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Agvertiing & Marketing » Adesrinng
Super Bowl advertising revenue from 2003 to 2022
{in milifour LLS. dodars)
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Mearly 1 in 4 Super Bowl Fans Watch for the Commercials
Most irmprtant part of the Super Bowl according to US viewers®
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Source Super Bowl Ad Insanity Explained In Six Charts

Cost of a Superbowl Ad
$4M 2013:
- $3.8 MILLION
2009:
$3 MILLION
99:
.2 MILLION

85:
.1 MILLION

The rising costs of Super Bowl ads in one chart
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Super Bow| Monday. The real oppartunity is online, where Super Bowl spots
receive millions of shares before, during and after the Big Game.

SHARES OF SUPER Bow1 VIDEOS ARE
GROWING EXPONENTIALLY

The increase in Therise in
p S & s oo
shares 2010-2013 shares 2012-2013

AND THE NUMBER OF SHARES
FOR EVERY VIEW IS INCREASING

The average share rate between 2012 and 2013.
(the % of viewers who In 2012, it took 57 views
shared the ads) of Super te generate one share, in
Bowl ads nearly 2013 ...it took 31 views

SHARES PEAK THE DAY AFTER THE BIc GAME:
7 DAY OVERVIEW OF SUPER BOWL SHARES

Q 3.3 million shares Them(;sst.:":lfgs':;ﬁn

Super Bowl Monday Super Bowl 2013 were

recorded on Super
Bowl Monday

531,617
February 2 T 1 T —244,611

Super Bowl|Sunday

52 seconds

The average length of the top 10 Super Bowl ads
has more than doubled {(112%) from 2010-2013

ToP 3 SUPER BOWL ADS OF ALL TIME
ly

-

Volkswagen, The Force, 2011 Budweiser, 9/11 Tribute, 2002  Budweiser, Brotherhood, 2013
5.2 million shares 3.4 million shares 2.7 million shares

3 KEY FINDINGS

TEASERS
CAN HELP

of the top 10 most shared of the top 20 ads in of the total number of
Super Bowl ads of all time 2013 were supported shares from the 2013
were launched before by teasers Super Bowl came From the
Super Bowl Sunday top 20 ads

WHY DO YOU NEED
TO CARE ABOUT SHARES?
3 REASONS:

1. .
Shares are the true Shares are e-Word of Mouth & Each share generates
currency of social video; influence purchase decisions ~25 additional opportunities
ameasure of deep engagement. (Nielsen, Mckinsey). o view.

Download your Super Bowl Playbook at
now!

o *




7 DAY OVERVIEW OF SUPER BOWL SHARES

i The most video shares
. 3.3 million shares (3.3 million) from
' Super Bowl Monday Super Bowl 2013 were
recorded on Super
N | ot
S | . 1.6 million

531;51? 2 A | L
February 2 “=—1__/" 376,534

_ Super Bowl|Sunday

244.611

» February 8

2010 2011 2012

& W @0@

42 seconds 52 seconds B3 seconds B9 seconds

The average length of the top 10 Super Bowl ads
has more than doubled (112%) from 2010-2013

Top 10 Super Bowl Social Video Facts Every Brand Should Know

Cost Of A 30-Second Ad Spot During The Super Bowl

(adjusted for inflation)
m’m ................................................................................................................................

2010: Betty White eats
a Snickers, gets tackled §. .
in a football game

1984: One of the most

famous ads ever, Apple's I 1Y i\
$2,500,000 |+ reeeeermeinin dystopian, “1984” o z ). | S
$2,000,000 |- ' 1895: Budweiser introduces
the Bud-croaking frogs
$1,500,000 - |
1980: Mean Joe Green
$1,000,000 - drinks a Coke, finally Jiiiririrrereremrimeys
stops being mean
B500,000 [ +on-vnevrrncanenrancn gt i i i i I 2000: The “Dot-Comn Super Bowl"”

features ads from many web startups,
like Pets.com, that would soon collapse

1967 1969 1971 1973 1975 1977 1979 1981 1983 1985 18987 1982 1991 1933 1905 1997 1999 2001 2003 2005 2007 2009 2011
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Top Five Super Bowl Advertising Categories (2007-2011)

Year-Over-Year Spend Breakdown {in millions)

2007-2011 Total

AUTOMOTIVE

2011 5217

MOTION PICTURE

§23.0
5420

REGULAR SOFT DRINK

2007 $16.7
2008 5162
2003 5210
2010 £14.9
20m §12.4

TORTILLA CHIPS

2007 572
2008 581
et0s Il s6.0
200 15
20M 493

$42.5

Source: Mialsen nl‘E!S.(;n




How Super Bowl

Percentage of Super Bowl watchers

who agreed with the following stacks up versus other
sports f;anchlse: 1%
terms of networ

B 2005 W 2011 s bbbl

EEI In millions of dollars(2011)
(Eil;' Super
Nearly all TV Avoid Usuall},r Like TV ads Expect . World

advertising  watching TV mutethe that make advertising to Series
annoys me commercials TVads  melaugh be entertaining (7 games)
Top 5 Super Bowl advertisers Egm t"ggﬂ s
2002-2011 Final Four
=Years with ads in game e Ad spend in millions of dollars (3 games)
Anheuser-Busch InBev " First-time Super
10
PensiCo Bowl advertisers

0 m First timers
A S — 128 WALl other advertisers

Walt Di
alt ISﬂei ; @ .4 .7
25 23

Coca-Cola
2007 2011

Brands whose key consumers are likely Super Bowl watchers
Percentage of brand's fans who also have strong attachment to the Super Bowl

B5 683 603 60 503 654 628 05 5 513
6 6 60666060660

GM Fidelity Tropicana Gatorade Gillette Corona Hilton Charles Svedka Rub

Tropdl Fusion Schwab Vodka Tuesday
3 azors &
Several have taken advantage .. While others have sat out,

by buying TV spots during the even their core consumers are
game in recent years highly likely to be watching the game

Five highest-rated games
By total average delivery in millions of viewers

98.7 106.5 1]
Pittshurgh-Arizona ~ New Orleans-Indianapolis  Green Bay-Pittsburgh

Eaar WAt wb

It was Cardinals' first After Katrina, high hopes Two teams with long
trip to the Super Bowl for New Orleans Super Bowl traditions 0
L}

941 914
Dallas- I’mshurgh N.Y. Giants-New England

e Ay 5 A 200

Third rematch for East Coast teams
two old foes made for natural rivals
Volume
of ad time
Histerical price = Inminutes/secs
er 30-second spot
in thousands)

s

§25(cps) TOLA

315 (Ncy”
m
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¥ 196? Super Bowl aired sumultaneously on CBS and NBC

AR MI L, 1 EN MONITOR-PI EXPERIAN MARKETIN(
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Source: TurbaTax Blog/MRF/NielseniKantar media

By Jae Yang and Sam Ward, USA TODAY
USA Today
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Super Bowl ad costs
Price for a 30-second
spot, in millions:

Source:



| _Keepmg Score
Estimated Super Bowl ad rates
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SUPER BOWL 2007

Advertising History: 40 Years of Prices and Audience

NOTE: Additional year’s data has been added to this chart by Frank
Baker

Price
Adjusted i Avg.
Rat Avg. N
Year| Price *1 for Network ating Number vg. umber
) *3 Viewers
Inflation Home
*2
CBS,NBC

1967 $40,000| $245,350 x4 41.1 (22,570,000 51,180,000
1968 54,000 319,098 CBS 36.8 20,610,000 39,120,000




1969 67,500 381,555| NBC 36.0 |20,520,000 41,660,000
1970 78,200 416,379 CBS 39.4 |23,050,000 44,270,000
1971 72,000 364,607 NBC 39.9 |23,980,000 46,040,000
1972 86,000 421,233 CBS 44.2 | 27,450,000 56,640,000
1973 103,500 488,568 NBCk 42.7 27,670,000 53,320,000
1974 107,000 460,397 CBS 41.6 | 27,540,000 51,700,000
1975 110,000 424,436| NBC 42.4 29,040,000 56,050,000
1976 125,000 452,873 CBS 42.3 |29,440,000 57,710,000
1977 162,000 555,980 NBC 44.4 31,610,000 62,050,000
1978 185,000 595,423 CBS 47.2 |34,410,000 78,940,000
1979 222,000 652,105 NBC 47.1 |35,090,000 74,740,000
1980 275,000 708,296| CBS 46.3 | 35,330,000 76,240,000
1981 324,300| 748,356| NBC 44.4 | 34,540,000 68,290,000
1982 345,000 737,120 CBS 49.1 40,020,000 85,240,000
1983 | 1400,000| 824,936| NBC 48.6 |40,480,000 81,770,000
1984 450,000 888,987| CBS 46.4 | 38,880,000 77,620,000
1985 500,000 954,137 ABC 46.4 | 39,390,000 85,530,000
1986 550,000|1,014,070| NBC 48.3 |41,490,000 92,570,000
1987 575,000|1,041,607| CBS 45.8 40,030,000 87,190,000
1988 600,000 /1,045,145 ABC 41.9 | 37,120,000 80,140,000
1989 675,000|1,122,497| NBC 43.5 | 39,320,000 81,590,000
1990 700,000/1,106,186| CBS 39.0 |35,920,000 73,852,000
1991 800,000/1,198,515| ABC 41.9 | 39,010,000 79,510,000
1992 800,000/1,166,896| CBS 40.3 | 37,120,000 79,590,000
1993 850,000/1,200,770| NBC 45.1 41,990,000 90,990,000
1994 900,0001,240,150| NBC 45.5 42,860,000 90,000,000
1995| 1,000,000|1,339,973| ABC 41.3 | 39,400,000 83,420,000
1996| 1,100,000/1,435,370| NBC 46.0 |44,145,000 94,080,000
1997| 1,200,000/1,519,674| FOX 43.3 |42,000,000 87,870,000
1998 | 1,300,000|1,621,886| NBC 44.5 43,630,000 90,000,000
1999| 1,600,000|1,963,990| FOX 40.2 39,992,000 83,720,000




2000| 2,100,000]2,503,131| ABC | 43.3 |43,618,000 88,465,000
2001| 2,050,000|2,357,880| CBS | 40.4 |41,270,000 84,335,000
2002| 1,900,000|2,160,721| FOX | 40.4 |42,664,000 86,801,000
2003| 2,100,000|2,323,355| ABC | 40.7 |43,433,000 88,637,000
2004| 2,250,000|2,445,073| CBS | 41.4 |44,908,000 89.795,000
2005| 2,400,000|2,532,392| FOX | 41.1 |45,081,000 86,072,000
2006| 2,500,000|2,541,562| ABC | 41.6 |45,867,000 90,745,000
2007| 2,600,000|2,600,000| CBS | 42.1 |47,505,000 93,200,000
2008| 2,700,000|2,700,000| FOX | 44.7 |48,665,000 97,500,000
2009| SStimated NBC | 42.1 |48,139,000 98,732,000
3,000,000
2010 |$2.5~$2.9M CBS | 46.4 106,500,000
2011 |approx $3M FOX 46.0 ***111,000,000
2012 $3.5M NBC | 47.0 *%111,340, 000
2013 ~$4.OM CBS | 46.3 108,700,000
2014 $4.0M FOX | 46.7 112,200,000

1. Consensus reported price for
2. Adjusted for inflation in 2007 dollars.
3. Percentage of TV households watching average minute of Super

Bowl

telecast.

:30 commercial.

4. First Super Bowl aired on both CBS and NBC; CBS charged $85,000
and NBC charged $75,000 for one minute.
Source: “Advertising Age” (prices), Nielsen Media Research
(ratings)

** Second most viewed TV program in television history
***Third most watched TV program in television history

* Most watched TV program in TV History

[x]

Source: TV By The Numbers
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The Cost of Advertising

Average price, in 2005 dollars, paid for a 30-second Super Bowl spot

'96 $1.37 million

a7 1.46

'08 1.56

'99 1.87

'00 2.38
‘01 2.26
'02 2.06

'03 2.22

'04 2.25

'05 2.40
'06 2.5

Number of Viewers

'96 94.1 million
97 87.9

'98 90.0

‘39 83.7

‘00 88.5

01 84.3

02 86.8

‘03 88.6

‘04 89.8

05 86.1

Source: Nislsen Media Research

[x]
X [

from http://adage.com/SuperBowlBuyers/superbowlhistory07.html
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