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Super Bowl ad
watchers make

a run for Web

Some business sites see a
massive increase in Visits

Bruce Horovitz
S.&TODAY

Super Bowl XL is hlstory but the
ad e is in overtime with the
battle for attention online.
™ Just five years ago, the great
hope of most Super Bowl advertis-
ers was to have their brand names
remembered a day after the game.
= Now, a
: isi number § are
measuring Super
ford o S

e number
Bowl TV S e hiks vy
- Tatings;  their websites —
what now and the number
" forSea- of times their

* hawks and commercials are

- Steelers, nealnaded ia

computers, iPods
“_ or cellphones.
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an auto dealer, says Stephen Greys-
er, marketing professor at Harvard
Business School. “It leads to the test
dnve or even the sale.”
~ Ata minimum, when a consumer

ﬁstoacunpany'ssme “It

the odds of rem i
l:he brand,” says Daniel I-k}wﬁ
chairman of the i -
ment at Southern Methodist Uni-
versity's Cox School of Business.
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Few sanv‘gmreb’gbouncgag than Fed
whose ad featured a caveman try-
ing to send a prehistoric package.
Traffic to the area of fedem:om

where the offers its ads
wasupiSODO%Erthepemdfm

the game's end to 2 p.m. Mnng%
Vs, tﬁm period last week, says C.
Wswmm
L i, which provides services
for major websites that include 23
of the 32 Super Bowl advertisers,
says traffic to the 23 peaked at a
combined 782,679 hits per minute
immediately after the game, com-
pa.ted with 50,000 hits per minute
a typical Sunday.

Even then, only a few sites
exploited their online potential,
says Kieran Taylor, director oI:bd

b Super

uct for Akamai

few of the 23 got most of
crease, he says, but he declined to
name the leaders.

--But one r Bowl advertiser,

Sharpie, fr. says it didn’t do a
job directing viewers to its

site. At the end of Sharpie’s Super
Bowl spot, the reference to the
website was just a small, visual im-
aﬁ:ﬂ( “It was sometlung we didn't

much about,” President Rory
Leyden says.

However, its traffic was up 400%
on Sunday vs. last Sunday.
derestimated the number ofpeople
who would visit the website,” says
Leyden, whose company is intro-
ducing Sharpie pens in new colors
and will offer 39 by year's end.

In contrast, Super Bowl ad leader
Anheuser-Busch took its Internet
strategy to “a new level” this year,
says Marlene Coulis, vice president
of brand management.

This was the first year the beer
giant made its Super Bowl
readily available for dow
As a result, traffic on the alre
hu?r site spiked 400% between

night and noon on Monday,
compared w:th the same period on
an average day, Coulis says.
It's critical for A-B to drive Web
traffic, she says, because its target
consumers — 21-to-27-year-old
beer drinkers — are so hard to
reach elsewhere.

A-B also made its Super Bowl
sports available to other major sites
— from Google to AOL — resulting
in millions of additional people
viewing the commercials, she says.

Yahoo searches for Super Bowl
commerci Jum roughly 800%
since the ads aired on Sunday,
spokeswoman Gaude Paez says.

Meanwhile, AOL.com saw a 30%
jump in visitors to its site, where
the ads were available to view after
the game. It had 13.5 million
“streams” or viewings of Super
Bowl commercials between the
end of the game and noon on Mon-
day, says Carlos Silva, senior vice
president at AOL.

A Super Bowl with no real stand-
out ads led to more views of many
ads instead of lots of viewings of
one, he says.

Other Internet response:

» Dove. The soapmaker aired
one ad featuring girls, which du'ect-
ed viewers to its
beauty.com website that promotes
self-esteem. The site saw a 1,600%
increase in traffic between 7 p.m.
Sunday and 2 f .m. on Monday, vs.
an average 24-hour period, says
Dove marketing director Philippe
Harousseau.

» Burger King. The chain,
which aired one spot featuring the

'lramcupbymo,ooouniquevisimrs

CareerBuilder: The job site ran two Super Bowl spots featuring the antics of an office full of white-collar
co-worker.

chimps and their hapless human

1,600% increase
Dove: The commercial l%cmmmd its

beauty.com website, w

canﬂ?aigmorreal-
h promotes self-esteem.

50,000 visitors and 3,000 downloads
: The company says its Who perettes-
.com site is the mostpapue;rad it's ever
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Tracking Super Bowl advertisers’ website traffic
The number of visitors per minute to websites of 23 of 32 Super Bowl advertisers as tracked by Akamai's Net Usage
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dancing Whopperettes, says its
rettes.com site is the most
Iaopular ad site the chain ever
unched. It had 50,000 visitors in
about 12 hours and pmvided 3,000
downloads of its Super Bowl spot,
says Russ Klein, chief global mar-
keting officer.
> erBuilder.com. The job
site, which ran two Super Bowl
ots featuring white-collar
chimps, drew 800,000 unique visi-
tors more than average between
game's end and midday on Mon-

says Richard Castellini, vice
prestdent of consumer
» Nationwide, The ad starring
Falm resulted in a 162% site surge
on Monday, compared with a typ-
% and 17,500 down-
loads of the ad, says Steven
Schreibman, vice president of ad-
vertising. He says 90% of visitors
since Sunday were new to the site.
» ESPN. The sports network,
which ran two ads, had more than
a million additional viewers at its
website in the 15 hours following

By Marcy E Mullins, USA TODAY

the game, vs. the same period on a
normal Sunday to Monday, say

hn Kosner, senior vice pwesxlent

new media.

» Aleve. The pain reliever,
which aired one ad staring Leonard
Nimoy (Star Trek’s Mr. Spock had
a 101% increase in Web tral
tween 7 am. and 2 p.m., vs. t_he
same day a year ago, says Trish
McKernan, spokeswoman at Bayer
Health Care.

Contributing: Theresa Howard.




