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Super Bowl XLVII is infamously known as the ‘Blackout Bowl.’ When the entire Mercedes-
Benz Superdome lost power for over thirty minutes, football fans across the country took to 
social media to pass time. Unexpectedly, it was Oreo, milk’s favorite cookie, that filled the void; 
Oreo posted a tweet reading “No Power? No Problem. You can still dunk in the dark.” This 
timely tweet was immensely impactful for Oreo’s social media presence and firm value. Further, 
it left marketers across the globe pondering the impact of similar social media actions, formally 
known as improvised marketing interventions (IMIs).  

The Nature of IMIs 

We define IMIs as social media actions that are composed and executed in real time proximal to 
an external event. That is, improvised marketing interventions are a simple concept. They are 
highly effective social media actions because they utilize quick wit in real time in response to a 
situation or event. Quick wit is situational humor that depends on timeliness and 
unanticipation.1,2 Humor is a universal concept that has been utilized throughout history to 
decrease tension, enhance a leader’s 
relatability and likeability, and generate 
an encouraging atmosphere. Thus, quick 
wit is specifically dependent upon 
timeliness, proximate response to an 
external event, and unanticipation, the 
unexpected way in which someone 
responds to this event. The final 
component of an impactful IMI is 
improvisation—the social media action 
that cannot be planned. 

Recent research indicates that due to the rise of digital communications (including Internet and 
social media advertisements), consumers are faced with more advertisements than ever, 
ultimately leading to consumer fatigue and ineffective marketing strategies.3 Upon evaluating the 
success of Oreo’s Superbowl XL VII tweet, our team took an interest in IMI’s potential for brand 
enhancement. Due to the unpredictable and witty nature of IMIs, our team believes IMI 
messages will enhance virality and ultimately firm value.  
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Do IMIs Actually Work? 

We understand that improvised marketing interventions are unique and exciting for consumers, 
but will they generate a tangible competitive advantage? Our team conducted a series of five 
studies to evaluate IMI’s potential for gain.  

First, our team declared the need to ensure IMI messages lead to greater virality than non-IMI 
messages. Upon conducting statistical analysis of Oreo’s tweet during the Blackout Bowl, as 
compared to their previous non-IMI posts, we discovered significant evidence of IMI’s potential 
to increase firm virality. Further, our second study revealed that timeliness boosted virality by a 
significant level. IMIs best capture their potential for virality when humorous posts occur within 
a close timeframe to the external event. Next, our third, fourth, and fifth studies further 
developed the significant impact of humor and timeliness, as well as humor and virality, and firm 
value. We gained significant reason to believe IMI’s are more effective than non-IMI messages, 
and, when they consist of humor and timeliness and humor and unanticipation, firm virality will 
increase. 

To determine if this virality results in a tangible advantage, our team evaluated firm value 
following the posting of an IMI message. Utilizing the concept of the efficient market 
hypothesis, any change in stock price should reflect the arrival of new information, including an 
effective IMI.4,5 Thus, in part two of our third, fourth, and fifth studies, our team utilized varying 
methods to examine firm stock prices, as stock prices reflect firm value. Ultimately, we 
discovered a significant relationship between IMIs and firm value. Thus, it is clear that 
improvised marketing interventions are effective means of attaining a competitive advantage, 
even in an overly saturated environment like social media.  

Real Estate Implications 

It is no surprise that social media is a resource vital to an agent’s success. Research indicates 
social media is the preeminent source of high-quality leads for real estate agents.6 Further, 
throughout the COVID-19 pandemic, Internet use is at an all-time high. Specifically, web 
browsing has increased by 70%, TV viewing increased by 63%, and social media engagement 
increased by 61%.7 As such, agents must understand the nature of digital marketing and 
capitalize on any opportunity for advances. Our research strongly suggests the use of improvised 
marketing interventions will lead to increased virality and firm value. Thus, agents and firms 
must capitalize on opportunity for growth. 

Due to IMI’s need for spontaneity, agents (or their firm’s marketing team) must monitor their 
external environment and react to external events promptly. Those managing social media 
accounts should have significant workplace autonomy. Further, agents need to be aware of 
current events and understand which external events are good opportunities for an IMI. Our team 
declares the need for future research regarding which types of events will be the most impactful 
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IMIs. However, we currently believe the best IMI opportunities involve messages related to 
regularly occurring tentpole events (e.g., the Super Bowl or the Grammys), specific events with 
details that remain uncertain (e.g., which character will be killed in a popular television show), 
specific, well-known events (e.g., messages about the birth of a royal baby), and messages 
relating to trending topics (e.g., #YannyorLaurel or #TheDress). As of now, our team advises 
against the use of IMIs regarding events maintaining a very negative valence (e.g., earthquakes), 
due to uncertainty of results. Lastly, real estate agents must understand that IMI’s maintain a ten-
hour window of influence before becoming largely irrelevant. 

Oreo’s Blackout Bowl tweet cost the company nothing on a day where advertisements cost an 
average of $4.5 million.3 Improvised marketing interventions maintain an enormous opportunity 
at a fraction of traditional advertising expenses. Ultimately, through the respectful use of quick 
wit, IMIs enhance virality and firm value, almost immediately, at essentially no cost.  
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