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BRONZE, Food & Beverage 
Campaign Title: Stand By You 
Year the campaign took place: 2018 
 

 
 
Brand: Anheuser Busch, Budweiser 
Creative Agency: The DAVID Agency of Miami  
Media Company/Agency:  
Research Company: Ipsos 
Additional Affiliated Companies:  
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

Marketing Challenge: As Budweiser has grown from a family-owned, 
domestic company to an international conglomerate, it struggled to 
maintain its identity as a high-quality brand rooted in America. To reverse 
the growing perception that it was “too big to be good”, Budweiser 
wanted to reconnect and engage Americans with a relevant message 
around pride while also highlighting their quality credentials. Knowing 
that Americans needed to hear a powerful message of unity, Budweiser 
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created a communication strategy to raise awareness for an existing 
philanthropic program tied to recent, local disasters.    
 
Methodology: ABI partnered with Ipsos to receive guidance—generated 
through a mix of quantitative and qualitative research, blending 
online/offline and system one/system two techniques—during the entire 
communication development lifecycle. We helped unearth the most 
compelling manifesto at an early stage, and then helped select and fine-
tune the best ad during the validation stage before going on air. 
 
Creative: The result was a successful ad highlighting an important theme 
absent from public discourse at the time: Americans setting aside their 
differences and helping each other in times of need. 
Business Impact: The ad succeeded in simultaneously improving quality 
perception for the company’s products by showing its brewery’s 
production process and emphasizing the human element. The ad had 
+2.1 Billion Impressions, was ranked Top #3 USA Today Ad Meter and 
+79 million cans were donated in partnership with the Red Cross. 

 
CONSUMER INSIGHT  
 

People feel a sense of powerlessness and do not believe their everyday 
actions can make an impact on the world. 

 
MARKETING CHALLENGE 
 

Business Challenge: 
Budweiser has been losing market share in the past 20 years. Their 
quality perception and engagement has also decreased, with consumers 
increasingly seeing the brand as “too macro to be good”. 
Cognizant of the challenges facing their brand and eager to find a 
communication strategy to mitigate these issues, the Budweiser team 
asked themselves: “What does America need to hear today? Does 
Budweiser have permission to say it?”. They saw a clear tension in the 
country: A nation divided, with angst coming from both sides of the 
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political spectrum. They realized America needed to hear a message of 
unity, and identified a story accomplishing this goal while also putting 
their brand front and center. Budweiser found this connective tissue in its 
existing emergency relief program where it produces and delivers canned 
water to those affected by disasters.  
 
The Super Bowl XLII 2018 was the targeted stage for this campaign and 
Budweiser decided to break every rule in the game. In a fiercely 
competitive landscape filled with celebrities, animals, babies and slapstick 
jokes, they instead chose to tell an authentic story from the brand. The 
ad features actual employees doing extraordinary things in difficult times, 
reminding viewers that Americans can rise above their differences during 
times of crisis and come together.  
 
Marketing & Research Challenge: 
Two manifestos were created with two different approaches: “This Bud’s 
for You” and “Great American Lager”. ABI and Ipsos Creative Excellence 
team started a 6-month journey from revealing the manifesto with the 
most potential to creating a winning Super Bowl XLII 2018 ad that was 
culturally relevant and engaging. 

 
METHODOLOGY  
 

Ipsos Creative Excellence and ABI partnered during a 6-month journey to 
bring to life “Stand by You”. The iterative process, which included not 
only research but strategic thought leadership, spanned the full lifecycle 
of our communication development process. 
 
Strategy Exploration: Using Qualitative Sessions, Blending Online 
and Offline, to Build and Optimize the Big Idea 

• 12 focus groups with 6-8 respondents conducted in ABI’s key 
markets Dallas, TX and Los Angeles, CA. 
o 8 FG conducted in-person  
o 4 FG conducted online  

• All beer drinkers  
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• 2 hours per session offline, 90 min per session online 
• Tested 2 Manifestos – “This Bud’s for You” & “Great American 

Lager” – plus first sparks of creative ideas 
 

During this early stage, “This Bud’s for You” was identified as the 
manifesto with the most potential to provide a culturally relevant and 
engaging message. The strategy had potential to inspire good story 
telling, but we identified a need to boost the brand’s quality credentials.  
  
Identifying the Winning Ad: Using Quantitative Sessions, 
Blending System 1 & 2, to Achieve Creative Excellence on the 
Super Bowl’s Stage 
 
National representative sample, 120 respondents: 

• Men (70%) and women (30%) 
• Ages 21 and 49  
• All Beer drinkers  
• 10 ads tested  

 
“Stand by You” was the clear winner of the 10 ads tested, hitting 5/5 
Action Standards: Top 20% quintile for Brand Attention, Brand Equity, 
Retransmission (i.e., shareability) and Strategic Message; Top 40% 
quintile for Persuasion compared to Ipsos Database.   
 
For final production, Ipsos recommended:  

• Introducing the setting of the hurricane in a more attention-
grabbing way to set the scene for the water solution and Budweiser 
as a clear hero (revealed from System 1 – Facial Coding trace). 

• Clarifying what Budweiser and its workers have done to support the 
cause and help the effected communities, spotlighting ordinary 
people achieving extraordinary things 

• Emphasizing the production process within the story to highlight 
Bud’s quality credentials  
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What was unique: 
• The research design was iterative and collaborative, fueling the 

initial strategy, creative ideas and fine-tuning the ad before airing  
• The type of stimulus (Manifestos, paired with initial creative ideas, 

developed ads)  
• Blended methodologies: Qual/Quant, Online/Offline, System 

1/System 2 
• Ipsos’ unique media environment to disguise the brand and provide 

a real measure of attention – key for Super Bowl Ads – plus 
test/control design for brand measures 
 

Hot house approach with creative agency, ABI and Ipsos stakeholders 
all at one table 

 
CREATIVE EXECUTION 
 

To reengage consumers and reestablish Budweiser as a high-quality, 
American brand during a time of domestic discord, ABI knew it had to 
position Budweiser as a unifying force with high standards for its products 
and its communities. Based on this strategy, the team decided it to show 
the quality and care that goes into making Budweiser beer, yet in a way 
that positions its everyday workers as heroes coming to the aid of their 
fellow Americans. The ad raised awareness about ABI’s philanthropic 
effort without the use of celebrities, actors or even an ounce of beer in it. 
Just real employees working to help their fellow countrymen for a good 
cause, with Skylar Grey’s cover of the song “Stand by Me” chosen to 
reinforce the power of Budweiser’s message. 
 
Not surprisingly, the spot resonated the most in states that have received 
the most notable Budweiser water donations (Texas, California, and 
Florida represented over 28% of the social conversation as a whole). In 
anticipation of an outpouring of responses from these regions and across 
the country, ABI developed a customized response plan allowing them 
to interact with anyone who engaged with the spot (shares, retweets, 
comments, etc.). They created memes using the ad in order to respond 
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to people on social media and drive back to the spot. A website landing 
page was on the existing Bud website so that people could learn more 
about the water program and commitment to the future. Budweiser even 
had two brewmasters with them on game day, ready to film real-
time responses for anyone asking about the brewing process. Finally, as 
part of the campaign, Budweiser also announced the commitment to have 
another brewery help the Cartersville team with water-canning 
capabilities. 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

The ad successfully connected and improved brand quality perceptions 
while raising awareness for the philanthropic cause, based on Ipsos’s 
findings and third-party resources:  

 
Ipsos Pre-Test Metrics:  

• Met all 5 KPIs in pre-test - (Top 20% quintile for Brand Attention, 
Brand Equity, Retransmission, Top 40% quintile for Persuasion and 
above average for Key Message compared to Ipsos Copy Test 
Database)  

• Scored +15 for both “is a high quality brand” & “clean crisp taste” - 
(Significant higher Test – Control)  

• Scored +18 for “is a brand that cares” (Significant higher Test – 
Control) 

 
Ipsos In-Market Tracking Metrics: 

• IPSOS: TOP #3 (Super Blow Tracker 2018 – Unaided Recall) 
o Strong fit between cause and Budweiser as an American 

institution (85% endorsement)     
 

Third-Party Accolades & Metrics: 
• UNRULY: Top #2 Most Effective Super Bowl ad  
• USA Today Ad Meter: Top #3 
• +2.1 Billion Impressions 
• Earned rate: 11% 
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• 98.35% Positive Sentiment 
• +79 Million cans donated in partnership with Red Cross 
• 7.3 Million gallons of clean drinkable water 
• +2.1 Billion Impressions 
• 98.35% Positive Sentiment 
• Media from 65 countries covered the spot, totaling 525 different 

outlets and amplifying what was considered a locally relevant 
conversation into a true global message  

 
The Budweiser Water Relief program was under the radar for 30 years, 
this work created awareness around it and its contribution to society, 
reinforcing the company’s commitment to making the world a better 
place. 
 
The success of this effort prompted a commitment from the brand to 
launch another water plant in 2020. 

 


