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Abstract:

The main idea behind this paper is to examine the presence of companies be-
longing to the tech industry at the Super Bowl, the annual championship game
of the U.S. National Football League, which enjoys the status of a mass cultural
event both in its home country and all across the globe. In the theoretical part of
the paper, the concept of the Super Bowl is presented alongside statistical data
that highlight its global significance and, by extension, the prestige associated
with advertising during its commercial breaks. Additionally, this part of the
paper outlines the history of Super Bowl advertising within the broader tech
sector, focusing on IT companies. The paper’s practical part presents the results
of research that involved reviewing all ads aired during the Super Bowl over the
past five years — 312 in total — with the aim of determining the representation
of companies belonging to the tech sector. The results are presented in table
form, followed by an explanation of the figures and additional observations
on the strategies tech companies use with the aim of successfully appealing to
the Super Bowl audience.
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INTRODUCTION

The advertising landscape was transformed to a great extent after the
emergence of social networks, which provided opportunities for target-
ing people based on their location or demographic parameters like their
gender, interests, or even job title. [1] Apart from that, it turned out that
advertising via the Internet is on a whole other level of cost-effectiveness
than traditional one, and that it also offers other cutting-edge functions,
completely unheard of in the era of classic television, the most important
one being measurability, that is to say, the ability to get detailed analytics
for every advert. [2]

The current circumstances in the advertising industry can be de-
scribed by the term "attention economy”, coined to refer to the fact that
companies nowadays must compete for consumer attention. [3] This
practically means that there has been a reversal of the old and obviously
outdated concept of "information economy", i.e., adaptation to circum-
stances in which information is plentiful and attention is a limited and
therefore scarce resource. [4]
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So, at present, information is cheap and attention is
expensive — and it’s up to advertisers to find the best way
to stand out, grab attention of the public and encour-
age them to try the offered products and services. It is
a matter of debate whether television advertising is still
a proper way of doing so, with one line of thought sug-
gesting it's not, and that it often makes a much smaller
impact on sales than it was previously estimated. [5]
According to the proponents of said theory, in many
cases, companies spent more on commercials than they
earned back in extra sales, resulting in a negative return
on investment. [5] According to the second theory, it
doesn't matter where the advertising takes place as peo-
ple remember brands, they've seen in Internet ads just
as well as those seen in TV ads. [6] The third theory
suggests that, in spite of the growth of new technologies
and digital media, television still enjoys the status of the
most effective advertising platform. [7]

Although television commercials are increasingly
being replaced by those on the Internet, the Super Bowl,
the single most prestigious event for traditional advertis-
ing, remains unshaken by this burgeoning trend. Since
its establishment 58 years ago, the spectacular broadcast
of the finals of the American NFL league has had con-
sistently colossal viewership among U.S. viewers. [8] Ac-
cording to the author Lotz, the fact that the Super Bowl
still has the power to gather the nation around the same
program, as in the golden era of television, makes it as
much a high-profile advertising event as it is a champi-
onship game. [9]

Huge viewer base, along with the lasting buzz that
all commercials aired during each and every Super Bowl
bring with them, motivates the advertising industry's
top dogs to pay fortunes for mere seconds of advertis-
ing space. In addition, they skilfully employ humour or
sentimentality during the process of creating their ads,
all in an attempt to make long-lasting impact by engag-
ing with viewers' emotions. [10]

The idea behind this paper is to examine the rep-
resentation of companies from the tech sphere (that
is, those operating in areas of start-ups, innovations,
electronics, gadgets, applications, artificial intelligence,
robotics, etc.) at the Super Bowl in the span of the last
five years, as well as to further investigate the strategies
they apply in advertising at such a highly visible global
showstopper.
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2. THE IMPORTANCE OF THE SUPER BOWL

Founded back in 1967 [11], the Super Bowl, the NFL
season finale, where the two best teams compete for the
championship title, is always held at the peak of the win-
ter season [12], while the location of the event is deter-
mined based on the results of the bidding process, where
the hosting city that meets specific standards and criteria
is chosen from among the candidates. [13]

With a live audience that constantly varies between
60 and 70k viewers (not counting the year 2021 when
it was significantly reduced due to the COVID-19 pan-
demic) [14] and an organizing budget being in between
the staggering amounts of 50 and 60 million US dollars
[15], the Super Bowl is classified as a sports mega-event,
which not only manages to draw massive crowds but
also to attract extensive attention. [16] The results of
said attention include a record-breaking TV viewership
that reached approximately 127.7 million during Super
Bowl 2025 [17], as well as a staggering 2.83 billion en-
gagements related to the same event, made across the
most popular social networks such as Instagram, X, and
YouTube. [18]

From the TV viewership-related data collected over
the past 35 years, it can be seen that the numbers, al-
though they have not always followed a growing path,
have remained consistently high [17], which is not sur-
prising since the Super Bowl has the status of the most
viewed televised event in the United States. [19] Popular
across all 50 states, the Super Bowl also displays the ef-
fect called "home-city" or "host-city," which practically
means that the viewership of the game is roughly 20%
higher than normal in the city where it is held. [20] Also,
despite the fact that American football is a U.S. national
sport that is rarely played abroad, the Super Bowl enjoys
surprising popularity all over the world, even in terri-
tories where this sporting activity is non-existent. How
much of a social phenomenon the Super Bowl is, is best
illustrated by data from 2022, when its global viewers
number was estimated to surpass 208 million, with 130
countries having purchased the streaming rights. [21]

The fact that the Super Bowl viewership, despite
slight fluctuations, consistently stays at an extraordinar-
ily high level allows the price of an advertising second
to only ever go up. At the time of the first Super Bowl,
a 30-second commercial spot cost between $37,500 and
$42,500 [22], and in 2025 it skyrocketed to a staggering
$7 million, while at least ten of the commercial spots
were later resold for over $8 million each. [23]
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According to the latest data, Super Bowl viewers are
predominantly male (57%) and Caucasian (68%) with
an average age of 49, median household income of $74K
(on par with the national average), and solid financial
footing (35% of them surpass the $250,000 net worth
threshold). [24] This exceptional economic influence
quite logically motivates companies to use the platform
of the Super Bowl to advertise products that specifically
satisfy said demographic.

Despite the fact that the cost of airing Super Bowl
commercials has increased drastically over the years, ad-
vertisers are still motivated to spend millions of dollars
creating and producing high-quality ads [25], a trend that
has turned the game itself into only part of the attraction.

3. ADVERTISING AT THE SUPER BOWL

Each year, long before it is known which two teams
will face oft in the finals [20], advertisers go into a total
frenzy to secure Super Bowl commercial slots at seem-
ingly sky-high prices. [25] For example, the demand
for ad slots in 2010 was so intense that 80% of them
were sold out eight months prior to the big game. [26]
Exorbitant advertising price also acts as an eliminator,
allowing only top-ranking companies to appear at this
prestigious event.

Prominent companies are interested in advertising
during the Super Bowl not only due to the great expo-
sure it offers, but also because viewers really pay close
attention to the ads broadcast during this event, often
gathering in front of the screen once they begin, which is
the opposite of the typical behaviour when people tend
to focus on other things or even leave the room during
the commercial blocks. [26] It is precisely this charac-
teristic that gives the Super Bowl the ability to greatly
influence how consumers perceive brands, even those
that are already well-established. [26]

In practice, although the Super Bowl follows the same
rules as other NFL games, its broadcasts are more carefully
directed due to the larger number of sponsors, longer du-
ration and higher cost of ads, as well as the greater interest
and focus of the audience. Therefore, in 2025, the organ-
izers decided to add extra breaks to the standard number
of 18 advertising blocks, bringing the total to 20. [27]

The commercials aired at the Super Bowl receive
evaluation both from the general public and by a focus
group formed by USA Today's Ad Meter platform. Pub-
lishing the focus group’s results, which rank ads by like-
ability, helps creators analyse the elements of the best
ads and gain insight into what works with the public.
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4. THE HISTORY OF TECH AND IT
COMPANIES’ PRESENCE AT THE SUPER
BOWL

The Super Bowl commercial breaks were tradition-
ally filled with ads for food, alcoholic beverages, and
automotive brands. [28] The first significant change in
that established concept occurred during Super Bowl
2000, which was so packed with internet-related com-
panies that it was dubbed the "dot-com Super Bowl" [29]
or "e-bowl." [30] This happened as a logical outcome
of the dot-com bubble, which began in 1995, and was
fuelled by the already existing interest of businesses and
entrepreneurs in capitalizing on the rapid growth of
the Internet. [31] At the aforementioned Super Bowl,
where 30-second advertising slots cost an average of $2.2
million each, there were 36 advertisers, and 17 of them
(47.22%) were internet-operated companies. [32]

Advertisements of IT companies, which are part
of the larger tech industry, were present at the Super
Bowl even before 2000, but to a significantly lesser ex-
tent — three in 1999, one in 1998, and one in 1997. [30]
Practically, the end of the 20th century was the Internet
land-grab era that led dot-coms to pursue extravagant
advertising campaigns. [33] Many of those newly estab-
lished businesses quickly jumped at the chance to ad-
vertise during the Super Bowl, hoping that such massive
exposure would catapult them to levels of expertise and
influence typical of Fortune 100 companies. [34]

The results of the dot-com companies' broke-or-
break media strategy were, at best, mixed. One re-
search study pointed out that lesser-known companies,
relatively new to both the marketplace and Super Bowl
advertising, had the greatest positive change in brand
familiarity. At the same time, it was found that Super
Bowl exposure brings little gain in brand familiarity or
likeability to already well-known brands. [34] In other
words, ads placed in commercial breaks of the Super
Bowl can raise a company's stock price, but it typically
happens only when the brand is not well known or has
been suffering from a damaged reputation. [35]

The example of pets.com, an internet company that
advertised at the Super Bowl 2000 only to collapse nine
months later, made it clear that the marketing approach
of the dot-com companies was more quantity-over-
quality based and that the results would have been much
better if the money had been spent more effectively on
ads through targeted media. [36] Consequently, dot-
com marketing is often recalled as a true overspending
bacchanalia. [37]
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In 2000, the U.S. TV network ABC estimated the Su-
per Bowl audience at 130.7 million viewers, and while
these numbers guaranteed high visibility for advertisers,
the risks involved were enormous. [32] In other words,
Super Bowl advertising was at that time a game of big
risk and big reward that could put some companies into
the spotlight, but also bring them crashing down. [38]
The era when money was being recklessly spent there-
fore brought one very important lesson: those who want
to advertise at the Super Bowl have to have enough in-
surance to allow for failure. [38]

5. RESEARCH AND RESULTS

The central idea behind our research was to evaluate
the presence of tech companies at the Super Bowl in the
last five years, that is, to determine whether the trend
is rising, declining, or steady, as well as to determine
which companies are advertising at this event and what
their campaign tactics are. The initial idea was to col-
lect the data needed for our analysis from the site Ad
Meter, known for years as a reference database where
all ads broadcast during the Super Bowl were located,
along with their likeability score. However, due to poli-
cy changes on this site, now only the best-rated ads are
displayed, instead of the entire base, which is why, for
the purposes of this research, we opted to use the Super
Bowl Ads website (https://www.superbowl-ads.com/),
which contains the entire base of advertisements played
during Super Bowl commercial breaks starting from
1998.

By inspecting the aforementioned database, we de-
termined that in the period from 2021 to 2025, a total of
312 ads were broadcast during Super Bowl breaks, and
we then went on assessing them in detail with the aim of
calculating how many of them belong to the tech sector.
It is important to point out that drawing a sharp line
between what is and what is not a tech ad or industry is a
very challenging task. For the purposes of this research,
we have taken the position that, apart from core tech

companies, broader digital companies which operate
mostly via online platforms, as well as digital commerce
websites and social networks, can also be classified in
that category. Having learned that other sources report-
ing on tech ads also include media companies primarily
focused on tech-powered content production and distri-
bution - such as Netflix, Paramount+, Peacock, etc. — we
decided to consider them as well.

The findings of our research are presented in Table
1, which displays the total number of ads aired during
each edition of the Super Bowl between 2021 and 2025,
as well as the total number and percentage of technology
ads broadcast during each of those years. From those
figures, it can be seen that the ads belonging to the tech-
nology sector consistently made up more than 30% of
all Super Bowl ads, reaching their peak figure of 36.23%
in 2022. During the five-year period covered by our re-
search, a total of 312 advertisements were aired during
Super Bowl commercial breaks, and 104 of them were
related to technology, which is why it can be concluded
that the tech industry has joined food, beverage, and
automotive industries in becoming one of the leading
Super Bowl advertisers. By analysing the ads, we also
determined that the structure of tech advertisers is ex-
tremely diverse, ranging from powerhouses like Google
and YouTube to core tech companies such as OpenAl,
and extending to predominantly internet-enabled busi-
nesses and e-commerce platforms like Booking, Temu,
and Amazon, telecom companies like T-Mobile and
Verizon, and video streaming services such as Netflix.

Strategies used by tech companies to make their
products and services appeal to the public may differ, but
one strong trend emerges among all of them, that being
the growing focus on artificial intelligence. The strong-
est brands from the technological sphere have begun to
design their ads in a way that highlights the possibility
of practical application of their achievements in the Al
domain. Most prominent examples include Microsoft's
2024 ad for its Al-powered tool, Copilot, that helps its
users achieve learning and business tasks, Meta's 2025

Table 1. Overview of the Presence of Technology Companies at the Super Bowl (2021-2025)

Year Total number of ads Number of technology ads ~ Percentage of technology ads
2021 55 18 32.73%
2022 69 25 36.23%
2023 62 20 32.26%
2024 60 20 33.33%
2025 66 21 31.82%
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ad for Al-powered Ray-Ban smart glasses capable of
providing real-time information about viewed objects,
Google's 2025 ad emphasizing the everyday utility of its
AT assistant Gemini Live, as shown via a job interview
preparation scenario, and OpenAi’s 2025 ad presenting
ChatGPT's capabilities in assisting with writing-related
tasks.

6. CONCLUSION

Our research, which relates to the period from 2021
to 2025, shows that during that time frame, the ads of
tech companies accounted for a significant portion of
the advertising space at the Super Bowl, with more than
30% participation each year. These results coincide with
the wider social picture, which is characterized by an
exponential growth in the integration of new Al-based
technologies into everyday household and work-related
tasks. The obtained results show that tech companies,
along with traditional advertisers, became regular par-
ticipants in the commercial segment of this prestigious
sporting mega event, thereby confirming their financial
power and their desire to move away from the bounda-
ries of technologically specialized audiences and ap-
proach the mass population.

The performance of technology companies is char-
acterized by diversity in terms of the structure of the
organizations themselves, but also in terms of the strate-
gies they use, with majority of them relying on artificial
intelligence in order to demonstrate that their excep-
tionally high-tech products and services can be inte-
grated into everyday life.

It is important to note that this research has cer-
tain limitations that do not affect its results to a greater
extent, concerning the criteria according to which the
authors defined what tech companies are. Likewise, the
limiting factor may be the quality of the used reference
database, that is, whether it really includes all broadcast
advertisements. A recommendation for further research
on this topic would be to repeat the research in a few
years to include new trends, as well as to take a look at
the business results of tech companies that advertised
on the Super Bowl in order to see whether they truly
benefited from that exposure.

Sinteza 2025
submit your manuscript | sinteza.singidunum.ac.rs

REFERENCES

(1]

(6]

H. Albadri, “The Convergence of Traditional Media
to the Digital Communicative Environment- The
Reality and Gap,” Information Sciences Letters, vol.
12, no. 4, pp. 1827-1839, 2023.

G. Kose, “An Innovative Approach Within the
Digital Marketing Spectrum: Programmatic Ad-
vertising as an Output of Artificial Intelligence,” in
International Studies and Evaluations in the Field of
Communication Sciences, Ankara, Turkey, Seriiven
Yayinevi, 2024, p. 50.

E. C. Parisi and F. Parisi, “Rethinking Remedies for
the Attention Economy,” SSRN, 2021.

P. Crogan and S. Kinsley, “Paying Attention: To-
ward a Critique of the Attention Economy,” Culture
Machine, vol. 13, p. 1-29, 2012.

B. Shapiro, G. Hitsch and A. Tuchman, “TV Adver-
tising Is Usually Not Worth It,” Kellogg Insight, 1
3 2021. [Online]. Available: https://insight.kellogg.
northwestern.edu/article/tv-advertising-is-usually-
not-worth-it. [Accessed 1 4 2025].

M. Draganska, W. R. Hartmann and G. Stanglein,
“Internet vs. TV Advertising: A Brand Building
Comparison,” Journal of Marketing Research, vol.
51, no. 5, p. 578-590, 2014.

F. Findley, K. Johnson, D. Crang and D. W. Stewart,
“Effectiveness and Efficiency of TV's Brand-Build-
ing Power: A Historical Review,” Journal of Adver-
tising Research, vol. 60, no. 2, p. 131-149, 2020.

Sports Media Watch, “Super Bowl Ratings His-
tory (1967-present),” Sports Media Watch, 4 2
2017. [Online]. Available: https://www.sportsme-
diawatch.com/super-bowl-ratings-historical-view-
ership-chart-cbs-nbc-fox-abc/. [Accessed 1 4 2025].

A. D. Lotz, The Television Will Be Revolutionized,
Second Edition ed., New York: New York Univer-
sity Press, 2014.

P. Beede, “The Growing Creative Challenge for
Advertising Engagement: An Analysis of Super
Bowl Ad Meter Likeability Scores from 2013 to
2024,” Journal of Marketing Communications.

Q. Feng, “Analyzing the Economic Impact of Super
Bowls: A qualitative framework for holding mega
sports events in Asia,” in Proceedings of the 9"
International Conference on Financial Innovation
and Economic Development (ICFIED 2024), 2024.

J. Cuneen and J. S. Fink, “Marketing Motown:
Detroit Sold Cold, and Super Bowl XL Was a Winter
Blast,” Sport Marketing Quarterly, vol. 15, no. 4,
2006.

A.D. Smith and A. A. Smith, “Exploring the Service
Location Strategies Behind Super Bowl Venue Se-

lection,” Services Marketing Quarterly, vol. 29, no.
4, p. 66-84, 2008.

Information Technology in
Sports Session

497



http://sinteza.singidunum.ac.rs

498

[14]

[16]

(17]

[21]

[22]

(23]

[24]

Statista Research Department, “Super Bowl at-
tendance in the U.S. 1967-2025,” Statista, [On-
line]. Available: https://www.statista.com/statis-
tics/1362951/super-bowl-attendance/. [Accessed
20254 1].

F. Monthly, “How Much Does the Super Bowl
Cost to Run?,” Finance Monthly, 10 2 2025. [On-
line]. Available: https://www.finance-monthly.
com/2025/02/how-much-does-the-super-bowl-
cost-to-run/. [Accessed 1 4 2025].

E. Mangeloja, “Economic Impacts of Sports
Mega-Events: Introduction to Economic Analysis
of Sports Mega-Events,” in Gender, Politics and Evo-
lution of Sports: Nordic-Baltic Perspectives on His-
tory of Sports, T. Roiko-Jokela and H. Roiko-Jokela,
Eds., Jyvaskyld, Finland: Finnish Society for Sport
History, 2024, pp. 16-35

J. Stoll, “Super Bowl TV viewership in the U.S.
1990-2025,” Statista, 13 2 2025. [Online]. Avail-
able: https://www.statista.com/statistics/216526/
super-bowl-us-tv-viewership/. [Accessed 1 4 2025].

S. Karlovitch, “Super Bowl LIX: Analyzing the
Game’s Advertising and Engagement Data,” Mar-
keting Dive, 10 2 2025. [Online]. Available: https://
www.marketingdive.com/news/super-bowl-lix-ad-
vertisement-engagement-data/732443/. [Accessed
142025].

P. Minnium, “Super Bowl Ad Rankings: Trust Your
Gut or Employ Rational Thinking?,” MarTech, 26
2 2018. [Online]. Available: https://martech.org/
super-bowl-ad-rankings-trust-gut/. [Accessed 1 4
2025].

S. Stephens-Davidowitz, H. Varian and M. D.
Smith, “Super Returns to Super Bowl Ads?,” Quan-
titative Marketing and Economics, vol. 15, no. 1, p.
1-28, 2017.

S. Al¢akovi¢, “Super Bowl Ads in the Period from
2017-2022,” The European Journal of Applied
Economics, vol. 20, no. 1, pp. 39-51, 2023.

E. McDowell and R. Su, “How Super Bowl Ad Costs
Have Skyrocketed Over the Years,” Business Insid-
er, 2 2 2020. [Online]. Available: https://www.busi-
nessinsider.com/super-bowl-ad-price-cost-2017-2.
[Accessed 14 2025].

D. Hayes, “Fox Breaks $8M Barrier For A 30-Sec-
ond Super Bowl Ad, Selling At Least 10 Spots At
That Level,” Deadline, 29 1 2025. [Online]. Avail-
able: https://deadline.com/2025/01/fox-super-bowl-
commercials-8-million-30-seconds-1236270747/.
[Accessed 14 2025].

M. Culture, “Super Bowl Enthusiasts: Audience In-
sights Report,” Media Culture, 3 2 2025. [Online].
Available: https://www.mediaculture.com/insights/
audience-insights-report-super-bowl-enthusiasts.
[Accessed 1 4 2025].

Sinteza 2025
submit your manuscript | sinteza.singidunum.ac.rs

(25]

[26]

(27]

(28]

[29]

(30]

[31]

[32]

(36]

R. Yelkur, C. Tomkovick, A. Hofer and D. Rozu-
malski, “Super Bowl Ad Likeability: Enduring and
Emerging Predictors,” Journal of Marketing Com-
munications, vol. 19, no. 1, pp. 58-80, 2011.

W. R. Hartmann and D. Klapper, “Super Bowl Ads,”
2016.

K. Belson, “During N.F.L. Games, Going to Com-
mercial Requires Its Own Playbook,” The New York
Times, 8 2 2025. [Online]. Available: https://www.
nytimes.com/2025/02/08/business/nfl-games-com-
mercials-super-bowl.html. [Accessed 1 4 2025].

S. Lingeswaran, “Explainer: The Evolution of Super
Bowl Ads,” Sportcal, 7 2 2023. [Online]. Available:
https://www.sportcal.com/features/explainer-the-
evolution-of-super-bowl-ads/. [Accessed 1 4 2025].

L. K. Fuller, Celebrating the Super Bowl: Programs,
Profits, Parties, Routledge, 2022.

S. Elliott, “The Media Business: Advertising; Move
Over, Dot-Coms. There Are Other First-Time Ad-
vertisers Gearing Up for the Super Bowl,” The New
York Times, 18 1 2000. [Online]. Available: https://
www.nytimes.com/2000/01/18/business/media-
business-advertising-move-over-dot-coms-there-
are-other-first-time.html. [Accessed 1 4 2025].

R.R. Panko, “IT Employment Prospects: Beyond the
Dotcom Bubble,” European Journal of Information
Systems, vol. 17, p. 182-197, 2008.

S. Elliott, “Shocking Defeats and Other Super Bowl
XXXIV Marketing Memories,” The New York
Times, 1 2 2000. [Online]. Available: https://www.
nytimes.com/2000/02/01/business/advertising-
shocking-defeats-and-other-super-bowl-xxxiv-
marketing-memories.html. [Accessed 1 4 2025].
D. Laffey, “The Rise and Fall of the Dot Com Entre-
preneurs,” Canterbury Business School, University
of Kent, Canterbury, 2004.

M. G. Russell, J. A. Fortunato, L. Valencia and N.
M. Burns, “Brand Perceptions of TV Commercials
During Super Bowl XXXVIII,” Clickin Research,
Inc.; University of Texas at Austin.

M. Palmquist, “Doing the Super Bowl Ad Math,”
Strategy+Business, 1 2 2017. [Online]. Available:
https://www.strategy-business.com/blog/Doing-
the-Super-Bowl-Ad-Math. [Accessed 14 2025].

J. Thornton and S. Marche, “Sorting Through the
Dot Bomb Rubble: How Did the High-Profile E-
Tailers Fail?,” International Journal of Information
Management, vol. 23, no. 2, p. 121-138, 2003.

E. Anderson, Social Media Marketing: Game The-
ory and the Emergence of Collaboration, Springer-
Verlag Berlin Heidelberg, 2010.

A. Steinbach, “Advertising in the Super Bowl:
Worth the Cost?”.

Information Technology in
Sports Session


http://sinteza.singidunum.ac.rs



