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Ipsos is an independent market research company controlled and managed by research 

professionals. Founded in France in 1975, Ipsos has grown into a worldwide research group 

with a strong presence in all key markets. Ipsos ranks third in the global research industry. 

With offices in 87 countries, Ipsos delivers insightful expertise across five research 

specializations: brand, advertising and media, customer loyalty, marketing, public affairs 

research, and survey management. Ipsos researchers assess market potential and interpret 

market trends. They develop and build brands. They help clients build long-term relationships 

with their customers. They test advertising and study audience responses to various media and 

they measure public opinion around the globe. Ipsos has been listed on the Paris Stock Exchange 

since 1999 and generated global revenues of €1,669.5 ($2,218.4 million) in 2014. 
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For copies of other news releases, please visit 

http://www.ipsos-na.com/news/ 

http://www.ipsos.com/


 

 

© Ipsos 
 

- 1 - 
 

Washington    New York  Chicago  Minneapolis  Seattle  San Francisco Los Angeles  
Vancouver  Calgary  Winnipeg  Toronto  Ottawa  Montreal 

 

For Super Bowl Ads, The Last Seconds Decide Who 

Wins 

 
New York, NY – Advertising research experts at Ipsos ASI have found that the game of 

Super Bowl advertising is won or lost in the closing seconds – just as football games often are.  

This finding flies in the face of conventional wisdom on advertising “breakthrough,” but was 

strongly affirmed in a study of this year’s Super Bowl advertising conducted by Ipsos ASI, 

the Ipsos Neuro & Behavioral Science Center and their partner Realeyes, using automated 

Facial Coding. 

  

“If a Super Bowl advertiser can engage the public in the last five seconds of the spot, with its 

brand immersed in the warm glow of positive emotion, that’s when the ultimate branding 

payoff occurs,” said Elissa Moses, EVP and head of the Neuro and Behavioral Science Center 

at Ipsos. 

 

Ipsos researchers utilized Realeyes’ Facial Coding technology to measure the second-by-

second unconscious emotional response of 1400 consumers, who watched the ads in real time 

“while the technology watched them.”  The measures included Overall Emotional 

Engagement and incidence of six discreet emotions, as well as positive and negative emotion 

for all 86 of the 2015 Super Bowl ads.  

  

“While we still have a lot to learn from this rich data set,” said Lana Busignani, president of 

Ipsos ASI US, “one of the most obvious patterns in the data is how the best ads perform at 
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the end.  A spot that tells a great story, but loses people when the sponsoring brand shows 

up, is a very expensive mistake.” 

 

According to the Ipsos/Realeyes Facial Coding study, here are the Super Bowl commercials 

that were best at generating Emotional Engagement in the critical last five seconds as well as 

Overall Ad Engagement. 

 

 

2015 Super Bowl Ads 

                                              

 

Facial Coding    

Top 10 “Strong Finish” 

SB Ads (out of 86 total SB 

ads) 

LAST 5 SEC 

ENGAGEMENT 

RANK 

OVERALL AD 

ENGAGEMENT 

 (Norm: 77%) 

DORITOS: Middle Seat  1 81% 

FIAT: The Blue Pill 2 86% 

DISCOVER: Surprise 3 83% 

McDONALD’S: Pay With Lovin'  4 89% 

BUDWEISER: Lost Dog 5 86% 

NATIONWIDE: Invisible Mindy  6 86% 

UNIVERSAL PICTURES: Ted 2 7 83% 

BUD LIGHT: Pac Man                                                     8 92% 

MERCEDES-BENZ: Fable 9 88% 
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SNICKERS: The Brady Bunch 10 78% 

 

The study reveals that the ads registering the most positive emotional response during the 

brand payoff are also extremely high (above norm) on overall emotional engagement.  

 

“It is important that product and brand moments elicit positive emotion,” adds Moses.  

“With each of the Super Bowl winners, there is almost a jolt of positive engagement at the 

end of the ad. This is a phenomenon we see time and time again in top performing ads.  

These ads hold viewers’ interest to the finish line and end on a high note,” said Moses.  “This 

is no easy feat, but when it is accomplished, a consumer is likely to have much better feelings 

toward the brand, be conscious of its role in the ad and create better buzz.” 

 

Below are examples of how two of the top 2015 Super Bowl performers elicited Emotional 

Engagement throughout the ads and especially during the final branding moments. 

 

Example 1: DORITOS “Middle Seat” 

 

The Doritos “Middle Seat” ad has only a slow steady upward engagement trend, but then 

pays off with a jolt in the final seconds during the story climax. Engagement in the most 

important last third of the ad starts to swiftly accelerate as the joke is paid off and the Doritos 

brand is relevantly positioned to leave a lasting positive impression. 
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Example 2: NATIONWIDE “Invisible Mindy Kaling” 

 

Engagement for Nationwide’s “Invisible Mindy Kaling” essentially meanders in the first half 

of the ad (could be better) but picks up serious emotional momentum in the second half of 

the ad, as viewers watch Mindy approach star actor Matt Damon. Engagement skyrockets as 

the two characters interact. The playfulness of the two celebrities results in Engagement 

peaking sharply in the last 5 seconds of the spot reaching a strong apex for the finale. 
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Consider the ads that don’t capture engagement for the brand during a Super Bowl ad.  

“Without emotional engagement, a Super Bowl ad is $4.5 million wasted budget,” said 

Busignani.  “We have long known the importance of brand linkage and now we have a way 

to test it reliably on an emotional level with Facial Coding.”  

 

According to Mihkel Jäätma, CEO of Realeyes, “Doritos’ and Nationwide’s ad success 

demonstrates what we have been observing consistently for years now.  To breakthrough, 

your story needs to finish on a strong emotional high. Whether it’s winning awards at 

Cannes, or getting people to share your content online, that final ad punch will move the 

needle and win in the marketplace.”   
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For the 2015 Super Bowl, not only did the best ads provide great entertainment and for some, 

a few good laughs, but they were also able to engage the audience early, sustain that 

engagement and end on an emotional high note supporting the ultimate brand impression. 

There are many criteria by which the industry judges each year’s Super Bowl ads ranging 

from personal opinion to various data schemes. But according to Ipsos ASI, to be able to grab 

the audience’s attention and especially to heighten that attention for the most defining final 

brand shot in those crucial last 5 seconds is a sure way for a client to know they got their 

Super Bowl money’s worth. 

 

About This Study 

 

This study was done in collaboration with Ipsos ASI, the Ipsos Neuro & Behavioral Science 

Center and Realeyes. All eighty-six 2015 Super Bowl ads were tested among a total of 1400 

adult consumers, 200 consumers each, ½ male, ½ female, using Realeyes automated facial 

coding software and analytics via webcam.   

 

Ipsos ASI was recently amalgamated with Ipsos MediaCT to form Ipsos Connect, a global 

specialized business to coordinate Ipsos services in the domains of Brand Communication, 

Advertising and Media.  

 

The Ipsos Neuro & Behavioral Science Center develops System 1 tools to enhance non-

conscious and emotional insights for decision making. The Center offers a portfolio of 

advanced neuro methods including Facial Coding, Biometrics, Implicit Reaction Time 
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(IRT™), EEG and Eye Tracking favoring scalable techniques that provide Ipsos clients with 

practical value across many types of studies. The Center also focuses on R&D to advance 

knowledge.  

 

Realeyes is the world’s leading platform for measuring emotional response to video content 

via any webcam device. Leaders in emotion analytics, they empower brands, agencies and 

media companies to make content and media decisions that maximise the impact of video 

strategies. 

 

About Ipsos 

 

Ipsos is an independent market research company controlled and managed by research 

professionals. It has been listed on the Paris Stock Exchange since 1999. Founded in France in 

1975, Ipsos has grown into the world’s third largest market research company with a strong 

presence in all key markets. With offices in 87 countries, Ipsos delivers insightful expertise 

across several research specializations: advertising, customer loyalty, marketing, media, 

public affairs research, survey management and non-conscious measurement. 
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Ipsos Neuro and Behavioral Sciences Centre  
elissa.moses@ipsos.com 

 

Lana Busignani 

President, ASI US 
Ipsos ASI  

lana.busignani@ipsos.com 

 

 
News Releases are available at: http://www.ipsos-na.com/news/ 

mailto:elissa.moses@ipsos.com
mailto:lana.busignani@ipsos.com
http://www.ipsos-na.com/news/

