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GENERAL STATS OVERVIEW

$6.5M 36M

66

Price per Unique House holds
30-second ad Advertisers tuned in

WHO CREATED THE BIGGEST BUZZ?
Commercials by engagement

DIEGESANENEE VU ERERS (S8 NBC Law and Order Disney Plus Uber Eats Taco
Moon Knight 6.89% Disney+ Uber Don't Bell
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4.55% | £

DISNEY was the
most engaging
brand with

Amazon Mind Reader
6.50%

Chevrolet
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CoinBase Big Game Ad Amazon The Lord of the
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Power between it’s two
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commercials
McDonalds Can | get Uhhhhh AMC+ Channel Promo

40.5%

VETERANS V.S. NEWBIES V.S CELEB VS. CATEGORY
What Type of Commercials Saw the Most Engagement?
4 TOP CATEGORY
‘ ' - - Celebrity? Not

The most
popular ads had
a celeb, and

were from
veteran brands

WHAT DO PEOPLE REALLY THINK?
# of TOP WORDS Top 8 Commercials by Sentiment, Polarity, and Subjectivity
mentions
Engagement vs Polarity
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Follower Growth Qvertime for the Top 8
Disney McDonalds o0
““““““ IS AN EARLIER AD SLOT WORTH THE $?

Tweet Frequency for the Top 8 Over Time

# Tweets over time
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Tweet Frequency for the top 8 by Brand
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AmazonPrimeVideo

-Build your brand: The most successful ads featured brands that already
had a large fan base with 62% of engagement going to veterans

-Feature a celeb: Tweets about commercials featuring celebs made up
59% of total super bowl tweets

-Air your commercial before half time: Twitter activity and engagement
spiked the highest before half time

- Stay away from polarizing topics and ideas: the majority of
commercials in the top 8 had a neutral sentiment and neutral polarity
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