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NATIONAL FOOTBALL LEAGUE

21.1  Market Assessment
Combined team revenue for the National Football League (NFL, www.nfl.com) in

2007 was $7.1 billion, an increase from $6.3 billion in 2006.

21.2  Attendance
The NFL season includes 256 regular-season games, with 32 teams each

playing eight home games.  Regular-season average game attendance has been as
follows:
•    2000: 66,896
•    2001: 65,187
•    2002: 66,282
•    2003: 66,328
•    2004: 66,409
•    2005: 66,455
•    2006: 67,738
•    2007: 67,738
•    2008: 66,625

Average paid attendance in 2008 represented more than 90% of stadium
capacity.  Average home game attendance during the 2008 season for NFL teams was
as follows: 
• Washington Redskins: 88,604
• New York Giants: 79,069
• New York Jets: 78,482
• Kansas City Chiefs: 74,077
• Denver Broncos: 76,611
• Carolina Panthers: 73,210
• Cleveland Browns: 72,778
• Buffalo Bills: 71,405
• Baltimore Ravens: 71,269
• Green Bay Packers: 70,682 
• Houston Texans: 70,420
• New Orleans Saints: 70,092
• Philadelphia Eagles: 68,144
• San Francisco 49ers: 68,028
• Tennessee Titans: 69,143

http://www.nfl.com
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• New England Patriots: 68,756
• San Diego Chargers: 68,138
• Seattle Seahawks: 67,995
• Indianapolis Colts: 66,378
• Miami Dolphins: 65,489
• Jacksonville Jaguars: 65,167
• Cincinnati Bengals: 64,582
• Tampa Bay Buccaneers: 64,511
• Arizona Cardinals: 64,096 
• Atlanta Falcons: 64,065
• Dallas Cowboys: 63,368
• Minnesota Vikings: 63,267 
• Pittsburgh Steelers: 62,890
• Chicago Bears: 62,038
• St. Louis Rams: 59.980
• Oakland Raiders: 57,850 
• Detroit Lions: 54,497

21.3  Team Valuations
According to Forbes (September 10, 2008), valuations of NFL teams are as

follows:
• Dallas Cowboys: $1.61 billion
• Washington Redskins: $1.53 billion
• New England Patriots: $1.32 billion
• New York Giants: $1.17 billion
• New York Jets: $1.17 billion
• Houston Texans: $1.12 billion
• Philadelphia Eagles: $1.11 billion
• Indianapolis Colts: $1.07 billion
• Chicago Bears: $1.06 billion
• Baltimore Ravens: $1.06 billion
• Denver Broncos: $1.06 billion
• Tampa Bay Buccaneers: $1.05 billion
• Miami Dolphins: $1.04 billion
• Carolina Panthers: $1.04 billion
• Cleveland Browns: $1.03 billion
• Green Bay Packers: $1.02 billion
• Kansas City Chiefs: $1.02 billion
• Pittsburgh Steelers: $1.01 billion
• Seattle Seahawks: $1.01 billion
• Tennessee Titans: $   994 million
• Cincinnati Bengals: $   941 million
• New Orleans Saints: $   937 million
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• St. Louis Rams: $   929 million
• Detroit Lions: $   917 million
• Arizona Cardinals: $   914 million
• San Diego Chargers: $   888 million
• Buffalo Bills: $   885 million
• Jacksonville Jaguars: $   876 million
• Atlanta Falcons: $   872 million
• San Francisco 49ers: $   865 million
• Oakland Raiders: $   861 million
• Minnesota Vikings: $   839 million

    _________________________________________________________________

“The National Football League is the strongest
sport in the world.  The reason: No other league
has so successfully exploited new stadiums as
the NFL during the past decade.  Each of the top
10 most valuable teams plays in a modern
stadium, or will by 2010.”

     Forbes, 9/10/08
    _________________________________________________________________

Valued at $1.6 billion, the Dallas Cowboys is the most valuable professional
sports team in the United States.

Recent NFL team sales have been as follows:
 Year        Price

• Minnesota Vikings: 2005 $600 million
• Baltimore Ravens: 2004 $325 million for 49% stake

21.4  Fan Cost Index
Team Marketing Report (www.teammarketing.com) annually computes the Fan

Cost Index (FCI) for professional sports leagues and teams.  FCI comprises the price of
two (2) adult average-price tickets, two (2) child average-price tickets, two (2) small
draft beers, four (4) small soft drinks, four (4) regular-size hot dogs, parking for one (1)
car, two (2) game programs, and two (2) least-expensive, adult-size caps. 

For the 2008-2009 season, the FCI for the National Football League was
$396.36, a 7.1% increase over the previous season.  The average ticket price was
$72.20, a 7.9% increase over the previous season.  And the average premium ticket
price was $212.56.  These metrics for each team for the 2008-2009 season are as
follows:

http://www.teammarketing.com
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                                                                             FCI                    Avg. Ticket    Avg. Prem. Ticket

• New England Patriots: $596.25 $117.84 $566.67
• Chicago Bears: $484.31 $  88.33 $312.50
• Tampa Bay Buccaneers: $483.02 $  90.13 $239.94
• New York Giants: $480.74 $  88.06 $139.05
• New York Jets: $476.26 $  86.99 $390.20
• Washington Redskins: $441.43 $  79.13 $254.56
• San Diego Chargers: $436.06 $  81.39 $170.00
• Indianapolis Colts: $435.52 $  81.13 $246.17
• Dallas Cowboys: $435.49 $  84.12 $226.13
• Baltimore Ravens: $425.81 $  77.20 $229.58
• Kansas City Chiefs: $422.74 $  80.69 $110.00
• Denver Broncos: $400.01 $  76.75 $356.31
• Cincinnati Bengals: $387.91 $  69.85 $196.81
• St. Louis Rams: $387.63 $  68.28 $163.20
• Minnesota Vikings: $386.92 $  73.23 $172.48
• Pittsburgh Steelers: $384.38 $  67.47 $204.34
• Detroit Lions: $383.57 $  66.39 $188.26
• Philadelphia Eagles: $383.50 $  69.00 $202.82
• Houston Texans: $376.75 $  66.69 $252.16
• San Francisco 49ers: $376.71 $  70.55      n/a
• Miami Dolphins: $368.44 $  66.11 $180.00
• Seattle Seahawks: $364.49 $  61.25 $151.96
• Oakland Raiders: $359.90 $  62.23 $139.93
• Arizona Cardinals: $356.31 $  65.08 $196.74
• Atlanta Falcons: $356.30 $  63.95 $245.22
• Green Bay Packers: $354.45 $  63.39 $225.53
• Tennessee Titans: $347.19 $  58.55 $157.17
• New Orleans Saints: $335.89 $  62.22 $147.68
• Carolina Panthers: $330.67 $  63.32 $179.13
• Cleveland Browns: $323.66 $  54.41 $198.47
• Jacksonville Jaguars: $302.09 $  55.30 $199.09
• Buffalo Bills: $298.96 $  51.24 $159.82

21.5  Fan Loyalty
Brand Keys (www.brandkeys.com) assessed fan loyalty for each NFL team

during the 2008 season.  The following teams were ranked highest in fan loyalty:
1 New England Patriots
2 Indianapolis Colts
3 New York Giants
4 Pittsburgh Steelers
5 Philadelphia Eagles

http://www.brandkeys.com


Sports Marketing 2009

•  115  •

According to Scarborough Sports Marketing (www.scarborough.com), the
following are the NFL teams with the highest percentage of adult fans in their home city:
• Green Bay Packers: 81%
• Pittsburgh Steelers: 75%
• Indianapolis Colts: 72%
• Green Bay Packers/Milwaukee: 71%
• New Orleans Saints: 70%
• New England Patriots/Boston: 67%
• Buffalo Bills: 66%
• New England Patriots/Providence: 65%
• Cincinnati Bengals: 63%
• Kansas City Chiefs: 63%
• Dallas Cowboys: 62%
• Cleveland Browns: 62%
• Denver Broncos: 82%
• Minnesota Vikings: 61%
• Chicago Bears: 61%

21.6  Television Broadcasts
The NFL has broadcast rights contracts with CBS, ESPN, Fox, NBC, and

DirecTV.  Current deals, as of the 2008 season, are as follows:
• American Football Conference Sunday afternoon broadcasts: CBS
• National Football Conference Sunday afternoon broadcasts: Fox
• Sunday Night Football: NBC
• Monday Night Football: ESPN
• Sunday Ticket Package: DirecTV

The deal between the NFL and ESPN, transacted in 2005, is for $8.8 billion and
eight years (2006-2013).  The NFL’s deals with CBS, Fox, NBC, and DirecTV, worth
$11.5 billion, date to 2004.

NFL game broadcast ratings have been as follows (sources: Nielsen Media
Research and the NFL):
                           Avg. Rating        Avg. Viewers

•   2002: 10.4 15.8 million
•   2003: 10.3 15.5 million
•   2004: 10.1 15.4 million
•   2005: 10.1 15.6 million
•   2006: 10.4 16.3 million
•   2007: 10.6 16.6 million
•   2008: 10.2 16.6 million

The National Football League launched the NFL Network in 2003.  The channel
broadcasts highlights, classic games, and other content from the more than 4,000

http://www.scarborough.com
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hours of footage available in the NFL library.  In 2006, the NFL Network began
broadcasting eight primetime regular-season NFL games, dubbed “The Run to the
Playoffs.”

21.7  Super Bowl
The Super Bowl is, by far, the biggest TV event of the year.  Recent television

ratings have been as follows (sources: Nielsen Media Research and Sports Business
Journal):
• Super Bowl XXXIV (2000): 43.3 (ABC)
• Super Bowl XXXV (2001): 40.4 (CBS)
• Super Bowl XXXVI (2002): 40.4 (Fox)
• Super Bowl XXXVII (2003): 40.7 (ABC)
• Super Bowl XXXVIII (2004): 41.4 (CBS)
• Super Bowl XXXIX (2005): 41.1 (Fox)
• Super Bowl XL (2006): 41.6 (ABC)
• Super Bowl XLI (2007): 42.6 (CBS)
• Super Bowl XLII (2008): 43.2 (Fox)

The Super Bowl television audience is approximately 57% male.  Most
broadcasts of sports events typically have a 70% male audience, so the Super Bowl
actually attracts more women than other events.  Worldwide, viewership is estimated at
800 million.

The Super Bowl has become the top at-home party event of the year, surpassing
New Year’s Eve.  Behind only Thanksgiving, Super Sunday is the second-biggest day
of food consumption.  

The Super Bowl’s advertising lineup has become its own high-stakes competition
for marketers who produce the most provocative and of-the-moment ads they can.  The
event can be an ideal launchpad for a new product, new company, or name change.

According to NBC, the entry price for a 30-second ad during Super Bowl XLIII
was $3 million.  The game was February 1, 2009 in Tampa.  NBC generated a record
$206 million in advertising revenue for 69 ad spots for the game telecast and $261
million for the entire day.

Future Super Bowl locations and networks providing the broadcasts are as
follows:

Location               Network

•   2010: Miami CBS
•   2011: Dallas Fox
•   2012: Indianapolis ABC

21.8  Pro Bowl
The NFL Pro Bowl is held annually in Honolulu, two-weeks following the Super

Bowl.  Recent games have had Nielsen ratings as follows (Source: Nielsen Media



Sports Marketing 2009

•  117  •

Research and Sports Business Journal):
•    2000: 8.6 (ABC)
•    2001: 4.7 (ABC)
•    2002: 4.3 (ABC)
•    2003: 5.9 (ABC)
•    2004: 4.8 (ESPN)
•    2005: 5.1 (ESPN)
•    2006: 4.5 (ESPN)
•    2007: 4.6 (CBS)
•    2008: 6.3 (Fox)

According to the Hawaii Tourism Authority (www.hawaiitourismauthority.org),
over 20,000 visitors come to Hawaii specifically for the Pro Bowl and spending tops 
$28 million each year.

The NFL receives an annual subsidy of $4.5 million from the Hawaii Tourism
Authority (www.hawaiitourismauthority.org).

21.9  NFL.com
According to comScore MediaMetrix (www.comscore.com), the NFL Internet

network, NFL.com, averaged 11.8 million unique visitors monthly throughout 2008. 
Over the four-month period during the season (September to December), the average
was 16.7 million unique visitors.

The site features hundreds of hours of video, a deep historical and statistical
database, fantasy-related content, and game highlights.

The NFL has been unique among the big four sports leagues in ceding
substantial commercial and technical control to its team sites.  In fall 2007, the league
began selling advertising across all 32 team websites, with clubs keeping sponsorship
space for themselves.

NFLshop.com, the NFL’s e-commerce venture, is managed by GSI Commerce
(www.gsicommerce.com).

21.10  Sponsorships
NFL sponsors for the 2008-2009 season are Bank of America, Bridgestone,

Campbell Soup, Canon USA, Dairy Management Inc., Expedia, FedEx, Frito-Lay,
Gatorade, General Motors, Home Depot, IBM, Mars Snackfood, MillerCoors, Motorola,
News America, Pepsi-Cola, Prilosec OTC, Samsung, Sprint, State Farm, Ticketmaster,
Tropicana, and Visa.

21.11  Fan Demographics
According to Harris Interactive (www.harrisinteractive.com), 49% of adults (age

18 and older) follow professional football.  The following are percentages by

http://www.hawaiitourismauthority.org
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