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‘THEY’RE ROARING INTO HOMEBUYING AGE’
  Millennials, long viewed as perennial home renters who 
were reluctant or unable to buy, are now emerging as a 
driving force in the U.S. housing market’s recent recovery, 
The Wall Street Journal reports.
  Demand from millennials, who today range from their 
mid-20s to late 30s, has been increasingly important to the 
housing market since at least the middle of the last decade. 
But more recently, these new homeowners have been 
pushing aside older generations to become an even bigger 
influence.
  Millennials reached a housing milestone 
early last year when the group first 
accounted for more than half of all new 
home loans, and they consistently held 
above that level in the first months of this 
year, the most recent period for which 
data are available, according to Realtor.
com. The generation made up 38% of 
homebuyers in the year that ended July 
2019, up from 32% in 2015, according to 
the National Association of Realtors.
  The group last year also surpassed baby boomers as the 
biggest living adult generation in the U.S., according to the 
Pew Research Center. The largest cohort of millennial 
births was in 1990, Pew said, meaning that group turns 30 
sometime this year.
  “We anticipate as they turn 31 and 32, we’ll just see 
homebuying demand grow,” said Odeta Kushi, deputy chief 
economist at First American Financial Corp. Millennials 
could be responsible for at least 15 million home sales in the 
next decade, the firm said.
  Rising millennial homeownership challenges years of 
speculation after the 2007-09 recession that millennials 
would be stuck renting perpetually, hampered by student-
loan debt and wary of the housing market after the 
foreclosure crisis.
  That raised questions about how millennials would build 
nest eggs, because homeownership has commonly been 
viewed as a pillar of wealth creation. Now, brokers and 
economists say millennials’ homebuying interest was simply 
delayed. Older millennials are marrying and having children 
later in life than previous generations, after finishing their 
education and building up savings.
  That growing demand is compounded by younger 
millennials, who are now entering their 30s and starting to 
buy homes more actively. That’s more in line with the ages 
at which many baby boomers and Generation X, the group 
born before millennials, began buying homes.
  “Millennials, they’re roaring into homebuying age,” said Rick 
Arvielo, chief executive of mortgage lender New American 
Funding. “What the industry’s been talking about for a 
decade is whether they’re going to follow their predecessor 
generations in terms of their desire to own homes,” he said, 
adding, “Yeah, they do — they have the same desires.”

MILLENNIALS HELP POWER HOUSING-MARKET REBOUND
ADVERTISER NEWS
  The apparel maker Gap Inc. pivoted its supply chain early 
on in the coronavirus pandemic to make face masks. And 
it is, quite literally, paying off. The company said yesterday 
when it reported quarterly earnings that it brought in $130 
million in sales during the period from its face masks. That 
includes sales to individuals and in bulk to businesses. The 
city of New York, the state of California and Kaiser Perma-
nente are some of its clients, the company said... Amazon 
is preparing to roll out Halo, a fitness band and app that 

tracks users’ physical activity levels, sleep-
ing patterns, body composition, voice tone 
and more. The device, unlike competitive 
models, doesn’t have a screen. Instead, it 
sends information to the wearer’s smart-
phone. The device will retail for $99.99 
when it becomes publicly available for pur-
chase... Abercrombie & Fitch’s second-
quarter online sales surged 56%. The ap-
parel retailer also reported a surprise profit, 
as it cut costs amid the e-commerce boom. 

Abercrombie called out a slower start to the back-to-school 
season due to the coronavirus pandemic. But CEO Fran 
Horowitz said back-to-school sales will likely drag all the 
way into October... Coresight Research estimates 25% of 
America’s roughly 1,000 malls will close over the next three to 
five years. The coronavirus pandemic has accelerated a de-
mise that was already underway. “Just because retail space 
has gone vacant or remained fallow does not mean that it is 
automatically a good candidate for repurposing into industrial 
space,” Moody’s Analytics real estate analyst Victor Ca-
lanog said. According to data pulled by Moody’s Analytics 
REIS, apartment development in the U.S. is expected to be 
down 15.6% in a post-COVID-19 world. Office development 
is set to drop 10%, it said, while retail falls 15.7%. Industrial 
development, meantime, is expected to pick up 3.6%... Star-
bucks said it will ensure that its baristas won’t have to choose 
between working and voting as part of a nonpartisan push to 
raise voter turnout during the pandemic. More than 700 oth-
er companies have joined the nonpartisan coalition Time to 
Vote and committed to making it easier for their employees 
to vote... Bankrupt Le Tote and Lord & Taylor said all 38 de-
partment store locations have begun going-out-of-business 
sales, adding a final few to the 24 already in progress. The 
company said it is “still entertaining various opportunities” in 
hopes of selling itself as a going concern, the company says. 
But in a statement, Chief Restructuring Officer Ed Kremer 
said the liquidations are “prudent” to maximize the value of 
the stores’ inventory... Tiffany & Co. reported that Q2 net 
sales fell 29% to $747 million as comparable sales declined 
24%. E-commerce grew 123%, and for the first half of the 
year was about 15% of total global net sales, versus 6% in 
each of the last three fiscal years. Net earnings fell 77% to 
$31.9 million, as gross profit reached $461.6 million or 61.8% 
of sales, according to a company press release.
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STUDY: BRAND MESSAGES SHOULD BE TOPICAL
  A new survey shows consumers want brands to advertise at 
about the same level as before the COVID-19 pandemic, but 
with messaging that acknowledges current events, according 
to a study from NBCUniversal Advertising Sales.
  The study shows that 69% of consumers want to see brands 
referencing current events (including COVID-19 and other 
important issues) and says about 81% are more likely to 
buy from and use brands that “help others when it’s needed 
most.”
  When asked whether brands should advertise more, less 

or at the same level of advertising during 
a pandemic, around 61% of consumers 
want to see the same amount of 
advertising. About 24% said they would 
like more communication, and roughly 
15% said they would like to see less 
advertising.
  Almost three-quarters of consumers 
(72%) plan to be “more thoughtful about” 
brands they support post-crisis. At the 
same time, 69% say they plan to continue 
their usual spending after the pandemic 

crisis.

‘THE BACHELORETTE’ STARTS ON ABC OCT. 13
  ABC has shared its premiere dates for unscripted programs 
this fall. Celebrity Family Feud, Press Your Luck and 
Match Game debut Thursday, Sept. 24. Steve Harvey hosts 
Celebrity Family Feud, Elizabeth Banks hosts Press Your 
Luck and Alec Baldwin helms Match Game.
  The Bachelorette begins Tuesday, Oct. 13. Clare Crawley 
stars in Season 16 and Chris Harrison hosts.
  Season 12 of Shark Tank begins Oct. 16. On Oct. 18, it’s the 
premieres of Alfonso Ribeiro-hosted America’s Funniest 
Home Videos (Season 31), new show Supermarket 
Sweep, hosted by Leslie Jones, Jimmy Kimmel-hosted 
Who Wants to be a Millionaire? and Joel McHale-hosted 
Card Sharks.
  ABC previously announced that Dancing with the Stars 
starts Sept. 14. Tyra Banks moves into the host role.

UNEMPLOYMENT CLAIMS STAY ABOVE 1 MILLION
  The number of Americans filing for first-time unemployment 
benefits fell slightly last week, but layoffs remained historically 
high as the coronavirus pandemic continues to impact the 
labor market, CBS News reports.
  Some 1 million people applied for state unemployment 
benefits in the week ended Aug. 22, the Labor Department 
said yesterday. That figure, which accounts for seasonal 
adjustments, showed a drop of about 100,000 from the week 
before.
  However, the number of people applying for self-
employed help rose. About 608,000 applied for Pandemic 
Unemployment Assistance, a special federal program for 
the self-employed and gig workers. 
  As of mid-August, some 27 million people were receiving 
jobless aid of any sort. That’s a drop of about a million from 
the week before.
  Even though some workers who lost their jobs during the 
pandemic are finding new work, millions remain jobless, 
indicating that may are struggling to get rehired, experts say.

GOP CONVENTION DAY 3 DRAWS 17.3M VIEWERS
  The Republican National Convention attracted 17.3 
million total viewers on Wednesday night, down 24% from 
23 million four years ago, according to Nielsen.
  With Vice President Mike Pence headlining, the GOP 
drew an 11 rating from 10 PM to 11:15 PM (ET) when 11 
networks aired live coverage, down from 12.2 on Tuesday 
and down from a 15 rating in 2016.
  Day 3 of the Democratic National Convention drew 22.8 
million viewers and a 14.6 rating last week. The numbers do 
not include streaming.
  Nielsen said that 823,000 18- to 34-year-
olds tuned in, down from 1.7 million four 
years ago, and 12.4 million people 55+ 
were watching, down from 15 million.
  During the 10 PM hour, Fox News 
Channel had 7.1 million total viewers, 
followed by NBC with 2 million, ABC with 
1.9 million, CBS with 1.78 million, CNN 
with 1.51 million and MSNBC with 1.48 
million.
  Among adults 25-54, the demographic 
favored by news advertisers, Fox News 
had 1.4 million viewers, NBC News had 595,000, ABC had 
534,000, CBS had 497,000 viewers, CNN had 487,000 and 
MSNBC had 311,000.

NBC UNVEILS PROGRAMMING PLANS FOR FALL
  NBC shared its fall programming schedule, with This Is 
Us starting Nov. 10. It’s Season 5 and a two-hour premiere 
will get things going.
  The three Chicago series, Chicago Med, Chicago Fire 
and Chicago P.D., have their season premieres a day later. 
Law & Order: SVU begins Season 22 on Nov. 12 and 
Season 8 of The Blacklist starts Nov. 13. Every network 
has had to deal with production delays due to COVID-19.
  Sunday Night Football starts Sept. 10, a Thursday, with 
the Houston Texans versus the Kansas City Chiefs. On 
Sunday in prime, it’s the Dallas Cowboys versus the Los 
Angeles Rams.
  Dateline NBC begins Sept. 25, and Weakest Link, hosted 
by Jane Lynch, debuts Sept. 28. NBC calls it “a hybrid 
game show.” New comedy Connecting…, about a group of 
friends trying to stay close through video chats during these 
challenging times, premieres Oct. 1.
  Ellen’s Game of Games, hosted by Ellen DeGeneres, 
premieres Oct. 6. The Voice debuts Oct. 19. Kelly Clarkson, 
John Legend, Blake Shelton and Gwen Stefani are the 
coaches and Carson Daly the host.
  Season 6 of Superstore begins Oct. 22.
  Previously announced are the start of Canadian drama 
Transplant on Tuesday and American Ninja Warrior on 
Sept. 7.
  Returning series set to debut in 2021 include Brooklyn 
Nine-Nine, Good Girls, Making It, Manifest, New 
Amsterdam and Zoey’s Extraordinary Playlist.
  New series to launch in 2021 include Kenan, Law & 
Order: Organized Crime, Mr. Mayor, That’s My Jam, 
Small Fortune, True Story, Who Do You Think You Are? 
and Young Rock.
  CBS announced earlier this week that it aims to roll out 
many of its fall series in November.
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Mitch Hedberg

Rice is great if you’re really 
hungry and want to eat two-

thousand of something.
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DOLLAR STORES GET PANDEMIC-DRIVEN Q2 LIFT
  Dollar stores got another boost from pandemic-driven 
shopping during the second quarter, Retail Dive reports.
  Dollar General comparable sales increased in consumables, 
home, apparel and seasonal categories, with the company 
saying that “consumer behavior driven by COVID-19 had 
a significant positive effect” on sales, according to a press 
release.
  All told, Dollar General’s net sales rose 24.4%, to $8.7 
billion, in Q2, while comps rose 18.8%. Even with pandemic-
related expenses, operating profit was up 80.5%.

  The company said it plans to accelerate 
some of its strategic pushes, including the 
rollout of Pickup and Fresh, and its non-
consumables initiative. The company 
also plans to remodel and relocate more 
stores than initially planned.
  Rival Dollar Tree also posted strong 
sales increases, with comps up 11.6% in 
its Family Dollar banner and up 3.1% in 
its namesake banner. Operating income 
rose as well, by 39.4%.

THIS AND THAT
  Univision Communications has agreed to sell some of 
its TV stations in Puerto Rico to Liberman Media Group. 
Liberman will be acquiring WLII-DT, Caguas-San Juan and its 
repeater stations, plus WOLE-TV-DT Aguadilla and WSUR-
DT Ponce. Univison will continue to operate WSTE-DT and 
its radio properties. Financial terms were not disclosed... 
After reopening more than 100 locations nationwide, AMC 
Theatres is preparing to reopen its second wave of theaters, 
with 170 additional locations set to open Aug. 27. After the 
second wave of theaters re-openings, AMC will have nearly 
300 locations operational nationwide... A second reading 
of the U.S. economy in Q2 reflected the biggest quarterly 
plunge in activity on record, though the plummet wasn’t as 
bad as initially estimated. Q2 GDP tanked 31.7%, according 
to the Commerce Department. That was revised down from 
the 32.9% initial estimate of the damage the pandemic-fueled 
lockdowns had on the economy in the quarter.
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Airlines are texting me 
“We’re in this together” 

messages, but when 
my bag was 77 pounds 

I was on my own.
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BIA: LEISURE ACTIVITIES SEE BIG AD SPEND DROP
  Fields related to live entertainment, travel and spectator 
sports top the ad spending casualty list, according to a new 
report by BIA Advisory.
  The numbers are based on BIA’s aggregated forecast for 
2020 ad spending, which was updated in early August.
  “The Leisure/Recreation super vertical suffered the 
greatest declines in ad spending for 2020,” writes BIA 
Managing Director Rick Ducey. “The 11 subverticals will 
show overall ad spending declines in 2020 versus 2019 
ranging from -27.35 to -38.0%.”
  The biggest dip belongs to Motion 
Picture and Video Exhibition, down 38%. 
Restrictions on public gatherings are also 
driving down the spend for Performing 
Arts Companies (-28.3 %) and Spectator 
Sports (-27.3%) — which are currently 
being held minus the spectators.
  BIA also finds big drops in spending for 
travel-related fields. “With states imposing 
travel restrictions, self-quarantining [and] 
reduced business operations in the 
travel and tourism sectors, consumers 
rediscovered the ‘staycation,’ or vacationing at home,” 
Ducey says. “Airports, Cruises, and Other Travel ad 
spending will drop -31.9% for the year. Tourism and Travel 
Services will decline -31.6%. Traveler Accommodations: 
Hotels and Motels will see -28.0% less ad spending.”
  The report says that ad spend for Amusement Parks and 
Arcades will be down -28.7%. BIA projects similar carnage 
for Gambling and Lotteries (-28.0%) and Fitness and 
Recreational Sports Centers (-27.6%).

TRANSUNION: FORBEARANCE LEVELS DIP IN JULY
  Consumer accounts in forbearance declined across 
credit products for the first time during the months-long 
coronavirus pandemic, credit bureau TransUnion says, an 
indication auto borrowers rolling out of financial hardship 
are landing on their feet, Automotive News reports.
  Government stimulus programs and lender accommodation 
programs are largely responsible for the market’s health, 
though Matt Komos, VP of research and consulting at 
TransUnion, said economic stability remains tenuous as the 
pandemic rages on. “It’s a reassuring sign that delinquency 
levels have remained relatively low — especially as the 
percentage of consumers in financial hardship status has 
started to decline,” Komos said in a statement.
  The total percentage of auto accounts in financial hardship 
status — defined by factors such as a deferred payment, 
forbearance program, frozen account or frozen past-due 
payment — slid from 7.2% in June to 6.2% in July.
  The drop indicates that forbearance accommodations 
peaked this spring as shelter-in-place orders reduced work 
hours and drove up unemployment levels.
  Satyan Merchant, senior vice president and automotive 
business leader at TransUnion, told Automotive News that 
June likely will remain the inflection point for auto loan 
forbearance accommodations during the pandemic, barring 
a massive second wave of the virus.
  “The continued question looking forward will be, ‘How long 
can we hold this together as an industry and as Americans?’”  
he said.
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