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Currents
On the Ball
The growth of soccer and soccer coverage in the US
For four solid weeks in the middle of summer, a growing legion of US soccer fans cling to radios, laptops, and television screens as the 
20th World Cup takes place in Brazil. What was once a niche sport is becoming mainstream—over 24 million Americans watched the last 

final in 2010—and media coverage has expanded to match in kind. —Edirin Oputu
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Gender  
Breakdown

Girls 
45

Boys
55

2000 2008

Americans who consider themselves fans of pro soccer

Among those 
who played 

youth soccer

Among All

23% 35% 53% 51% 38% 73% 52%
13%

74% 65%
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% of sports viewing time spent watching soccer worldwide

Read as: 23 percent of total time watching sports on TV in France was dedicated to soccer programs on generalist channels. Source: Eurodata TV Worldwide, Nielsen’s Year in Sports Media Report 2013

2002 58.8 million
2006 97.6 million

2010 113.3 million

Number of viewers across ESPN 
networks (ABC, ESPN, ESPN2)

Hours of  
ESPN coverage

2010 240
2014 290

Sports viewers, by the millions

31.1 104 16.2 17.7
5.8

9.7 14.9 21.4

20
12:

 Lo
nd

on
 Su

mm
er

 Ol
ym

pic
s, 

pr
im

et
im

e

Fe
b. 

20
13 

Be
yo

nc
e H

alf
tim

e S
ho

w

Ma
y 2

01
3: 

Ke
nt

uc
ky

 De
rb

y, 
NB

C

Ju
ne

 20
13:

 NB
A F

ina
ls,

 Sa
n A

nt
on

io 
Sp

ur
s v

s. 
Mi

am
i H

ea
t, A

BC

Ju
ne

 20
13:

 St
an

ley
 Cu

p F
ina

ls,
 Ch

ica
go

 Bl
ac

kh
aw

ks
 vs

. B
os

to
n B

ru
ins

, N
BC

Se
pt

. 2
01

3: 
Wo

rld
 Cu

p Q
ua

lifi
er,

 Un
ite

d S
ta

te
s v

s. 
Me

xic
o 

Oc
t. 

20
13:

 W
or

ld 
Se

rie
s, 

Bo
sto

n R
ed

 So
x v

s. 
St

. L
ou

is 
Ca

rd
ina

ls,
 FO

X

20
14

: S
oc

hi 
Wi

nt
er

 Ol
ym

pic
s, 

pr
im

et
im

e

MLS fans (2013 regular season)
Gender

68% 32%

Age
27%34%26%14%

Race/
Ethnicity 34%65%8%

Income
20%18%24%21%17%

Less than $20K $20K-$40K $40K-$75K $75K-$100K $100K+

Black White Hispanic

2-17 18-34 35-54 55+

Male Female

English and Spanish language networks. Source: Nielsen’s Year in Sports Media Report 2013

Girls 
48

Boys
52

Source: US Youth Soccer

Young people in America who reported playing soccer, 1974-2010

103,432
810,793

1,210,408
1,615,041

2,388,719
3,020,442

3,050,465
3,036,438

2010200520001995199019851980

Source: US Youth Soccer

Cost of television rights 1.25b
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Telemundo

FOX

ESPN

Univision

Major League  
Soccer

Spanish-language networkEnglish-language  
network/organization

28% 71%

Yes No

59% 41%

Americans who plan to watch the 2014 World Cup

Among All

Soccer fans

Played youth 
soccer

28% 71%

24%74%

43%56%

Yes No

Source: The Washington Post

Yes No

Yes No

Yes No

Source: The Washington Post

Source: ESPN PR

While American soccer viewership is on the rise, increasing 24 percent from 2009 to 2013 alone, the US still lags behind many other countries.
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every year, the united states deports hundreds of thousands of 

undocumented immigrants back to Mexico. Since 2008, David Harriman has 

been at the border photographing people just after they reenter the country.

 Harriman, a British photographer based in London, takes portraits of return-

ing migrants for “Mariposa” (“Butterfly” in Spanish), an ongoing project docu-

menting Mexican repatriation. Over the past few years, Harriman, 48, has peri-

odically flown to the American Southwest to shoot portraits; there are currently 

more than 100 in the collection. 

“When these people are repatriated, the furthest thing from their mind is get-

ting photographed,” Harriman says. “But having said that, they were really happy 

to engage once I got into it.”

During each trip, he stays in Tucson, AZ, and every morning, he drives about 

70 miles south to Nogales, Mexico, just over the border. With an assistant, a large-

format camera, and diffusion panels, Harriman sets up a makeshift studio on a 

patch of of scrubland, or near a small bus station. Sometimes, he says, he’ll wait at 

the crossing for hours without seeing anyone go by. Other times, buses with more 

than 100 people enter the country.

The idea stemmed from one of Harriman’s earlier projects, “La Linea” (“The 

Line”), an effort to document the landscape of the US-Mexico border. “I thought, 

I couldn’t not document the people, the humanity involved with it,” he says. He 

hopes to turn the project into a book.

Harriman’s lifelong fascination with American landscapes and culture first 

drew him to the subject. “I became fascinated that the usa just kind of runs out, 

and then a very different culture begins,” Harriman says. That is, the US has long 

expanses of uninhabited terrain between metropolitan areas, an openness the UK 

lacks. “That drives my eye, more than if I’m back in my own homeland.”

“Mariposa” is named for the Mariposa crossing at Nogales, a place where 

Harriman has met all sorts of people, from those who had attempted to cross 

the border just hours before being deported to those who had been living in 

the US for years.

On one shoot, Harriman met a family with two children that had lived in the 

US for three years before being sent back to Mexico. The only possession they had 

was a blanket. On another, a woman approached Harriman, frantically claiming 

that a coyote, a person who smuggles migrants across the border, had assaulted 

her. “I didn’t actually want to photograph her, but she insisted that I did, so it was 

a difficult one,” Harriman says. In broken Spanish he asked her to be still for the 

camera, and as she became calm, tears began to roll down her cheeks.

While the border itself has changed dramatically over the past decade—high 

fences have replaced old barbed wire in many places—Harriman has kept his 

portrait style consistent. “In order to document something over such periods of 

time, you’ve got to have some consistency, so every time I’d go down there I’d be 

trying to see it through the same eyes,” he says. 

Harriman says the “Mariposa” project falls somewhere between journalism 

and fine art. It’s not photojournalism in the purest sense—it’s more intentional, 

and more formal—but his work serves a journalistic purpose. “I think anything 

where you’re telling a story crosses over into photojournalism,” Harriman says. 

The stories he’s telling are about the plight of people who want to escape the 

lives they were born into. “It’s all about hope,” he says, “but their hope’s just run 

out at that point.” CJR

on the job

Deported lives
by nicola pring 

photograph by david harriman

Undocumented José had worked 

in kitchens in the US before being 

apprehended by authorities.
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CheCkIng Your Page elementS and laYout FIleS:
 
checking Your iMAges individuAllY  
in PhotoshoP:

•  Resolution — optimum resolution for CMYK and grayscale 
images is 300dpi or greater; 1200dpi for bitmap images

•  Colorspace — all images should be CMYK or Grayscale (RGB 
images should be converted before placing)

•  Visual Quality, Color Balance — Use a properly-calibrated 
monitor to determine that the image is usable as-is; that it has 
not been artificially “rezzed-up”; that colors look natural.

•  Total Area Coverage — Total of ink percentages should be  
<300; you should check any dark areas in your images

 
things to check in Your nAtive 
(QuArkXPress, indesign, illustrAtor)  
PAge File:

•  Document size — ensure that it matches the ad size specified 
by the publisher

•  Colors — For 4/c and grayscale ads, be sure that you remove/
convert any spot or RGB colors

 -  Check that you are not using any rich blacks that 
exceed 300 total ink percentage

 - Be careful not to use 4/c black for small text
•  Perform a ‘preflight’ check on your page-layout files — a 

preflight function may be available within your application; 
there are also 3rd party utilities available

•  If you are working in InDesign or Illustrator, we recommend 
converting all type to outlines to avoid font problems

•  Knockouts — reverse type and line art should not be less than 
.007” (1/2 point rule) at the thinnest part of a character or 
rule. In practice, this translates to roughly 10 pt for the average 
sans-serif bold type.

 
For Full-PAge Ads:

•  Bleed amount — set guides 1/8” outside of document trim and 
make sure all bleed elements are opened.

•  Safe Content Area — All non-bleeding graphic elements should 
sit inside trim area at least 1/4”

 
generAting PdF’s

If you are using InDesign, Illustrator or QuarkXpress 7x to create 
your files, you can export pdf files directly from the application. 
(You can use a ‘PDF/X-1a’ factory preset, but be sure to turn on 
the bleed setting for full-page ads.) We recommend that Quark 6 
users employ the postscript/distill method for making PDF files, 
or simply save as EPS format.
 
Workflow Tip: Always double-check your PDF settings before 
making your final PDF file
 
checking Your FinAl PdF File in AcroBAt Pro:

• Open and visually check your PDF file in Acrobat 
•  Check for: spot colors, missing fonts, insufficient image 

resolution, RGB elements, and vector/type elements with ink 
coverage >300

•  Image ‘TAC’ — total ink coverage on images should be <300 — 
it can be checked by using the ‘Total Area Coverage’ function, 
located under ‘Tools > Print Production > Output Preview’ in 
Acrobat versions 7 and 8

•  Check the color of any small black type by turning off the Black 
plate in ‘Output Preview’

 
contrAct ProoF

Ideally, SWOP certified proofs with color bars should be provided 
for all ads. A contract proof should be at least 700 dpi and 
continuous tone. Any proofs that are provided should be printed 
from the final PDF file.

Print advertiSing SPecS
   

Full Page (bleed)    8.125" x 10.875"

Full Page Trim size   7.875" x 10.625"

Full Page (no bleed)  6.875" x 9.625"

2/3 page (vertical)   4.5" x 9.625"

1/2 page (horizontal)          6.875" x 4.75"

1/3 page (square)           4.5" x 4.75"

1/3 page (vertical)                    2.25" x 9.625"

1/6 page (vertical)     2.25" x 4.75"


