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“Eric Garcetti had nothing to do with this 
project but he was the person who went on the 
interview,” Butts told the Business Journal. “I 
don’t think I got enough credit.”

He added that Garcetti’s focus had been on 
getting the Farmers Field stadium in down-
town Los Angeles with Anschutz Entertain-
ment Group and not on the ultimately suc-
cessful Inglewood bid worked on by him and 
his team.

Butts said that L.A.’s mayor did acknowl-
edge the Inglewood City Council’s contribu-
tion at a Jan. 28 meeting of the Los Angeles 
County Metropolitan Transportation Authori-
ty, but he did not go far enough.

“He spoke obliquely about how this would 
be for the region, he added it’s been done with 
no cost to the taxpayers,” Butts said. “Well, we 
did that.”

Asked if he got enough credit for his work, 
the Inglewood mayor responded, “Absolutely 
not. But for now what matters is that people in 
town know what we accomplished.”

Garcetti’s press secretary Connie Llanos 
told the Business Journal, “Mayor Garcetti is 
thrilled to see the return of the Rams to Los 
Angeles and looks forward to working with 
Mayor Butts and the city of Inglewood on this 
exciting new development. Bringing the NFL 
back will be a huge boost to the economy of 
the entire greater L.A. region.”

Attempts to return the NFL here had been 
made for more than two decades by various 
politicians, developers and tycoons – includ-
ing the abandoned AEG proposal for a stadi-
um downtown.

In the end, league owners voted to allow 
the Rams to move to the L.A. market, where 
the team is ultimately slated to play in a $1.8 
billion privately financed stadium to be built 
on the site of the old Hollywood Park race-
track in Inglewood.

Looking forward
Butts said he prefers to look forward, not 

back, and is anticipating a huge economic im-
pact on his city from the stadium.

Inglewood will gain $18.7 million to $28 
million in annual revenue over 16 years, ac-
cording to a report by Moody’s Investors 
Service. Last year’s revenue was almost $227 
million, which means the stadium itself will 
provide about an 8 percent to 12 percent boost 
to the city’s coffers.

But that may only be the beginning. The 
stadium is going to be part of a multibil-
lion-dollar retail, housing and entertainment 
complex. 

“It’s going to be the newest and most beau-
tiful arena in the world,” said Butts.

The development is expected to create 
40,000 jobs, including 12,000 permanent part-

time positions once it opens. 
There is already a spike in demand for res-

idential and commercial real estate in Ingle-
wood, according to the mayor.

“We have people who are offering over 
$50,000 above the asking price” for both res-
idential and commercial properties, said Butts. 
“As soon as the sale sign goes up, there are six 
or seven offers within a couple hours. It already 
manifested itself in the real estate value.”

Looking back
To land the Rams, Inglewood fended off 

competition from a rival stadium proposal in 
Carson.

“There is no way there was any compari-
son to the quality of the site. Our site is twice 
as large as theirs,” said Butts, 62, adding that 
he wasn’t intimidated by the competition even 
when Walt Disney Co. Chairman Bob Iger 
was brought in to lead the rival bid.

“That had nothing to do with the progress 
on their side. It was more an attempt to sway 
the media,” he said.  

Inglewood’s opportunity came in January 
2014 when Rams owner and real estate mag-
nate Stan Kroenke bought land at Hollywood 
Park. Two year later, the Rams got the NFL’s 
OK to move in there, with the San Diego 
Chargers given a one-year option to join them 
in Inglewood.

Until the stadium is complete in 2019, the 

Rams are due to play at the Los Angeles Me-
morial Coliseum, starting next season.

After learning Inglewood had won the bat-
tle, the mayor said he was in a daze of delight.

“It took me two days to realize that we 
won,” said Butts, who celebrated by walking 
around the site of the future stadium talking to 
residents and “observing their personal sense 
and expression of pride.”

“Now when citizens of Inglewood go to 
conferences and other places,” he said, “peo-
ple gather around them and say, ‘Oh, my 
goodness, you’ve come a very long way.’”

Before taking the mayor’s chair in Ingle-
wood, Butts worked 19 years for the city’s Po-
lice Department, where he rose to the position 
of deputy chief. In 1991, he became the police 
chief of Santa Monica.

Getting results
In 2011, Butts started his term as a mayor 

of Inglewood. Since then, he said the crime 
rate has been the lowest in the city’s history, 
with homicide rates down 50 percent. 

Still, he plans to beef up police staffing lev-
els once the city receives revenues generated 
by the stadium. He plans to hire 10 additional 
officers over the next four to five years and add 
20 more down the line. 

The current crime rate, Butts said, is a good 
sign of how business-friendly Inglewood has 
become.

Iconic entertainment venue the Forum re-
opened in 2014 and has served to bring more 
people to the city.  

“Our competitors had said no one would 
come to the Forum, but it sells out every 
event,” Butts said. “We have a highly diverse 
crowd coming to see the likes of Justin Tim-
berlake, Chelsea Handler and the Eagles.”

Last year, officials started a citywide 
street and sidewalk restructuring costing $1.5 
million a year. It also invested $5 million into 
the capital project and sidewalk repair over 
the last three years.

For now, the city is not planning to hire 
any new workers to handle the football 
crowds. 

“Game days are only 10 Sundays a year,” 
Butts said.

As for the stadium, the city has a 35 per-
cent local hiring goal and a 30 percent local 
business employment goal. 

The project is entirely financed by devel-
opers, according to Butts, who are getting 
“no tax breaks, incentives or cash rebates.” 

He added that the biggest challenge will 
be attracting a crowd of customers through-
out the year, not just in football season, but 
said that also presents an opportunity. 

“Anytime you bring more people to the 
city, there are going to be opportunities for 
purchase,” he said. “So small businesses will 
benefit from having more customers.”

Sports: Mayor Makes Points About Rams’ Return

Looking Out for City: Mayor James Butts on top of Inglewood’s City Hall in a June 2014 photo. The Forum is in the background.
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first agency to unveil a commercial early 
amid an industry that had typically valued 
secrecy. Its Volkswagen spot featuring a boy 
dressed as Darth Vader hit 20 million You-
Tube views before airing during the game. 

“Since then, everyone has started to 
release things early,” said Sheldon. “It’s 
become a much bigger 360-degree marketing 
effort.” 

Taco Bell Corp. has even managed to 
drive sales in the pre-Super Bowl buzz by 
encouraging customers to preorder its secret 
new item. The fast-food chain was due to 
post online a two-minute version of its TV 
ad a half-hour before the game, a time when 

viewers avidly watch commercials on social 
media, Sheldon said. During the game, sev-
eral local TV channels planned to air ads 
tailored to local markets.  

But after advertisers have harnessed 
excitement on game day, the next challenge is 
to maintain momentum. 

“It’s less about just doing a one-off than 
having a really awesome, authentic conver-
sation with consumers over a longer period 
of time,” said David Angelo, chairman of 
David&Goliath. 

The El Segundo firm was in the big game 
for a seventh time on Sunday representing 
Kia Motors Corp. Its latest campaign, fea-
turing actor Christopher Walken and a col-
orful sock puppet, launched in late January 
with teaser ads.

Angelo said there’s more to come in the 
weeks after the Super Bowl, and he aims 
to keep consumers engaged and entertained 
along the way. 

Omelet in Culver City, representing 
Pokémon, is counting on the brand’s fans to 
boost attention. Account director Kate Wolff 
said a version of the commercial released 
a couple of weeks before the game got 
Pokémon enthusiasts challenging each other 
on social media to identify the ad’s insider 
references to characters and storylines. 

“We knew we were playing into the hands 
of people who really love it,” said Wolff, 
adding that the YouTube video had already 
racked up 12 million views as of 72 hours 
before the game. 

The commercial, which snagged free 

air time on the CBS special “Super Bowl’s 
Greatest Commercials” last week, marks the 
launch of Pokémon’s 20th anniversary cam-
paign that will last throughout the year. 

It also marks Omelet’s first Super Bowl, 
which Wolff called a huge milestone for the 
midsize agency. 

The L.A. office of Boulder, Colo.-based 
CP+B also made its Super Bowl debut this 
year in an ad for PayPal. Demi Lovato’s 
song “Confident” is the soundtrack to a mon-
tage of scenes touting PayPal’s new slogan, 
“New Money.” To keep up attention through-
out the Super Bowl, even after the ad aired, 
PayPal chose to conduct a trivia game on 
Twitter hosted by Fox Sports broadcaster 
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