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What if the biggest brand in the world



> - » ’ s
-9
A r
L
’ p .
»
’
- "
» ’
. ’ . -
L4 »
. L
’ - ¢ »
’ ’
M . v’ - *
v v # 4 ’ B
’
‘ -
. ’ ' .
o . ’
©
’ ’ ;
‘ " ’ »
E2 ’ ’ -
-~ ' - 4 - - .
- po S~ .
" ’ o ‘
I
» b
< ’ 9o ’
-
> & . ’ ' "
'
" lJ ’ p
v -
v ’ »
» ’ L
. .
’ 2. B o ’ ’ ’
- - -~ ’
" P ’ ’ e s
’ . ’ . >
’ - -



Total viewership (2022)

No media property has a bigger,

more captive audience in the US
than the Super Bowl.

US households
(2022)




“Super Bowl LV ads highlight
marketers disconnect with reality.”

Advertisers strained to deliver a message of mass appeal or even to
entertain - with a few notable exceptions - on what’s supposed to be

their biggest night.

With such a captive audience, many
brands want in, making it nearly
Impossible to break out of the clutter.

96 ads shown 45 unique brands

57 mins of national air time  $545m total in-game ad spend

$5.6m per 30-second ad #300K price of digital







More people tune in.

Katy Perry (2015)

Coldplay, Beyonce and Bruno Mars (2016)
Lady Gaga (2017)

Justin Timberlake (2018)

Maroon 5 (2019)

Jennifer Lopez and Shakira (2020)

The Weeknd (2021)

Dr. Dre, and friends (2022)




Conversation peaks.
#SuperBowl2021

Dates pulled: 2/6/21 - 2/8/21

1.2M Tweets at Peak
27 @ 5:00 PM

6.2M Tweets

During Halftime Show On Day of
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Grammys VMASs

. . 8.8M, 2021 6.4M, 2020*
Even in an "off year”, it's undoubtedly ( ) ( )

the biggest stage in music.

vs 96.7M Halftime Show viewers (2021) AMAs BMAs
| *2021 data unreleased ' (4OM' 2021) (28M' 2021)




The global appeal of the Halftime Show

goes way beyond the telecast.

9125

Halftime Show performances #2 most popular live
occupy 9 of the top 25 world's performance in history
most popular live performances. (Queen at LiveAid ‘85 is #1).




And it's now on the market.

“NFL taking Super Bowel halftime
sponsorship rights to market
as deal with Pepsi set to expire.”
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NPIs and advertising get reach,
but it's getting harder to grab attention.
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growth in streaming audience YoY from 5.7M
to 11.2M (2022, approx. 10% of total)

|
1923

growth in Hispanic audience YoY from 647K to
1.9M (2022, Telemundo only)

And, the Super Bowl audience is growing
exactly where Apple wants to be.




Beyond reach, the potential cultural and
business impact is huge, especially if we
lean into Apple’'s ove of music



er brands buy t
music is in Apg




e products & services are at the
r of how people both make and
enjoy music.




With global, cross-platform
ility, no Apple product or service is
e accessible than Apple Music.




People who use Apple services have stronger brand
affinity, are more open to buying Apple products,
and see Apple more positively overall.






For other brands, sponsoring Halftime
would just be a means to an end...

where music is nothing more than a
competitive tactic.

—NOKIZOR-







Only Apple + Apple Music can revolutionize the way
the world sees the Halftime show.



& Apple Music
Super Bowl Halftime show.






We are redefining how the world
experiences events at scale.




“Very few brands can turn a simple
product launch into a world-class
event that interests millions of people
all over the world.”




More people than ever are streaming
the Super Bowl, but they are seeing the
same broadcastas TV.




to le lence
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6 in 10 Super Bowl viewers use a
second screen while watching the game.
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Every headliner sees a streaming spike following the show.

+)l4 +4680 +

Justin Timberlake Maroon 5 J-Lo & Shakira The Weeknd
(2018) (2019) (2020) (2021)
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In the US, the Super Bowl is extremely effective at driving live,

organic conversation.

2 Day Before Event

B Day of Event

Day after Event

85% of SBLV
conversation came from

people vs. owned media.
(2021)
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Globally, it's losing SOV to events' owned content
designed for a fragmented, social-first audience.

B Day Before Event

B Day of Event

Day after Event




apple @ Q

975 27.2M 9
Posts Followers Following

apple

Follow the link to learn more about the
#iPhoneMacroChallenge
apple.cofchallenge

One Apple Park Way, Cupertino, California

Q"D’ Followed by larissaj_o, bmarshall and 51 others

Following v Message +2
(5 F il
o | \
) ‘
Tutorials iPhone 13  Experiments Culture
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@apple has a large presence
outside the US.

Top 4 markets by followers:
1. India

2. US

3. Brazil

4. Mexico












