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Giving Super Bowl 
Advertising a Buzz

Buzz Initiators `

Buzz Sustainers 5

vBuzz Passives

92% of Super Bowl viewers use 
social media to connect with friends 
during the game. Buzz “Initiators” say 
they are usually the first to share 
something interesting, funny, 
outrageous, or unique, including ads, 
with their friends. Buzz “Sustainers” 
forward what they receive. Buzz 
“Passives” enjoy receiving content 
from their friends, but rarely share it 
with others.
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Age

Male Female
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Gender

Under $75,000 $75,000 
or more
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Income

Initiators are younger than the rest, but the groups are otherwise similar demographically.

How They Watch What They Buy

Program

Advertising
Average number 
of ads recalled

Social Media
Commented online or tweeted about 
Super Bowl advertising after the game

Enjoy Super Bowl 
more than other 
TV programs

Considered Goods
Likely to buy
• New car/truck
• Television
• Smartphone

Packaged Goods
Likely to buy
• Snacks/chips
• Soft drink/soda
• Deodorant
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Initiators are more likely to be in the market for considered goods, 
while buying intent for packaged goods shows little difference.
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Initiators are more engaged in the program and advertising.
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