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NFL AS A MAJOR PLAYER IN THE SPORTS AND ENTERINAINMENT INDUSTRY
With analyzation of the Superbowl as the NFL’s key event
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Executive Summary
This Paper investigates the national football league as a major player in the entertainment industry. Specifically, this investigation analyzes the Superbowl as the NFL’s golden goose. From this research I have found that there are a multitude of factors which can be attributed to a success of the Superbowl in America. Despite its misunderstood, and sometimes even effect on host cities, the mass popularity of this event gives advertisement agencies a once a year opportunity to pull out all the stops and create their perfect campaign. Additionally, this analysis includes a firsthand interview with the project manager of a sports media company called SMT. This research indicates that the future of the Superbowl does not lie within the league itself, but with the theatrics which come with the event each year. Whether it be tailgates, after parties, watch parties, sports betting, or ad campaigns, the Superbowl is an event which stimulates the entertainment industry, and keeps views on the edge of their seats, wanting more…




[bookmark: _Toc64321552]Historical Trends
Sports and entertainment serve an important role in our culture, and society. In general, sports were created to mimic the settings of battle without the death, and destruction that come with war. Sports are an outlet for the human competitive nature and give people a common interest to rally around. The idea of having a team comforts fans and makes them feel like they are a part of something bigger. The National Football League is an example of one of the largest sports industry franchises in the world. The NFL itself was a product of the 20th century shift into a consumer economy (3). 
On February 6th, 2011, the Green bay Packers, and the Pittsburgh Stealers faced off in Arlington Texas for Superbowl XLV. The attendance at this event was 103,219, a few hundred viewers short of the NFL Superbowl attendance record (3). In addition to those 100 thousand or so people, over 111 million people were watching on television (3). This was the largest television audience in history until 2015. Superbowl XLIX attracted 114.4 million viewers, overcoming the previous record set in 2011 (3). Each year increases in attendance, both on television and in person, making the Superbowl the perfect audience for any advertisement. 
The Superbowl has become less of a sporting event, and more of a party. Ian Thorton, a project manager for SMT (Sports Media Technology) says that he believes the NFL itself gains viewers from its parity. This idea that anyone single team could win gives cities hope each year, encouraging them to invest in their franchise. The Superbowl however, is less about who is going to win, and more about coming together around common interest (Firsthand Interview)
Thorton says, from his experience in the industry, that the Superbowl is a much greater entertainment opportunity, than other playoff games. The theatrics of the event attract a much wider audience (Firsthand Interview)
“It’s going to become more of a show than a game in my opinion… people are going to make it more of a marketing item than a championship, but who knows, it will just keep getting bigger and bigger  -Ian Thorton

The sheer volume of attention for this event makes it one of the most important events of the year for many ad agencies. With commercial prices in 2020 topping out at 5.6 million for every 30 seconds, the NFL is host to an advertising spectacle in which agencies attempt to top themselves and each other. 
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The Superbowl carries immense popularity and guarantees high volume each year. The NFL claims that this volume can produce 3-4 hundred million dollars of revenue for a host city (4). Upon further investigation, economist Victor Matheson says these numbers are severely inflated (4). Matheson states many cities begin their hosting journey by building a stadium. This project costs taxpayers 250 million on average (4). Additionally, the cost of hosting a Superbowl is much greater than expected. With public transportation taking a hit, and police overtime skyrocketing, host cities must fork out hundreds of millions in taxpayer dollars, before the coin toss (4). 
“The reality is that the entire infrastructure that needs to be built in a city in order to handle the capacity of an international event such as the Olympics is only needed for about a month. Once the Games are over, the fixed costs that are wrapped up in stadiums, hotels, and the Olympic Village are ultimately never utilized at full capacity again.” - Jeffrey Pierro (4)
Overall, the Superbowl’s effect on a city, can be more damaging than productive. Of all the parties involved in the event production, the NFL, always comes out on top. Despite these discoveries, cities still place bids in hopes of being the next host to the most important night in American Sports. 
Although the live audience, packed stadium, and free flowing Budweiser are the principles which this event was built on, the real cash cow of this event is the advertising. With the information industry making up 4% of the U.S. GDP, and entertainment not far behind, the Superbowl is a super event for both sectors (5). But what makes a Superbowl ad, and good Superbowl ad?
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	Each year the leading agencies search for new and exciting idea to captivate the Superbowl audience. With large sums of money on the line, each commercial is fine tuned to send a specific message to a specific audience, in order to create a specific outcome. There are several factors which make one advertisement better than the other. These are:
· They Work
It may seem like a given, but the best indicator of a successful advertisement is how ell the advertisement worked. Sometimes, an advertisement can be well executed, and well planned, but not be as productive as it was designed to be (2).
· They Entertain
Most of the time, agencies will go for a comedic relief effect. An advertisement that makes people laugh is generally more memorable, and thus was effective in captivating the audience (2).
· They Promote Big Brands
Brand recognition. is one of the most important factors of advertising. During a massive event such as the Superbowl, large corporations such as McDonalds, Frito Lay, and Budweiser have the most recognizable branding, and thus receive the most attention. In comparison, a smaller company, may not have enough of a marketing budget to even get a time slot, and if they do, most likely their message will be missed, or not captivating (2).
· They Are Relevant
Relevance is also very important in making a good Superbowl add. In the world of connectivity, everyone knows everything at the click of a button. Consumers are informed, and willing to try new things. This means that advertisements must match upon to the current climate. An example of this is the 2021 Superbowl commercial for reddit (2).
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The NFL’s presence in the entertainment industry, is driven by a historic tie to a leisurely societal motif. Currently, hard core fans play fantasy leagues, and attending live games, while the leagues parity allows any team to have the capability to win keeping fans hopeful. Cities are honored to host the playoffs, and each franchise hopes theirs will be the next one to hold a winning record. The Superbowl however, is not a fan specific event. Much like watching the bachelorette, or a new movie, the Superbowl is a bonding experience for many Americans. This night is an opportunity for parties, betting, and comradery. Because of this consensus, the Superbowl is the most importation night of the year in advertising, and each agency practices as such. Overall, the future of the Superbowl is bright, and filled with more views, more ads, more fireworks, and inevitably, less football.


[bookmark: _Toc64321556]Appendix
Q. What is your occupation currently?
A. I am a project manager for a sports technology company
Q. Can you tell me about your company?
A. Yeah sure, we do a lot of the technology in sports, scoring, ball distance, we even do the yellow first down line you see in the NFL… It’s called Sports Media Technology (SMT). We do a lot for fans at the events as well, we provide the TV and feeds in all the hospitality tents and build and produce the shows through the LED video Walls at events too.
Q. Did you watch the Superbowl this year?
A. Yeah, we put it on one of our LED walls at the golf tournament I was at in Arizona.
Q. In your opinion, what do you think sets the NFL apart from other leagues in the Industry?
A. The fact that there is parity in the NFL helps with keeping the league consistent. You never know what bad team can be good in the next year because of this.
Q. What about the Superbowl specifically makes this one event one of the most watched events in the U.S.?
A.  People just like the idea of having a party to watch it, I guess it’s just a tradition at this point… commercials, parties, and who doesn’t like seeing a championship game ever.
Q. What do you for see in the future for the Superbowl and the entertainment industry as a whole?
A. It’s going to become more of a show than a game in my opinion… people are going to make it more of a marketing item than a championship, but who knows, it will just becoming bigger and bigger.
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