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NFL games each weekend, and more
women watched Super Bowl XLII
(69.7 million) than total viewers
watched the 80th Annual Academy
Awards in 2008 (64.2 million). 

The NFL is the number-one
American sport in cyberspace, too.
Through November 2008, the NFL
Internet Group has averaged more
than 11 million unique views per
month, 18 percent higher than the
next highest sports league (MLB at
9.6 million), according to ComScore.

HISTORY
The NFL boasts a proud and sto-
ried past, but it started rather mod-
estly. Founded in Canton, Ohio, by
a group of seven individuals repre-
senting four clubs, the early days
featured teams in 14 cities playing
before diminutive crowds with lit-
tle fanfare or public notice. Towns
such as Akron, Ohio, and Rock
Island, Illinois, were among the
early communities that boasted
NFL franchises. 

Strategically, the NFL game was
virtually indistinguishable from the
college football game. For several
years, there was no attempt to break
away from college rulebooks or
playbooks. The NFL even followed
the NCAA Rules Commit tee’s rec-

ommendations in the early days of the fledgling
league. Players considered the NFL a part-time
job and held other jobs during the day. Thus, while
college coaches enjoyed the luxury of drilling
their players for hours on end, professional
coaches had to make due with evening practices
often only three times
per week. 

The popularity of
the professional game
slowly began to equal
its college rival after
the NFL instituted its
inaugural player draft
in 1936. College play-
ers began to be more
and more intrigued by
the prospect of contin-
uing to play the game they loved and get paid for
it. Consequently, the marquee college players,
who would have previously leveraged their col-
lege notoriety in the conventional workforce,

THE MARKET
In contemporary American soci-
ety, the amount of entertainment
options is expansive and diverse.
Despite such competition, the
National Football League contin-
ues to thrive in this ultracompeti-
tive environment. 

In February 2009, more Amer -
icans than ever before gathered
around televisions across the coun-
try to witness Super Bowl XLIII
played between the Pittsburgh
Steelers and the Arizona Cardinals.
In its 43rd incarnation, the Super
Bowl remained a captivating event.  

Quite simply, no other Ameri -
can sports league bridges genera-
tions and has fans with such an
ardent connection as the National
Football League. NFL fans trumpet
their team loyalties with apparel
and merchandise and cheer with
every turn of the unfolding drama,
in stadiums and in front of televi-
sions across the country. The NFL
is America’s passion. 

ACHIEVEMENTS
By any estimate, the NFL has
evolved into something that tran-
scends the boundaries of sport.
The Super Bowl, in particular,
delivers not only unsurpassed
numbers of viewers — the ten most-watched 
television shows in history are all Super Bowls —
but also delivers coveted demographics not seen
anywhere else. The Super Bowl serves as an
unparalleled forum for companies to launch new
products and entire marketing campaigns, as few
people turn away from their sets during the game. 

For more than four decades, Harris Inter -
active has ranked the NFL as the most popular

sport in America. In 2008, professional football
was the favorite sport of as many people (30 per-
cent) as the combined total of the next three 
professional sports: baseball (15 percent), auto
racing (10 percent), and hockey (5 percent). In
addition, pro football has gained in popularity
more than any other sport over the past 20 years,
with a 6 percent increase over those two decades
(from 24 percent to 30 percent). 

An ESPN Sports Poll shows that the percent-
age of fans who own NFL sports apparel (39 per-
cent) surpasses the total percent of fans who own
sports apparel from Major League Baseball, the
National Basketball Association, and the National
Hockey League combined. 

Fans of all backgrounds have embraced the
NFL like no other sport. NFL games trump those
of the NBA and MLB among Hispanic and African
American audiences, according to Nielsen and
ESPN Sports Polls. Furthermore, NFL games are
broadcast in 231 countries and territories and in 32
languages. More than 45 million women watch
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