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With 30-second spots costing $7 million on average, the Super Bowl remains a high-
stakes, high-profile opportunity for advertisers. This report evaluates the efficacy of ads
aired at and around the 2023 Super Bowl.

s America’s biggest event still capturing the zeitgeist? Who generated the most
awareness and purchase consideration? Were there advertisers who flew under the
radar but scored big in terms of consumer consideration lift anyway? And, ahead of
the 2024 Super Bowl, what learnings should brands take into their activations in Las
Vegas?
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> |Is America’s Big
Game Back?

America’s top annual sporting event,
the Super Bowl saw a significant dip
in viewership in 2021 and 2022, as 2020
concerns about COVID-19 clouded
the game and limited watch parties.
However, YouGov survey data shows 2021
Super Bowl viewing bounced back in
2023, matching the pre-pandemic level
of 2020. Did the increased viewership
impact the results for advertisers? 2022
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YouGov asks Americans after each Super Bowl which o

activities they did during the game. This percentage “’ ( )
captures anyone who reported watching the whole game, /O atChed Gen pop
part of the game, half-time programming, or anyone who

attended a Super Bowl party. N>7,000 Y()UG()V®
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> Who are the NFL's core fans?

‘ 2024 NFL super fans ‘ Gen pop

Gender

51%
38% I

62%

O 49%
m

YouGov Profiles: NFL is a "top interest" (N>25,000; January 2024)



> What do NFL
Fans think about
advertisers?

4 “Sometimes the brands that A
SpPONSOr sports don't make sense”
\ 62% Vs
4 “| love seeing that my favorite A
team has cool sponsors”
K 52% vs
4 “Advertising helps me A
choose what | buy”
K 50% vs

YouGov Profiles: NFL is a "top interest"
(N>12,000; January 2024)



> What's on their

shopping list?

To understand which advertisers can
benefit most from Big Game campaigns,
we compared in-market purchase intent
for Super Bowl fans with the general
oopulation. NFL fans over-indexed in
multiple categories, notably alcohol,
casinos and sporting goods.
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YouGov Profiles: NFL is a "top interest" (N>3,000; January 2024)
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(RSVP for 2024 recap webinar >



https://business.yougov.com/content/48471-super-bowl-2024-ad-analysis-webinar?marketo=register&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-02-US-Super-Bowl-Preview-Report

2023







>

Ad Awareness

Buzz

Consideration

18

16

14

12

10

16

14

12

10

25

20

15

10

01/07/23

01/14/23 01/21/23 01/28/23 02/04/23 02/11/23

YouGov BrandIndex: January 7 - March 6, 2023 (Filter: NFL super fans, 28 day moving average, N>325)

02/18/23

02/25/23

03/04/23






>

Ad Awareness

Buzz

Consideration

35

30

25

20

15

10

25

20

15

10

25

20

15

10

01/07/23

01/14/23 01/21/23 01/28/23 02/04/23 02/11/23

YouGov BrandIndex: January 7 - March 6, 2023 (Filter: NFL super fans, 28 day moving average, N>225)

02/18/23

02/25/23

03/04/23






16

p Ad Awareness

14
12

10

Buzz ;

Consideration

12 |

10

01/07/23 01/14/23 01/21/23 01/28/23 02/04/23 02/11/23 02/18/23 02/25/23 03/04/23

YouGov BrandIndex: January 7 - March 6, 2023 (Filter: NFL super fans, 28 day moving average, N>225)



-Crown Royal

B —— - YOUGOV®




>

Ad Awareness

Buzz

Consideration

35

30

25

20

15

10

25

20

15

10

25

20

15

10

10

01/07/23 01/14/23 01/21/23 01/28/23 02/04/23 02/11/23

YouGov Brandindex: January 7 - March 6, 2023 (Filter: NFL super fans, 28 day moving average, N>150)

02/18/23

02/25/23

03/04/23



- DraftKings
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So, does

Looking at the 10 brands profiled from the 2023 Super Bowl, it’s clear that the biggest sporting event
in America can deliver big results, with all brands profiled improving in Ad Awareness.

work?

However, there’s never a guarantee that the message will resonate, and target audience matters. For example, M&M’s declined in Consideration with NFL Fans but was
the top advertiser with a general audience during a similar timeframe, meaning its advertising transcended the Big Game and impacted the national conversation.

= Advertiser

— Apple Music
— Bud Light
— Busch

— Crown Royal

— DraftKings
= FanDuel
— Jeep

= M&M’s
o Planters

e Tubi

Change in Ad Awareness Change in Buzz Change in Consideration
0.5 0.4 2.3
1.5 2.6 1.9
5.7 2.4 0.1
4. 6.4 2.9
1.9 2] 0.7
2.8 2.8 2.3
2.3 2.2 3.3
3.9 -0.9 2.4
3.3 1.8 3.7
3.7 1.6 07

YouGov BrandIindex: Average of NFL Fans responses: February 6 - March 6, 2023 vs January 7 - February 5, 2023






https://business.yougov.com/solutions/research?cta=research&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-02-US-Super-Bowl-Preview-Report

( Getintouch > )



https://business.yougov.com/product/brandindex?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2024-02-US-Super-Bowl-Preview-Report
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