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Marketing technology reimagined.

Getting
back to

thinking
bigger.

acoustic.com

Technology is essential in marketing 

today. But technology is a tool, not 

an idea. And it’s a tool that has taken 

over our days. Somewhere along the 

way, while we were counting clicks and 

impressions, tracking our customers 

and sweating the metrics, something 

got left behind.

The time you need to think big.

Our technology is here for that one  

single purpose.  

When you’re enabled by tech and not 

overwhelmed by it, you can connect 

with your customers on a more human 

level. Whether it’s moving, funny or 

simply the truth. Because the best 

marketing has been and always will 

be about truth. The stuff that makes 

people feel something. Makes us all 

feel something.

It’s time to get it back.

https://acoustic.com/?utm_medium=display&utm_source=adage&utm_campaign=id14&utm_content=print_digital
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FISHING HOOKS MILLIONS AS HOT PANDEMIC PASTIME
A ‘white guy’ sport becomes more diverse as people seek a hobby to 
replace attendance at live sports or escape from home offices.

FANTASY FOOTBALL LEAGUES, ADVERTISERS VIE FOR FANS
With the pro football season set to kick off this week, the National 
Football League —along with advertisers and fantasy football 
leagues—are trying to fill the void for sidelined fans who can’t attend 
most games.

PLANNING ADS FOR THE BIG GAME? ASSUME ITS HAPPENING
Super Bowl LV is slated to air Feb. 7 on CBS, but its fate will likely 
remain a question mark until the league proves it can get through the 
majority of the season without a major disruption.

6 QUESTIONS WITH DRAFTKINGS
President and co-founder Matt Kalish discusses his sales experience 
at Vistaprint, bringing DraftKings marketing in-house and ‘skin-in-
the-game’ fans.

WHAT’S CERTAIN ABOUT SUPER BOWL LV
With our recent article, “How to plan ads for an uncertain Super 
Bowl: Just assume it’s happening,” we’re trying to find ways to 
assure ourselves, amid a pandemic, that things are normal, or might 
be one day soon.
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News What to watch for

Sept. 8
AdColor 2020 begins today and runs through Sept. 10. The 
lineup for this year’s conference, held virtually, includes 
Wyclef Jean, comedian Aida Rodriguez and industry players 
including Angela Logan, AT&T director of marketing for 
consumer/entertainment; Brittany Johnson, creative strategist 
at Facebook; and Danielle Lee, chief fan officer at the National 
Basketball Association.

The Week Ahead:  
September 8-11, 2020

Wyclef Jean 
will close out 
the AdColor 
conference 
with a virtual 
concert. 
LBJ Library 
via Flickr

http://adcolor.org/conference/#


Sept. 9
Video game retailer GameStop 
reports earnings. While 
gaming has surged during the 
pandemic, the retailer has not 
benefited because it relies on 
in-person selling. “It seems 
consumers don’t have much use 
for a brick-and-mortar video 
game middleman anymore,” 
reports The Motley Fool.

Sept. 10
The National Football League 
begins what will be the most unique season in its history when 
the Kansas City Chiefs play the Houston Texans in a game 
carried by NBC. There will be fans in the stands—a rarity in 
the sports world this year—but the Chiefs capped the capacity 
at Arrowhead Stadium to 22 percent of normal. 

Peloton, which has been on a tear as more consumers turn to 
at-home fitness, reports fourth-quarter earnings. In its most 
recent quarter, Peloton said it pulled back on marketing due to 
increased sales and word-of-mouth opportunities; the brand 
also recently hired a new top marketer. 

D&AD announces its Black Pencil winners at a virtual 
ceremony livestreamed via the D&AD website at 1 p.m. ET. The 
ceremony will also include the President’s Award honoring an  
industry person whose contribution has been inspirational.

FORWARD PROGRESS FOR FOOTBALLNews What to watch for 

The Kansas 
City Chiefs host 
the Houston 
Texans in the 
NFL opener. 
Steve Sanders/
Kansas City 
Chiefs

http://news.gamestop.com/news-releases/news-release-details/gamestop-announces-second-quarter-fiscal-2020-earnings-release
http://www.fool.com/investing/2020/08/31/heres-why-gamestop-stock-headed-higher-on-monday/
https://www.cbssports.com/nfl/news/2020-nfl-opener-chiefs-reveal-just-how-small-the-crowd-will-be-for-2020-nfl-season-opener/
https://www.cbssports.com/nfl/news/2020-nfl-opener-chiefs-reveal-just-how-small-the-crowd-will-be-for-2020-nfl-season-opener/
http://investor.onepeloton.com/news-releases/news-release-details/peloton-interactive-inc-announces-fourth-quarter-and-full-year
http://adage.com/article/cmo-strategy/peloton-has-become-so-popular-during-pandemic-it-doesnt-need-marketing/2255401
http://www.dandad.org/


Sept. 11
It’s a green light for New York 
Fashion Week, which will have a 
truncated schedule starting Sept. 13 
and ending Sept. 17. Many designers 
have opted for outdoor events, which 
cannot exceed 50 attendees. 

It is also the 19th anniversary of 
the terrorist attacks of Sept. 11, but 
events will be different because of 
COVID-19. Victim’s family members 
will not read names of their loved ones at the annual ceremony 
in Manhattan. Instead organizers will play a recording of past 
name-readings. 

BLACK PENCIL AWARD WINNERS REVEALEDNews What to watch for

New York 
Fashion Week  
is back—after 
a fashion. 
iStock
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Ikea’s fable about the benefits of sleep 
reinvents ‘The Tortoise and the Hare’
By Alexandra Jardine

Pornhub celebrates a hard working man 
with an innuendo-filled Labor Day spot 
By I-Hsien Sherwood
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http://nyfw.com/
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Co-presenting sponsors Special thanks to

September 15, 2020 
10:00am - 3:30pm EDT

Learn more at  
AdAge.com/w2w2020

#AdAgeW2W

Women to Watch 
Conference & Awards 

Announcing our 
Women to Watch 
keynote speaker
Ann Mukherjee, Chairman and CEO,  
Pernod Ricard North America

Ad Age Women to Watch has  
empowered women in marketing and 
advertising for decades. 

Ann Mukherjee will kick off our inaugural  
Ad Age Women to Watch Conference & Awards. 
Mukherjee brings a wealth of experience as a 
CMO-turned-CEO and diversity advocate. 

Buy your ticket to hear her speak.

https://www.adageevents.com/events/2020-ad-age-women-to-watch-conference-awards/event-summary-0eefd6ecb1fd40bbb878fc4e61daaef0.aspx
https://www.adageevents.com/events/2020-ad-age-women-to-watch-conference-awards/event-summary-0eefd6ecb1fd40bbb878fc4e61daaef0.aspx


News Have it his way

A quick look at hot topics in the marketing, media and  
agency industries. For more on these and other trending stories, 
visit AdAge.com

Winner
Fame is one thing—but having a McDonald’s meal named after 
you is on another level, one that rapper Travis Scott reached 
last week when the fast feeder announced the “Travis Scott 
Meal,” which includes a Quarter Pounder with cheese, bacon 
and lettuce, and fries, with BBQ sauce and a Sprite for $6. He’s 
the first celeb to get this treatment since Michael Jordan in 
1992. We’ll have to wait to see if the meal is a sales slam dunk.

Complied by E.J. Schultz
with contributions by Adrianne Pasquarelli

Trending

https://adage.com/article/news/mcdonalds-adds-travis-scott-its-menu-part-month-long-partnership/2278651
https://adage.com/article/news/mcdonalds-adds-travis-scott-its-menu-part-month-long-partnership/2278651


Loser
So much for Accenture making Droga5 layoff-
proof. The shop confirmed it will cut 7 percent 
of its U.S. staff, the latest agency to feel the 
sting of deteriorating business conditions as 
the coronavirus continues to take a toll.

Popular
The 2020 Olympics have not even occurred yet–
and won’t happen until next year—but there 
is plenty of interest in a 2028 Olympics in Los 
Angeles, at least according to Ad Age readers, 
who made this story on the newly unveiled 
ever-shifting official logo our most popular 
post of last week.

Out of this world
Jeep debuted its new eco-friendly Wrangler 4xe—which features 
a plug-in hybrid powertrain—with video that uses Carl Sagan’s 
description of the “Pale Blue Dot”—which refers to a picture of 
Earth captured from the far reaches of space captured by NASA’s 
Voyager 1 in 1990. Jeep’s video comes from Doner. The brand 
promises to make a contribution to combat climate change for 
every view of the video.

Creativity pick
Apple—which has a history of creatively touting the iPhone’s 
privacy offerings—did it again, with a spot from TBWA/Media Arts 
Lab showing people “oversharing” ridiculous things—credit card 
information, usernames and password s—in real-life settings.

TRENDINGNews Layoffs at Droga5

Quote of the week

“Taken in 
isolation, 
today’s results 
from Macy’s 
would be 
disastrous.”
Neil Saunders,  
an analyst at GlobalData Retail, 
on the retailer’s quarterly 
sales results that were well 
below pre-pandemic levels,  
but an improvement from  
its dreadful first quarter.

https://adage.com/article/agency-news/droga5-cuts-7-percent-us-staff/2278271
https://adage.com/article/agency-news/droga5-cuts-7-percent-us-staff/2278271
https://adage.com/article/cmo-strategy/la-2028-unveils-dynamic-olympics-logo-updated-athletes-and-celeb-creators/2278011
https://adage.com/article/cmo-strategy/la-2028-unveils-dynamic-olympics-logo-updated-athletes-and-celeb-creators/2278011
https://adage.com/article/cmo-strategy/la-2028-unveils-dynamic-olympics-logo-updated-athletes-and-celeb-creators/2278011
https://www.theatlantic.com/science/archive/2020/02/nasa-pale-blue-dot-voyager/606529/
https://www.theatlantic.com/science/archive/2020/02/nasa-pale-blue-dot-voyager/606529/
https://adage.com/creativity/work/apples-iphone-privacy-ad-stars-people-oversharing-about-their-pregnancy-tests-divorce-lawyers-and/2278681
https://adage.com/article/news/macys-sees-signs-recovery-demand-starting-return/2278251
https://adage.com/article/news/macys-sees-signs-recovery-demand-starting-return/2278251


Votewear
It does not get more 2020 than this: 
Bloomingdale’s is selling limited-
edition face masks emblazoned 
with “VOTE” as part of an effort 
with nonprofit When We All 
Vote. The department store chain 
will promote the effort through 
interactive visual displays at its 
stores—for those consumers who 
are still browsing in person. The 
retailer joins a growing list of 
brands pushing vote messaging, 
including Old Navy, which recently 
said it will pay employees who 
volunteer at the polls.

On the move
Coca-Cola Co. named former Reebok  
and Crayola marketer Melanie Boulden as its new senior  
VP marketing for North America.

Target tapped Maurice Cooper as senior VP of marketing. 
Cooper, a veteran marketer with stints at Wingstop 
Restaurants and Coca-Cola, will report to Chief Marketing 
Officer Rick Gomez and is tasked with overseeing Target’s 
crucial holiday campaign, among other things. 

TRENDINGNews Getting out the vote

2 Sept 2020

Andrew Christensen stood up for 
what he believes is right. He gave
one of the finest speeches you’ll ever
see, an impassioned plea to the 
Lincoln City Council to end the farce 
that is boneless wings! 

Rev. Mike Jones
@Twitter

Tweet of the Week
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The deadline to enter 
Ad Age Best Places 
to Work is Tuesday, 
September 15. Sign up 
at AdAge.com/bptw to 
place your company in 
contention for one of our 
most prestigious rankings.

We know 2020 has been 
a rough year for the 
industry, but companies 
that have had layoffs or 

reductions in client work 
shouldn’t shy away from 
entering. Great culture 
can thrive anywhere, even 
during a crisis.

Does your company stand 
out among the best? 
Prove it to the market, 
employees and potential 
employees by entering 
Ad Age Best Places to 
Work today.

Entry deadline: Sept. 15 at 5 p.m. EDT
Survey deadline: Sept. 24 at 11:59 p.m. EDT
AdAge.com/bptw

Last call for entries! 

BEST 
PLACES  
TO WORK

https://bestplaces.secure-platform.com/a/organizations/main/home
https://bestplaces.secure-platform.com/a/organizations/main/home
https://bestplaces.secure-platform.com/a/organizations/main/home
https://bestplaces.secure-platform.com/a/organizations/main/home
https://bestplaces.secure-platform.com/a/organizations/main/home


News Campaign Ad Scorecard

From a political perspective, the U.S.A. isn’t really the U.S.A. 
at the moment—and not just because that whole “United” thing 
isn’t really flying circa 2020. Rather, if you consider what the 
two major political parties care about this fall, the country is 
more like S.S.A.A.O.: Swing States and Assorted Others. Or 
maybe just N.C.A.T.R.: North Carolina and the Rest.

We’ve come to that disconcerting conclusion by following the 
money—specifically the money devoted to campaign advertising.

NORTH CAROLINA’S INSANE 
CAMPAIGN AD WINDFALL  
BY THE NUMBERS
By Simon Dumenco
Data analysis by Kevin Brown

Sen. Thom 
Tillis, a North 
Carolina 
Republican, 
speaks at 
a rally in 
Charlotte 
with 
President 
Donald 
Trump. 
Al Drago/
Bloomberg



First, a reminder that in the previous edition of Campaign Ad 
Scorecard, we noted that Team Trump and Team Biden had 
together booked more than a quarter billion dollars (!) worth 
of TV ads from Sept. 1 through Election Day across just 10 
swing states. (And that tally doesn’t even include digital ad 
spending or any sort of ad outlay by pro-Trump and pro-Biden 
PACs.) Florida is technically the top magnet for presidential 
campaign ad dollars, but on a per-capita basis North Carolina 
pulls ahead of the Sunshine State.

Now consider the U.S. Senate races. According to the latest 
Ad Age Campaign Ad Scorecard analysis—an ongoing project 

CANDIDATE SPENDING SWAMPS NORTH CAROLINANews Campaign Ad Scorecard

Rank State Total  
spending  since  
Jan. 1, 2019

Booked spending Sept. 8, 2020, to Election Day

Total  
booked

Democratic Republican

1 North Carolina $162.3 $73.8 $45.6 $28.1

2 Iowa 138.0 68.9 33.1 35.8

3 Georgia 125.4 49.4 15.8 33.6

4 Arizona 124.4 59.8 31.8 27.9

5 Maine 103.4 31.3 14.6 16.6

6 Montana 98.7 46.2 31.4 14.8

7 Colorado 72.0 20.9 7.2 13.7

8 Kentucky 67.2 17.4 1.4 16.0

9 Michigan 62.8 14.8 8.9 5.9

10 South Carolina 31.5 3.1 0.0 3.1

Other 119.1 8.4 4.5 2.9

Total $1,104.9 $393.8 $194.5 $198.4

Top 10 states by TV, radio and digital spending. Dollars in millions.
Battle for the Senate



led by Ad Age Datacenter Director of Data Management Kevin 
Brown in partnership with Kantar/CMAG—North Carolinians 
will have to endure $73.8 million worth of campaign ads from 
Sept. 8 through Election Day. (Our tally is a bit more granular 
at the state level, and though that sum is dominated by TV ad 
spend, it also includes radio. And because at the state level 

CANDIDATE SPENDING SWAMPS NORTH CAROLINANews Campaign Ad Scorecard

In the top 10 states by TV, radio and digital spending. Dollars in millions.
Spending by Senate candidates

State Candidate (party) Booked spending Sept. 8, 2020, to Election Day

North Carolina Cal Cunningham (D) $7.4
Thom Tillis (R) 5.8

Iowa Theresa Greenfield (D) 4.1
Joni Ernst (R) 3.2

Georgia Jon Ossoff (D) 5.7
Raphael Warnock (D) 3.4
Kelly Loeffler (R) 4.2
David Perdue (R) 7.8

Arizona Mark Kelly (D) 11.7
Martha McSally (R) 6.4

Maine Sara Gideon (D) 4.2
Susan Collins (R) 2.4

Montana Steve Bullock (D) 7.8
Steve Daines (R) 0.3

Colorado John Hickenlooper (D) 1.2
Cory Gardner (R) 8.2

Kentucky Amy McGrath (D) 0.4
Mitch McConnell (R) 3.8

Michigan Gary Peters (D) 8.0
John James (R) 5.0

South Carolina Jaime Harrison (D) 0.0
Lindsey Graham (R) 1.4
Other Democrats 4.5
Other Republicans 2.9
Independents 1.0

Total $110.7



CANDIDATE SPENDING SWAMPS NORTH CAROLINA News Campaign Ad Scorecard

PACs often overshadow individual campaigns when it comes to 
spending, our U.S. Senate race totals include PAC outlays.)

But it gets worse (or better, if you happen to be a seller of North 
Carolina ad inventory): From Jan. 1, 2019, through Election 
Day 2020, North Carolina will have seen at least $162.3 million 
in U.S. Senate campaign ads, thanks to the astonishing sums 
spent before and during the primary season.

The last two men standing—the winners of their respective 
party primaries—are Republican Thom Tillis, the incumbent, 
and Democrat Cal Cunningham. They are, of course, neck-and-
neck in the polls.

It’s worth noting that, as Politico reported last week, 
“President Donald Trump encouraged North Carolina residents 
to attempt to vote both via the mail and in person, seemingly 
urging them to commit voter fraud as a test of mail-in voting 
systems in a trip to the state on Wednesday.” The state’s Board 
of Elections chief then had to issue a statement pointing out 
that “Attempting to vote twice in an election or soliciting 
someone to do so ... is a violation of North Carolina law.”

But hey, who doesn’t love a BOGO deal, right? 
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U.S. media spending dropped 19.1 percent 
in first half of 2020
By Kevin Brown

https://adage.com/article/datacenter/exclusive-us-media-spending-drops-191-percent-first-half-2020/2278781
https://adage.com/article/datacenter/exclusive-us-media-spending-drops-191-percent-first-half-2020/2278781
https://adage.com/article/datacenter/exclusive-us-media-spending-drops-191-percent-first-half-2020/2278781


6 Questions

DraftKings is best known as the place to play daily fantasy 
sports—and as the company that runs ads everywhere. Lesser 
known is that DraftKings was launched by three performance 
marketers who worked together at Vistaprint—yes, the 
business card place—prior to launching the company in 2012. 

Matt Kalish, president and co-founder, cut his teeth as a 
Vistaprint CRM marketing manager. “It is extremely data-
driven,” says Kalish. “I was running marketing channels and 
using performance to get results for the company.”

DRAFTKINGS ON BRINGING 
MARKETING IN-HOUSE AND 
‘SKIN IN THE GAME’ FANS
By George P. Slefo

Matt Kalish 



Kalish, 39, says marketing is core to DraftKings’ operations. 
Through the first six months of this year, the company spent 
$104 million on advertising and generated revenue of $188 
million. That means for every revenue dollar made, the 
company spent more than half, 55 cents, on marketing.

DraftKings—which last week inked a deal with Hall of Fame 
NBA player Michael Jordan to be a special advisor—believes 
in its abilities to market. Last year, it parted ways with agency 
Deutsch New York and took all of its marketing in house. 

Ad Age caught up with Kalish and asked about the company’s 
marketing strategy, esports and the upcoming football season. 
This interview has been edited for brevity and clarity.

What did you bring with you from Vistaprint to DraftKings?
Analytics and performance marketing. Everything we did at 
Vistaprint was based on performance marketing. Every dollar 
we put out the door was measured, which is very similar to 
what we’re doing now at DraftKings.

(At Vistaprint, Kalish also met fellow DraftKings co-founders 
Jason Robins, now CEO, and Paul Liberman, now president of 
global product and tech.)

Why is football such a big deal for DraftKings?
It has the largest audience of any American sport and it’s the 
largest activation time of year for DraftKings. It’s our biggest 
audience—whether it’s new or existing users—and it’s where 
we have our heaviest marketing activity. We want to get 
customers as active as possible.

WHY DRAFTKINGS BROUGHT ITS MARKETING IN-HOUSE6 Questions



It’s about a year since you brought your marketing in-house. 
How has that played out?
We found a lot of value bringing our creative department in 
house. We are trying to connect with a certain customer—we 
call them “skin in the game” fans.

‘Skin in the game’ fans?
These are people who don’t want to just sit on the couch and 
watch the game. They want to get involved. They like predicting 
and competing. So to learn that customer inside and out you 
need expertise and 24/7 thinking on who this person is, what’s 
working and what’s not. Our in-house team has dozens of people 
who are specialized in “skin in the game fans.”

How much did esports grow?
When we went public in April after COVID struck we started 
testing esports. It was content we didn’t have much experience 
with. Our company’s mentality is to test content, see if it is 
attracting an audience and then scale it up.

The amount of active players for the esports game “League of 
Legends” grew 2,000 percent year-over-year in March. And 
we saw a 5,000 percent increase in the amount of entries — 
that told us players were coming back day after day and were 
increasing their frequency of playing.

Last question: Who will win the Super Bowl this year?
Chiefs. 

WHY DRAFTKINGS BROUGHT ITS MARKETING IN-HOUSE6 Questions
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News Big game, big gamble

“Let’s assume it’s happening.” That’s been the motto for 
advertisers looking to buy sports programming in the  
COVID era and is the current game plan for those planning  
to air commercials in the pinnacle of all live TV events—the  
Super Bowl. 

Super Bowl LV is slated to air Feb. 7 on CBS, but as has been 
the case for all live events since the coronavirus outbreak, 
the fate of the Big Game will likely remain a question mark 
until the league proves it can get through the majority of the 
season without a major disruption. There are still more than 
five months until the game, which is supposed to take place 
at Raymond James Stadium in Tampa, Fla., but planning for 

HOW TO PLAN ADS FOR  
THE SUPER BOWL:  
ASSUME IT’S HAPPENING
By Jeanine Poggi and E.J. Schultz 
with contributions by Jessica Wohl

The Big Game 
—and halftime 

show—would 
look a lot 
different 
without fans 
in the stands.  
Courtesy 
Raymond 
James  
Stadium  
via Twitter



Super Bowl ads generally starts very early—sometimes just 
days and weeks after the prior game ends.

So far, only one major marketer has confirmed  that it will run 
an ad in the Super Bowl next year. Mars Wrigley, a longtime 
Super Bowl advertiser, which plans a spot in the 
2021 game, is not ready to reveal which of its candy 
brands will get a turn in the spotlight. 

Aside from the months it takes to shoot 30 or 
60 seconds of highly produced, celebrity-fueled 
creative, Super Bowl campaigns also require 
intense strategizing involving social media 
components, trailers for the spots and marketing 
around the big reveal of the ad. 

This means that long before we know whether the 
Super Bowl will take place, marketers that are 
considering plopping down about $5.5 million for 
30 seconds of airtime need to start planning now.

“You have to take a ‘let’s assume it’s happening’ approach, but 
build backup plans and adjust if things change,” says David 
Campanelli, chief investment officer, Horizon Media.

VaynerMedia, which created Big Game spots for Sabra, 
Hard Rock International and Planters in Super Bowl 2020, is 
operating as though it is going to happen, says Nick Miaritis, 
exec VP at the agency. “If the moment doesn’t happen, we will 
need to create something else around it,” he says. 

Miaritis points to how VaynerMedia responded when NCAA 
basketball’s March Madness tournament was canceled at the 

MARS WRIGLEY IS THE ONLY CONFIRMED SPONSOR SO FAR

“You have to 
take a ‘let’s 
assume it’s 
happening’ 
approach, but 
build backup 
plans.”
David Campanelli,  
chief investment officer, 
Horizon Media
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onset of the coronavirus outbreak. For Scotts Miracle-Gro, 
the pandemic hit at a critical time of year for the gardening 
brand—spring planting season. Vayner ditched the original 
plans for Scotts and relied on user-generated content of people 
enjoying their yards and gardens for the spring campaign. 

“We are strategizing about Super Bowl with some brands as 
we normally would, even though it’s not normal times,” says 
Rob Schwartz, CEO at TBWA\Chiat\Day New York, whose 
clients include PepsiCo and Nissan. “Brands are looking for 
Super Bowl ideas, but I would say it’s ‘big game’ with lowercase 
letters, meaning nobody is quite sure if it is going to happen.”

“There is a hedge in every brief,” Schwartz adds. “The word ‘if’ 
is in every brief—if there is a cure, if there is a vaccine.”

‘THERE IS A HEDGE’ IN EVERY SUPER BOWL BRIEFNews Big game, big gamble

‘Real 
Housewives’ 
united over 
hummus in 
Sabra’s Super 
Bowl LIV ad.  
Courtesy  
Sabra  
Hummus



“Right now, the 
plan is there is 
going to be a 
Super Bowl and 
there’s going to 
be a halftime 
show, and let’s 
keep planning.” 
Todd Kaplan,  
VP of marketing, Pepsi

Beyond TV 
Aside from the in-game creative, big National Football League 
sponsors like PepsiCo and Anheuser-Busch InBev typically 
take a holistic approach, blending TV ad buys with glitzy on-
the-ground events, such as branded concerts. 
But it’s difficult to plan experiential programs 
without knowing if fans will even be allowed 
at the game. 

The Super Bowl halftime show would also 
look a lot different without fans in the stands. 
PepsiCo—which sponsors the spectacle—is 
“still actively talking” with the NFL and Jay-
Z’s Roc Nation, which has a contract with the 
league to advise on the selection of the show 
performers, say Todd Kaplan, VP of marketing 
for PepsiCo’s flagship soda brand. “Right now, 
the plan is there is going to be a Super Bowl and 
there’s going to be a halftime show, and let’s 
keep planning it knowing things are going to 
evolve throughout the year,” he says.

For its part, the NFL is moving forward with plans to create a 
“Super Bowl Experience,” beginning on Jan. 29, spanning 2.7 
miles along the Tampa Riverwalk  and featuring “concerts, food 
and beverage, sponsor activations, NFL Shop presented by Visa 
and more,” according to a press release earlier this month from the 
Super Bowl LV host committee.  Lowe’s signed on as presenting 
sponsor of the experience which, for the first time, will be held 
outdoors.

ARE YOU READY FOR SOME FOOTBALL? News Big game, big gamble
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In a virtual press conference announcing the experience, 
NFL executive VP Peter O’Reilly stressed that “we will be 
flexible, we will be adaptable, and will work through whatever 
circumstances may come to bear,” adding that “health and 
safety will guide every single one of our decisions.”

“The whole Super Bowl strategy is pretty fluid across the board 
right now,” says Nick Kelly, VP of partnerships, beer culture and 
community for Anheuser-Busch InBev. “If it’s an empty stadium,  
your strategy will probably change to be more paid media-focused.”

In negotiations  
This could be a win for CBS, which is currently out talking to 
the marketplace about Super Bowl opportunities in nearly the 
same way it would in a typical year. Mars Wrigley aside, few 
brands seem eager to strike deals just yet.

CBS is asking for $5.5 million for a 30-second commercial, in-
line with last year’s cost. While the eye network is currently in 
serious conversations with a few brands, according to a person 

NEXT YEAR’S SUPER BOWL IS UNLIKELY TO SELL OUT BY THANKSGIVING News Big game, big gamble

J. Lo and 
Shakira 
headlined 
the Pepsi-
sponsored 
Super Bowl 
LIV halftime 
show. NFL



“It will either 
be the least-
watched Super 
Bowl of all time 
or the most-
watched, and 
I don’t think it 
will fall in the 
middle, so it is a 
big bet to take.” 
Rob Reilly,  
global creative chairman, 
McCann Worldgroup

SPOTS IN THE UPCOMING SUPER BOWL ARE PRICED AT $5.5 MILLIONNews Big game, big gamble

familiar with the dialogue, it is unlikely it 
will declare it’s sold out of ad time before 
Thanksgiving, as Fox did last year when it 
aired the Super Bowl. 

One critical point of negotiations is 
flexibility. CBS is willing to give money back 
to advertisers who make commitments for 
the Super Bowl, only for it to be canceled, 
according to people familiar with the situation. 

The question is, with so much uncertainty, will 
a $5 million dollar or more ad buy be worth 
it? “It will either be least-watched Super Bowl 
of all time or the most-watched, and I don’t 
think it will fall in the middle, so it is a big 
bet to take,” says Rob Reilly, global creative 
chairman, McCann Worldgroup. 
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Heineken’s 
‘Stadium 
in a Box’ 
features a 
stadium 
seat and 
a mini-
fridge. 
Courtesy 
Heineken

HOME FIELD  
ADVANTAGE
Sponsors, teams and leagues get creative in the face of empty seats 

By Ann-Christine Diaz and E.J. Schultz



Feature SPONSORS, TEAMS AND LEAGUES GET CREATIVE IN THE FACE OF EMPTY SEATS

Empty arenas and stadiums were once the domains of losing 
teams. But in the COVID era, fanless venues are a common 
sight even for winners—a phenomenon that will grow even 
more cheerless when the normally fan-charged National 
Football League kicks off its season this week. Each NFL team 
is setting its own rules, but most are banning fans or allowing 
only limited attendance. The longer pandemic restrictions 
linger, the harder it will be for sponsors, many of which count 
on in-person experiences, to wring value from their deals. 
Still, some leagues, teams and brands have found creative 
ways to make the best of a bad situation using fun and creative 
promotions. Below, a sample.

Pepsi’s ‘Homegate’
In 2020, tailgating is now “homegating”—at least according 
to NFL sponsor Pepsi, which is plugging the phrase as part 
of a sweepstakes in which it is giving away a 16-square-foot 
tailgating box that includes an outdoor projector, custom corn 
hole sets and, of course, Pepsi. The brand went even further 
for a New Jersey couple who are big New York Jets fans by 

Pepsi 
transformed 
a  N.Y. Jets 
fan’s home. 
Courtesy 
PepsiCo

https://www.prnewswire.com/news-releases/pepsi-paves-superfans-front-yard-to-create-larger-than-life-tailgate-destination-301117001.html
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recreating a stadium parking lot tailgate experience at their 
house. The brand paved more than 1,500 square feet of their 
front yard, put in stadium lighting, a parking booth, grill, 
painted end zone and an inflatable jet.

Michelob Ultra’s ‘Courtside’
Michelob Ultra and Microsoft have gotten plenty of attention 
for their pricey virtual fan experience at National Basketball 
League games in the so-called Orlando bubble. Using Microsoft 
technology, fans watching from home appear on 17-foot 
screens that surround the players on three sides of the courts. 
During broadcasts, the fans appear as they would in real life, 
with a few minor but arguably charming quirks.

Postmates Dodger home plates
The Los Angeles Dodgers teamed with Postmates to bring a bit 
of the culinary experience from Dodger Stadium to fans’ homes. 
In L.A., Postmates is offering delivery of “Dodgers Home Plates,” 
which consist of the stadium’s familiar offerings, including 
premium Dodger Dogs, Dodgers’ blue gelato and the team’s 
carne asada helmet nachos. The offering follows last year’s 
introduction of Postmates Live from Dodgers Stadium, which 
allowed fans to place their concessions stand orders from their 

Michelob 
Ultra’s 
‘Courtside’ 
shows fans 
at home on 
arena 
screens.  
Courtesy  
Michelob
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seats via the food platform 
app and pick them up from a 
designated Postmates spot.

Heinz stadium ketchup
For fans who like a lot of ketchup 
on their dogs, Heinz created 200 
“Stadium Ketchup Kits” to help 
bring a bit of the ballpark home. 
The full-size dispenser comes 
filled with the red stuff, plus a 
coupon for a free pack of Oscar Mayer hot dogs and a red foam 
finger to help fans cheer their teams on. The promotion coincided 
with MLB’s opening day. 

Foul ball by mail
Like most pro teams, the Pittsburgh Pirates offered refunds 
to season ticket holders and threw in some swag—a “ballpark 
experience in a box” kit that includes a T-shirt, fleece pullover 
and a Pirates branded mask. But the club went above and 
beyond for at least one fan. When a foul ball landed in his 
empty seat, the team mailed it to him.

Heineken stadium in a box
Since soccer fans can’t go to the stadium in the U.S., Heineken 
is now bringing the stadium to them—at least a bit of it. 
To promote zero-alcohol Heineken 0.0, the brand created 
“Stadium in a Box,” a contest that promises lucky fans their 
own official stadium seat, branded with their team’s logo, along 
with their own mini-fridge to stash their brew. The only excuse 
they’d have for missing a goal would be a trip to the bathroom.

Heinz  
‘Stadium 
Ketchup 
Kits’ bring 
the taste of 
the ballpark 
home.  
Courtesy 
Heinz
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MLB: Cheer at the Ballpark
At Major League Baseball games, players 
are enjoying the “presence” of fans through 
cardboard cutouts featuring their pictures, but 
the league is also allowing baseball lovers to 
“cheer” through its “Cheer at the Ballpark” app 
on MLB.com. There, fans can clap, cheer or boo for 
their teams at specific games each day and also 
see the percentage of game watchers cheering 
for each team in real time. Crowd noise operators 
at each ballpark have access to the Cheer at the 
Ballpark data and can use it as a guide to control 
stadium sounds during each game. 

Mastercard: #PricelessWave
As the finals of UEFA Champions League 
approached last month, Mastercard united 
soccer fans to create the world’s biggest stadium 
wave—on TikTok. For the #PricelessWave, the 
brand tapped soccer vets Fernando Torres and 
Marcel Desailly to kick off the action, and fans 
could take part by accessing the challenge 
on TikTok. When recording themselves, fans 
needed to raise their arms from bottom of the 
screen to the top, triggering the Mastercard 
football sonic sound and a sprinkle of confetti to 
adorn their video. 

Mastercard’s #Priceless 
Wave’s goal: the world’s  
largest stadium wave.  
Courtesy Mastercard
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FISHING HOOKS 
MILLIONS AS HOT NEW 
PANDEMIC PASTIME

By Jack Neff

A ‘white guy’ 
sport is 
becoming 
more  
diverse. 
Diego  
Rubillar/
Unsplash

Fans seek a hobby to 
replace sports or escape 
from home offices



Fishing seems like a thing millennials would have killed by 
now—a slow-moving hobby disproportionately beloved by 
older white guys.

But the sport actually has gotten bigger than ever thanks to 
the pandemic, attracting millions of new participants and 
reactivating millions more lapsed anglers. And data show 
fishing already had momentum going into the pandemic, 
particularly among women and Hispanics, as the industry 
encourages diversity. By the way, you needn’t travel far to fish, 
even in Los Angeles, where fly fishing in the L.A. 
River is actually a thing.

Walmart executives said on an earnings call last 
month that their research shows active anglers in 
the U.S. have increased by around 10 million to 35 
million during the pandemic. That’s made it hard 
for the giant retailer to keep shelves stocked with 
tackle, particularly starter rods and reels.

Sales of fishing gear also have soared at Dick’s, 
Bass Pro Shops and Cabela’s. Since June, 
fishing-intensive retailers Bass Pro Shops and Cabela’s have 
seen increases in household penetration of 10 percent and 
14 percent, respectively, vs. the year-ago period, according 
to tracking firm Numerator. And a larger portion of their 
shoppers are also younger (ages 21-34) and have children, 
boding well for the future.

The Recreational Boating and Fishing Foundation pegs the total 
number of U.S. fishing participants higher than Walmart, at 50.1 
million as of 2019 with a net gain of 700,000 new participants 
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“As long as 
you have a 
rod, you can 
really fish 
anywhere.”
Maggie Edmunds, Orvis
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last year. The pandemic has stoked even more 
interest. An RBFF survey found resident 
fishing license applications surged 10.2 percent 
nationwide from January to April vs. a year 
ago, capturing only the start of the pandemic 
effect. A separate RBFF study finds one in five 
Americans now say they’re more likely to go 
fishing than before the pandemic.

‘A ton of new people’
Near fishing lakes, like that at East Fork State 
Park near Cincinnati, it can be hard to find 
parking spots some mornings.

“We’ve seen a ton of new people getting into it,” says Ted 
Nicholson, manager and fly fishing instructor at Delamere & 
Hopkins, a Cincinnati outdoor retailer.

“The pandemic is driving a lot of it,” Nicholson says. “A lot of 
people are working at home, so they realize they can get out.” 
He believes others are turning to it as a new hobby because 
they can’t attend live sports or other events.

The demand has made it hard to keep products on shelves, with 
some shipments coming in at only 10 to 20 percent of what’s 
ordered, Nicholson says. A spokeswoman for the American 
Sportfishing Association trade group says the pandemic 
caused supply-chain problems in Asia even as it fueled demand 
in the U.S.

“We’re seeing an explosion in fly fishing unlike anything we’ve 
seen since the movie ‘A River Runs Through It’ came out [in 
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have soared 
at Dick’s.  
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Dick’s  
Sporting 
Goods
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1992]” says Maggie Edmunds, public relations 
and brand marketing manager of outdoor 
retailer Orvis. Online traffic has increased in 
particular, with an emphasis on rods, reels 
and other products for beginners. Fortunately 
for Orvis, Edmunds says, almost all its rods 
are made near its headquarters in Vermont 
and supply hasn’t otherwise been an issue.

Boost in marketing spending
Not content to rely on the pandemic alone, 
Orvis has increased digital ad spending and 
organic distribution of branded content, 
including making its Fly Fishing 101 course, 
historically taught only in stores, available for 
free online. Engagement on the Orvis fly fishing 
blog is up 30 percent this year, and up 40 
percent on its social channels, Edmunds says.

Part of Orvis’ plan is to make fly fishing more 
accessible, she says, adding that it’s already 
cheaper to start than many hobbies, such as 
skiing. “It doesn’t have to be the grand plan, a 
fancy lodge in Montana or Washington or Cape 
Cod. As long as you have a rod, you can really 
fish anywhere.” So Orvis is launching a “Mini-
Adventure” campaign this fall to encourage 
people to get out on their home waters.

Still, fishing, particularly fly fishing, has an 
image as a hobby for white guys—think the 
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Orvis’ Fly Fishing 101 course 
is available for free online.  
Courtesy Orvis



intro with Andy and Opie from “The Andy Griffith Show” or the 
all-white cast of “A River Runs Through It.” That’s an image 
the industry broadly, and Orvis in particular, wants to shake.

“[Fishing] gets a bad rap for being a wealthy, older, white man 
sport,” Edmunds says. “We’ve been working really hard at 
Orvis to make it more inclusive.”

So the retailer launched a #50/50 on the Water 
campaign in 2017 aimed at increasing female 
participation. And it’s been working with the 
group Brown Folks Fishing since July as part of 
the latter’s “Angling for All Pledge” to increase 
racial diversity.

Outreach to women and people of color
The broader industry has been increasing 
outreach to women and people of color too—with 
such RBFF efforts as Women Making Waves and 
Vamos a Pescar (Spanish for “Let’s Go Fishing”). 
The effort appears to be paying off. RBFF finds 
participation grew faster than the general population from 
2016 to 2019 among females—3 percent annually—particularly 
teen females ages 13-17—up 6 percent annually.

The fishing participation rate for Hispanics reached a record 12 
percent last year (though still well below 17 percent for the general 
population), according to RBFF. Hispanics went on an average of 
20.3 annual outings compared to 17.5 for the general population.

But while participation among Blacks also grew faster than the 
general population, participation declined among Asians and 
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remains overwhelmingly white (79 percent), male (64 percent) 
and high-income (with 27 percent from households with 
incomes of $100,000 or more).

But you really don’t have to be rich to start, Edmunds says. “All 
you really need is a rod, reel, a little bit of leader and some flies. 
You can spend a couple of hundred dollars on a rod if you want, 
but you don’t have to. You can spend a hundred bucks.”

Tracy Nguyen-Chung, founder of Brown Folks Fishing, 
learned the sport while growing up in Portland, Ore., from 
her father, a Vietnamese refugee who was a subsistence 
fisherman there. She stopped fishing for a while and moved 
to Los Angeles after graduate school. When she returned to 
fishing and looked for information, she “found whether it 
was online or in marketing or generally in the public space of 
fishing, I rarely saw the faces of my community reflected at 
all.” That led her to start Brown Folks Fishing in 2018 to help 
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address that gap for BIPOC (Black, indigenous and people of 
color) anglers.

Orvis was the first marketer to sign on to the group’s pledge, 
which creates a curriculum and action plan to address racism 
and inequality in fishing. More recently Patagonia Fishing and 
the groups Casting for Recovery and United Women on the Fly 
have joined, Nguyen-Chung says.

She credits the RBFF for trying to improve diversity in fishing, 
and says Orvis moving beginner classes online helps because 
many of its and other fishing stores where classes are taught 
tend to be in more white, suburban communities. But she also 
sees a need for a community where BIPOC people can share 
stories—including how it’s very possible to fish in Los Angeles 
during the pandemic.

“We know that BIPOC communities have less access to green 
spaces in general,” she says. “Yet L.A. always has had a culture 
of bass fishing or fishing in more urban locations. As those 
narratives get shared more widely, people will see that, ‘Oh, I 
can go to Echo Park and just cast a line, or the L.A. River is a 
world-class carp fishery.’” 
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News Home games

With the pro football season set to kick off in empty 
stadiums this week, the National Football League—along with 
advertisers and fantasy football leagues—are trying to fill the 
void for fans stuck at home.

To bolster the game’s perceived engagement, the NFL—which 
has operated its own fantasy league since 2010—is giving away 
a large suite of experiential prizes, ranging from the chance to 
choreograph a touchdown dance via FaceTime with a pro player 
to a trip to Caesars Palace in Las Vegas for the fantasy playoffs.

FANTASY FOOTBALL LEAGUES, 
ADVERTISERS VIE FOR FANS—
AND EACH OTHER

CO VILIBEM MUS ESSEDES 
TELLEMPERFIR ADDUCTO 
RITERRA, PALA POS TUS? 

By Ethan Jakob Craft

Some brands 
are cashing 
in on the 
fantasy foot-
ball market. 
iStock



“The desire of the fan is to feel like they’re connected to their 
sport,” says Michael Steiner, the NFL Media Group’s VP of 
marketing. “We wanted it to feel like you didn’t need a lottery 
ticket” to win a prize, he says, adding that the idea behind the 
volume and quality of the prizes was to offer rewards “you 
can’t get anyplace else.”

The theme of offering prizes to facilitate engagement has 
also translated to brands currently cashing in on the fantasy 
football market. 

Bud Light’s fantasy-related campaign 
promises fans the chance to win a case of beer 
if they draft Jacksonville Jaguars quarterback 
Gardner Minshew II in the first round. And, 
if they win their league’s championship with 
Minshew starting, they’ll have the chance to 
win a season’s worth of Bud Light in a social 
media-based sweepstakes.

“With fans spending a lot of time in the 
comfort of their homes this year, Bud Light 
has looked to engage consumers in new and 
exciting ways which tie back to their interest,” 
says Joe Barnes, director, Bud Light sports 
marketing. The aim of the Anheuser-Busch InBev brand’s 
fantasy campaign this year is to play “even more of a role” 
in engaging with fans, considering most are stuck at home, 
Barnes adds.

“Making [fantasy football] more fun, or making it more 
accessible, or adding a reward” can both cement recurring 
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“Bud Light 
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ways which tie 
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interests.”
Joe Barnes, director, 
Bud Light sports marketing
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fantasy players and attract new ones, says Jim Andrews, a senior 
consultant with Onside Marketing. “It’s positioning the brand as 
a friend. This brand is something that understands me.”

Some U.S. restaurant brands are still moving to utilize fantasy 
sports this year with in-house promotions, despite most 
dining rooms remaining either closed or at reduced capacity to 
accommodate proper social distancing.

Hooters has positioned itself as “Smack 
Talk Central” for this year’s fantasy football 
drafts, offering a suite of content from Zoom 
backgrounds and chicken wing discounts for 
fans. And, if your local Hooters is open, fans 
may be able to host fantasy draft parties at 
their nearest restaurant (though Hooters’ 
website notes that parties of six or more 
might be prohibited).

In addition to the usual suspects, the Florida-
based restaurant chain has also produced a 
range of gimmicks for fantasy players. “Use 
Hooters Prank News Generator to make a prospect look a 
little worse so you can pick him up on the sly,” the brand says, 
letting users choose how severe they want their fake headline 
to be on a one-to-five scale. “Let’s keep this our little secret!”

Buffalo Wild Wings, long known for its fantasy sports 
promotions, has also centered on low-key draft party food 
deals both in-restaurant and at home, not opting for any  
wider-reaching branded campaigns. For the sports bar chain, 
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$3 MillerCoors tall cans and 100-wing 
bundles are the way to go in 2020.

Ploys to attract the nearly 46 million 
Americans who play at least one fantasy 
sport are becoming more common every 
year, especially given their coveted age 
demographic and higher-than-average 
annual income.

Total ad spend for fantasy sports leagues 
was up nearly 50 percent between the 
2018 and 2019 seasons, rising from $5.5 
billion to $7.7 billion year-over-year, 
according to data analyst Kantar, which 
looked at a dozen major fantasy games 
including those produced by ESPN, NFL, 
Yahoo and Ottoneu. 
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90 Years of Ad Age The bowl must go on

One sometimes surreal aspect of producing a 
business publication focused on a specific vertical is 
that, even in times of overwhelming crisis, you need 
to keep focusing on that vertical. (“Aliens invade the 
Earth! Here’s how P&G is changing its marketing 
plan.”) Your editorial mission is your editorial 
mission, and the show—the newsgathering, the 
storytelling—must go on, even if the world appears 
to be coming apart at the seams.

We’ve been thinking about that a lot throughout 
the entire pandemic, and we also thought of it as we 
chanced across the Jan. 14, 1991 issue of Advertising 
Age as part of an ongoing deep dive into our 
archives for the “90 Years of Ad Age” series.

Among the front-page headlines that week: 
“Carmakers set to shift” (“Carmakers are 
changing tactics to cope with hard times 
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that could only worsen with oil shortages 
accompanying a Persian Gulf war,” the story 
begins). And “Several airlines face crash dive” 
(“If war breaks out, U.S. airlines could face an 
unprecedented economic crisis”).

And then the main headline: “Gulf war could delay 
Super Bowl” (“The National Football League is 
considering the postponement of Super Bowl XXV 
... if war breaks out in the Persian Gulf”).

It’s not hard to imagine a non-marketing/media 
person at the time seeing that front page and 
thinking, “Wait, we might be on the verge of World 
War III, and you’re worried about the Super Bowl?”

Well, yes. Because, of course, the Big Game is 
... more than just a big game (and commercial 
showcase). It’s a linchpin of modern-day American 
identity—a national holiday centered around 
outsized ambition and extreme competition and 
over-the-top showmanship (and salesmanship).

Ad Age’s 1991 story made the Super Bowl sound 
almost like a patriotic duty. “Sports in the past 
have been good for the morale of troops,” we 
quoted the NFL’s communications chief as saying. 
“It shows things are normal back home, and they 
like to know what their team is doing.”

As it happens, WW III did not break out, and the 
combat phase of the Gulf War—branded/marketed 
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The Jan. 14, 1991 Ad Age,  
with headlines about the 
looming Gulf War.  
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as Operation Desert Storm—was something of a 
rout, stretching barely a month and a half (Jan. 17-
Feb. 28). Super Bowl XXV went on as scheduled on 
Jan. 27 in Tampa, with Whitney Houston kicking 
things off by belting out arguably the greatest-
ever rendition of “The Star Spangled Banner.” 
ABC broadcast the game without incident, though 
it preempted the halftime show starring New 
Kids on the Block for an ABC News update about 
the war (NKOTB got their tape-delayed moment 
in the sun after the game). And, oh yeah, the New 
York Giants beat the Buffalo Bills 20 to 19.

Twenty-nine years later, amid a pandemic, we’re 
once again trying to find ways to convince ourselves 
that “things are normal,” or might be again, some 
day. So we soldier on, tamping down our collective 
anxiety over all the unknown unknowns.

And at Age Age, we publish stories with headlines 
like “How to plan ads for an uncertain Super Bowl: 
Just assume it’s happening,” as we did recently. 
Because certainty about endless uncertainty is 
the new normal. 
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