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[00:00:00] Speaker 1: This year and last year, you have two artists guaranteed controversy, but also two artists that everyone is talking about. I mean, Kendrick and that Drake beef dominated us last year, right? Like, we talked about it constantly and consistently.
[00:00:14] Speaker 2: It feels like the NFL is on the vein of culture.
[00:00:16] Speaker 1: It does. Or at least trying to. At least trying to be. I think what it is is that the NFL is fully aware that they need these artists more than those artists need the NFL.
[00:00:26] Speaker 2: Wait a minute, that's a mic drop moment right there. It's real. You're saying the NFL needs Bad Bunny more than Bad Bunny needs the NFL.
[00:00:32] Speaker 1: Absolutely, absolutely. Tell me more. Because we see with the NFL that they have been trying to broaden their audience to make them more international. So, of course, you take the biggest international superstar there is and you put him on that stage because you are bringing Bad Bunny to the world. But guess what? A lot of the world already knows who Bad Bunny is. Yeah.
[00:00:51] Speaker 2: It's like with a lot of Latinos, for example, Spanish speakers, they know football, but we're talking soccer. And now the NFL is wanting to bring them to American football. I think this moment is much more so about the people who turn on the channel during the halftime show than those who are already watching from the pregame on. This is good business for the NFL. It is. And it's about the dollar signs. They know that there's over 68 million Latinos in the United States. There's over 40 million people who speak Spanish. So it's about attracting a new customer base, like the same way you would see with any other product, except the product here is football.
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