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The NFL, for 
the sixth year 
running, is forc-
ing every team 
in the league to 
display one of 
several hollow 
slogans across 
the end zones: 
“End Racism,” 

“Stop Hate,” “Choose Love,” “Inspire 
Change” and “It Takes All of Us.” Sounds 
noble, right? It’s a charade. It is nothing 
more than cheap virtue-signaling, and it 
perfectly captures everything that is rotten 
at the heart of a league that preaches 
morality while lining its pockets with 
greed.

Let’s face the facts: People watch foot-
ball because they want to see teams of 11 
men battle it out on a 100-yard field, win 
games and make history. But now, every 
time a player crosses the goal line, fans are 
forced to swallow a sermon that nobody 
asked for. The end zone, a patch of turf 
meant to represent triumph, has now 
become a billboard for the NFL’s desperate 
attempt to shield itself from criticism.

Let’s be honest with ourselves: If 
the NFL really cared about “change,” it 
wouldn’t have spent decades dodging 
taxes, lobbying Washington and pocket-
ing money that could have gone to social 
services.

For 73 years, until 2015, the National 
Football League was classified as not-for-
profit. That amounted to, according to 
commissioner Roger Goodell, around $10 
million per year in tax savings. The NFL 
voluntarily relinquished its tax-exempt 
status as Goodell dismissed it as a “distrac-
tion.”

On top of that, individual team owners 
recently managed to successfully lobby the 
federal government to remove a key provi-
sion in the Big Beautiful Bill that would 
have taken away their ability to write off 
player contracts and media rights. We can 
only guess how many tax dollars have been 
taken from services that federal and state 
governments provide for the indigent, the 
disabled, the elderly, the homeless, chil-
dren and more, all because the NFL and 

other sports leagues get special tax treat-
ment.

And if the amount of money they’ve 
been able to line their pockets with wasn’t 
enough, the league has begun to even bleed 
its own fans dry by streaming many of its 
games, including the most popular ones, 
exclusively on platforms that require fans 
to pay outrageous sums of money just to 
watch the season. It is estimated that to 
watch the entire 2025 NFL season, fami-
lies would have to shell out $765 to stream-
ing services. Yet the NFL seems to think 
that slapping what looks like a literal Band-
Aid at the back of every end zone makes up 
for all of its misdeeds.

Oh, and let’s not forget the massive 
cover-up the NFL orchestrated to conceal 
the long-term effects of CTE on its players.

The NFL has figured out the playbook: 
Hide behind “social justice” and watch 
controversies die before they ever reach 
the headlines.

The problem with putting progressive 
symbols at the backs of end zones has 
everything to do with who is doing it, and 
very little to do with what these symbols 
actually mean. The NFL, like many other 
big corporations, has realized that it can 
wrap itself in progressive symbols so no 
one dares question its sins.

When fans tune in to watch their home-
town teams, they don’t care about poli-
tics or scandals. What they care about is 
the game. They care about the players. 
They care about the grit, the sweat and the 
competition. That’s what’s at the heart of 
sports: the escape and the thrill.

If the NFL insists on piling on “distrac-
tions,” then they’d better be ready. Because 
fans aren’t just going to sit quietly in the 
stands. They’ll push back. Loudly. They’ll 
fight for the game they love. And this 
time, the league and its teams won’t be up 
against just another opponent, they’ll be 
up against its own fans.

Armstrong Williams (www.
armstrongwilliams.com; @arightside) is a 
political analyst, syndicated columnist and 
owner of the broadcasting company, Howard 
Stirk Holdings. He is also part owner of The 
Baltimore Sun.

NFL hides its greed 
behind empty words

By Clifton H. Harcum Sr.

This October, I will be speaking 
at the Maryland Outdoor Recre-
ation Summit, and I am grateful 
to be home, showing Baltimore 
how outdoor experiences can 
reshape our health, confidence 
and community.

I grew up in Baltimore City. 
For me, nature was a patch of 
grass by a rowhouse, the blacktop 
around a rec center or the swings 
at a neighborhood park. Hiking 
trails and riverbanks were not 
part of my everyday life, and the 
outdoors felt distant and almost 
off-limits. I shared that feeling in 
a Sports Illustrated profile when 
I described being raised in a city 
environment with playgrounds 
in the ’80s and ’90s, and how 
the outdoors was not part of my 
world. That feeling was real, and 
it is one I carry with me as moti-
vation.

My first nature-led group trip 

was both exhilarating and fright-
ening. On an alternative spring 
break, I took students to a trail 
beside the lake. I was nervous, 
worried everyone would be 
bored or uncomfortable. But that 
day, under quiet open skies, one 
student paused during a nature 
walk and said, “I have never 
felt this kind of peace before.” 
Another, watching a heron rise 
across the marsh, whispered, “I 
did not know I needed this until 
now.” Those simple moments 
confirmed what I now believe. 
Outdoor recreation is not just 
about adventure. It is about heal-
ing, confidence and belonging.

Research supports what our 
hearts tell us. A 2022 scoping 
review conducted by Imperial 
College London and NHS Wales 
found that nearly all studies 
on nature-based interventions 
reported improved mental health 
outcomes. Harvard research-

ers have also shown that even 
brief daily time outdoors reduces 
stress and sharpens focus. For 
children, outdoor play builds 
resilience, stronger social skills 
and healthier bodies. These bene-
fits do not require expensive gear 
or long-distance travel. They can 
begin with a short walk in the 
park, a quiet moment under a tree 
or fishing at a local pond.

Here in Baltimore, nature is 
closer than many realize. Druid 
Hill Park, Patterson Park and the 
Gwynns Falls Trail offer open 
air and calm within the city. 
Just beyond, Gunpowder Falls 
and Patapsco Valley State Park 
provide opportunities for fishing, 
camping and hiking at little or 
no cost. And in nearby Baltimore 
County, Rocky Point Park and 
Beach offers one of the region’s 
only public beaches, along with a 
fishing pier, boat ramps and wide 
views of the Chesapeake Bay. 

These are everyday entry points 
to better health.

Other cities show how outdoor 
access can be simple and inclu-
sive. In Philadelphia, family 
nature days invite children 
and parents to explore parks 
together. In Chicago, “Camp-
ing in the Parks” introduces 
first-time campers to tents and 
night skies right in their neigh-
borhoods. In Detroit, commu-
nity groups host regular fishing 
trips and guided hikes that bring 
nature directly to families. If 
those cities can weave outdoor 
time into daily life, Baltimore can 
too.

That is why I launched the 
Live Now! movement. Whether 
it is rafting, zip-lining or a quiet 
mile on a shaded trail, I have 
seen students, educators and 
families discover strength and 
belonging together. What works 
in upstate New York and on the 

Eastern Shore can work in Balti-
more neighborhoods as well.

And I am proud to be back 
home, representing a positive 
Black male who is working to 
make a difference in the commu-
nity. I am Baltimore strong, and 
I want others to see that they 
belong in outdoor spaces as well.

Baltimore is resilient. Outdoor 
recreation can be part of how 
we strengthen that resilience, 
not just in our bodies but in our 
hearts and in our communities.

Get outdoors, try something 
different. Live Now!

Clifton H. Harcum Sr., a Baltimore 
native, is an author, educator and 
higher education administrator. 
He is the founder of the Live 
Now! movement, which blends 
outdoor recreation, wellness 
and empowerment to expand 
access for first-generation and 
underrepresented communities.

Why outdoor recreation matters for Baltimore and beyond

As the 2025 
National Foot-
ball League 
regular season 
approaches 
and many of 
us ponder 
such import-

ant topics as whether the Ravens fans 
will say “Justin Who?” after a few more 
games with Tyler Loop kicking 61-yard 
field goals, it’s a bit surprising that 
anyone cares what messages might be 
stenciled in the end zone. Yet here we 
are. For the sixth straight season, NFL 
teams will have their on-field social 
justice messages that blandly inspire us 
to be better. Ho-hum.

There are just a handful. Let’s review. 
One end zone will have “It Takes All of 
Us” and the other will have either “End 
Racism,” “Stop Hate,” “Choose Love” or 
“Inspire Change.” Only the last one is a 
newcomer. It replaces “Vote,” which had 
a bit more resonance in 2024 when there 
was a national election going on.

The NFL takes this stuff pretty seri-
ously, and that’s understandable given 
the size of the league’s audience. The 
last Super Bowl drew more than 127 
million TV viewers. Even regular-season 
games average 17.5 million viewers. So 
it’s reasonable to consider that instead 
of just hawking the usual advertisers 
(Anheuser-Busch, Verizon and Micro-
soft to name a few), why not offer some 
food for thought? That the NFL has a 
“senior vice president of social respon-
sibility” to help devise these messages is 

moderately amusing but hardly unrea-
sonable.

Is it too great a burden on the average 
football fan screaming at their television 
set when the Lions run a trick play in 
the playoffs against the Commanders to 
read (after the interception) an on-field 
reminder not to hate (presumably in 
this case the ill will would be directed 
at Detroit Lions’ Offensive Coordinator 
Ben Johnson)? Hardly. Lions fans proba-
bly needed the distraction. Any distrac-
tion, really.

Oh, we can argue that the messages 
are bland, but it’s difficult to argue their 
positive intent. The “Choose Love” 
message, for example, is connected to 
the 2012 Sandy Hook Elementary School 
massacre in Newtown, Conn., and 
6-year-old Jesse Lewis who saved nine 
classmates before his death at the hands 
of a deranged gunman.

No, two-word slogans don’t conquer 
all evil. Not even close. But maybe, just 
maybe, it’s worthwhile for folks in the 
entertainment industry — and that’s 
what the NFL or any professional sports 
league is ultimately — to offer some posi-
tive messages amid the acrobatic catches 
and bone-breaking tackles.

Granted, I would be even more enthu-
siastic if the rotation included a “Read 
Newspapers” stencil but you never know 
when the social responsibility VP will 
give it a try.

Peter Jensen is an editorial writer at 
The Baltimore Sun; he can be reached at 
pejensen@baltsun.com.

NFL wants to ‘Stop 
Hate’? Good for them

The NFL shield 
is seen during 
the NFL Super 
Bowl 59 football 
game Feb. 9 in 
New Orleans. 
The Eagles 
won 40-22. AP 
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HUNGER, FILE

Armstrong 
Williams

Peter Jensen

The message to “End Racism” is printed on the field end zone at an NFL game between the Dallas Cowboys and the Los Angeles Rams in September 2020. HARRY HOW/GETTY IMAGES
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Is NFL ‘End Racism’ a platitude or a move in the right direction?
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