
NFL 2023
KORE MARKET INTEL REPORT

A data perspective of social media impact, and 
insights kicking off the 2023-2024 NFL season.
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Why Measure Social?

Major Audience Shift
Social is where people engage 

with their favorite sport.

Deeper Data
More opportunity to analyze 

alignment & performance

Near Real-Time
Make decisions on the fly to 

drive optimization

1 2 3

262B Social Engagements vs 
1.6B TV + Stadium Spectators 
2022 World Cup

45% of people globally will no 
longer watch linear TV by end 
of 2023

Verifiable engagement, 
viewership and audience 
demographics data

Ability to benchmark against 
the entire sport & 
entertainment ecosystem

Results in < 24hr  VS  4-8 
Weeks to optimize – adjust 
content, boost trending posts

98% of marketers will activate 
sponsorships via social media*

* Source:  IEG Sponsorship Report 2019
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Brand Rankings

A single-source platform to help organizations manage, measure, and optimize
their partnership portfolio at every stage of the life cycle

Working with 900+ of the world’s most valuable brands, properties and agencies.

200
Experts, 

passionate about 
partnerships, 

data, and results

500K
Brand, team, league, 

event, venue, and 
athlete accounts 

tracked

$5B
Global sponsorship 

transactions 
managed YOY

$10B
Annual social 

sponsorship value 
measured
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Position Coverage Clarity

Competition Crowding Viewership

Promotion Quality Factors
Step 1: Identify Brand Promotion

Step 2: Max Ad Value (MAV) = 
Total engagements x CPEs

Step 3: Adjusted Ad Value = 
MAV x Promo Quality

Quantifying Sponsorship Value

Nike
7%

→ 500K Athletes, teams, leagues, events, venues, media

→ 2B+ Fan connections

→ 20M+ Social posts per month

→ 10K Brands analyzed for text & visual exposure

Levi's
58%
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KORE Market Intel Reports

Our goal is to deliver insights and thought leadership around the state, 
impact & potential of sport and the leagues, teams, athletes and events 
within them. The purpose is to fuel strategic and tactical actions for brands 
and rights holders on where to invest and how to more effectively drive 
partnership value.

We aim to answer...

Is this a good place to invest and who / what assets should we invest 
in?

How do we stack up & how can we optimize our investment?

What is working & who is performing / trending?

More than 345.6K posts from the league, teams, 
players and any content that referenced (via @, # or 
keyword) them in the 2023 season to date. Date range 
includes 1 Aug 2023 – 1 Nov 2023.

Social media data includes followers, posts, 
engagement, & valuation data.

Platforms include Facebook, Instagram*, TikTok, 
Twitter, YouTube, Weibo and VK.

Spend data is aggregated & anonymized from NFL 
team & league deals.

*Instagram data includes public Business & Creator accounts only. IG 
Stories data only from authenticated sources.

What Was Analyzed
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2023 NFL Snapshot
Fans Tune In, Turn Up, & Engage More than Ever.

+5%
Total Broadcast Viewership

Social data 08-01-23 thru 10-31-23

+21%
Total Social Engagement +Views

+13%
Average spend across assets in 

NFL Deals

12.6B 859.3M
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FOOTBALL IS SOCIAL

K O R E  |  N F L  2 0 2 3 7



Data date range: 1 Aug, 2023 – 1 Nov 2023 vs. 1 Aug, 2022- 1 Nov, 2022.

226K
Total Posts

(-2% YoY)

1.4B
Engagements

(+33% YoY)

11.2B
Video Views

(+20% YoY)

2.9B
Followers

(+3.5% YoY)

20.2M
Engagements
(+883% YoY)

TOP ATHLETE

400.2M
Engagements

(+6% YoY)

LEAGUE

465M
Engagements
(+414% YoY)

TOP TEAM

NFL Impact On Social
Includes league, teams, and athletes.
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Comparing the NFL with all the North America 
big leagues over the last year...

The NFL’s fan base grew by 11% (106.5M), for 
the second year in a row and engagement grew 
by 21% (13.1B), which outside of the PGA and 
MLS outlier growth, leads the big leagues.

Big League Social Footprint - ‘22 ’23

‘23
NBA
‘22

‘22 NBA

NFL

MLB

PGA Tour

NHL

MLS

9%

11%

12%

13%

7%

52%

17%

21%

9%

46%

12%

287%

‘23
PGA Tour

‘22

YoY Follower
Growth

Y oY Engagement & 
V i deo View Growth

‘23

‘23

NHL

‘22

‘22
MLS

League Owned Accounts Only

Market Intel

Data date range: 24 Oct, 2022 – 24 Oct 2023 vs. 

24 Oct, 2021- 24 Oct, 2022. 9



Market Intel

Data date range: 1 Aug, 2022 – 25 Oct, 2021 vs. 1 Aug, 2023 - 25 Oct, 2023

The average engagement per post across 
social media is up year-over-year.

TikTok had the highest growth of 
engagement per post at 48%, while 
Instagram drove 57% of the overall 
fan engagements per post.

Platform X (formerly Twitter) total posts 
are down 6% yet fan engagements are 
modestly up 5%. Twitter video views, 
however, (not shown) make up 24% of 
video views across all five platforms, and 
views are up 50%.

Facebook is becoming a much less utilized 
platform, earning 28% less engagements 
this season than last.

Platform Impact On The NFL Channels
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Average Fan Engagement Per Post
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The Swift Lift
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IN THE NUMBERS
YEAR-OVER-YEAR

Swift lift on Travis Kelce

• Engagement up over 1,000%
• Value up over 1,000%
• Follower growth up 65%

Swift lift on League, Teams & Network

• KC Chiefs engagement is up 154%
• TV audience for the Chief v. Jets game 

up 19%, gaining 3.98M total viewers
• NBC reached 1.9M more women than 

last year's Sunday Night Football window
• 9 out of 12 of the NFL's top posts since 

mid-July have been focused 
on either #Kelce, #Chiefs #TaylorSwift🎤
or a combination, generating over 
14M engagements, led by TikTok.
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https://www.linkedin.com/feed/hashtag/?keywords=kelce&highlightedUpdateUrns=urn%3Ali%3Aactivity%3A7114710903152930817
https://www.linkedin.com/feed/hashtag/?keywords=chiefs&highlightedUpdateUrns=urn%3Ali%3Aactivity%3A7114710903152930817
https://www.linkedin.com/feed/hashtag/?keywords=taylorswift&highlightedUpdateUrns=urn%3Ali%3Aactivity%3A7114710903152930817


It's the NFL's world; the 
rest of us just live in it.
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• 82 of the 100 most watched programs in 2022 

are NFL games (up 10% from 2021)

• The NFL accounted for nearly 10% of all live

T.V. deliveries in 2022

• CBS' FBI was T.V.'s most-watched 

entertainment program in 2022 with 7.21M

live-same-day viewers (the NFL's afternoon 

window shared by Fox and CBS averaged 

25.8M viewers).

• The current NFL contract value: $125B

12



Financials
The most valuable franchises, 
contracts & the highest paid players
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Team Values
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Top Player Value
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Social
Performance & Content
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Market Intel

New to the top 10

• Travis Kelce's social media accounts 
created nearly 2x the value of last year's 
top athlete, Tom Brady, and 10% more 
engagement.

• Micah Parsons engagement grew by 583% 
thanks to TikTok, despite posts dropping 
by 13%,

• Josh Dobbs' post of his Cardinals jersey 
not offered at a kiosk to customize went 
viral.

Decline in NFL Athletes' Usage & 
Engagement on Platform X
• NFL athletes' posts on X marginally 

decreased, making up 37% of their total 
social media activity.

• The top 10 athletes posting activity 
declined by a combined 83% compared to 
last year's top 10.

• Engagement for the top 10 on X fell by 
72% and video views dropped by 96%.

Amongst the top 10 athletes, TikTok 
engagement is up 46% and video views 
are up 102%. For all players TikTok 
engagement overall is up 93%, but accounts 
for less than 3% of posts.

Top Athletes by Video Views & Engagement Combined

Data date range: 1 Aug, 2023 – 1 Nov, 2023

Rank

1 (+10)

2 (+4)

3 (+2)

4 (-2)

5 (+44)

6 (-2)

7 (+8)

8 (-5)

9 (+100)

10 (+100)

Posts
Fan 

Engagement & 
Video Views

Engagements 
per post

AAV
Follower 
Growth

49 108.1M 2.2M $635.7K 65%

52 43.4M 1.1M $8.2K 4%

252 32.7M 139K $104.6K .4%

77 30.4M 394.8K $38K 11%

124 28.9M 255.7K $38K 11%

69 24.8M 359.4K $277.8K 3%

19 22M 1.2M $20K 2%

99 10.8M 156.2K $37.9 1%

68 10M 156.2K $36.5K 15%

23 7.4M 321.7K $28.8K 14%

K O R E  |  N F L  2 0 2 3
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Market Intel

Data date range: 1 Aug, 20223-1 Nov, 2023

The Rams nearly doubled their 
number of posts and increased
TikTok engagement by 75x over 
last year's first 8 weeks while the 
rest of the top 10 teams earned 
most of their engagement from 
Instagram.

Fan engagement (interactions + 
video views) is up 98% across the 
top 10 teams.

Amongst the top 10 teams 
Instagram videos are up nearly 
20%, and TikTok videos are up 
621% (thanks to Ram's 
engagement success).

Top Teams By Video Views & Engagement Combined
Rank
Change

(+14)

(-1)

(+2)

(+10)

(-2)

(+9)

(-5)

(-1)

(+2)

(-1)

Team Posts Engagement
Video 

Views AAV
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2023 Most Valuable Posts...So Far

Data date range: 1 Aug, 2023 – 1 Nov, 2023

$606K
23% 

of Rams
AAV

$453K
30% 

of Falcons 
AAV

$1.2M
8% of
BR's 
AAV

$227K
9% of 

Ravens
AAV

$237K
60X

ESPN
Avg

VIEWVIEW VIEW VIEW
VIEW

7.2M Views 
Freddie the Falcon Flies!

Original Mascot fun

Game day stunts

9.7M Views
Kid hypes the crowd.

Kids/fan energy

15.6M Views 
Kid snags Tom Brady's Juice.

Funny

1.8M Views 
Ravens go nuts over new 
recruit's signing bonus.

Draft signing

5.7M Views 
Aaron Rodgers injury live.

News in Real Time

Game day energy

Hilarious & Heartwarming

Explosive responsePlayer Injury Funny

K O R E  |  N F L  2 0 2 3 19

https://twitter.com/Ravens/status/1696952143427629242
https://www.youtube.com/watch?v=C3md-K_pogU&feature=youtu.be
https://www.youtube.com/watch?v=L7KrELPbpCM
https://www.youtube.com/watch?v=swAN3gS7SZM&feature=youtu.be
https://twitter.com/espn/status/1701392400675926144


2023 Most Watched Posts

Data date range: 1 Aug, 2023 - 1 Nov, 2023

6.8x
JD
Avg

60x
Seahawks

Avg

2.6x
Boss
Avg

--x
ESPN
Avg

VIEW
VIEW

VIEW
VIEW

545M Views
Quentin Lake's got moves.

Original Funny

Players are real people

47M Views
Jimmy challenges teens 
to goal kicks.

Win Super bowl tix

47M Views
Interns competing pop-a-shot.

Funny

39M Views
Patrick Mahomes brand 
promotion outtakes for Boss.

Behind the scenes

35M Views
When Taylor Swift shows 
up to the Chiefs game.

Players awestruck

Goofing at workFriendly fan/teen competition Leaders leading Swift fans on the field

1,996x
Rams
Avg

VIEW

Funny
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https://www.tiktok.com/@boss/video/7291647993936153888?lang=en
https://www.tiktok.com/@seahawks/video/7268336070503222570?lang=en
https://www.youtube.com/watch?v=NnNZLCl78Ao&feature=youtu.be
https://www.tiktok.com/@espn/video/7282784926821371178?lang=en
https://www.tiktok.com/@rams/video/7265495993792236846?lang=en


What’s Working

Data date range: 1 Aug, 2023 - 1 Nov, 2023

Sunday & Tuesday 
Highest engagement per post, 
with league & team accounts. 
Nearly double that of Wed, 
Thurs and Sat.

Instagram
84% of all engagements on 
Instagram were videos.

Video on Platform X
Posts are slightly down while 
engagement is up 5% from last 
season, but Video Views are up 
50%.

And in general... funny, unusual, heart-warming, behind the scenes content drives outsized 
engagement. Here are the most "viral" by platform...

TikTok
Over double the fan engagement 
of last year, with a new, younger 
audience.

K O R E  |  N F L  2 0 2 3
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Sponsorship
Brand Exposure & Valuation
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Sponsorship Benchmarking

$306.7K
Average spend of an

NFL team deal in 2023
More than half of the deals have
a floor of 50K while 7% of deals

are $1M or more.

209
The average number of 

partners per team in 2023
The average amount of partners per 
team that spend $1M or more is 43.

K O R E  |  N F L  2 0 2 3
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What Sponsors Are Buying?

Deal Inclusion
(YoY change)

Avg. by Spend 
(YoY Change)

Signage 49% (+1%) 41% (+19%)

Entitlements 60% (-) 50% (+30%)

Audio & 
Broadcast 57% (+1%) 42% (+22%)

Tickets/Hospita
lity 77% (+1%) 21% (+7%)

Digital 53% (-3%) 23% (+13%)

Promotions 48% (-1%) 15% (+8%)

Community 18% (+6%) 8% (+3%)

Print 15% (-1%) 3% (+2%)

How Much Are They 
Spending On It?

K O R E  |  N F L  2 0 2 3
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Data date range: 1 Aug, 2022 - 1 Nov, 2022 vs. 1 Aug, 2021 - 2 Nov, 2021 *data from the 21-22 season does not include Instagram Reels

114.3K
Branded Posts

(+8% YoY)

16.7%
Promo Quality

(-7.3% YoY)

$142.2M
AAV

(+12.5% YoY)

$635.7K
AAV

TOP ATHLETE

$35.4M
AAV

LEAGUE

$6.3M
AAV

TOP TEAM

NFL Sponsorship Impact

K O R E  |  N F L  2 0 2 3

(+21% YoY)

12.6B
Branded 

Engagements & 
Video Views
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Market Intel

Data date range: 1 Aug, 2023-30 Oct 2023 
vs. 1 Aug, 2022- 30 Oct 2022

Ticketmaster, MetLife, Ford, Draft 
Kings, and Hyundai are newcomers to 
the top 10 compared to last season.

Ticketmaster grew in
• Rankings by 1,575%
• AAV by 490%
• Engagement by 359%
Value primarily from teams accounts on 
Platform X.

MetLife
The NFL and the New York Jets drove 
most of the branded posts and 121% 
increase in AAV on X.

Ford
NFL teams drove 82% of the value Ford 
has earned since the start of the season.
This value has been mostly earned on 
platform X from team posts, featuring 
Ford as a title sponsor.

Draft Kings
Their 5 top promoters drove 81% of 
value earned so far. Mostly, thanks to 
teams posting and tagging the brand on 
X including exclusive branded video 
outtakes.

Top 10 Brands Promoted In The NFL
Rank

1 (-)

2 (-)

3 (+2)

4 (+63)

5 (+4)

6 (+16)

7 (+9)

8 (+20)

9 (+4)

10 (-3)
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Data date range: 1 Aug, 2023 - 1 Nov, 2023

Teams drives nearly double the value on 
compared to any other group of entities. 
They account for 54% of the total value.

Platform X (formerly Twitter) and Instagram 
drive a combined 71% of total AAV in the 
NFL. Facebook drives only 26% of the 
value.

Athletes drive 4% of the overall AAV and 
they drive the most value on TikTok, 3.5%, 
even though TikTok only accounts for 1.7% 
of branded posts

Where Value Comes From

K O R E  |  N F L  2 0 2 3
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Audience
Demographics & Overlap
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Market Intel

Each platform has a unique audience, and 
each partner within that platform will have 
unique characteristics

Use audience data to optimize content

TikTok skews more female, younger and 
surprisingly North America

Each platform is becoming more global, 
with an average of 4.6% less concentrated 
in in the United States, year over year.

Audience Profile / @NFL

Followers 31.6M 25.7M 9.3M

Gender
Female 26% 19% 30%

Age
Under 24 2% 43% 67%

Location
North America 70% 60% 77%

K O R E  |  N F L  2 0 2 3
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People that follow both the NFL 
account and at least one team account.

33.5 M
NFL League Followers

37.4 M
Team Account

Unique Followers

11.2M

X (formerly Twitter) audience overlap 
between unique team audiences and 
NFL audiences is relatively small. One in 
three NFL followers also follows a team.

26M people follow a team, but do not 
follow the NFL, 22M follow the NFL but 
not a team.

NFL has 66% audience uniqueness.

Put it in Action------

→ Deals with both the NFL and teams 
will deliver the broadest audience.

→ Opportunity for more NFL / Team 
cross-pollination

Audience Overlap

Market Intel

K O R E  |  N F L  2 0 2 3
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Key Takeaways

Average spend on assets in deal 
inclusion vs 2022 (+13%).

The NFL had 11% Audience growth 
(10M new followers) YoY - the 

majority of that growth came from 
TikTok(2.9M) and Instagram(2.86M).

Total engagement including Video 
Views is up 18% more than double 

that of 2022 due to the increased 
adoption of TikTok, Instagram Reels 

and general trend of platforms 
pushing video.

Increase in value for brands, 
despite small drop in number of 

branded posts and promo quality.

Teams are driving majority (54%) 
of the value, most of that value 
(40%) comes from Platform X.

Top 3 Categories (Sporting 
Goods & Apparel, Beverage and 

Media & Comms) account for 
49% of value generated.

+13% +12.5%
+11%

49%
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Thank You
Questions? Reach out to info@koresoftware.com or 
request our latest report; 2023 Market Intel Review of the 
Footwear Industry
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