How Super is the Super Bowl for Advertisers?

Brand Keys Survey Shows Budweiser, Footlocker, 

Frito-Lay and Coke Benefit Most

The 2007 Super Bowl Media Engagement Survey – conducted by Brand Keys, Inc., a New York-based brand and customer engagement research consultancy – reports that not all advertisers will benefit by advertising on the Super Bowl. 

Assessments showed that advertisers Budweiser, Frito-Lay and Pepsi will have the highest return on their Super Bowl ad investments, while companies like Honda, Chevrolet and Diet Pepsi will see fewer returns with theirs.

The various brands tested as being “advertised on the Super Bowl” were based upon advertiser rosters that appeared in industry publications just prior to the survey being fielded in mid-January 2007. Where specific ad positions were purchased, brands were tested as such: “Pepsi sponsoring the Halftime Show” or “Cadillac advertising on the Super Bowl Post-Game.”

The survey was conducted among 2,500 men and women, 18 – 59 years of age, drawn from the 9 US census regions, had tuned into last year’s Super Bowl and indicated a top-box likelihood to watch the Super Bowl XLI on February 4th. 

The Super Bowl Media Engagement Survey, like the Brand Keys Customer Loyalty Engagement Index, is created expressly to tease out respondents’ true behaviors. The survey actually predicts viewers’ true attitudinal and behavioral patterns – and is a reliable predictors of future behavior in regard to brand engagement and purchases. 

These insights are based upon an R.O.I. model that measures how the potential target audience will react to – engage with – advertising on any media vehicle, in this case, the Super Bowl. The process quantifies the brand’s equity increase (or decrease) resulting from an advertising effort and reports the “return” or “loss” gained from the advertising effort.  

“An increase in brand equity always results in an increase loyalty and that, ultimately, drives profits. The results are quantitative and generalizable at the 95% confidence level. When you spend this kind of money on an ad spot, you want to make sure that you are getting a real return on the investment,” said Robert Passikoff, President of Brand Keys, Inc. 

Assessments for this year’s Super Bowl advertisers were:
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The Brand Keys’ proprietary methodology can actually predict (a) increased levels of advertising awareness and attention paid to the commercial; (b) increased levels of the advertised brand’s image ratings; and (c) increased levels of propensity to purchase the advertised product or service. 

The survey insight: any brand’s values can be reinforced by the media vehicle’s values. If a brand’s equity, its strength, is reinforced, viewers pay more attention to the commercial and think better of the brand. 

On the other side of the equation, if a brand’s values are reduced, viewers won’t pay much attention to the commercial, and may actually think less of the brand. This is true no matter how “creative” the commercial is, or which “compensated celebrity endorser” – whether they are high-profile athletes or movie stars – it features. 

Particular segments of the Super Bowl possess different values that can help – or hurt – an advertised brand. Cadillac does extraordinarily well in the “Post-Game” segment, and is neutral when advertised in the context of the game itself. Pepsi, on the other hand, does better in the Halftime segment than it does in the game itself. “The assessments are separate and apart from, how many eyeballs may be on the screen at that moment, and have more to do with reinforcing or degrading the brand’s values in the eyes of the viewer,” noted Passikoff. “That’s what effective engagement is all about.

This is the third year the Super Bowl Survey was fielded to test the old quote: “I know that half my ad dollars are being wasted – I just don't know which half.” Sadly, that refrain is still true. At least half the industry’s advertising dollars (probably more in the 24/7 internet-driven 21st Century) are being squandered with no provable return. An estimated 90 million viewers in will be tuned to Super Bowl XLI, to be played Feb. 4 in Miami. CBS has sold 80% of the commercial time with the network is charging as much as $2.6 million for some spots.

Traditional media buys, based on an identifiable reach and frequency let companies pay for time or space and run their ads. But when all is said and done, what did the companies that ran the advertising really get? In terms of real-world accountability and engagement, companies get no proof that anyone – no matter how well defined demographically – actually paid attention their ad. There’s no guarantee that the audience will remember it, or think well of the advertised brand - let alone buy the product! 

Brand Keys, Inc. believes that in exchange for their advertising dollars all advertisers deserve more peace-of-mind than just knowing their commercial ran. To respond to these needs, Brand Keys, Inc.’s research model integrates the advertised brand’s values into the media planning process. 

Advertisers have always known which audiences they want to reach. They may even have been using televised events to showcase some truly creative advertising. But ultimately all TV spots - no matter how terrific – are ultimately judged by how well they drive sales and build the advertiser's brand. “The Brand Keys R.O.I. media engagement assessment is a "reality check" that lets advertisers know how super buys like this actually are,” said Passikoff.

