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SUPER BOWL ADVERTISERS MOVE ON TO HOOPS
  Ratings may be down for the NBA this season, but ad sales 
for the league’s All-Star Game remain strong, according to 
Broadcasting & Cable.
  According to Jon Diament, executive VP and chief revenue 
officer at Turner Sports, commercials for this year’s All-
Star Weekend in Chicago sold out faster than ever before 
at prices that were “significantly higher” than in past years.
  “We have a host of new advertisers that came in,” Diament 
said. Some of those advertisers also bought spots in the 
Super Bowl, which also sold out early this 
year.
  “That’s becoming a bit of a trend. People are 
spending a lot of money on creative and that’s 
spilling into our NBA because It’s the next big 
sporting event,” Diament said.
  The NBA is attractive to advertisers because 
it attracts hard-to-reach millennials and other light TV 
viewers. Turner’s ad sales packages include out-of-home 
viewers. Turner’s Bleacher Report also reaches young 
viewers online and via social media.
  This season for the first time, Turner is working with sister 
AT&T unit Xandr, which provides advanced advertising 
solutions that target particular audiences. Xandr can also 
reach those basketball fans when they’re not watching 
basketball.
  The 2020 NBA All Star Game on Sunday is presented 
by Kia. Autotrader presents the Tip-Off pregame show, 
American Express has the Halftime Report and Inside the 
NBA is presented by Kia.
  NBA Twitter Live, which provides an isolated camera 
focused on one All-Star during the second half of the game 
with commentary provided by current and former players, is 
presented by State Farm.
  All-Star Weekend NBA on TNT VR is powered by Intel True 
VR and State Farm sponsors aerial coverage throughout the 
event. AT&T, the parent company of Turner Sports, presents 
the Above the Rim view from Skycam.
  Diament said advertisers are turning to sports as ratings for 
other programming on traditional linear networks plummet. 
“Sports is more prevalent than ever on media plans based on 
what’s happening within the entertainment space with folks 
moving towards over-the-top products and commercial free 
environments,” he said.
  “We’re doing incredibly well not just in the All-Star game, but 
throughout all of our NBA. We’re basically sold out through 
the playoffs. We have pockets of opportunity, but we’ve never 
been in a sellout position like this before,” Diament said.
  So far in Q1 more than 100 advertisers have run campaigns on 
NBA on TNT. While most are previous advertisers renewing 
at higher prices, there have also been 40 advertisers that 
didn’t advertise on the NBA on TNT last season.
  Big categories have been telecommunications, insurance, 
restaurants/fast food, automotive and financial/business 
services.

SPONSORS FLOCK TO TNT’S NBA ALL-STAR WEEKEND
ADVERTISER NEWS
  The chicken sandwich might be the best thing to ever happen 
to Popeyes, Business Insider reports. Restaurant Brands 
International, which owns Tim Hortons, Burger King and 
Popeyes, reported full-year and fourth-quarter results for 
2019 yesterday — and Popeyes was a major highlight. The 
fast-food chain saw massive growth in the fourth quarter, 
with systemwide sales growth of more than 42 percent 
and U.S. comparable sales growth of 37.9 percent. This 
increase represents the biggest bump in comparable U.S. 

sales growth for Popeyes stores in the last 
five years by a long shot. “Popeyes launched 
an iconic Chicken Sandwich [in August] 
that has proven to be a game changer for 
the brand in every way,” RBI CEO José Cil 
said in a statement in the quarterly earnings 
release... Virtual meal-planning company 

eMeals now allows subscribers to send weekly food and 
beverage orders to Walmart, Kroger, Shipt, Amazon or 
Instacart for fulfillment. Winsight Grocery Business says 
the service has also signed deals with Bacardi, Jackson 
Family Wines and Francis Ford Coppola Winery to 
provide wine, beer and spirits recommendations as part of 
menu pairings... Growing e-commerce demands led delivery 
and warehouse firms to add 20,000 jobs in January, The 
Wall Street Journal reports. UPS and FedEx are beefing 
up staff for weekend delivery, and Satish Jindel, president 
of ShipMatrix, estimates Amazon has tripled the number 
of employees delivering its goods during the past year... 
Sycamore Partners is closing in on a deal to acquire lingerie 
brand Victoria’s Secret from parent L Brands, sources 
said. It’s not clear what role, if any, L Brands CEO Les 
Wexner would play under a new owner, the sources said... 
Macy’s is counting on its newly enhanced Star Rewards 
program to help drive sales with current and prospective 
customers, USA Today reports. The program, which is 
open to all Macy’s customers, is already being rolled out 
across the U.S. “With this next phase of the program, all 
customers will earn rewards on everything they buy... and 
can redeem on anything they choose. In the simplest terms, 
it’s how we love our customers back,” Rich Lennox, Macy’s 
chief customer officer, said in a statement... Struggles in the 
retail space is hitting workers hard. According to Time, the 
number of employees for department stores has shrunk by 
241,000 over the last five years, and at the same time 67,000 
fewer individuals are working in clothing stores, according 
to Bureau of Labor Statistics (BLS) data... Amazon’s 
U.S. workforce has topped 500,000 for the first time, up 43 
percent from the year before and more than triple what it 
was five years ago, the company said last week. It gained 
150,000 workers last year, more than the size of Apple’s 
entire workforce. When it reported quarterly earnings, 
Amazon revealed that 150 million people were paying to be 
members of its Prime service, which offers faster shipping 
and other perks.
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TRUMP BUDGET THREATENS CPB FUNDING, AGAIN
  In what’s become a predictable ritual, President Trump 
has proposed ending federal funding to the Corporation for 
Public Broadcasting over a two-year period, Inside Radio 
reports.
  Trump’s proposed budget calls for CPB to receive just 
$30 million in fiscal year 2021 for “agency close-out costs,” 
which would help fund facilities costs, personal liabilities and 
existing contracts. The White House pegs the total close-out 
costs will be $58 million over the proposed two-year close 
out period.
  The $30 million would be less than 7 percent of the $435 

million CPB received in federal funding 
for noncommercial radio and television 
for 2020. 
  The administration contends that 
NPR and PBS, which both receive 
support from CPB, could make up any 
funding shortfalls by upping revenue 
from corporate sponsors, members and 
contributing foundations
  While the president has proposed 
phasing out CPB funding in the past, 
Congress has traditionally come to public 
media’s aid.  In late December 2019, 
Congress approved and Trump signed a 

pair of federal spending bills under which CPB will get $465 
million in its fiscal 2022 advance appropriation, a $20 million 
boost over what it received in the previous federal budget.

HEARST TAKES STAKE IN N.Y. MARKETING FIRM
  Hearst Newspapers has made a “strategic investment” 
in The Martin Group, the largest marketing agency in the 
Western and Central New York area, MediaPost reports. 
Terms of the deal were not disclosed.
  The agency plans to use the funds to grow within the region 
and beyond.
  Martin Group executives Lisa Strock and Matt Davison 
have become investors and equity-holders. Strock will be 
COO and Davison will be Chief Business Officer.
  “The reach of Hearst is unique. It just gives us that pipeline 
to the whole world,” Davison told The Buffalo News. “Not 
a lot of agencies are able to get that without getting bought 
out.”
  The Martin Group is the first traditional advertising, marketing 
and branding firm to be added to Hearst Newspapers’ wide 
range of businesses.
  Hearst Newspapers has ownership interests in more than 
360 companies, including cable television networks and 
stations, magazines, newspapers and other businesses.

A GRIM CORONAVIRUS MILESTONE: 1,000 DEAD
  China’s daily death toll from the coronavirus topped 100 for 
the first time and pushed the total past 1,000 dead, authorities 
said yesterday after leader Xi Jinping visited a health center 
to rally public morale amid little sign the contagion is abating.
  According to The Associated Press, though more offices 
and stores in China were reopening after the extended Lunar 
New Year break, many people appear to be staying home. 
Public health authorities are closely monitoring whether 
workers’ returning to cities and businesses resuming 
worsens the spread of the virus.
  In a bid to boost morale, Xi was featured on state broadcaster 
CCTV’s main news report last night visiting a community 
health center in Beijing and expressing confidence in the 
“war against the disease.”
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REPORT: ESPN WANTS ‘MNF’ FLEX SCHEDULING
  Since 2006, the marquee game of each week’s NFL 
schedule mostly has been the domain of NBC, turning 
Sunday Night Football into a ratings juggernaut.
  The Washington Post says the network has been helped 
in this regard by the league’s flex scheduling system, in 
which the most compelling matchup can be moved from 
Sunday afternoon to the primetime slot, thus ensuring 
the league’s best teams play in front of the most possible 
television viewers.
  The matchups for Monday Night Football on ESPN, by 
contrast, are set in stone when the NFL schedule is released 
each spring, and games that may have 
looked good months in advance can 
become far less interesting as the season 
progresses. And ESPN pays the league 
$1.9 billion for its Monday night package 
(along with one playoff game, the draft 
and a full highlights package), nearly 
twice as much as what NBC, CBS and 
Fox pay for their Sunday packages.
  That deal expires after the 2021 season, 
and it seems ESPN wants some of the 
same flex-scheduling insurance that NBC 
gets. According to Sports Business 
Journal, the network is lobbying the NFL 
to incorporate flex scheduling into Monday Night Football 
starting at midseason, with the promise that it will move the 
games to parent network ABC — guaranteeing a bigger 
television audience than the cable network can provide — if 
it wins the bidding for the package.
  The NFL is asking teams for feedback on the idea, which 
would not begin until 2023, the first year of the league’s new 
television contracts, SBJ reported. The NFL’s contracts with 
NBC, CBS and Fox expire after the 2022 season.

CBS SPORTS STRIKES DEAL WITH SPORTSBOOK
  Continuing the wave of TV media-sports leagues’ business 
arrangements with sports-gambling companies, CBS Sports 
has struck a sportsbook-wagering deal with William Hill, the 
big sports gambling operator, Television News Daily reports.
  The deal gives CBS Sports Digital betting content from 
William Hill, as well as access to its sports-wagering analysts. 
In return, William Hill will get consumer-viewing data from 
CBS Sports. CBS will also get access to data from 140 
William Hill betting operations in the U.S. Terms of the deal 
were not disclosed.
  Since the 2018 U.S. Supreme Court’s decision allowing 
states to start legalized sports-betting operations, 14 states 
have full-scale legalized sports betting. Another seven have 
recently passed bills. Another 24 have a bill introduced but 
not passed.

THIS AND THAT
  Netflix has disclosed that its total energy consumption in 
2019 was 451,000 megawatt-hours — enough to power 
around 40,000 average American homes for a full year. 
Variety reports the streamer revealed energy-usage figures 
its inaugural Environmental Social Governance (ESG) 
report, in which it also disclosed which content it has pulled 
from the service in specific countries.

David Spade

All this talk about 
cows is fake moos.


