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Viewers Went ‘Crazy’ 
For PuppyMonkeyBaby
Big Data. Is there anything it can’t do? 

By now, we’ve pretty much had our fi ll of which ads from Super 
Bowl 50 received the most attention during the big game, but Canvs 
has mined social-networking data to reveal how viewers felt about 
those super-expensive spots.

Canvs, the New York-based startup that uses Twitter data cap-
tured by Nielsen (the game generated nearly 17 million tweets and nearly 4.5 million “emotional 
reactions”), said it has analyzed the information around those Super Bowl spots, enabling it to 
interpret the emotional response of the TV viewing audience.

Through an analysis that applied 56 different emotions to its post-Super Bowl study, Canvs 
found that Mountain Dew’s strange “PuppyMonkeyBaby” ad came away with the highest rate of 
“crazy” reactions (38.5%), edging out Beyonce’s “Formation World Tour” (28.6%).

The ad that drew the most reactions across all emotions was Doritos’s “Ultrasound” spot 
(38,823 reactions out of 85,736 tweets — 34% of them loved the spot, and 48% found it to 
be funny.). The Doritos spot also came away with the most “funny” reactions (18,489), soundly 
beating out T-Mobile’s “You Got Carriered” ad (9,553 “funny” reactions).

For more of this blog, please visit multichannel.com/Feb15.

BLOG: THE BAUMINATOR“I’ve been using 
T-Mobile zero-rated 

video-streaming service 
Binge On for the last 

month, and can tell you 
it works great and I love 

it. Which is precisely 
why the FCC needs to 
step in and ban it now.”
— Colin Dixon, founder and chief analyst 

of nScreenMedia, on T-Mobile’s new 
bandwidth-optimized mobile video service that 
has raised the hackles of network-neutrality 
advocates. His biggest beef? That zero-rated 
services give an unfair leg up on competitors. 

NUMBER

60%
The percentage of mobile banner 

ad clicks that are accidental, 
according to a Retale study 

of 500 U.S. adults focused on 
mobile’s “fat fi nger” problem — that 
consumers inadvertently touch ads 
when scrolling on devices with small 
screens. Only 16% of respondents 
said they click on mobile banner 

ads because they like the company, 
product or service being promoted, 
Retale said, noting that advertisers 
are poised to spend $18 billion on 
mobile display ads this year. Also 
troublesome: 66% said mobile 

banner ads have little or no value. 

VIDEOPHILE

TECH TWEET
“Success of VR will be measured by hours and dollars, not 
units. Dusty headsets on desks/in the bin won’t sustain an 
ecosystem, content will!” 

— Palmer Luckey (@PalmerLuckey), founder of Oculus, on what will move the 
needle for the small-but-growing virtual reality market. The Consumer Technology 
Association expects VR headset unit sales to reach 1.2 million this year.

Jeff Baumgartner

iPhone Still the Apple of Mobile’s Eye  
Apple sold a record 74.8 million iPhones in its 
fi scal fi rst quarter, allowing it to retain its U.S. 
market lead on the smartphone front. 

Per a new study from Parks Associates, iPhones 
accounted for 40% of the U.S. smartphone 
market in 2015, though, at 31%, Samsung, which 
uses the Android platform, continues to make up 
ground. LG, the market’s No. 3, lags at 10%. 

The window to get customers to switch re-
mains fairly large, as 45% of all U.S. broadband 
homes wait two years to upgrade their smart-
phones, Parks said.

Smartphones continue to serve as a key conduit 
for streaming video. More than 70% of smartphone 
users tap the device to watch short streaming vid-
eo clips, and 40% watch long streaming videos. A 
smaller group, 24%, use their phones to fl ing video 
to another screen, such as a TV set or PC. 
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