
 
 
THE NATURE OF MARKETING 
Marketing to the Swarm as well as the Herd 

 
 

 
 
 
Bud Light: Swear Jar 
Finding points of attraction 

 

DDB has a long history with American brewer Anheuser-Busch, and a big part of our relationship has revolved around 
reinforcing its strong brand identity through online and offline video advertising. In particular, our ads for Bud Light beer 
often show how men will do anything to get it. 

Taking this concept to the Web 2.0 era led to ÒSwear JarÓ, an edgy Internet-only video we released for Anheuser-Busch in 
2007. In it a young woman tells a co-worker that people have to contribute to a change jar on her desk if they get caught 
swearing, then nonchalantly replies that the money might be used to get the office a case of Bud Light. 

Soon everyone in the office, male, female, old, and young, is doing business using a stream of words that get bleeped out in 
the ad. Men greet each other in the halls with, Ò(Bleep) you, Jim!Ó A woman in a meeting says, ÒCan I borrow your (bleeping) 
pen?Ó A manager leads a motivational meeting by talking about how they are going to (bleep),  (bleep), and (bleep) the 
competition. Even the company receptionist gets into the act, announcing over the public address system, ÒWill the owner of 
a white station wagon please go (bleep) yourself.Ó 

What made ÒSwear JarÓ so successful was that people flocked to it online, and talked to each other about it, because it was 
funny and provocative at the same time Ð the kind of thing that makes people want to say Òcheck this outÓ to each other. 
And in todayÕs online environment, where some of these people are on blogs and websites, word got around very quickly. 
The spot was viewed over 12 million times in just over a year and won an Emmy, among other creative awards. Best of all, 
it kept people flocking to Bud Light as their beer of choice. 

Of course, the key point about attracting the swarm with novelty is that it has to be, well, novel. You canÕt just attract the 
same people next year with another bleeped-out ad. But in general, the things that make people identify with their peers Ð 
like humor, truth in jest, or even gentle shock value Ð will always make good bait to attract them. 
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Scene from the Anheuser Busch “Swear Jar” video advertisement for Bud Light beer.   
Reproduced with permission from Anheuser-Busch 
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