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Pavone shows SpotBowl is more than just an ad poll

Craig  McGuire  - 1 May 2006 00:00

Advertisers dropped more than $200 million on Super Bowl spots this year, or an 
average of $2.6 million for every 30 seconds seen by 80 million US viewers. 

Tapping into the nation's obsession with those 
ultra-expensive, quirky commercials run during the big 
game, Pennsylvania agency Pavone set up a real-time online 
poll to review the spots, and in the third year of the effort, 
generated some national PR for itself.

Strategy

As 50% of US viewers claim to tune in just to see those ads, 
Pavone launched SpotBowl.com as a forum for demonstrating
its advertising acumen.

"Our challenge was figuring out how one agency in central 
Pennsylvania can become an integral part of such a massive 
and culturally significant event," says president Michael 
Pavone. 

Tactics

Pavone distinguished SpotBowl from other sites devoted to Super Bowl ads by making it more
than just a poll and offering pre-game incentives like Super Bowl ad trivia and a message 
board. A deal was brokered with SuperBowl-Ads.com to link to the site during the game. Also 
featured: expert game analysis and quotes from some of the advertisers. And Pavone 
spokespeople conducted more than 40 pre- and post-game radio interviews nationwide. 

Results

The radio interviews helped create buzz and drive traffic to the site, where fans could 
download ballots to help track the ads on game day. The site was referenced in more than 30
TV newscasts coast to coast. Print and Internet coverage included the Chicago Tribune, 
Pittsburgh Post-Gazette, Detroit Free Press, and CNNMoney.com. The site received 8 million 
hits Super Bowl week, with 59,000 actual votes cast - a 550 percent increase over the 
previous year. 

Future

Pavone expects SpotBowl to return in 2007 and aims to help it become an even larger part of
the big game.

PR team: Pavone (Harrisburg, PA)

Campaign: SpotBowl 2006
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On The Scene Productions - Full Service PR Video and Multi-platform Media Services
The leader in broadcast and multimedia production services for television, radio and internet: SMT/RMT's, B-roll, VNR/ANR, 
POD/VODcasting, Precision Placement, Digital Signage, Phone/Webcasting, and Content Syndication. Go to 
http://www.onthescene.com/contact.htm for more information and a free DVD brochure

Gebbie Press - A Name You Know
No Bells. No Whistles. Just the Essential Media Contact Facts

In 1970 the first Gebbie Press All-In-One Directory was published. We haven't missed a year since. Available as software, 
importable text files and - as always - in an affordable, portable print edition.

Owned & Operated by the Gebbie family since 1955.

Choosing the Right Webcasting Platform: How to Avoid Costly Mistakes
This webcast, hosted by industry analyst Ira M. Weinstein of Wainhouse Research, provides insight and analysis into selecting 
the right service provider to meet your global requirements. Register today.

Affordable PR Writing & Distribution 
eReleases features more than 190 target categories, subscribing journalists, talented writers, and traditional newswire 
posting. Let us target your next press release. Click here for more information.

Related Stories
There are currently no related news
stories for this item

Related Links

Purchase a Reprint
Send a Comment to the Editor
Subscribe to PRWeek

Duration: January to February 2006

Budget: $40,000


