
But unlike in Vegas, what hap-
pens in Canada doesn’t stay there in
the age of YouTube. The video from
promotion shop Capital C, Toronto,
got more than a million views in two
weeks. That prompted a Feb. 1 paro-
dy on NBC’s “Tonight Show with
Jay Leno,” and the actresses in-
volved in the video appeared on
ABC’s “Good Morning America”
on Feb. 2 (the actresses made that ap-
pearance on their own initiative). 

‘DUMP CUPID’
Neither show mentioned Sunsilk, a
contrast to the major publicity lift
“GMA” provided in October for
Unilever’s successful “Dove Evolu-
tion” viral program. This time, host
Diane Sawyer noted only an un-
named “marketing company” be-
hind the video. 

Unilever acknowledged respon-
sibility for the video for the first
timein a terse Feb. 1 press release,
however, and subsequent reports on
CNN did link the video to Sunsilk.

Procter & Gamble Co.’s Herbal
Essences, meanwhile, began in early
February its branded “Dump Cupid”
Valentine’s Day program, headed by
Resource Interactive, Columbus,
Ohio, with help from Publicis
Groupe’s Kaplan Thaler Group (it-
self recently dumped by the mar-
keter in favor of sibling Leo Burnett
Co.). The push also includes the
DumpCupid.com microsite, e-mail
valentines, TV and outdoor ads, radio
DJ endorsements, and a 30-foot heart

that appeared along with Cupid on
Feb. 9 in Times Square. The cam-
paign will culminate with a major
Valentine’s Day buy on Yahoo.

The push focuses heavily on am-
ateuresque videos, shot by Resource
and KTG, of a cupid who’s a cross be-
tween Jack Black and YouTube’s
Numa Numa guy and slings arrows
carelessly. “That thing with you and
your boss—totally my bad,” he says
in one video valentine. “But, hey,
you got another job. Eventually.”

The most-watched “Dump Cu-
pid” video so far has only about
170,000 views, according to Vidme-
ter.com, compared to a total  of 3.3
million so far for Sunsilk’s “wig
out,” just in its second incarnation
on YouTube. But P&G appears hap-
pier with its YouTube experience,
which included display ads on the
video-sharing site that likely
reached more than 90 million visi-
tors globally last week, based on
Alexa.com data.

Over the past two weeks,
DumpCupid has been P&G’s most-
visited brand website, said Christopher
Keith, Herbal Essences brand manag-
er. He termed YouTube “an experi-
mental part of the spending [but] cer-
tainly not the biggest part.” As
measured by Alexa, traffic to
DumpCupid.com more than doubled
to an estimated 44,000 daily visits last
week after the YouTube ads appeared.

“We talked a lot about how you
balance the branding in this pro-
gram, where you put overt branding
or go much more subtle,” Mr. Keith
said, but “there was no thought for
us to do it totally unbranded [at any
point].”
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grading “the image, form or status of
women,” among other things (see
box at right). 

As a nonmember, Svedka didn’t
deign to address the complaints and
has boldly refrained from altering or
pulling code-violating ads, as Discus
members (and many nonmembers)
nearly always do. 

Now, having been bought by one
of the pillars of Discus, Svedka be-
comes a member itself—yet it’s as
defiant as ever. “Constellation
bought us for who we are,” said Ma-
rina Hahn, Svedka’s chief marketing
officer, whose marketing team will
be left intact after the purchase.
“We’re an edgy, smart brand that’s
broken through, and we expect to
keep doing what has worked well.”
The deal closes in March.

NO DECISION MADE
Doing so would inevitably cause a
bitter rift between Constellation and
industry stalwarts such as Diageo.
“The big guys in Discus—and Con-
stellation is one of them—they have
way too much at stake to risk it on
Svedka,” said a longtime industry
consultant. “Trust me, they like be-
ing able to be on cable TV and they
know good behavior and following
the code is what put them there.”

In announcing the deal, Constel-
lation CEO Richard Sands issued
what appeared to be a ringing en-
dorsement of the brand’s marketing:
“Svedka’s phenomenal success is
largely due to the eye-catching and
effective marketing and advertising
campaigns that reach a key segment
of the young-adult market.”

And a Constellation spokesman
said no decision had been made to
change existing ads or to instruct

Svedka to adhere to the Discus mar-
keting code going forward. “Histori-
cally, we have worked with Discus,”
he said when asked whether Svedka
would be forced to adhere to its code.
“But without any specifics from
[Discus], I can’t address that.” 

The betting though, is that Sved-
ka will clean up its act under new
management. “If the Svedka guys
think being part of Constellation is-
n’t going to change things for them,”

said the industry consultant, “they
are living on a river called denial.”

Constellation, which markets
Corona beer and Robert Mondavi
wines, among other brands, spent
$142.4 million on advertising during
the fiscal year ending Feb. 28, 2006.
By comparison, Svedka’s $700,000
in measured media, handled in-
house, is a pittance.

But its ads certainly got it notice.
The current Svedka campaign—

which is set in 2033 and stars a social-
ly uninhibited fem-bot—is far from
its raciest or most envelope-pushing.
Past efforts featured nudity and
more overt sexual content. Even the
current effort, begun in 2005, how-
ever, has run afoul of Discus’ code.
During its most recent complaint re-
view, the organization took issue
with Svedka cocktail-recipe language
that encouraged a drinker to “just
pour his ingredients into your chilled
vessel. … Repeat until satisfied.”

According to a Discus
spokesman, there is no precedent for
a brand owned by a member compa-
ny disregarding its marketing
code—and with good reason, as the
industry’s ad standards have helped
it gain access to cable TV and other
media that had long eschewed liquor
advertising.

“We’ve historically had 100%
compliance,” the Discus spokesman
said. “And we’ve been given no rea-
son to think that won’t continue.”
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eighth was Pizza Hut’s pre-game ad.
And the more than 10 million

Super Bowl ad streams counted by
Vidmeter didn’t even include those
from other specialty sites, including
SuperBowl-Ads.com and AOL
Sports, with the latter reporting 15
million ads streamed on Super Bowl
Sunday and the following Monday.
Even by Friday, Feb. 9, two of the 10
most watched online videos
per Vidmeter were Super
Bowl ads.

Yet Anheuser-Busch’s
Budweiser brands—the
game’s biggest advertis-
ers— saw much smaller
bumps in traffic to their
brand websites than in past
years, according to data from
Alexa.com. Last year, Alexa
showed traffic for to the Bud
sites peaking at around
700,000 a day during Super
Bowl week last year, com-
pared with slightly more
than 300,000 this year.

GoDaddy, which generated sig-
nificant Super Bowl traffic bumps
the past two years, saw no distin-
guishable traffic increase around
this year’s ad, according to Alexa
data.

Data from Akamai also suggest
traffic to brand websites from Super
Bowl ads isn’t what it used to be.
Akamai tracked a peak of 282,546
visits per minute to marketer web-
sites linked to the Super Bowl dur-
ing the Feb. 4 game, less than half

the peak of 782,679 Akamai record-
ed during last year’s game.

Not even established Super Bowl
ad aggregators are winning the
post-game buzz bowl. Alexa data in-
dicates iFilm.com and SuperBowl-
Ads.com each got less than half the
traffic this year that they got last
year from their Super Bowl ad of-
ferings.

Diffusion of Super Bowl ads to a
growing number of entertainment
sites and bloggers seeking to capital-
ize on ad revenue generated from

the traffic make it increasingly diffi-
cult for anyone to capture a huge
share of the market, said Joshua
Stylman, managing director of web
research firm Reprise Media.

Search advertising around such
terms as “Super Bowl ads” is one
way marketers could capture more
of the post-game viewership for
themselves, he said, but it’s some-
thing relatively few had in place af-
ter this year’s game. Ironically,
though, one of the most aggressive
Super Bowl search advertisers,

Mars’ Snickers, took down its Af-
terthekiss.com microsite following
controversy over its ad.

Having millions of people opt to
watch their ads as entertainment at
no additional cost—not even for
bandwidth—isn’t exactly bad news
for marketers. But it does represent
a missed opportunity to use the ads
to further engage consumers with
their brands on their own websites,
according to Pete Blackshaw, chief
marketing officer of Nielsen Buzz-
Metrics.

“What they can’t do on
those [aggregator] sites is
take names, build relation-
ships and promote their
[other] content,” he said. 

One thing many of the
Super Bowl aggregators do
that brand websites don’t is
solicit feedback on the ads,
he said. By next year, Mr.
Blackshaw expects more
Super Bowl advertisers will
look for ways to incorporate
aggregator sites into their
marketing.

YouTube was a surpris-
ing laggard among the online video
sites this year, with users having
posted few of the Super Bowl ads by
Monday morning. By the following
Tuesday, however, YouTube had
created a “SuperVote” microsite
and gallery of all the ads.

Some advertisers, too, made ad-
justments well after the game that
built buzz. Emerald Nuts bought a
paid placement for its ad on the front
page of YouTube on Feb. 8, helping
catapult it into the top-10 list on
Vidmeter that day.

SVEDKA GROWTH

Sales of nine-liter cases

Sources: Impact, Stifel Nicolaus
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Svedka’s ad transgressions  
2004: Discus board rules that the
website’s images of barely clothed
women on all fours acting as vodka
serving trays violate “generally
accepted contemporary standards
of good taste.” Discus also finds
Svedka guilty of “relying on sexual
success as a selling point for the
brand” and degrading the “image,
form or status of women.” 

Svedka did not respond 
to the decision.

2005: Discus board rules that print
ads showing, among other things, a
woman’s bare breasts squeezed
together to hold a glass being filled
with vodka violate a Discus code
provision barring ads that “contain or
depict graphic or gratuitous nudity …
promiscuity, or sexually lewd or

indecent images or language.”
Svedka did not respond 

to the decision.

2006:Discus board rules that the
website’s invitation to “Pleasure all
17 of your erogenous zones with

Svedka” and a description of the
brand’s fem-bot mascot as “wired
for fun, flirting and the occasional
foursome” are at odds with the
organization’s marketing code.

Svedka did not respond 
to the decision.
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BUD LIGHT: ”Rock, Paper, Scissors” ad from Bowl


