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MARKET NOT YET ADJUSTED TO COMPANY'S EXIT
  Going into the holiday season, Target grabbed headlines 
as it tried to solidify its position as one of the heirs to the lost 
Toys R Us empire, Retail Dive reports.
  The retailer forged a partnership first with Disney to open 
25 in-store shops featuring toys from the iconic entertainment 
company that included 100 products that could otherwise be 
found only inside Disney's own stores. 
  And then in October, the company announced a partnership 
with TRU Kids Brands, a still-modest venture created out 
of the ashes and brand assets of Toys R Us. 
Target would essentially be the online retail 
venue for anyone shopping toysrus.com 
who actually wanted to buy a toy they were 
browsing. In doing so, Target made a direct 
play for those still afflicted with nostalgia for 
the toy retailer that liquidated in 2018. 
  These moves were on top of the exclusive 
toys announced and other fanfare, which have become a 
standard pre-holiday tradition among Target, Walmart and 
Amazon as they try to grab market share in toys.
  But Target's toy sales in the fourth quarter disappointed. 
During the second holiday season without Toys R Us around, 
Target had flat comp sales in the category. The category — 
of huge importance to the retailer's Q4 sales — dragged 
on its entire performance along with electronics and home 
goods. It led to a holiday period that missed the company's 
own expectations.
  Target was just part of a larger story about decline in the toy 
category. On Jan. 27, the NPD Group reported its estimates 
of total retail sales of toys for 2019, with sales down 4 
percent to $20.9 billion. Sales also declined in Q4, which 
was "burdened" by a shorter shopping season between 
Thanksgiving and Christmas, according to NPD.
  "I think the 4 percent drop was more than was expected," 
said James Zahn, senior editor of the trade publication The 
Toy Book. "And I think that performance of Target as a point 
of reference was very surprising to a lot of people, too," he 
added, noting that many thought that "Target had won the 
toy war when it came to taking the place of Toys R Us as 
much as they could."
  The wind down of Toys R Us was a major blow to toy makers. 
In 2018, retailers of all sorts jumped into the toy game hoping 
to take a chunk of the $1.4 billion Toys R Us made in U.S. 
toy sales before collapsing. But nobody could fully replace 
the sheer volume of space that the big-box player dedicated 
to the category — and year round, not just in Q4. Target's 
efforts showed it was trying to compete on more than just 
price: with creative partnerships and customer experience.
  Yet, Target appeared to improve in at least one area: online. 
Jacquelyn Cooley, market research analyst with 1010data, 
said in an interview  that Target's online toy sales grew around 
12 percent year over year in the fourth quarter. And that came 
despite a small drop in online market share during the Black 
Friday sales event.

TOY CATEGORY HASN'T RECOVERED FROM TOYS R US
ADVERTISER NEWS
  Casper Sleep, a start-up that sells mattresses online, 
yesterday became the latest money-losing outfit to get a cold 
shoulder from Wall Street investors, The New York Times 
reports. The company’s stock began trading on the New York 
Stock Exchange at $14.50 a share, slipped below $14 in the 
afternoon and ended the day at $13.50. The lackluster first 
day of trading did not come close to fulfilling what Casper’s 
venture-capital investors thought it was worth a few months 
ago. The New York-based start-up had been valued at $1.1 

billion by private investors last year. But that 
was before the five-year-old company publicly 
revealed in January that it lost $67 million 
on $312 million in revenue in the first nine 
months of 2019, thanks in part to spending 
$114 million on marketing. Casper reduced its 
proposed share price, valuing the company at 
less than $500 million. It raised $100 million 

in the offering... Amazon has secured space for its first pair 
of HQ2 towers by buying a Pentagon City site in Northern 
Virginia from JBG Smith Properties. Amazon subsidiary 
Acorn Development paid $154.95 million, county records 
show... Meanwhile: Yahoo reports that Amazon.com paid 
an effective 1.2 percent federal tax rate on $13 billion in 
profits in 2019. The $13.285 million Amazon paid last year 
is $13.285 million more than it paid the federal government 
in 2018... Nike CEO John Donahoe tells CNBC that 
consumers care about sustainability and are increasingly 
looking for his company and others like it to take a leadership 
role in slashing their carbon footprints. Nike announced plans 
to launch outfits for athletes at the 2020 Olympics in Tokyo 
made from recycled polyester and ground-up shoe parts... 
Shares of Yum Brands ended lower yesterday after the 
parent company of KFC, Pizza Hut and Taco Bell reported 
earnings per share of $1, below the $1.13 expected by Wall 
Street. Yum Brands’ same-store sales were up 2 percent, 
below the 2.3 percent gain expected by analysts... Kellogg 
posted a 3 percent comp gain in the fourth quarter despite 
a 2 percent slide in cereal sales. The Wall Street Journal 
says the consumer brand company posted increases in 
snack sales and meat alternatives during the period... Visa 
wants its swipe fees to vary based on the merchant and the 
method by which a consumer pays for purchases, according 
to a document the payment network sent to banks and 
reviewed by Bloomberg. The interchange fee — the cut 
Visa and the card-issuing bank get every time someone pays 
with plastic — would jump for transactions on e-commerce 
sites and decline for purchases associated with real estate 
and education retailers, according to the document... J.C. 
Penney has relaunched its a.n.a. brand featuring denim 
items in 15 styles and fits and 51 fabric washes. “We heard 
the customer say, ‘I know you do career and fancy, but I 
don’t like you as a casual destination,’ ” Michelle Wlazlo, 
the chain’s chief merchant, tells The Dallas Morning News. 
“We knew we had to do something about that declaration.”
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AVAILS
  CBS4 and Fox59, the Nexstar stations in Indianapolis, 
are searching for an Account Executive to generate ad 
revenue by calling on established agencies, 
cold-calling new prospects and convincing 
potential clients of the merits of television 
advertising. The AE must implement 
strategies to consistently grow revenue 
and exceed revenue goals. Bachelor’s 
degree and a minimum one year’s experience in sales, 
preferably in the media field, and excellent computer skills 

required. CLICK HERE for more details 
or to apply now. EOE.
  WESH 2, the Hearst Television 
NBC affiliate in Orlando, Fla., has an 
immediate opening for an experienced 
Sales Professional. If you are motivated 
by great compensation, an excellent 
suite of product offerings, and the 
tools to be successful, look no further. 
We provide the resources for powerful 
marketing solutions. You provide client 
focus and desire to win. Come join one 

of the fastest-growing markets in the country! CLICK HERE 
for more information or to apply now. EOE.

See your ad here Monday! CLICK HERE for details.

DONE DEAL
  Nexstar Media Group has appointed Sharon Rachal to 
vice president and general manager of its broadcasting and 
digital operations in Champaign-Springfield, 
Ill. (DMA No. 88), including WCIA-TV (CBS), 
WCIX-TV (MyNet) and WCIA.com. Rachal 
will begin her duties Monday. She joins 
Nexstar from KHQA-TV (CBS) in Quincy, Ill., 
where she has served as GM and director 
of sales since 2015. Prior to KHQA-TV, 
she worked at WNTZ-TV in Alexandria, La. Starting as an 
account executive in 1996, she became GM and director of 
sales in 2003, a position she held for 12 years.

OUTLOOK: DISNEY+ TO TOP 126M SUBS BY 2025
  On the heels of Disney’s successful subscriber results 
for its flagship streaming service Disney+, Digital TV 
Research has revamped its projections for the SVOD 
platform.
  The London-based firm projects Disney+ will be the 
“biggest SVOD winner” over the next five years, adding 105 
million paying subs between the end of 2019 through 2025, 
topping 126 million, Media Play News reports.
  Disney+ will reach 53 percent of Netflix’s subscriber total 
by 2025 — up from 27 percent in 2020. Five global SVOD 
platforms — Netflix, Amazon Prime Video, Disney+, HBO 
Max, Apple TV+ — will have 553 million paying subs by 
2025, adding 196 million subscribers between 2020 and 
2025.
  Netflix will gain 51 million subs between 2020 and 2025, 
accounting for 44 percent of the five platforms’ subscribers, 
down from 53 percent in 2020.
  Digital TV Research expects HBO Max will have 30 million 
paying subs by 2025, with Apple TV+ having 26 million.

NETWORK NEWS
  Fox Entertainment has given a series order to I Can 
See Your Voice, a music mystery game show hosted and 
executive-produced by The Masked Singer panelist Ken 
Jeong. Like hit The Masked Singer, which also involves 
music and mystery/guessing, I Can See Your Voice is based 
on a South Korean format. The series will premiere later 
this year... ABC has given a pilot order to Work Wife, a 
single-camera comedy inspired by the real-life partnerships 
of co-hosts and longtime friends Kelly Ripa and Ryan 
Seacrest, and David Windsor and Casey Johnson, the 
longtime writing-producing team. Written 
by Windsor and Johnson, Work Wife 
tells the story of a platonic male-female 
team whose professional success, 
personal friendship and ability to share 
deodorant makes their lives work... Fox 
has handed a pilot order to Pivoting, a 
half-hour single-camera comedy. Written 
by Liz Astrof, Pivoting is a comedy about 
tragedy, set in a small, middle-class town 
in Long Island. It follows three women 
after the death of their childhood best 
friend. Faced with the reality that life is short, in desperate 
attempts to find happiness, they make a series of impulsive, 
ill-advised and self-indulgent decisions, strengthening their 
bond proving it’s never too late to screw up your life... Fox 
laid the first brick in its Will Arnett-hosted competition Lego 
Masters on Wednesday, building a 1.6 rating in the adults 
18-49 demographic and 4.84 million viewers. The premiere 
series premiere benefited from The Masked Singer (2.0, 
7.40M) as its lead-in, with the singing series returning to earth 
from the 8.1 rating and 23.7 million viewers who watched the 
Season 3 premiere immediately following the Super Bowl.

LYFT POISED TO TAKE UBER’S MARKET SHARE
  In a crowded marketplace, ride-hailing pioneer Uber still 
dominates the U.S. transportation-sharing economy. But as 
the first mover’s growth slows, its main competitor Lyft will 
increasingly claim market share, eMarketer says.
  The research firm estimates that 74.5 percent of 
transportation-sharing users in the U.S. will use Uber in 
2020, compared with 54 percent who will use Lyft. Over 
the next three years, Lyft will continue to grow its share of 
transportation-sharing users at faster rates than those of 
Uber, according to eMarketer’s latest forecasting report.
  By the end of 2023, Lyft’s share of transportation-sharing 
users will reach 59 percent, less than 13 percentage points 
behind Uber.
  Both Uber and Lyft continue to benefit from being first 
to market in the ride-sharing industry. But Uber has a 
considerably larger number of users, giving it less room to 
grow. According to eMarketer, Uber will have 63.3 million 
U.S. users in 2020, growing 9.7 percent over 2019. Lyft will 
have 45.9 million U.S. users, up 23.7 percent.
  Uber and Lyft have recently dealt with similar challenges. 
Both have been criticized over profitability plans, both had 
less-than-stellar debuts on Wall Street, and both have faced 
negative publicity around lawsuits from riders alleging they 
were sexually assaulted by drivers. But Uber and Lyft have 
continued to add users and have made transportation-
sharing the key driver of the U.S. sharing economy.
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Jim Gaffigan

Chopsticks are fun, 
but I'd rather eat than 

play 'Operation.'
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GOOGLE FIBER TERMINATES ITS TV SERVICE
  Alphabet announced yesterday that its Google Fiber ISP 
division will no longer offer TV service to new customers 
and will instead market virtual pay-TV platform fuboTV, 
Multichannel News reports.
  “As we return our focus to where we started — as a gigabit 
internet company — we’re also ready to challenge the status 
quo, to finally come right out and say it: customers today just 
don’t need traditional TV,” reads a Google Fiber blog post. 
“The best TV is already online. And we want to help you 
watch it, in the ways that work best for your budget and your 

own viewing preferences.”
  Google Fiber bundled around 150 high-
definition and standard-def channels, 
including ESPN, along with a 2-terabyte 
DVR that could record eight shows at 
once. In 2016, Google Fiber announced a 
major retrenchment, laying off 8 percent 
of its staff and pausing its buildout in 11 
cities, as VentureBeat noted.
  Google Fiber had 68,715 TV subscribers 
at that time out of a total base of 453,000 
customers taking broadband services. 

Customers could bundle 100 Mbps broadband and TV 
service for around $130 a month, with a $300 installation fee. 
  As for fuboTV, it’s base-priced at $55 a month, offering over 
100 channels, some of them with 4K, and 500 hours of virtual 
DVR storage.

VIACOMCBS EYES A NEW STREAMING SERVICE
  Newly merged ViacomCBS is planning to launch a 
streaming service that will combine CBS All Access with 
other Viacom assets, CNBC reports.
  Programming from Pluto TV, Nickelodeon, BET, MTV, 
Comedy Central and Paramount Pictures would be 
combined with that of All Access and Showtime. The 
company plans to lift the veil on certain details about the 
offering Feb. 20, when it releases its first quarterly earnings 
since completing the merger in December.
  The new service would combine sports, news live viewing 
and the full breadth and depth of the company’s expanded 
portfolio across demos, genres and geographies.
  There would be an ad-free version and a premium version 
that includes Showtime. There’s been no final decision, name 
or price, although it would likely be less than $10 a month for 
the basic tier.
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My yoga teacher was sent 
to prison for fraud. He's 

doing a three-year stretch.

WEDNESDAY NIELSEN RATINGS - LIVE + SAME DAY

NFL NATIONAL TV ADVERTISING UP 14% TO $4.2B
  Following a 5 percent gain in TV viewership for NFL regular-
season games this past season, the NFL's TV networks had 
a 14 percent increase in national TV advertising revenues, 
according to a recent estimate.
  MediaRadar says the mid-double-digit percentage hike 
grew NFL national TV revenues to $4.2 billion, Television 
News Daily reports. The Top 10 NFL ad spenders in 2019 
were Amazon, Verizon, Hyundai, General Motors, Ford 
Motor, Geico, Anheuser-Busch, AT&T, Toyota and 
Progressive Insurance.
  Automotives are still the biggest NFL 
TV sponsors, where 19 percent of 
those marketers' overall TV spend goes 
to buying advertising in NFL games, 
according to MediaRadar. Technology 
companies are at 17 percent, followed by 
retail (16%), financial (15%) and media 
(8%).
  A huge number of NFL advertisers have 
been consistent in their football spending 
over the last several years. Fifty-five 
percent of NFL advertisers in 2015 were 
still buying advertising in the NFL in 2019.
  Standard Media Index said strong NFL advertiser demand 
drove up revenue at four networks that air games — Fox, 
NBC, CBS and ESPN — by 10 percent in the fourth quarter. 
Helping to drive this increase, networks collectively added 
3 percent more advertising units to those games, with paid 
advertising 30-second unit prices up an average of 7 percent.
  NFL regular-season TV games averaged 16.5 million 
viewers in 2019, according to Nielsen, up 5 percent versus 
2018.

ACCOUNT ACTION
  Pabst Blue Ribbon has tapped 72andSunny Los Angeles 
as lead creative shop for the 175-year-old brew. The move 
puts the agency back in the beer business after declining 
to defend its Coors Light account in a review last year, 
Ad Age reports. While PBR is an iconic brew, it spends 
a lot less than Coors Light, which doles out $184 million 
on measured media annually, according to data from the 
Ad Age Datacenter. Kantar estimates that PBR spent 
only $37,000 on measured media in the U.S. in 2018 and 
$125,000 from January to September of last year.

FOX SEES $600M IN REVENUE ON SUPER SUNDAY
  Fox garnered a record $600 million in revenue on Super 
Sunday, according to Fox Corp. CEO Lachlan Murdoch.
  “Fox had the largest revenue day in TV history, generating 
about $600 million of gross revenue and providing an 
unmatched platform for over 100 advertisers from the 
pregame through The Masked Singer and we delivered 
extraordinary ratings for our advertising, distribution and 
NFL partners," said Murdoch, speaking on Fox’s second-
quarter earnings call earlier this week.
  Murdoch said Fox delivered a “flawless broadcast” to more 
than 150 million unique viewers, “virtually guaranteeing its 
place as the most-watched live television event of 2020.
  Beyond the Super Bowl, big Q2 spending categories 
included financial, insurance and streaming services and, at 
the local level, foreign auto brands.


