tech

Staff Contact Information

Anna         Anna@cfsburbank.com
                  Phone: 818-846-8092, ext. 3

Lisa           Lisa@cfsburbank.com
                  Phone: 818-846-8092, ext. 3

Martha     Martha@cfsburbank.com
                  Clients (A – G)
                  Phone: 818-846-8092, ext. 4

Einar        Einar@cfsburbank.com
                  Clients (H – M)
                  Phone: 818-846-8092, ext. 2

Hebert      Hebert@cfsburbank.com
                  Clients (N – Z)
                  Phone: 818-846-8092, ext. 5

Kayleigh  Kayleigh@cfsburbank.com
                  Phone: 818-846-8092, ext. 7

Ben           Ben@cfsburbank.com
                  Phone: 818-846-8092, ext. 8

In Brief

• Global pork prices rose as
African swine fever spread in
China, home to half the world’s
hogs. First reported in 2018, the
outbreak may lead to a pork
deficient of 16.2m tons in the
country this year, according to
economists at INTL FCStone,
or 1.3 times more than the U.S.
produces annually.

Another wave of breakthrough wireless
technology is on the horizon. Airwaves will
be used to “see” in the dark, spot explosives
and much more, now that the Federal
Communications Comm. has opened a new
chunk to researchers. Expect new
applications in five to seven years, and
commercialization within 10 years. 

Among the possibilities: Wireless signals
that sense and detect air quality for personal
health monitoring. Ultraprecise gesture
sensing for touchless phones. Controlling
drone swarms with artificial intelligence.
Phone cameras with night vision. High-
denfinition video resolution radar. Tracking
location to within one centimeter. 

Source: The Kiplinger Letter

Anna and Dr. David Kelly,
Chief Global Strategist and
Head of the Global Market
Insights Strategy Team for
J.P. Morgan Funds.

AssetMark Annual Gold Forum Event 2019

Anna with Charles Goldman,
President and Chief
Executive Officer at
AssetMark.  Anna attended
AssetMark’s Annual Gold
Forum Event 2019 in
Carlsbad, Ca., where she
negotiated platform updates
on behalf of our CFS family.

• Jack Ma, China’s richest man, is
touting a controversial number: 996.
It describes the grueling 9a.m.-to
9p.m., six-days-a-week routine he
says people need to follow to survive
at Alibaba Group, the giant e-
commerce platform he founded.
Anyone looking for a better work-life
balance need not apply.

Source: The Bloomberg Businessweek 
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CFS Golden Circle – Clients for 20 years or longer

Bob & Martha Agosta
Annette Alender
Kathy Allie
Connie Alvero
Irv & Zel Bagley
Dr. Martin Barmatz &

Carolyn Small
Bill Beckley
Dave Bochard
Kelley Brock
Harlene Button
Barbara Chasse
Philip Clements & Claudia

Squibb
Louis Darin
Liz Dilibert
Marshall & Mimi Drucker
Phil Efland 
Gladys Eisinger
Reg & Jan Fear
Horace & Betty Jean

Fernandez
Kathy Forman
Ralph Gerrard & Susan

Leeper
Dr. Daniel & Laura

Gollnick
Vorda Gordon
Jim & Marilyn Graves
Harry & Karen Griffin

Kari Groth & Daris
Pedersen

Dennis Hall & Evelyn
Rollins

Candy Hanks
Bill & Elinore Hedgcock
Alice Higginbotham
Dr. Craig & Jeannette

Hoeft
Pamela Hoey
Lilo Holzer
Mike Houlemard
Ken & Betty Iverson
Daina Johnson
Rich & Donna Johnson
Mitch & Laraine Kaye
James & Julia Kinmartin
Emil & Chiching Klimach
Lorraine Leach
Jack Leahy
Dave & Carolyn Lessley
Jane Lloyd
Harry & Carol Mackin
Jay & Nancy Malinowski
Mike & Jan Malone
Al Maskell
Randy Maskell
Dr. Jeanine McMahon
Joseph & Toni Miano

Barbara Moering
Mary Morrow 
Peter & Susan Moyer
Roland & Vonda Neundorf
Dave & Pat Newsham
Nancy Nisbet
Bruce & Vicki Oldham
Dr. Eugene Orlowsky
Leora Ostrow
Ricky Parker 
Deron & Talin Petoyan
Richard and Kathy Plank 
Al Roeters
Debbie Ruggiero
Joe & Pearl Ruggiero
Louise Sanchez
Earle Sanders
Evelyn Schirmer
Bob & Cindy Siecke
Dianne Simes
Louise Sirianni
Theresa Southwood
Carole Steen
Peter & Linda Vanlaw
Steve Veres
David & Kellye Wallett
Jeff & Pam Wheat
Lorraine White
Teena Wolcott
Toby & Carole Zwikel

Referrals
We Appreciate Those Referrals!

We certainly welcome your referrals
and are always most appreciative

when clients pass our name along to
others.  We would like to take this
opportunity to express our thanks
for your continued confidence and
look forward to providing quality
confidential financial services to
you, your friends, and associates.

When you refer us to others, you can
be assured that your personal

information provided by you and
those whom you refer is treated with

a high degree of confidentiality.

Our sincere thanks for our recent
referrals go to:

Miriam Delosantos

Vinnie & Chris Campisi 

Bill & Dianne Southern

HAPPY BIRTHDAY

JULY
1   -  Katherine Plank
5   -  Barbara Chasse
5   -  Vicki Oldham
7   -  Bruce Berke
7   -  Joseph Ruggiero
8   -  Laura Gollnick
8   -  Martha Nichols
9   -  Stephen Veres
11 -  Horace Fernandez
14 -  Paul Ary
14 -  Maynard Eisinger
14 -  Kenyon Iverson
15 -  Leonard Doran
15 -  Mary Drake
16 -  Laurie Hillyer
16 -  Janet Fear

16 -  Donna Bandiera
17 -  Kevin McAdam
17 -  Karen Brown
17 -  Donna Reynish
20 -  Ann Reynolds
21 -  Pamela Billings
21 -  Richard Gold
21 -  Toni Miano
23 -  Alan Klein
23 -  Diane Green
24 -  Annette Alender
24 -  Eugene Schmidt
26 -  Sue Nelson
26 -  Peter McAdam
27 -  William Beckley

AUGUST
3   -  Laura Petoyan
3   -  Cynthia Siecke
3   -  Connie Alvero
4   -  Talin Petoyan
5   -  Henry Rosenblit
6   -  Barbara Moering
7   -  Joseph Miano
9   -  Donna Jonkey
9   -  Lindsay Schaefer
10 -  Julia Kinmartin
11 -  Patricia Maskell
12 -  John Buonauro
12 -  Lori Thrasher
12 -  Mitchel Stein
13 -  Gail French
13 -  Christine Campisi

14 -  P. Kent Burton
14 -  Dr. Gerald Lucas
15 -  Gladys Eisinger
16 -  Colleen Koll
18 -  David Wallett
19 -  Theresa Southwood
23 -  Sharon Terranova
26 -  Donna Kasper
28 -  Juliane McAdam
28 -  Teena Wolcott
29 -  Donna Wade
30 -  BJ Fernandez

Pursuant to the SEC Brochure Rule
204-3, of the Investment Advisors Act of
1940, advisers are required to deliver a
copy of the ADV, Part II to every adviser
client on an annual basis (within 120
days after the end of fiscal year and
without charge, if there are material
changes in the brochure since the last
annual updating amendment.)
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Brain Teaser #105 (Answer)

“The Days Are Numbered”
Thanks for all of you who
submitted the answers!
The first person with the
correct answer was Diane
Schoolsky. 

Congratulations, Diane!

Brain Teaser #105

Once a year, the Pie Palace closes its doors to customers and gives its employees
a chance to cut loose with a good old-fashioned pie fight. This year, each employee
threw his or her favorite flavor of pie (blueberry, strawberry, lemon, and
chocolate) and wore an apron that was pie colored (blue, red, yellow, or brown).
However, their aprons were not necessarily the same colors as their favorite pies.
In fact, Sam was the only employee whose apron was the same color as the pie
he threw. Quinn was not wearing a red or blue apron. Pat threw blueberry pies.
The employee in the brown apron threw lemon pies. Rhoda did not throw
strawberry pies and did not wear a yellow apron. Which flavor pie did each
employee throw, and what color was each person’s apron before it was covered
with pie?

The first client with the correct answer will receive an American Express gift
card. Please email your answer to Kayleigh@cfsburbank.com or call (818)-846-
8092, ext. 7.

                     17
   2    9    2    5   18
   3    5    1    4   13
   6    7    2    9   24
   4    8    3    1   16
 15 29  8  19 10

Tasty Toss


