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“As the most widely viewed annual television event (CBS projects that 135 million will tune in on January 28), the National Football League’s Super Bowl is a powerful advertising tool. But with airtime costing more than $2 million per 30-second spot, how do advertisers make sure they create a marketing campaign that generates a return on their investment?” (Rauch). Lots of money goes into Super Bowl advertising. This is one of the reasons I feel it is so important to analyze Super Bowl advertisers’ ads and advertising campaigns. My paper will discuss what makes for a good Super Bowl commercial, explore who and why we remember what we remember, and mention good or bad moves by companies who have advertised in the Super Bowl. 

“‘There’s a lot of water cooler conversations about [Advertisement’s during the Super Bowl], and you want to be talked about.’” Dave DeCecco, spokesmen for Super Bowl-veteran Pepsi told Maggie Rauch from Sales and Marketing Management. “Of course, you also want to make sure that it’s really your company that’s talked about, and not just a catchy ad. It’s easy to get caught up in entertainment and lose sight of brand recognition. ‘There were a lot of great ads last year where people saw them and the next day didn’t know what they were for.’” Added, Peter Blacklow, senior vice president for marketing at Monster.com.


To get to the water cooler, advertisers must have guidelines to follow. Michael Sievert, chief sales and marketing officer for E-Trade explains his basic rule, “‘Advertisers fail if they entertain without a message or if they sell without entertaining,’ and adds, ‘It’s a balancing act,’” (Lefton). The balancing act is difficult. After 2000’s Super Bowl, BrandEra.com marked some of The Losers, including Monster.com, EDS, Kforce, Microstrategy, Outbeginnings.com, OnMonkey.com, and Agillon. These losers left BrandEra.com’s editors looking at each other saying “Huh?” (Neray & Al-Nuaimy). In the 2001 Super Bowl, Cigular produced a hollow and unamusing advertisement which not only gave the audience no idea what the company did, but offended much of the audience with their life story of a disabled artist. “Did it make me want to do business with them? [No,] It made me want to call a broker and short the stock. Likewise, Andersen consulting marked its name change to Accenture – celebrating its newfound freedom from a dreary name that actually told people what it did – with preposterous ads that, among other things, promised the newly monikered consulting behemoth would someday save our lives through virtual surgery” (Poniewozik).


Accenture, who didn’t follow Sievert’s rule, was reviewed by Bob Garfield in Advertising Age as, “One of these [Accenture’s] four spots, announcing the foolish new name for Anderson Consulting, is very good. It’s about a test drive of an expensive Italian sports car. In the middle of the drive, he vanishes, leaving the desperate salesman to try to avoid a high-speed crash; it’s a metaphor for Internet shopping, wherein 65% of consumers vanish before they checkout. But the other three spots have no apparent connection to consulting, to the preposterous neologistic brand name or to anything. A very expensive exercise in vanity and cluelessness.” The metaphor for Internet shopping was the only one of the series of commercials that appeared to make an impact.  A review of current literature on the use of metaphors in visual imagery is discussed in Journal of Communication. “As digital culture makes increasing use of pictorial modes of conveying information, theories of how metaphor functions in visual images are of increasing significance. Charles Foreceville, in Pictorial Metaphor in Advertising, develops the case for the applicability of metaphor theory to the understanding and experience of visual images” (Stein).


However, not all advertisers reputations were harmed in the Advertising Bowl, 2001. Adage.com found that the five most liked advertisements during the Super Bowl were Anheuser-Busch, Pepsi, Volkswagen, E-Trade, and Frito Lay. To reinforce their results they went back and asked the same respondents three days after the first survey, and found the same five advertisers still on top (Tsui). BrandEra.com would say it was because they met and succeeded at the following rules: 1. Commercials must not have complicated sale messages or long-winded benefits. 2. Commercials must tell a story that keeps the viewer in suspense for at least the first 20 seconds. 3. The advertisement must work even with the sound off. 4. Advertisers have to make their commercials funny, especially with sight gags (Neray & Al-Nuaimy). 


Another important aspect of Super Bowl advertising is staying focused. Elisa Romm, Vice president for U.S. advertising, MasterCard International says “A company must make sure that all of its advertising, including the Super Bowl, stays true to the brand,” and adding, “’It is important that we look at our Super Bowl ad for its ability to add value throughout the year” (Rauch). Subway’s marketing team understands this, “Jared Fogle has become a weight-loss franchise that could rival the likes of Weight Watchers’ Sarah Ferguson, the duchess of York. The Subway Restaurants spokesman, who lost 245 pounds while subsisting on a diet of Subway sandwiches, has become so influential to waist-watchers that the Milford, Conn.-based chain will run a new campaign called ‘Jared Inspired Me’”(MacAurther). Jared was the answer to Subway’s marketing prayers during the 2000 Super bowl, and so they decided to go back to him again this year to begin their new campaign. 


Assuming there is a correlation between creating a good commercial and remembering commercials, I would expect to find in our data that using advertising models such as BrandEra.com’s, chief sales and marketing officer for E-Trade, Michael Sievert’s, and Vice president for U.S. advertising for MasterCard International, Elisa Romm’s, would result in a higher percentage of people remembering advertisers’ commercials than those who do not use these models. 


Anheuser-Busch followed BrandEra.com’s model by not being complicated, being suspenseful and funny, and working without sound (which meant the commercial was more about the visual than the audio). Anheuser-Busch also followed Sievert’s model by balancing between selling and entertaining, and Romm’s by staying true to their brand at all times. Because Anheuser-Busch was able to follow all of these advertising models, I would presume that they would have a high percentage of people remembering their commercial. The results of our data show that in Table 1, Anheuser-Busch was remembered by 91.2 percent of peers and in Table 2 Anheuser-Busch was remembered by 84.3 percent of adults, the highest percentage on both tables. Pepsi also followed all three models. Pepsi had the second highest recollection rate with 62.4 percent peer remembered (Table 1) and 63.5 percent adult remembered (Table 2). 


Cingular and Accenture followed BrandEra.com’s model by focusing on the visual aspects over the audio aspects and adding humor with some of their spots. Cingular and Accenture also did a fair job following Sievert’s model by entertaining while selling. Some would argue that they didn’t do any selling, but in my opinion they didn’t do any entertaining either which would let them pass Sievert’s model. However, both Cingular and Accenture did not pass Romm’s model by staying true to their brand; they didn’t even come close to telling us what they did. With one of Cingular’s spots they had a man dancing in the streets, but what did Cingular have to do with it? In the same way, Accenture showed an advertisement about bacteria becoming computer circuit that had nothing to do with what they did as a consulting firm. By not staying true to their brands the audience was left clueless, but the advertisements were entertaining nonetheless. This would let me believe that people would remember them more than other advertisers, but not remembered as much as Pepsi’s or Anheuser-Busch’s commercials. In Table 1 we see that the 40.1 percent of the peers remembered Cingular and in Table 2 we see 39.6 percent of the adults remembered Cingular. Accenture also had lower results than Pepsi and Anheuser-Busch, in Table 1, the peers remembered Accenture 25.5 percent, and in Table 2, the adults remembered Accenture 25 percent of the time. 


It is also necessary to examine an advertiser who did not follow the specified models. FedEx’s advertisement had people jumping through windows from their recliners because the manufacturing company installed the wrong size springs. This would not have happened if FedEx had shipped the package. The advertisement was not funny, not suspenseful, and did not entertain, therefore failing BrandEra.com’s model. On the other hand, it tried to persuade us to use FedEx because they will always be on time and sold to us but without entertaining, failing Sivert’s model. Did it even stay true to the brand?  Sure. At the end we understand what FedEx does, so it would just pass it through Romm’s model.  Therefore, I would expect that FedEx did not do well in our survey results. Fedex was lower than all of the advertisers we have reviewed thus far with 13.8 percent of peers remembering (Table 1) and 19.8 percent of adults remembering (Table 2).


It has been demonstrated that if advertisers follow all of the rules by BrandEra.com, Sivert, and Romm, they have a good chance the audience will remember their commercial. While on the other hand, advertisers who do not follow these models will have a lesser chance of the audience remembering their commercials. 
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