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Insight & Strategy: Meta Lite Bar /
Miller Lite

How a beer brand responded to being shut out of the Super Bowl by creating its own virtual bar in Decentraland

 https://www.youtube.com/watch?v=OSIBHrvYAUE

 https://www.youtube.com/watch?v=QVMqsFNf3uM

INSIGHT & STRATEGY 15 FEBRUARY 2022

Since 2010, Anheuser-Busch has had an exclusive sponsorship agreement with the Super Bowl, meaning that it has sole rights to
advertise beer and hard seltzers during the big game. As a result, Miller Lite, which is owned by Molson Coors, needed to get
creative and work outside of the main parameters of the Super Bowl for its most recent campaign. 

On 7 February, a few days ahead of the Super Bowl, the US low calorie beer brand launched a digital tavern in the virtual
3D platform Decentraland. Created by agency DDB San Francisco, the Meta Lite Bar is open to anyone over the age of 21
to visit, with patrons needing to confirm their age before a virtual bouncer provides them access. 

Once on the inside, visitors can chat with other people’s avatars, play virtual darts or billiards, enjoy live music and even take a
digital snap in the photo booth. If they complete all 17 interactive features of the Meta Lite Bar, they unlock an exclusive wearable
for their avatar – a Miller Lite branded beer helmet that can be kept and worn throughout Decentraland, not just in the Meta Lite
Bar.

But the main attraction on offer is the golden bar tap where people can pour their own glass of Miller Lite beer.  Ten lucky patrons
a day who did so before the big game won $500 in cash to use towards their own real life Super Bowl party on Sunday 13 Feb,
as part of the Virtual Cheers for Real Beers giveaway,

On game day, the brand’s Super Bowl spot aired exclusively in the Meta Lite Bar on a screen at the venue’s entrance and in the
open basement party space. The self-referential ad plays on the tropes of typical Super Bowl ads – including the Clydesdale
horses famously featured by Budweiser. The ad also includes puppies, avocados, a spaceship and a narwhal cresting from an
ocean of Miller Lite beer – Free Willy style.

https://www.youtube.com/watch?v=OSIBHrvYAUE
https://www.youtube.com/watch?v=QVMqsFNf3uM
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To encourage people to visit its virtual bar on Super Bowl Sunday, Miller Lite offered visitors an exclusive POAP (Proof Of
Access Protocol), a digital badge  in the form of an NFT (Non-Fungible Token) to commemorate their visit. This could be
collected from a booth in the bar.

Results / According to the agency, the total collection of Meta Life NFT wearables was redeemed in just three hours (meaning
one was redeemed every ten seconds). The agency also reports that a quarter of POAP redemptions came from first-time
redeemers.

To find out more about how Miller Lite skirted Super Bowl restrictions and navigated the metaverse, Contagious spoke with
global vice president of Miller Family of Brands Sofia Colucci and executive creative director at DDB Ben Wolan. They told us:

Miller Lite and DDB believe that the restrictions imposed by Anheuser-Busch during the Super Bowl ultimately helps the
brand come up with more creative ideas
It was important to have a foot in both the real and virtual worlds for this campaign
Brands should approach ‘the metaverse’ with caution and ensure they’re not jumping on a trend for the sake of it.

Who are Miller Lite’s key competitors?

Sofia Colucci: Miller Lite’s competitive set is who you’d expect, it’s the other beer and alcohol companies, both large and small,
but obviously it’s the lighter more ‘sessionable’ beers. We're trying to find creative and innovative ways for beer lovers to enjoy
lite beer. That’s really important because that’s what Miller Lite does best, great tasting beer. We need to remind customers of
that and draw them in.

The Super Bowl is its own unique moment in culture. How do we steal
the spotlight from our competition during that event and give Miller Lite
an unfair share of the attention?
Ben Wolan, DDB, San Francisco

Even though Miller Lite was shut out of the Super Bowl, did you still receive a brief to activate around this
event?

Colucci: Miller Lite has a long history of imaginative advertising, even despite our competitors attempts to deter us, both inside
and out of the big game.

Ben Wolan: We had a lot of success last year with our ridiculously long URL campaign [awarding people who typed the URL
during competitor Michelob Ultra’s ad beer money]. Coming hot off of the heels of that, we had to look at how we were going to
top that again this year and become a part of the conversation around the Super Bowl. The Super Bowl is its own unique moment
in culture. How do we steal the spotlight from our competition during that event and give Miller Lite an unfair share of the
attention? This is frankly complex and incredibly hard to do, so we needed to give people a reason to drink our beer and think
about Miller Lite as they were planning parties in the weeks leading into the big game.

https://www.prnewswire.com/news-releases/miller-lite-announces-ridiculously-long-calorie-burning-url---rewards-fans-during-michelob-ultras-big-game-spot-301218530.html
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 https://www.youtube.com/watch?v=iUliduOe4gI

Did you conduct any research to help inform the direction of the campaign?

Wolan: We didn’t do as much typical consumer research as we’d do for other campaigns, but we definitely did a lot of research
into the metaverse. We looked at what had been built in the metaverse (not just Decentraland, which is just one part it), and
walking around for hours to see what there is there. One insight we learned is just how shiny, polished and new everything
looked. There wasn’t a whole lot of texture, humanity or authenticity – which is one of the main brand pillars of Miller Lite. We
then thought, ‘Well, why don’t we bring that into the metaverse?’ That’s something that hasn’t really been done before in this
space, so let’s make something that’s going to feel more like what you’d see in the real world but in a digital space.

How did you come up with this idea and was it influenced by Anheuser-Busch’s exclusive beer sponsorship
rights?

Colucci: Miller Lite were already working on the Metaverse Bar before any Super Bowl announcements came from our
competitors, as we felt like this was the right place for our brand to be in. The exciting thing about the Miller Lite Metaverse Bar
is that it is allowing us to connect with consumers in the virtual world, but also the real world, as Miller Lite is giving people a
chance to win beer in real life with their friends for Super Bowl Sunday. This felt like the next step as we’re evolving to serve our
customers’ needs. The way that this bar is brought to life in Decentraland feels very authentic to Miller Lite, it has those charming
imperfections and a little bit of that grit that helps our personality to shine through – which our consumers give us a lot of credit
for, especially when we’re having fun with them.

Being shut out of the Super Bowl is one of those great creative
limitations that forces you to think outside of the box and leads to
really interesting places that brands who are more involved in the Super
Bowl wouldn’t go to
Ben Wolan, DDB, San Francisco

How many patrons can the digital tavern host and how do patrons of the Meta Lite Bar interact and engage with
one another?

There are multiple servers and, as far as capacity goes, it’s based on the amount of land that you’re using in Decentraland – which
is three parcels for the Meta Lite Bar.

The bar features several activities for patrons, such as the possibility to play games like darts. Were they
designed primarily to really entertain guests or to sell in a more authentic bar experience? 

Wolan: It’s a mixture of both. There are a lot of interactive elements, some of which are quick, light and fun, while others are a bit
deeper. This was very intentional as for some people they will be dipping their toes into the metaverse for the first time, so we
didn’t want things to be too complex for them. But then you also have other people who have spent a lot of time in Decentraland,
so they are interesting enough to attract those users who have higher expectations of a branded experience.

Colucci: We’ve taken some of the realities we have as a beer brand and taken them into the game. For example, the Meta Lite Bar
age gates people who are coming in, so we have a virtual bouncer there.

Wolan: What we wanted first and foremost was to deliver a very familiar bar experience to people visiting the Meta Lite Bar.
Visitors can pour themselves a beer and watch our big game ad – which aired exclusively on game day in the Meta Lite Bar.
That’s a big moment, so on Super Bowl Sunday we had more immersive experiences at the digital bar that hopefully drew more
people in. Importantly, all of these touchpoints surround our beer, which is key to why we’re doing this activation.

It’s important to think about what you want to get out of the metaverse
and use it as a learning opportunity – you really don’t want to be
perceived as a brand that’s just jumping on the bandwagon

https://www.youtube.com/watch?v=iUliduOe4gI
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 https://www.youtube.com/watch?v=qlIXMA9spTg

Sofia Colucci, Miller Family of Brands

How did Miller Lite entice people to visit its virtual bar on Super Bowl Sunday and watch the full length ad when
so much is happening in the real world at the same time?

Wolan: There’s all this untapped potential on game day before the Super Bowl actually starts. We wanted to take advantage of
that time where people are getting ready and the Meta Lite bar is open all day, so we expected to get a lot of people coming in
before the game starts – even huge football fans who aren’t going to want to miss a single play from the game.

Why did you use Decentraland to host the campaign?

Wolan: Miller Lite is an alcohol brand. We're not going to go to a lot of the platforms out there because of the typical age of
their userbase. Decentraland can also be accessed just through your desktop browser, which made it really approachable and
accessible. This was really important from the offset of this campaign. We didn’t want to do something with VR goggles or
anything complex like that, as it would have just felt wrong for the moment and our consumer. Those were all the factors that led
to our decision to use Decentraland.

What did the media plan for this campaign look like?

Colucci: The metaverse has seen explosive growth in awareness over recent months, it's on the front page of websites and
entering the consciousness of people everywhere. By being the first brand to open a bar in the metaverse, we believe that we are
making history and furthering the limitless innovation that’s taking place in this space. Moreover, we're working with other agency
partners to support the Meta Lite Bar from paid social, earned media and much more. We want to make sure that Miller Lite fans
learn about the activation from whatever channel they might be in, but we’re also using paid social tactics surrounding the
campaign to help educate people about what the metaverse is. Our goal isn’t to simply get people who already frequently visit
Decentraland right now to come, but also make the bar inclusive and approachable for people who’ve never been into the
metaverse before.

If there’s ever a time to do work outside of the norm, it makes sense to
do it at the Super Bowl. That’s when the media wants to talk about
commercials, so it’s a great opportunity to take advantage of
Sofia Colucci, Miller Family of Brands

This campaign was recently mentioned by late night talk show host Stephen Colbert. What has been Miller Lite’s
reaction to this coverage?

Colucci: We love the fact that Stephen Colbert is talking about Miller Lite. We even had some fun social banter where we
addressed his opinions and it all comes back to what our brand stands for – simple, self aware, honest and not afraid to have fun.
We’ve also got great taste, as evidenced by all the people who drink us.

The Super Bowl is such a congested and expensive advertising space. What are the benefits of launching a
campaign that’s not a big TV spot during the game, but taps into the excitement around the event? 

Wolan: Being shut out of the Super Bowl is one of those great creative limitations that forces you to think outside of the box and
outside of the big game. Obviously there are huge advantages to being a part of the Super Bowl, but from a creative standpoint,
it leads to really interesting places that brands who are more involved in the Super Bowl wouldn’t go because they don’t need to.
Fundamentally it's taking advantage of what we're all about at the core of our agency, which is creativity as a way to solve
business problems. In the past DDB did two Skittles campaigns [Skittles the Musical and The Most Exclusive Ad] that were both
really successful outside the Super Bowl. We're trying to continue that tradition with Miller Lite.

Colucci: There is a role for paid media like the Super Bowl, but there's also a role for brands to be executing outside of
traditional ad formats so people give a shit about what we’re doing. We believe that this is something that all marketers should
be doing to be culturally relevant, not just in the context of the Super Bowl. Also, If you think of what it would cost for Miller Lite

https://www.youtube.com/watch?v=qlIXMA9spTg
https://www.contagious.com/io/article/insight-strategy-skittles-the-musical
https://www.contagious.com/io/article/insight-strategy-the-most-exclusive-ad
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to actually participate in the Super Bowl and the media dollars associated with that exposure, we are definitely saving money.
The Ridiculously Long URL campaign from last year’s Super Bowl generated over one billion earned media impressions, the
social sentiment was outstanding and had a great return on investment for us. The one-pager we had in The New York Times was
the only paid advertising we had, while being supported by a fun little video that we put up organically to help drive awareness –
that video is what all the press outlets kept showing. If there’s ever a time to do work outside of the norm, it makes sense to do it
at the Super Bowl, because that’s when the media wants to talk about commercials, so it’s a great opportunity to take advantage
of.

We're going to do things now in the metaverse that a year from now
we'll look back on and say, ‘Oh, I can't believe we did it like that.’ But to
help find a bridge between real and virtual life in a way that’s authentic
to Miller Lite, we have to enter this space now
Sofia Colucci, Miller Family of Brands

What is Miller Lite’s interpretation of the metaverse and what opportunities does the brand see for its business
in the space in the future?

Colucci: Miller Lite champions authentic connections; we see that as critical as moving forward as a brand. One of the questions
we often ask ourselves is, ‘What's the best way to do that in a world that's becoming increasingly virtual?’ Our Meta Lite Bar is
the perfect example of how Miller Lite is using this new and very exciting digital platform to connect with consumers both virtually
and in real life over beer. We're going to do things now in the metaverse that a year from now we'll look back on and say, ‘Oh, I
can't believe we did it like that.’ But to help find a bridge between real and virtual life in a way that’s authentic to Miller Lite, we
have to enter this space now.

What we think the metaverse can provide our brand long term is a space where people can be who they want to be without being
judged. Miller Lite stands for inclusivity, it’s something we take extremely seriously and some of the great programmes we started
last year demonstrate that. We created a new signature beer with artist J Balvin and donated $50,000 to Accion Opportunity
Fund [an organisation that supports bodegas, corner stores and other Latino-owned businesses] to connect with Latino
consumers. Then Miller Lite also launched Open & Proud, which is helping to make bars in America more inclusive spaces for the
LGBTQ+ community. There’s a lot of potential for the metaverse to build on those things.

If you know what your brand stands for, you can take your brand to
places that maybe seem counterintuitive at first. We can go anywhere
and do anything as long as we stay true to who we are as a brand
Ben Wolan, DDB, San Francisco

What piece of advice would you give to another marketer thinking of activating in the metaverse?

Colucci: Do it for the right reasons and go in eyes wide open with the understanding that it's not going to be perfect right away.
What felt really good about this idea is that it was accessible, inclusive and could bridge the gap between the virtual and the
physical world. It’s important to think about what you want to get out of the metaverse and use it as a learning opportunity – you
really don’t want to be perceived as a brand that’s just jumping on the bandwagon. Ultimately use caution and make smart
decisions so that the outcome strengthens your brand.

What has been your single greatest learning from this campaign?

Wolan: If you know what your brand stands for, you can take your brand to places that maybe seem counterintuitive at first. The
philosophy of Miller Lite is authentic connections and you could easily say ‘Well, how does Miller Lite have authentic connections
with the metaverse?’ But, we’re actually bringing those principles into this new world, which was a big unlock for us. As Miller
Lite and DDB work together on new ideas, we’re realising that the world is open to us and we can go anywhere and do anything
as long as we stay true to who we are as a brand. That’s the most exciting thing I’ve taken from this experience.
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