“To Live and Die in Miami”… A
Death-Defying Decision By an
Insensitive Brand

Steve Cody, Founder / CEO, Peppercomm
There’s insensitive and then there’s the decision by the Kraft
Heinz brand Planters to air a highly controversial commercial
depicting the funeral of their 104-year-old icon, Mr. Peanut,
during this Sunday’s Super Bowl.
The campaign, which debuted earlier this week with a creepy
Tweet suggesting that Mr. Peanut had committed suicide was
quickly followed by a video depicting an SUV rollover accident
in which Mr. Peanut (along with actors Wesley Snipes and Matt
Walsh) are flung from the car and land on a dead tree branch
overhanging a deep canyon. To save the actors, Mr. Peanut
decides to let go of his grip and falls to his death hundreds
of feet below.

But wait, there’s more. Planters has a follow-up spot set to
run during the pre-game events and third quarter of Super Bowl
LIV in Miami. It will “broadcast” the funeral of Mr. Peanut.
Since I don’t claim to be an expert in branding or the role of
comedy in advertising, I turned to two experts to ask their
opinions.
Clayton Fletcher, a professional comedian who doubles as
Peppercomm’s chief comedy officer (I kid you not), had these
thoughts:
“We live in a world of 24×7 tragedy. Americans need respite
from the nonstop negative news cycle. The Super Bowl provides
just such a relief. It’s akin to what Major League Baseball
was for Americans on the home front during WW II – a temporary
escape from reality,” he said.
As far as airing the funeral ceremonies during the big game,
Fletcher said he agreed with the decision. “People have short
memories and the mourning period for Kobe will have ended, at
least for the general public. Planters spent a ton of money
and other resources in producing this ad, and it’s time to put
it out there and just hope people laugh. Think of it as
Hollywood on a smaller scale: The latter makes a lot of
movies. Some work and some for many reasons turn out awful,
but they still air. There’s just too much invested to do
otherwise,” he added.
Hayes Roth, former Landor Associates CMO and principal of HA
Roth Consulting, disagreed.
“First, I have been rather mystified by the whole ‘Death of
Mr. Peanut’ campaign from its inception. To me it’s an obvious
tease— Planters has invested millions in reviving the
character over the past couple of years, so I doubt they
really intend to drop him (excuse the pun) after that.
“More likely, since the spokesnut is currently on every

package and piece of marketing, this is an attention-getting
ploy to build an ongoing ‘Save Mr. Peanut’ narrative that will
be introduced with the Super Bowl spots. Whatever the outcome,
using death as a comic messaging hook under any circumstance
is in bad taste and, I believe, a fast trip to branding
hell. To push forward with such a theme on the Super Bowl a
week after Bryant’s tragic death is potentially a one-way
ticket to the Marketing Hall of Shame.”
I concur with Roth. Why would any brand willfully alienate a
percentage of the public? It’s already a Darwinian survival of
the fittest marketplace, so why cause a self-inflicted wound
with the backlash that’s bound to follow?
I do hope someone with an ethical and sensitivity compass (as
well as a pulse on the open wound that is the Kobe Bryant
death) will step in and issue a surgeon general-type report to
the Planters marketing team: “Warning. Airing this commercial
will cause irreparable harm to your brand. Side effects could
include boycotts, a huge drop in sales and death.”
The Mr. Peanut’s brand will live or die in Miami.
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There may be hope for us yet.
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A sense of humor means:
A person has the resiliency to deal with the realities of the
modern world while maintaining his energy, drive, enthusiasm
and smile. Life’s far too short. Loosen up

