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STRONGEST ANNUAL GROWTH RATE IN 6+ YEARS
  December is usually the slowest month for the housing 
market, but price gains didn’t slow down one bit in 2020. 
In fact, they rose at the fastest pace in seven years, CNBC 
reports.
  Home prices nationally increased 10.4% compared with 
December 2019, according to the S&P CoreLogic Case-
Shiller Home Price Indices.
  That is the strongest annual growth rate in more than six 
years, and a significantly stronger gain than in November, 
when prices were up 9.5%. It also ranks as one of the 
largest annual gains in the more than 30-year history of the 
index.
  The 10-city composite annual increase was 9.8%, up 
from 8.9% in November. The 20-city composite posted a 
10.1% gain, up from 9.2% in the previous month. Detroit 
was excluded, due to COVID-related data collection issues.
  “2020’s 10.4% gain marks the best 
performance of housing prices in a calendar 
year since 2013,” said Craig Lazzara, 
managing director and global head of index 
investment strategy at S&P Dow Jones 
Indices. “From the perspective of more than 
30 years of S&P CoreLogic Case-Shiller 
data, December’s year-over-year change 
ranks within the top decile of all reports.”
  Phoenix, Seattle and San Diego continued 
to show the strongest price gains among the 19 cities 
surveyed. Year-over-year prices in Phoenix rose 14.4%. 
In Seattle, they rose 13.6% and San Diego saw a 13% 
increase. Eighteen of the 19 cities reported higher price 
increases in the 12 months ending December 2020 versus 
the 12 months ending November 2020.
  “These data are consistent with the view that COVID has 
encouraged potential buyers to move from urban apartments 
to suburban homes. This may indicate a secular shift in 
housing demand, or may simply represent an acceleration 
of moves that would have taken place over the next several 
years anyway,” Lazzara said.
  Home prices began to see big gains last summer as COVID-
driven demand from the stay-at-home culture descended 
on the housing market. Record-low supply combined with 
record-low mortgage rates caused bidding wars on homes 
across the nation.
  Meanwhile, the era of sub-3% mortgage rates could be 
nearing an end.
  The average interest on a 30-year fixed-rate mortgage 
climbed to 3.04% on Monday, according to Bankrate. 
That’s up from 2.86% a week ago.
  Mortgage rates are loosely tied to the yield, or interest, 
on the 10-year Treasury note, said Bankrate analyst Greg 
McBride. That yield has been rising in recent weeks over 
worries that stronger economic growth, fueled by COVID-19 
vaccines and more stimulus from Congress, will lead to 
inflation.

CASE-SHILLER: DECEMBER HOME PRICES RISE BY 10.4%
ADVERTISER NEWS
  The Cherokee Nation wants Jeep to find a new name for 
its best-selling Cherokee brand autos. “I think we’re in a day 
and age in this country where it’s time for both corporations 
and team sports to retire the use of Native American names, 
images and mascots from their products, team jerseys and 
sports in general,” Chuck Hoskin Jr., principal chief of the 
Cherokee Nation, said in a statement. “Our vehicle names 
have been carefully chosen and nurtured over the years to 
honor and celebrate Native American people for their nobil-
ity, prowess and pride,” Jeep said in response. The auto-
maker said it was committed to “respectful and open dia-
logue” with Hoskin... Walmart+ has grown to as many as 8.2 
million members since Walmart launched the e-commerce 
subscription program to compete with Amazon Prime last 
year, according to a report by Consumer Intelligence Re-
search Partners. CEO Doug McMillon said the program is 

on track to continue growing, and the retail-
er expects to add more perks to Walmart+ 
over time… Samsung is adding features 
to its lineup of Frame TVs, which resemble 
framed paintings, incorporating extended 
bezel options and improved A.I.-driven art 
recommendations. The 43-inch version will 
also support rotation for switching between 
portrait and landscape display orientations…
Macy’s ended a year of “unprecedented 

disruption” on a very upbeat note, topping Wall Street es-
timates and reporting quarterly sales improvements across 
all three of its brands (which include Bloomingdale’s and 
Bluemercury). The department store giant, citing its suc-
cess in cutting inventory levels and reducing deep discount-
ing, said sales could top $20 billion in 2021, which will be a 
year of “recovery and rebuilding.” Sales fell to $6.78 billion 
from $8.34 billion, but beat estimates of $6.48 billion... Home 
Depot reported a 25% gain in U.S. same-store sales, well 
above the 20.9% consensus among analysts. The home im-
provement retailer’s profit came in at $2.65 a share, beat-
ing estimates… Walgreens has linked up with Instacart to 
expand its same-day delivery service to nearly 8,000 stores 
nationwide. Shoppers will be able to order over-the-counter 
medications, health and wellness items, grocery, personal 
care and beauty products for delivery in as little as an hour. 
The move continues Instacart’s expansion beyond grocery 
as it reportedly approaches an initial public offering… Estée 
Lauder has agreed to pay $1 billion for a controlling stake in 
beauty company Deciem, the parent company of skincare 
brand The Ordinary and five others. The deal values Deciem 
at $2.2 billion. The investment will increase Estée Lauder’s 
stake from 29% to 76% and is expected to close by the end 
of June... Kia’s replacement for the Sedona minivan has a 
fun new name — Carnival — and styling that is supposed to 
make U.S. shoppers think of a boxy SUV. Kia describes it as 
a “multipurpose vehicle,” or MPV, which is synonymous with 
the minivan segment in markets outside the U.S.
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AVAILS
  KMSS-TV in Shreveport, La., is seeking an Account 
Executive to sell TV and digital advertising to existing and 
new businesses and agencies. The ideal 
candidate is coachable and goal-oriented 
with strong interpersonal skills. Are you 
motivated by an excellent product, great 
compensation, and working with a talented 
team? We provide tools for powerful 
multi-platform marketing solutions creating partnerships, 
retaining and growing our client base. You provide sales 

ability, positive attitude, client focus and 
a desire to WIN! If you want to work for 
the best, send your resume to agivens@
kmsstv.com. EOE.
  Nexstar Inc., America’s largest local 
broadcasting company, is seeking an 
experienced and dynamic General 
Sales Manager to lead its sales 
operation as part of its operational and 
management agreement with Mission 
Broadcasting, providing sales services 
to WPIX-TV in New York City, the No. 

1-ranked market in the country. The GSM will have full 
oversight over Nexstar’s sales operations at WPIX-TV 
(CW), as well as the station’s digital, mobile and social 
media assets. CLICK HERE for more details or to apply 
now.
  WJCL in Savannah, Ga., is seeking an Account Executive 
to sell TV and digital advertising to existing and new 
businesses and agencies. The ideal candidate is coachable 
and goal-oriented with strong interpersonal skills. Are you 
motivated by an excellent product, great compensation, and 
working with a talented team? We provide tools for powerful 
multi-platform marketing solutions creating partnerships, 
retaining and growing our client base. You provide sales 
ability, positive attitude, client focus and a desire to WIN! If 
you want to work for the best, click HERE to apply!

See your ad here tomorrow! CLICK HERE for details.

IMPRESSIONS AHEAD FOR NBCU STATIONS, RSNs
  Eighteen months after NBCUniversal said it would be 
officially switching to local TV advertising deals based on 
Nielsen-measured impression data, the process begins 
April 1.
  NBCU made the original announcement in September 
2019, saying all locally based TV advertising deals, including 
all NBC/Telemundo-owned TV stations and those on its 
regional sports networks, would be switching its “currency” 
from Nielsen-measured TV viewers/demographic ratings.
  Impressions-based data will now be made via the cost-
per-thousand impression (CPM) metric.
  The long period of the launch was intended to give prep 
time for media agencies and marketers to make necessary 
adjustments to media-planning and media-buying 
operations.
  Impressions offer much more granularity than ratings, 
which could add back anywhere from 5% to 20% in 
viewers, depending on the daypart, according to Michael 
Chico, executive vice president of NBC/Telemundo-owned 
television station sales, NBCUniversal.

NIELSEN TARGETS SPORTS SPONSORSHIP ROI
  Building on its sports media metrics, Nielsen is adding a 
broader sports sponsorship investment measure to offer a 
more holistic view of sports media investments, Television 
News Daily reports.
  Nielsen’s return on sponsorship investment (ROSI) 
solution offers what the company says will be a measure 
of sponsorship investments based on sales revenues 
and brand health over a set period. Those selling sports 
sponsorships can determine potential revenue data for 
existing and new partners.
  The measure revolves around four key 
areas: Sponsorship logo exposure; sales 
impact attribution; fan demographics; 
and brand sponsorship impact, which 
includes awareness, consideration and 
purchase data.
  Nielsen estimates that nearly half 
of sponsorships drive 3% or more of 
total sales for brands, with 16% of 
sponsorships performing at a higher 
level of 5% or more. That can result in 
millions or billions of dollars for large 
global brands making such deals.

NAB CAMPAIGN HAS LOCAL BROADCAST FOCUS
  Broadcasters’ work to support their communities is getting 
a special spotlight from NAB with its new digital campaign, 
Voices From the Field. Part of the We Are Broadcasters 
initiative, Voices From the Field allows broadcasters to 
give first-person accounts on how they are serving their 
audiences and uplifting their communities.
  Voices From the Fields will feature podcasts, video 
interviews and Q&A dialogue where broadcasters can 
share why they became broadcasters, what makes them 
passionate about their career and what they love most 
about being a local broadcaster.
  The campaign will feature the people responsible for 
delivering the news, emergency info and other public 
programming, including local reporters, on-air radio talent, 
photojournalists, broadcast engineers, producers and 
editors. Learn more at www.wearebroadcasters.com.

REPORT: 40% OF DISNEY+ SUBS BASED IN U.S.
  Disney’s flagship video-streaming service, Disney+, has 
quickly emerged as the only true competitor to Netflix, 
signing up nearly 100 million subscribers globally after 15 
months, about half as many as Netflix has accumulated 
after a decade.
  Previously unreported internal data obtained by The 
Information shows just how reliant Disney is on the U.S. 
for subscribers, explaining why it is ramping up efforts to 
make original shows in Europe.
  Disney+ currently has a little below 40 million subscribers 
in the U.S., according to a person with direct knowledge of 
the internal figures, or nearly 40% of the total.
  As Disney has said about 30% of its subscribers come from 
India, the new figure implies that Europe and Latin America 
account for less than a third of the total. In contrast, about 
half of Netflix’s subscribers come from those markets. A 
Disney spokesperson declined to comment on the U.S. 
figures to The Information.
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FunnyTweeter.com

Do people who eat sushi 
and sashimi know that 
fire was discovered?
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NEXSTAR GETS BIG POLITICAL AD BOOST IN Q4
  Big fourth-quarter political pre-emptions meant lower ad 
revenues for Nexstar Media Group’s core advertising. Still, 
overall advertising grew in the period.
  Total advertising was up 37% to $771.8 million, as expected 
revenue hikes in political revenue helped boost the overall 
picture.
  The largest U.S. TV station group saw core ad revenue 
fall 10% to $474 million. Political advertising was up more 
than 700% to a record $298.3 million, due to the presidential 
election season.

  Core advertising declines came mostly 
in the month period before the election.
  “This election season resulted in a 
reduction in inventory available for local 
and national advertisers in October,” said 
the company. Nexstar says there was 
improvement in core advertising revenue 
in November and December.
  The group made gains in new core 
advertising business. It was up 9.9% over 
Q3 2020 and 35% higher vs. Q4 2019 
to $27.8 million. Distribution revenue 

grew in the period (18.4% more to $528 million), even as 
Nexstar TV stations were blacked out by Dish Network, 
due to a carriage renewal contract stalemate for 23 days in 
December.

THIS AND THAT
  U.S. manufacturers that powered down their factories 
because of the pandemic are struggling to get back up to 
speed to meet unexpectedly strong consumer demand 
for home appliances, workout gear and other goods, The 
Wall Street Journal reports. U.S. production of long-lasting 
goods fell 8.4% last year while spending rose 6.4%, fueling 
shortages and price increases... Consumer confidence 
rose in February amid the vaccine push and as Americans 
grew more optimistic about the economy — and travel. 
The Conference Board’s Consumer Confidence Index 
improved for the second consecutive month in February. 
The Index now stands at 91.3, up from 88.9 in January. 
The Present Situation Index — based on consumers’ 
assessment of current business and labor market conditions 
— rose to 92.0 in February from 85.5 last month.
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The NPD Group

Nearly 20% of people in the 
U.S. are working from home 

full time as of December 
2020, and 28% of Americans 
have considered relocating 

during the pandemic.

MONDAY NIELSEN RATINGS - LIVE + SAME DAY

REMOTE WORK LEADS SOME TO CHANGE CITIES
  More Americans are planning to move this year due to 
the flexible work-from-home lifestyle that the COVID-19 
pandemic has ushered in, market researcher The NPD 
Group said in a recent blog post.
  Nearly 20% of people in the U.S. are working from home 
full time as of December and 28% of Americans have 
considered relocating during the pandemic, NPD said. In 
addition, 20% more consumers are planning to move this 
year compared with the prior year.
  NPD’s comments come as winter winds down and the 
peak months for moving, May through 
September, are ahead.
  As people get more comfortable with 
the ability to work from anywhere, they 
are realizing that they don’t have to be 
pinned down to a certain location near an 
office to provide for themselves or their 
families. This gives them the ability to 
live in an area with a lower cost of living 
or that is closer to family, NPD said.
  As a result of the increased interest in 
moving, sales of moving supplies and 
services have shot up. Last year, online sales of portable 
and bulk storage categories grew at a pace that was five 
times greater than the prior year. NPD said it expects that 
growth to continue into 2021. Sales also grew at office 
supply stores and at hardware retailers.
  Mailing and shipping supplies have also increased by five 
times in 2020 versus the previous year, according to NPD. 
These sales were boosted by people buying corrugated 
boxes and packaging tape.

SURVEY: DESPITE COVID FEARS, CASH ENDURES
  Cashless payments are on the rise in the wake of 
COVID-19, but don’t write off hard currency just yet.
  A new survey from online deal platform CouponFollow, 
The State of Cashless Spending in 2021, indicates nearly 
half (49%) of surveyed adult U.S. consumers are worried 
about using cash due to the potential risk of COVID-19 
transmission. As a result, 41% started using cashless 
payments during 2020. 
  However, respondents are not entirely abandoning cash 
as a means of making retail purchases. Six in 10 (62%) 
used cash for some of their shopping in 2020, and nine in 
10 (91%) carry cash on them at any given time. About one-
third (35%) of respondents said they are prepared to give 
up using cash completely.
  The survey also reveals that smartphone-based payments 
show promise for future growth. Four in 10 (43%) 
respondents started using apps like Venmo and PayPal 
more in 2020, while 33% are increasingly reliant on digital 
wallets like Apple Pay. Other cashless payment forms that 
saw upticks in use by more than one-third of respondents 
included credit cards (40%) and debit cards (38%). 
Generationally, the survey finds that Gen Z and millennials 
are the driving forces behind the rise of cashless, digital, 
and app-based payments.
  Only about one-quarter (24%) of respondents have 
started using buy-online-pickup-in-store payment more 
often since the pandemic began, with a surprising 15% 
using it less.


