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The Super Bowl drives mid-funnel results
for all types of advertisers and strategies

Raise awareness. Create interest. Enhance brand perception. Build momentum.
Introduce a new brand or product. Establish relevancy and brand fame. Drive sales.
Gain market share. Test and learn.

There were several objectives and strategies that advertisers had for their Super Bowl
spot(s), but regardless of their goal, the massive audience and live, engaging content
of multiscreen TV delivered mid-funnel outcomes, by driving significant lifts in
branded search for brands of all types.

From an advertising perspective, the Super Bowl is for everyone — well-established
companies, young brands, first time advertisers, new products, local market targeted
advertisers and everything in between.

And the results are in across our analysis of 15 Super Bowl advertisers: brands saw
anywhere between a 2x — 50x immediate lift in branded search from curious
consumers on Super Bowl night.

These results highlight the power of truly premium video but are not an anomaly.

As we have shown in other recent analyses — Breaking Through and Welcome to TV —
multiscreen TV consistently drives consumer action for brands of all stripes

and messaging, with the Super Bowl being just the latest example.

This information is exclusively provided to VAB members and qualified marketers. \//\B


https://thevab.com/insight/breaking-through?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/welcome-to-tv-1h-2024?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=

The Super Bowl delivers outsized mid-funnel results for all
types of advertisers across a variety of marketing strategies
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To understand the effect that Super Bowl ads
have on mid-funnel outcomes, we analyzed
Google Search Trends for 15 advertisers —
one from each bucket on the previous page

.

How to read the charts:

Google Search Index = represents search interest relative to the highest point during a specific

time period for a given region, a value of 100 is the peak popularity for the term, a value of 50
means that the term is half as popular.

Y




‘First Time’ Super Bowl TV Advertiser

Cirkul: A first-time Super Bowl advertiser, this water bottle brand’s goal was
to continue its rapid growth by building awareness among a mass audience

» Search increased almost 8x on Super Bowl night vs. week prior and was 3.5x higher than the second highest week over the last 12 months

Weekly Google Trends Index — Cirkul

12-month trend leading up to the Superbowl (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative CEO & CO' Founder’ CI rk u’
to the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as (|_|tt|e Black Book. 2/6 /25)
popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view Cirkul’s Super Bowl commercial (via iSpot.tv). ’
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https://www.ispot.tv/ad/TZCS/cirkul-super-bowl-2025-delivering-100000-cirkul-bottles-featuring-adam-devine
https://www.ispot.tv/ad/TZCS/cirkul-super-bowl-2025-delivering-100000-cirkul-bottles-featuring-adam-devine
https://www.ispot.tv/ad/TZCS/cirkul-super-bowl-2025-delivering-100000-cirkul-bottles-featuring-adam-devine

‘Consistent’ Super Bowl TV Advertiser

Bud Light: A long-time advertiser that utilized its Super Bowl ad to
enhance their brand perception among a mass audience

» Search increased 3x on Super Bowl night vs. week prior and was 67% higher than the second highest week over the last 12 months (last year's Super Bowl)

Weekly Google Trends Index — Bud Light

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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SVP Of Marketl ng’ BUd ng h t Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative to the
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( y p ’ ) Light blue line marks the date of Super Bowl LIX. Click here to view Bud Light's Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/TdJI/bud-light-super-bowl-2025-pre-release-big-men-on-cul-de-sac-featuring-post-malone-shane-gillis-peyto

‘Returning Player’ Super Bowl TV Advertiser

Nerds: After a successful 2024 Super Bowl debut, the brand returned to
the Big Game to expand awareness across more people

» Search more than doubled on Super Bowl night vs. week prior and was 39% higher than the second highest week over the last 12 months (SB TV spot announcement)
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Weekly Google Trends Index — Nerds -

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative
to the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as
popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view Nerds’ Super Bowl commercial (via iSpot.tv).
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“After the tremendous Nerds response
following our Big Game activation earlier this
year...we knew we had to come back and
make another splash. While we have grown

household penetration, we want to
introduce more people to our incredible
Nerds brand. We look forward to
re-engaging with fans and taking Nerds
back to the world’s biggest stage.”

Greg Guidotti

CMO, Ferrara Candy Co., Inc
(Candy USA, 11/13/2024)



https://www.ispot.tv/ad/TIH5/nerds-gummy-clusters-super-bowl-2025-pre-release-colors-featuring-shaboozey

‘Lapsed but Back’ Super Bowl TV Advertiser

Stella Artois: After a six-year hiatus, the brand returned to the Super Bowl
and leveraged David Beckham and Matt Damon to build on momentum

» Search increased 6x on Super Bowl night vs. week prior and was 2.6x higher than the second highest week over the last 12 months (‘The Bear’ announcement)

Weekly Google Trends Index — Stella Artois -
12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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https://www.ispot.tv/ad/TIH0/stella-artois-super-bowl-2025-pre-release-david-and-dave-featuring-matt-damon-david-beckham

‘Young’ Life Stage Brand

Liguid Death: Less than seven years after their founding, the brand
invested in a Super Bowl ad to introduce themselves to new audiences

» Search increased 10x on Super Bowl night vs. week prior and was almost 6x higher than the second highest week over the last 12 months

Weekly Google Trends Index — Liquid Death
12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025)
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Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative
to the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as

popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view Liquid Death’s Super Bowl commercial (via iSpot.tv).
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“While we have a massive audience of loyal fans,

the Super Bowl is a great opportunity to introduce

ourselves to new people and educate everyone
about our entire line of healthy beverages.”

Andy Pearson
VP of Creative, Liquid Death
(Muse by Clios, 2/9/25)

“[There is] no cheaper way to reach over
100 million unique people who want to pay
attention to the commercials.”

Mike Cessario
CEO, Liquid Death
(Adweek, 2/9/25)



https://www.ispot.tv/ad/TZrA/liquid-death-super-bowl-2025-safe-for-work

‘Well Established’ Life Stage Brand

Pringles: Introduced in 1968, this nearly sixty-year-old brand invested in a
Super Bowl ad to seek out fame and relevancy among consumers

» Search more than doubled on Super Bowl night vs. week prior and was 79% higher than the second highest week over the last 12 months

Weekly Google Trends Index — Pringles -
12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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US VP Of Salty SnaCK Marketi ng’ Kel I anova Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 — 2/9/25. Google Search Index represents search interest relative to the
(Marketing BreW, 2/4/25) highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as popular. Note:

Light blue line marks the date of Super Bowl LIX. Click here to view Pringles’ Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/TZrO/pringles-super-bowl-2025-the-call-of-the-mustaches-featuring-adam-brody-nick-offerman

Product Line Extension

Michelob Ultra: Leveraged their Super Bowl ad to build awareness for
their non-alcohol beer label, Michelob Ultra Zero, within the spot

» Search increased more than 5x on Super Bowl night vs. week prior for both Michelob Ultra and Michelob Ultra Zero and was +3.5x higher than the second highest week

Weekly Google Trends Index

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025)
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Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative
to the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as
popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view Michelob Ultra’s Super Bowl commercial (via iSpot.tv).
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VP of Marketing, Michelob Ultra
(Ad Age, 1/15/25)

This information is exclusively provided to VAB members and qualified marketers.


https://www.ispot.tv/ad/TZrC/michelob-ultra-the-ultra-hustle-featuring-willem-dafoe-catherine-ohara-song-by-rick-ro-spanish

Challenger Brand

poppi: A challenger brand in a highly competitive category invested in a
Super Bowl ad to gain market share by increasing awareness

» Search increased 10x on Super Bowl night vs. week prior and was almost 6x higher than the second highest week over the last 12 months

Weekly Google Trends Index — Poppi

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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(PR NeWSW"'e, 2/9/25) highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as popular. Note:

Light blue line marks the date of Super Bowl LIX. Click here to view poppi’s Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/TZM1/poppi-super-bowl-2025-right-this-second-song-by-deee-lite
https://www.ispot.tv/ad/TZM1/poppi-super-bowl-2025-right-this-second-song-by-deee-lite
https://www.ispot.tv/ad/TZM1/poppi-super-bowl-2025-right-this-second-song-by-deee-lite

Women-Targeted Products & Services

Novartis: Drove search of their own brand and the ‘YourAttentionPlease’
website through their Super Bowl ad on breast health targeting women

» Search more than doubled on Super Bowl night vs. week prior for both “YourAttentionPlease.com’ and Novartis

Weekly Google Trends Index
12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025)

vs. prior week
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popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view Novartis’ Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/TZrG/novartis-super-bowl-2025-attention-now-featuring-hailee-steinfeld-wanda-sykes

‘Direct-to-Consumer’ Brand

Hims & Hers: Launched a Super Bowl ad for the first time to raise
awareness on the impact of obesity through their new GLP-1 medication

> Search increased 6x on Super Bowl night vs. week prior and was almost 3x higher than the second highest week over the last 12 months

Weekly Google Trends Index — Hims & Hers

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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(Forb es, 2/3/2025) highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as popular. Note:

Light blue line marks the date of Super Bowl LIX. Click here to view Hims & Hers’ Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/Tw5O/hims-and-hers-super-bowl-2025-pre-release-sick-of-the-system-song-by-childish-gambino

‘Business-to-Business’ Company

GoDaddy Airo: This Al-powered solution for businesses used their Super
Bowl ad to introduce their product to millions of potential customers

» Search increased more than 8x on Super Bowl night vs. week prior and was almost 5x higher than the second highest week over the last 12 months

Weekly Google Trends Index — GoDaddy
12-month trend leading up to Superbowl! LIX (Weeks of 2/4/2024 — 2/9/2025)
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Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative
to the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as
popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view GoDaddy’s Super Bowl commercial (via iSpot.tv).
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vs. prior week

This information is exclusively provided to VAB members and qualified marketers.

“We launched GoDaddy Airo with the
goal of empowering anyone with an idea
to be able to start their business in
minutes. Advertising during Super Bowl
LIX presents an incredible opportunity

to introduce this game-changing
experience to millions of people,
especially those dreaming of becoming
their own boss.”

Aman Bhutani

CEO, GoDaddy
(PR Newswire 11/12/24)



https://www.ispot.tv/ad/TZCb/godaddy-super-bowl-2025-act-like-you-know-all-access-featuring-walton-goggins

App-Based Products & Services

Fetch Rewards: This app utilized its Super Bowl ad to build accessibility
by boosting awareness and engagement with a $1.2 million giveaway

» Search increased more than 4x on Super Bowl night vs. week prior

Weekly Google Trends Index — Fetch Rewards

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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https://www.ispot.tv/ad/TZCq/fetch-rewards-super-bowl-2025-the-most-rewarding-night-ever

Global Brand Introduction to U.S.

MSC Cruises: A Swiss-ltalian based global cruise line used the Super Bowl
to introduce themselves to the biggest American audience possible

» Search more than doubled on Super Bowl night vs. week prior and was 82% higher than the second highest week over the last 12 months

Weekly Google Trends Index — MSC Cruises -
12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
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Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative EVP’ Marketlng’ Ecommerce & Sales’ MSC Cru’ses

to the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as (Ad Week’ 2/9/25)
popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view MSC’s Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/TZRz/msc-cruises-super-bowl-2025-lets-holiday-featuring-orlando-bloom-drew-barrymore-song-by-madonna

Regional Markets Focused

Spruce Weed Killer: Used its Super Bowl ad to boost brand awareness and
drive interest across 19 southern markets where spring arrives first

» Search increased more than 50x on Super Bowl night vs. week prior

Weekly Google Trends Index — Spruce Weed Killer

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week
100 T e
90
80
“ . 70
We really believe that the lawn and -
garden category is an incredibly "
important one for consumers, and we 40
think that we can take our deep 30
consumer understanding and 20 || Week Before Super Bow! |
delight more consumers in the 10 \;_1
house and out of the house.” N — T
& & & & & & & & & & & & & &
DU A P S R .
Maris Croswell
CEO! sp r uce Source: VAB analysis of Google Trends, United States only, All Categories, Web Search, Weeks of 2/4/24 —2/9/25. Google Search Index represents search interest relative to the
(Variety, 1 /28 /25) highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as popular. Note:

Light blue line marks the date of Super Bowl LIX. Click here to view Spruce’s Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/Tnkw/spruce-weeding-is-the-worst

Local Market Targeted

Tullamore D.E.W: An Irish Whiskey brand ran its first Super Bowl ad locally
in Chicago to test the response in hopes of investing nationally later

» Search increased more than 8x on Super Bowl night vs. week prior and was 69% higher than the second highest week over the last 12 months

Weekly Google Trends Index (Chicago Only) — Tullamore D.E.W-

12-month trend leading up to Superbowl LIX (Weeks of 2/4/2024 — 2/9/2025) vs. prior week

100 BT
90
80
7q Second Highest week | “Not everybody can afford to do the
o0 full-on national buy, [our team] saw this
o0 A year’'s local buy as an opportunity to
40 [ Yook Belore surer =o' ‘dip our toe in the water’ of the Super
20 \ Bowl. This is the first step in trying to
20 get there [running a national Super
13 / Bowl campaign down the line].”

™ D™ ™ ™ ™ ™ ™ D ™ D™ ™ D O \o)
(L\&& %\(b\(b& (b\(b\\q’& &r&\%& b\q/&& @\(ib\%& «\%\\@% %\\%\q/& O)\@\%Q% \Q\\(b\(&% \\\\Q\%& \\Cb\%g% & % %\q/\@,

Paul Coffey
Source: VAB analysis of Google Trends, Chicago only, All Categories, Web Search, Weeks of 2/4/24 — 2/9/25. Google Search Index represents search interest relative to Sr Brand Manager’ Tu”amore DEW IrISh WhISkey

the highest point on the chart for the given region and time period, a value of 100 is the peak popularity for the term, a value of 50 means that the term is half as (Marketing BreW, 2/5/25)
popular. Note: Light blue line marks the date of Super Bowl LIX. Click here to view Tullamore Dew’s Super Bowl commercial (via iSpot.tv).
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https://www.ispot.tv/ad/58Zv/tullamore-dew-so-whatdya-dew

The power of truly premium video enables multiscreen TV to drive
mid-funnel results across brands of all types, regardless of messaging

The Power of Premium Video

Premium Video = Multiscreen TV

Professionally High Emotional Transparent
Produced, Long- Engagement Ad Placements

Form Content

Click here to learn more about the attributes of premium video

15 Super Bowl Advertisers Analyzed
Represents a cross-section of categories®, brand strategies,
messaging, creative executions and call-to-actions

BUD
LIGHT

:a-a%.z LigquioDeath

etss TULTRA. POPPL ), ovarTis
himsshers ¢ copaday 1o B fetch

REWARDS

35 MSC Spruce Tullamore

CRUTISES

Weed & Grass Killer, D ew

*categories include beer, candy, lawn & garden, liquor, pharma, snacks, soda, travel, water and website hosting
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https://thevab.com/insight/power-of-premium-video?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=

Download these other VAB resources to see how marketers are o

leveraging multiscreen TV / premium video to build their brand N

Marketer’s Guide

Innovative thinking to make  lasting impoct
on your business growth.

The Power of Premium Video
What it Means for Multiscreen TV
and Why it Matter to Marketers

Meet the New Advertisers Who Are
Building Engagement and Unlocking
Brand Growth

VAB

Welcome to TV
Meet the New Advertisers Who Are Building Engagement
and Unlocking Brand Growth

Marketer’'s Guide

Innevative thinking to make o lasting impact
o

your business growth.

Five Advantages of Multiscreen TV,
From Brand to Performance

VAB

Best in Show

Five Advantages of Multiscreen TV,
From Brand to Performance

The Big Picture
12 Key Charts on the Impact of TV &
Streaming vs. Social Media Platforms

Insights.
4 Inspiration.
impact

The Biq Picture
12 Key Charts on the Impact of TV & Streaming vs.
Social Media Platforms

How New Advertisers Are Using TV
To Ignite Interest & Turn Consumers
Into Customers

VAB W :
4 8
Breaking Through
How New Advertisers Are Using TV
To Ignite Interest & Turn Consumers Into Customers

Fast Facts

Vihat you need to know about new &
emerging trends, platforms of technology

Huddle Up!
A Look Inside the NFL'’s 2024
Season Viewership Evolution

-
\//\B ot
e

Huddle Up!
A Look Inside the NFL’s 2024 Season
Viewership Evolution
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https://thevab.com/insight/nfl-2024-season-viewership?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/nfl-2024-season-viewership?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/power-of-premium-video?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=
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https://thevab.com/insight/best-in-show?utm_source=super-bowl-success-stories&utm_medium=vab-insights&utm_campaign=
https://thevab.com/insight/breaking-through
https://thevab.com/insight/breaking-through
https://thevab.com/insight/welcome-to-tv-1h-2024
https://thevab.com/insight/welcome-to-tv-1h-2024
https://thevab.com/insight/big-picture
https://thevab.com/insight/big-picture

About VAB

VAB plays a dual role in the video advertising industry. We are leading the
change to bring about a more innovative and transparent marketplace. We
also provide the insights and thought leadership that enables marketers to
develop business-driving marketing strategies.

Drawing on our marketing expertise, we simplify the complexities in our
industry and discover new insights that transform the way marketers look
at their media strategy.

I
- We are committed to your business growth and proud to offer VAB members, brand

marketers and agencies complimentary access to our continuously-growing Insights
library. Get immediate access at theVAB.com.

N\
/7
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