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Seven to 70,000 people is a range meeting and event 
planners love to hear. What that range means is 
fl exibility, which leads to possibility. 

Each of the six clubs have a distinct design and features that make for a 
perfect fit—depending on what a group is looking for. “As I talk to any cli-
ent that’s interested in coming into the building, it’s always apparent which 
club is going to work best for them just by finding out their capacity, finding 
out the type of event they want, the type of feel they want,” says Danielle 
Ottman, sales manager, U.S. Bank Stadium. 

Capacity:

č e Clubs
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“It’s not very often that people get the oppor-
tunity to stand on the field where a Super Bowl 
is going to take place,” says Ottman. And if 
the sun is shining, because of the transparent 
roof, you might even find yourself with sun-
glasses on while in the company of the Vikings’ 
Norseman logo in the center of the field.

The stadium floor can accommodate ban-
quet tables for up to 5,600 people directly on 
the turf or on top of a metallic interlocking sys-
tem that resembles concrete. Stages and dance 
floors can be set up for galas or concerts, and 
the field can also be arranged in either football 
(99,000 square feet) or baseball (126,000 square 
feet) configuration for a trade show. One side 
of the field can be set for dinner while activi-
ties can be arranged on the other side. Audio-
visual services come with the territory, with 
the two giant Daktronics displays on each side 
of the end zones and 3,300 feet of LED ribbon 
boards, not to mention an audio system with 
concert-level sound quality.

“I love the north concourse,” says Ottman. “It’s 
wide, it’s open, it’s airy. It’s got a full wall of 
windows.” This space has proven to be perfect 
for about 50 trade show booths, and groups 
can migrate to another club for a meal. The 
west concourse behind the glass is suitable for 
events as well, and the entire concourse can 
hold about 300 booths for a trade show. With 
bars and TVs throughout, the main concourse 
can also be dressed up with standing tables for 
prefunction space. 

As epic as U.S. Bank Stadium is on the inside, 
the exterior is a sight to behold in and of itself. 
The Medtronic Plaza—on the stadium’s west 
side, where the five massive glass doors open—
is not an area to breeze by, either. At the cusp of 
the plaza outside the Legacy Gate entrance is 
The Horn, the spiral sculpture resembling the 
Gjallarhorn. The Legacy Ship, on the corner 
of 6th Street and Chicago Avenue, boasts a 
custom-built 2,000-square-foot curved LED 
board as its sail and stands 160 feet long and 
43 feet above street level. Constructed from 
more than 14,000 Legacy Bricks, the ship is a 
true testament to the loyalty of Vikings fans. 

Unique Spaces
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The thing Ottman has found to be pleasantly 
surprising to clients looking to book a meet-
ing or event is the price. “Everybody assumes 
we will be too expensive for them,” she says, 
explaining that careful planning went into 
the pricing structure. “Knowing how many 
corporations we have in the Twin Cities, we 
want them to have the ability to host multiple 
events per year.”
    A standard rental is four hours. For two-hour 
meetings in the Monday-Friday 8 a.m. to 5 p.m. 
time frame, discounted rates at up to 60 per-
cent of the normal price are available. In those 
cases, boxed lunches or continental breakfasts 
are available for as low as $15 a head. “It’s been 
very popular for people having breakfast meet-
ings or lunch meetings and tacking on tours 
with those,” adds Ottman, who notes that 
about 75 percent of groups who book a club 
will also schedule time for a tour. Tours run for 
about 60 minutes, can be customized to each 
group and offered at a reduced rate from public 
tour pricing.

If, for instance, clients are using multiple 
spaces, then a customized pricing structure 
will be applied by taking the base rental rates 
of each club and other expenses. “You don’t 
need to be all inclusive for all the spaces 
because you’ll utilize some of the same staff- ing,” explains Ottman. “We’ll work with the 

customer to make sure they’re paying a fair 
price.” When it makes sense, all-inclusive rates 
are an option, covering operating expenses in 
the form of ushers, security and housekeeping. 
“We’re not going to nickel and dime people,” 
Ottman asserts. Indeed; 501(c)(3) organiza-
tions get a 15 percent discount on rental rates. 

č e Logistics
Once the contract is signed, the Event 
Operations Team at U.S. Bank Stadium is  
clients’ go-to resource for ensuring a seamless 
group function. The team works out all the 
logistics, from room layout, to getting people 
into the space quickly and safely, to setting 
up vendor load-in schedules. Staff is on hand 

to make recommendations in terms of space 
usage and available amenities, bringing plan-
ners’ visions to life. 

While the stadium isn’t a convention center 
or hotel, it does have a similar capacity in 
terms of space, furniture and décor for any 
function. Tables, chairs, podiums and basic 
linens are available for use in all clubs. 

And with 2,000 TVs throughout the sta-
dium, each club certainly has many of its own 
flat-screen HD TVs. “Each club is outfitted 
with A/V capabilities, whether that is a projec-
tor and screen, video walls, or floor-to-ceiling 
projection walls,” says Ottman. “Clients can 
run their PowerPoints on any of these options, 
while also utilizing in-club TVs to display 
logos or looped, short videos.” Built-in audio-
visual options in clubs range from wireless 
microphones, local inputs, touch screens to 
control audio and video walls and/or projec-
tions screens. 

 “Everybody assumes we will be too expensive for them. 
Knowing how many corporations we have in the 

Twin Cities, we want them to have the ability to host 
multiple events per year.”
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