
Super Bowl Sunday
How consumer spend is maximised during 

this major sporting event in the US.
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The list of companies and individuals who 
profited from the 2010 Super Bowl is longé

Å The National Football League: c.$100m for 
merchandise & $60m in ticket sales.

Å The winning team: take home c.$70,000 each.

Å Super Bowl adverts: sell at c.$2.7 million per 30 
seconds. 

Å Food retailers & manufacturers: 73 food & 
beverage categories experience a $261m boost in 
sales during the week before Super Bowl*.

Å Fans spent more than $57 each in Super Bowl -
related goods in 2009 ($9.6 billion on food, 
merchandise, team apparel and furniture.)

Source: everyjoe.com, *Nielsen
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"It's an athletic event we celebrate with eatingñ*

Å 30.4 million pounds of snack 
food are consumed on Super 
Bowl Sunday, twice the average 
daily amount.** 

Å 2 million Pizza Hut pizzaôsare 
sold on Super Bowl Sunday, a 
39% increase over an average 
Sunday.***

Å Sales for antacid increase by 
20% on Super Bowl weekend. 

Source:* Michael Sansolo , senior vice president of the Food Marketing Institute

**Snack Food Association, ***Nielsen
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How do manufacturers take advantage 
of the sporting event to maximise 

consumer spend?
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Allowing consumers to vote for the Madden NFL 

11 cover athlete.

On pack communication helps create theatre and 

stand -out on shelf. 

Manufacturers link their product to super bowl 

activities & parties via radio with usage ideas and 

retail tags, and public relations, via long - lead 

consumer magazines and short - lead publications 

to create consumer interest during the Super 

Bowl time frame.

On pack communication & competition
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Using Super Bowl themed 

competition to drive PR

Offers $1m+ prizes if contestants can 

create a commercial that makes it onto 

the USA Today's Top Superbowl

commercials list and creates phenomenal 

media coverage ( esp online)
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Using Super Bowl theme to build 
brands via social media outlets

ñSuper Beardò challengeé
contestants are challenged to grow a 
ósuper beardô during six-week contest; 
photos posted and judged via the 
Dodge Car Brand Facebook page
Grand prize weekend for two to a 2010 
Dodge Motorsports race of choice.
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How do foodservice and the on - trade take 
advantage of the sporting event to maximise 

consumer spend?
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Super Bowl Sunday offers phenomenal 
opportunity for foodservice 

Å Approximately one in 20 (4%) Americans 
watch the big game at a restaurant or a 
bar , over 9 million Americans. 

Å Nearly one in eight or 13% of Americans 
order takeout/delivery food from a 
restaurant for a Super Bowl gathering. 

Å The on -trade & foodservice shouldnôt under 
estimate the ótake outô opportunity.  Most of 
the big chains offer ótake away party 
plattersô

Source: Nielsen
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Linking promotions 
with the results

óToppings for touchdownsô 
- For every touchdown 
scored by the winning 
team, customers receive 
a free topping with 
purchase of large cheese 
pizza for $9

Getting the staffing right

Many Dominoôs, Papa Johnôs & Pizza 
Hut double their normal employee 

count to handle the expected traffic. 
including extra drivers.

People are less likely to want to leave 
their home during the match so 
delivery options are invaluable. 
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Charging for the luxury of reserved seats

Some bars keep a limited area of reserved seats 
& charge for a reserved seat.

Offering free food to drive footfall

Many pubs and bars offered food (pizza, chicken 
wings etc) to get fans in early.

Free pool is also offered after the game, to 
encourage customers to make an evening of it.

T-shirt & football memorabilia give -aways every 
hour from 10am.

http://images.google.co.uk/imgres?imgurl=http://www.thepubandgrill.com/userfiles/sfr best of 2008(3).jpg&imgrefurl=http://www.thepubandgrill.com/&usg=__ieHKKxcARvv221M9XcYXb5xieH4=&h=1023&w=800&sz=87&hl=en&start=2&um=1&itbs=1&tbnid=AzgqKIRQs9ofmM:&tbnh=150&tbnw=117&prev=/images?q=Attitudes+Pub+and+Grill+River+Bend&um=1&hl=en&client=firefox-a&sa=N&rls=org.mozilla:en-US:official&tbs=isch:1
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Hooters, Inc. gave all sale proceeds 
during the 4 th quarter of the game to 
the "Stop the Hunger Foundation" to 
benefit the relief efforts in Haiti. 

Linking charity support to the 
game

If either team "takes it to the 
house" (return the opening kickoff 
for a touchdown) Papa John's will 
donate $1 million to Habitat for 

Humanity.
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How do retailers take advantage of the 
sporting event to maximise consumer 

spend?
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9 in 10 watch Super Bowl at home or 
friends home 

Å Manufacturers see phenomenal uplift during Super Bowl 

week:

» tortilla chips see a $10.2 million sales increase

» beer sales increase by $17.9 million 

» cola and other carbonated beverages up $13.2 million

» frozen pizza up $7.3 million

» ice cream up $4.7 million) 

Å Supermarkets & c -stores ensure theyôre communicating reminders 

and deals weeks in advance

Source: Nielsen
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17% of Americans will attend a óSuper Bowl partyô 

Å Food & drink marketers continue to fuel the óSuper Bowl partyô, ie 
donôt just have your friend round to watch the gameé provide 
them with loads of food & drinks & party accessories too! 

Å Is the World Cup / Olympics something UK retailers/suppliers can 
create an occasion around?

HEB, South Austin
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Super Bowl parties mean an opportunity for 
sports related gifts

Re-usable carrier bags Tea towels & oven gloves Beer & wine coolers
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Bulk buy ópartyô promotions merchandised 
with Super Bowl themed display

ñBuy any 10 items for $10ò

Tostitos tortilla chips - $2.38 each
Lay's potato chips - $1.78 each
Tombstone original pizza - $2.49 each
M & Ms or Nestle packaged candy - $2 each
Nabisco snack crackers - $1.69 each
Solo plastic plates and cups - $1.49 each
Deer Park water (24 -pack) - $2.99 each
Cheez - It crackers - $1.99
Ritz crackers - $1.99

"We're trying to make it look 
like party time around here 
because the Super Bowl is 

party time!" 

Krogers store manager

In the week leading up to the Super Bowl, stores promote heavily 
encouraging consumers to take advantage of the one -stop -shop for their 
Super Bowl party needs.
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Promotions provide shoppers 
with a cross category solution, 
and saving.

Themed gondola ends provide a buzz 
and interest in - store.

Whole Foods, Downtown Austin
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Combo deals óbuy X and get Y,Z freeô 
offers a complete meal solution for you 
and your additional guests.

Think óFeed a family of four ïPLUSô

HEB, South Austin

Promos are communicated at gondola end, via 
vouchers at front of stores & with each 

individual product on main shelf
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Whole Foods advertises 
party platters and premium 
brands as high -quality 
solutions for gatherings of all 
sizes.

External communication, 
including product display.
(only recommended in 
certain neighbourhoods!)

Whole Foods, Downtown Austin
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Whole Foods, Downtown Austin

Themed communication starts a couple of 
weeks before Super Bowl Sunday
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Retailers use customised signage that speaks 
to Super Bowl - focused convenience items

Whole Foods, Downtown Austin
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Cross - merchandising & event signage sell 
items outside the norm of the everyday 

shopping trip.

HEB, South Austin
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Sampling is a great way to create theatre in -
store and promote event associated products.

Tortilla chips & dip samplingé help 
yourself!

Staff can play a key role in helping 
consumers decide foods, wines, and 
snack itemsé

Some bigger supermarkets will have a 
óSuper Bowl Party Guruô on hand to 
offer party catering advice.
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Supporting óSuper Bowl partiesô recipe ideas

Super Bowl 
communication crosses 
onto retailers websites, 
leaflets, radio ads, local 
newspapers and social 
media outlets. 


