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Dialsmith Releases Results of Second-by-Second Super Bowl Ad Ratings
Powered by Slidermetrix
Portland, Ore. (February 9, 2016)—Portland, Oregon-based Dialsmith has released its final report of
second-by-second ratings results of the 2016 Super Bowl ads based on more than 3,000 unique ratings
collected with Dialsmith’s Slidermetrix tool. Download the full report here:
http://www.dialsmith.com/request-report-2016-super-bowl-ad-ratings-report-powered-by-slidermetrix
Ratings for 56 Super Bowl ads were conducted using Dialsmith’s Slidermetrix application, which allows
viewers to continuously rate an ad as they view it using an on-screen slider with a scale from 0 (“Hate It!”)
to 100 (“Love It!”). The average of each viewer’s slider position during every second of the ad results in a
cumulative mean score for that ad, which determines each ad’s ranking in the report. Unlike other online
ratings, Slidermetrix also identifies the highest rated and lowest rated seconds from each ad, helping to
parse out key moments where an ad is particularly impactful or where it completely misses the mark.
Some highlights from the report:
Highest rated ads
 Honda’s “A New Truck to Love” (64.1)
 Jeep’s “Portraits” (64)
 Coca-Cola’s “Hulk vs Ant-Man” (63.4)
Lowest rated ads
 Scientology’s “Who Am I?” (41.3)
 Squarespace’s “Real Talk With Key and Peele”(40.7)
 Jublia (38.9)
Super Second (highest rated second)
 Honda’s “A New Truck to Love” (72.49)
Not-So-Super Second (lowest rated second)
 Jublia (33.26)
Millennials gave the nod to…
 Hyundai’s “First Date” with Kevin Hart (66)
Other findings
 Budweiser’s “#GiveaDamn” and HEINZ’s “Weiner Stampede” received the most ratings, with 209
and 204 respectively.
 Budweiser’s choice to not continue the puppy storyline this year cost the brand significantly,
dropping its overall rating from 70 in 2015 to 58.6 in 2016.
 This year’s empowerment ad from Mini USA, “#DefyLabels”, scored much lower at 50.2 than last
year’s “Like a Girl” empowerment ad from Always at 62.5.
 Doritos’ ads during its last year of the “Crash the Super Bowl” contest rated similarly to last year’s
winners, scoring in the mid- to upper-50s both years.

About Slidermetrix
Slidermetrix is a Software as a Service (SaaS) application that adds continuous, second-by-second rating
capabilities to embedded online video. Through the Slidermetrix application, a fully customizable slider is
added below a video, allowing viewers to continuously rate it as they watch. Real-time feedback is
captured for display back to the viewer or for use in research and/or reporting. For online publishers,
Slidermetrix creates a unique and interactive experience that increases viewer engagement and drives
metrics for increased ad revenues. For marketing and media researchers, Slidermetrix offers a fast, costeffective approach to market test recorded video content. To view a demo or request subscription
information, please visit www.slidermetrix.com.
About Dialsmith
Dialsmith is a Portland, Oregon-based technology company that develops products and services for
research, audience engagement and live event scoring. We are pioneers in the development of tools for
capturing and displaying continuous and moment-to-moment feedback and are the worldwide marketers,
sellers and service providers for the Perception Analyzer, Perception Analyzer Online, ISX Scoring and
Slidermetrix. Featured on CNN, FOX News, Food Network, ESPN X Games, The New York Times and
more, Dialsmith’s Perception Analyzer tools are the gold standard for dial-based focus group testing,
public opinion polling and audience engagement. To learn more, please visit www.dialsmith.com.
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