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RISING PRICES CREATE EXTRA $1T OF WEALTH
  American homeowners are $1 trillion richer as the pandemic-
driven housing boom pads their pockets, CNBC reports.
  As prices rise, home equity multiplies. In the past year, 
homeowners with mortgages, representing about 63% of 
all properties, have seen their equity increase by 10.8%, 
according to CoreLogic.
  That equates to a collective $1 trillion in gained equity, or an 
average $17,000 per homeowner, the largest equity gain in 
more than six years.
  Homeowners in some states saw greater equity gains than 
others. States with the hottest home prices saw the biggest 
gains.
  In Washington state, homeowners banked an average 
of $35,800. In California they gained $33,800 and 
in Massachusetts an average of $31,200. However, 
homeowners in North Dakota, which was 
particularly hard-hit by the coronavirus 
pandemic, saw the lowest annual equity gain 
of just $5,400.
  “Over the past year, strong home price 
growth has created a record level of home 
equity for homeowners,” said Frank Nothaft, 
chief economist at CoreLogic. “The average 
family with a home mortgage loan had 
$194,000 in home equity in the third quarter. 
This provides an important buffer to protect families if they 
experience financial difficulties.”
  It has contributed to historically low foreclosure rates, 
although part of that is also due to mortgage forbearance 
programs put in place at the start of the pandemic. Still, it will 
help those borrowers who are struggling most and may not 
be able to keep their homes. They can sell into the market 
and potentially still make a profit.
  Prices are rising so quickly because demand for housing 
is incredibly strong and supply equally lean. The work- and 
school-from-home culture of the pandemic only increased 
demand that had already been rising, as the millennial 
generation aged into their homeowning years. Mortgage 
rates, which have set 14 record lows so far this year, have 
helped even more buyers get in the game.
  So far, homebuying has not eased much, especially for 
newly built homes. Signed contracts on existing homes, 
however, fell slightly in September and October. This may 
be less a demand issue and more a problem with continued 
tight supply, as well as weakening affordability.
  Some, however, claim the run on housing may actually be 
running out of steam.
  “With pent-up demand from the spring now largely expended, 
mortgage interest rates unlikely to fall further, inventory at 
record lows and early signs that the exodus from cities is 
slowing, home sales will edge back further over 2021,” 
wrote Matthew Pointon, property economist at Capital 
Economics. “That, alongside tight credit conditions, suggest 
the current boom in house prices will prove short-lived.”

HOMEOWNERS CASH IN ON PANDEMIC HOUSING BOOM
ADVERTISER NEWS
  Starbucks offered an optimistic forecast at its biennial 
investor day. The coffee giant reaffirmed its forecast of ad-
justed earnings per share of $2.70 to $2.90 for fiscal 2021. 
By fiscal 2022, which will start in October 2021, Starbucks 
predicts growth of more than 20%. With nearly 33,000 stores 
around the world, Starbucks expects to reach a store count of 
about 55,000 units worldwide by 2030... Apple has opened 
preorders for its AirPods Max over-the-ear headphones, 
which features a 20-hour battery life, noise cancellation and 
a transparency mode that allows some outside audio to filter 
in. Shipments begin Dec. 15... CVS Health CEO Larry Merlo 
said the drugstore giant will be able to administer COVID-19 
vaccines “into the arms of some of our most vulnerable pop-
ulations” within 24 to 48 hours of receiving shipments of the 
drugs. CVS and Walgreens agreed in October to a work with 

the federal government to administer vacci-
nations to staff and residents of long-term 
care facilities... Lowe’s CEO Marvin Ellison 
said at an investor conference that the retail-
er is focused on driving market share gains 
in 2021 by setting itself up as a “total home 
solution” for consumers. Ellison believes that 
home improvement projects that have be-
come more popular during the pandemic will 
continue even as COVID-19 becomes less 

of a threat... Home improvement includes furniture and home 
decor items. That’s the rationale for Home Depot’s push into 
each of those categories. The effort will be concentrated on 
the retailer’s website since the physical limitations of stores 
doesn’t offer the space to merchandise them in a significant 
way... An omnichannel platform for buying and selling used 
cars is now available in two markets in Arkansas. Carvana 
is offering as-soon-as-next-day touchless home delivery to 
Little Rock and Hot Springs, Ark. These are the first metro 
areas where Carvana is operating in Arkansas. The retailer 
allows customers to shop more than 20,000 vehicles online 
or via mobile device in as little as five minutes, with ability to 
finance, purchase, trade in, and schedule as-soon-as-next-
day delivery of a vehicle... Amazon will become the world’s 
largest corporate purchaser of renewable energy. The e-
commerce giant plans to add 26 utility-scale wind and so-
lar energy projects, totaling 3.4 gigawatts (GW) of electricity 
production capacity, bringing its total investment in renew-
able energy in 2020 to 35 projects and more than 4 GW of 
capacity, representing the largest corporate investment in re-
newable energy in a single year... Chobani is jumping on the 
probiotics trend with three new yogurt-focused product lines 
that claim to boost gut health and immunity. The privately 
held company is the No. 1 maker of Greek yogurt, but it’s 
been expanding its product offerings as yogurt consumption 
has stagnated, adding oat milk, yogurt and coffee creamers 
to its lineup last year. In 2019, U.S. yogurt sales had fallen 
about 1% since 2015, according to Euromonitor Interna-
tional data.
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LINCOLN, MINI TOPS IN SALES SATISFACTION
  Lincoln claimed the top spot in 2020 for its first solo win 
as the highest-scoring luxury brand in the J.D. Power U.S. 
Sales Satisfaction Index Study released yesterday.
  BMW’s Mini ranked highest among mass-market brands, 
replacing Buick in the top spot. Mini has ranked in the top 
three since 2010.
  Lincoln earned 827 points on the index. Last year, Porsche 
finished first with the same number of points. The last time 
Lincoln topped the list was 2017, when it shared first place 
with Mercedes-Benz, at 830 points.

  The Ford Motor Co. luxury brand has 
refocused its strategy toward customer 
service experiences, starting with its 
standard pickup and delivery in 2016.
  Lexus and Mercedes-Benz finished 
1 point below Lincoln, with 826 points 
each. Lexus jumped up 6 points from 
its 2019 score of 820, and Mercedes 
increased by 1 point. Porsche shared 
third place with Cadillac and Infiniti, at 
825 points.
  Genesis had the best improvement 

from last year, with an increase of 45 points, but still 
remained in last place among luxury brands, at 773. The 
luxury brand average increased by 11 points in 2020 to 816.
  Porsche and Alfa Romeo both saw their scores decline.
  Among mass-market brands, Mini improved its score by 
34 points from 2019, to 824, bumping Buick out of the lead. 
GMC ranked second, with 804 points, 13 points higher than 
last year.
  Ranking third was Buick, whose score also increased, 
from 795 to 803. The Ford brand came in fourth, at 798 — 
a 16-point gain from 2019.
  The mass-market average went up by 12 points to 784.

JOBLESS CLAIMS HIT HIGHEST LEVEL SINCE SEPT.
  The number of workers seeking unemployment benefits 
climbed sharply to 853,000 last week, as the broader labor-
market recovery has shown signs it is slowing.
  Weekly initial claims for jobless benefits from state programs, 
a proxy for layoffs, increased by a seasonally adjusted 
137,000 in the week ended Dec. 5, the Labor Department 
said yesterday. Last week’s level of applications was the 
highest since September, but was still well down from a 
peak of nearly 7 million in late March.
  The number of applications for a separate federal pandemic 
program also rose sharply last week.
  Jobless claims have mostly trended down since the 
spring, when the pandemic caused widespread business 
shutdowns. Since falling below 1 million a week in August, 
the pace of improvement slowed. That matches with other 
measures showing the economy is recovering, but at a 
slower pace in recent months.
  Claims had held between 700,000 and 800,000 a week 
since mid-October, before jumping up last week.
  “This recent surge suggests that claims are not just 
stagnating, they’re actively worsening,” Daniel Zhao, senior 
economist at job placement site Glassdoor, told CNBC. 
“The surge in initial claims is especially concerning when 
claims are still above levels near the peak of the Great 
Recession.”

COMSCORE: THIS YEAR, ONLINE RETAIL RULES
  Amid the continuing COVID-19 pandemic, new research 
from Comscore found that more U.S. consumers are 
flocking to online retail for their holiday shopping than ever 
before.
  Year-over-year visitation to retail websites during the week 
of Thanksgiving (Monday, Nov. 23 through Sunday, Nov. 
29) was up 22% compared to Thanksgiving week in 2019 
(Monday, Nov. 25 through Sunday, Dec. 1).
  Comscore found that this year-over-year growth was driven 
not by an influx of online shopping on Black Friday, but rather 
by a sharp increase in the days preceding 
Thanksgiving. In 2020, retail website 
visitation on Black Friday was up only 
14% year-over-year, while the Monday 
and Tuesday before Thanksgiving both 
saw year-over-year increases of 33%.
  This pre-Thanksgiving spike could 
partially be due to retailers pushing deals 
traditionally reserved for Black Friday 
earlier than in prior years. The 2020 
retail holiday season seemed to kick into 
gear with Amazon’s delayed Prime Day 
celebration Oct. 13-14. Soon after, many retailers started 
announcing Black Friday deals that ran through the entire 
month of November.
  In other Comscore news, the company has announced a 
renewal agreement with TEGNA, which has 64 stations in 
51 markets. Under terms of the deal, TEGNA will expand 
its local TV and digital measurement partnership with 
Comscore to include 22 total markets, with Comscore’s 
local TV currency serving as its exclusive selling and posting 
currency in 18 local markets.

CTV, 30-SECOND SPOTS SHINE IN Q3 ONLINE VIDEO
  The Extreme Reach Benchmarks Report for the third 
quarter of 2020 has revealed an online video industry with 
the share of business from connected TV (CTV) showing 
signs of stability, continued dominance of 30-second ads 
and impressions served via media aggregators reaching an 
all-time high.
  The research includes ad performance data for impressions 
served from ER’s AdBridge platform to CTV, desktop, and 
mobile devices for July through September 2020.
  CTV was as clear leader by means of share of impressions 
by device at 39%. The study also saw a wide range of 
preferred devices across its client base with some clients 
devoting as much as 72% of their impressions to CTV, 
while others focused largely on desktop and mobile. The 
aggregate share of impressions across all ER clients served 
to CTV remained nearly flat from Q2 to Q3 2020.
  Data from the report indicated that 30-second ads 
accounted for 81% of ad impressions served by Extreme 
Reach in Q3 2020, compared to 79% in Q2 and 66% in Q3 
2019. This marked an all-time high and the continuation of 
a trend that began in Q2 2018, when 30-second ads first 
overtook 15-second spots in ER’s quarterly report.
  In Q3, desktop accounted for 21% of ad impressions, a 40% 
year-over-year increase. As remote environments for work 
and study remained the norm, ER saw more impressions 
going to desktop to achieve brand goals as consumer 
behaviour adapts to the new digital and virtual environment.
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Mitch Hedberg

If you’re tired, count sheep. 
Don’t count endangered 
animals. You will run out.
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AT&T CEO: HBO MAX UP 4M U.S. SUBS SINCE Q3...
  The number of U.S. HBO subscribers who have authenticated 
HBO Max has risen by 4 million in the two months since 
AT&T reported them at about 8.6 million in Q3 — bringing 
the total to 12.6 million, AT&T CEO John Stankey reported 
this week.
  HBO and Max combined were at 38 million U.S. subscribers 
in Q3, meaning the total should now exceed 40 million. In 
comparison, at the end of Q2, AT&T reported 4.1 million U.S. 
Max activations and 36.3 million combined U.S. HBO/Max 
subscribers.

  Some of the growth has presumably 
been driven by WarnerMedia’s finally 
clinching a deal with Amazon to get HBO 
Max on Amazon Fire devices, starting 
late last month.
  AT&T — which has targeted a 50-million 
U.S. subscriber base for HBO Max — is 
pleased with the growth, and believes it 
will be accelerated substantially through 
its just-announced strategy of releasing 
2021 Warner Bros. movies free to Max 
subscribers simultaneous with release in 

theaters, Stankey said.

... AS BIDS FOR DIRECTV EXCEED $15 BILLION
  AT&T has entered the later stages of its bidding process for 
DirecTV, with several bids exceeding $15 billion, including 
debt, according to The Wall Street Journal.
  Should AT&T reach a deal with one of the prospective 
suitors soon, a sale could be completed by early 2021, the 
newspaper added, based on conversations with unnamed 
sources said to be close to the negotiations. 
  Apollo Management, billed as an early leader in the 
bidding, reportedly came in with a bid below $15 billion. 
However, Churchill Capital was said to be among several 
bidders exceeding the $15 billion-plus-debt mark.
  AT&T paid nearly $50 billion for DirecTV when it purchased 
the satellite TV business in 2015, but it’s seen much of the 
company’s subscriber base defect to OTT video options.
  AT&T is looking to pay down debt following not just its 
disastrous DirecTV purchase, but also the expensive 
acquisition of Time Warner in 2018.
  There is speculation that whatever private equity interest 
buys DirecTV, it will merge the asset with rival Dish at some 
point in the future.
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FunnyTweeter.com

I like to keep a glass of 
water on my nightstand 
just in case I wake up in 

the middle of the night and 
I want to spill something.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

Q3 NEW-AUTO LEASING ON SOFTENING PATTERN
  New-vehicle leasing still isn’t quite at the level seen 
before the pandemic started, according to data provided by 
Experian Automotive.
  During the first quarter of this year, Experian reported that 
30.19% of all new-model deliveries were connected to a 
lease. In the second quarter with COVID-19 in play, analysts 
found that leasing softened to 25.81%.
  The leasing industry generated a bit of a rebound during 
the third quarter, but Experian found that it still remained 
below the 30% level, coming in at 26.2% of new-vehicle 
financing.
  For reference, new-model leasing in the 
first quarter of last year stood at 33.43%.
  Experian drilled deeper into the Q3 
data and discovered the top 20 new-
vehicle lease market holders. They 
include Honda (13.1%); Toyota (9.6%); 
Chevrolet (8.7%); Ford (6.98%); 
Jeep (5.73%); Nissan (5.69%); BMW 
(4.46%); Hyundai (4.19%); Kia (4.07%); 
Mercedes-Benz (3.91%); Lexus 
(3.73%); Subaru (3.24%); Mazda 
(3.02%); Volkswagen (2.92%); GMC (2.32%); Audi 
(2.31%); RAM (2.21%); Acura (2.2%); Buick (1.88%); and 
Cadillac (1.56%).

NBCU EXPANDS DIGITAL INVENTORY TO LOCAL
  NBCUniversal is opening up all its digital advertising 
inventory — for all its brands — to local marketers, and, 
at the same time, placing all local digital and streaming 
inventory from its NBC Spot On group on the company’s 
One Platform media buying and media-planning platform.
  Local marketers can now, for example, target viewers who 
are watching NBC content on an OTT service in Oakland, 
or a connected TV platform in Chicago, or on iPhones in 
Philadelphia.
  Frank Comerford, chief revenue officer of local advertising 
and partnerships for NBCUniversal, stated that local 
advertisers have “told us they want more digital premium 
video options.”
  For the first time, NBCU will open up premium opportunities 
across Peacock, YouTube and Apple News to regional 
advertisers. The move doubles the amount of digital and 
streaming inventory made available through NBCU’s 
OneApp.
  In addition, NBC SpotOn will expand to include all 
geotargeted selling for NBCUniversal inventory, including 
CTV and OTT.

THIS AND THAT
  The FTC is suing Facebook over alleged anticompetitive 
practices, asking that the company be required to unload 
WhatsApp and Instagram. A separate lawsuit from 
attorneys general who represent the District of Columbia, 
Guam and 46 states also seeks a ban on further large 
acquisitions for the case’s duration... IAB plans to expand 
its annual NewFronts event beyond digital players to 
include TV media to consolidate pitch events and include 
all video formats. “Two bifurcated marketplaces make no 
sense,” IAB CEO David Cohen says, noting the union likely 
won’t happen next year.


