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Because men don’t want to look at naked men 
 
In October 2006, JBS Men’s Underwear launched a viral campaign in Demark and Norway. The campaign fea-
tured a young woman waking up with a hangover. She is in a young man’s flat, empty fridge and beer bottles 
included, and acts like a man scratching her bum, breaking wind, whilst only wearing JBS Underwear. The 
tagline is “Men don’t want to look at naked men”. The traditional male focused ad has been kept, but the 
male model has been replaced by a pretty female version. The entire campaign was initially made for print, 
POS and cata-logue only, but shortly after the launch in August 2006, the media palette was expanded to 
include outdoor and a viral campaign. 
 

 

Campaign objectives and strategy 
The objective of the campaign was to raise awareness about the JBS brand and entail a cooler image. JBS 
wanted to appeal to a younger audience of males aged 17 to 35, and to reach the attention of this group. 
  
A viral campaign was chosen for several reasons. JBS, as a market leader, wanted to expand their marketing 
initiatives and challenge the market. Also, JBS considered a viral campaign more effective in reaching the 
young target group, compared to for example TV spots. The viral was very effective, and the film deals with 
stereotypes as gender roles, a topic which is always open for discussion. The target for the campaign was 
70,000 views, equally divided between Denmark and Norway. The campaign was seeded using a two-burst 
strategy, firstly seeded in Denmark, and three weeks later in Norway. The campaign was executed on sites 
with higher affinity of young men, giving direct access to JBS’s target audience. Seeding angles focusing on 
women and gender roles were used and turned out very  
effective in creating buzz and starting a true viral spread. 

The result 
The result was a little over 1 million tracked views in the first  
week, and 6 million tracked views after just two months which  
is an exceptionally large number for a Nordic campaign. How- 
ever, it should be noticed that the ad features a half naked wo- 
man. Five months after the launch of the campaign, the viral  
had generated more than 9 million views. In this period, the  
campaign had spread to 206 countries and appeared on more  
than 1100 websites and blogs. 
 
From an average cost per view (CPV) at €0.30, the price per  
contact has decreased along with the huge amount of views  
to an average cost per view of €0.002. These results by far  
exceeded what is usual ‘success stories’ of viral campaigns. 
Besides a massive request for campaign posters, the traffic  
to the JBS website has increased with more than 600% since  
the beginning of the campaign period. 
 
 

 

 

 

 

Campaign info 
Client: JBS Underwear 
Ad agency: &Co/DDB Copenhagen 
Launched: 10-2006 
Markets: Denmark and Norway 
Target: 70,000 views 
 
Total views: 8,029,723 
Actual views/target: 11,470% 

Watch the campaign at http://5x5m.com/files/mensunderwear 

http://5x5m.com/files/mensunderwear
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Campaign statistics 
The following figures show the amount of daily views which the JBS campaign has generated, the total num-
ber of views, and the views reached within the two target countries, Denmark and Norway. 
 
 

 

 

 
 
 
GoViral is a viral seeding agency. We launch viral marketing campaigns for leading creative agencies, media agencies and  
advertisers worldwide. Our global Seed&Track™ solution help marketers reach people globally in 27 countries and tracking  
the result at the same time. In all countries we seed on local languages, on local sites and with local seeders. We  
bring marketing materials, such as commercials, games, stories etc. to the places where people meet on the  
internet - creating high-volume, targeted and cost-effective viral marketing campaigns. www.goviral.com.  
 
London office contact: Claus Moseholm, claus@goviral.com, +44 77 26 01 76 14 
Copenhagen office contact: Jonas Lyngbo Hjort, jonas@goviral.com, +45 23 25 55 25 
Stockholm office contact: Kristofer Mencák, kristofer@goviral.com, +46 70 77 87 417 
International contact: Jimmy Maymann, jimmy@goviral.com, +45 22 20 70 50   
 

 

 

Daily views 
This figure illustrates the daily views which the 
campaign has generated throughout the cam- 
paign period. The number of daily views peaked  
in the first month, and a second and third peak 
were reached after new seeding rounds, for ex-
ample the seeding in Norway.  
 
Two months from launch we are seeing what is 
referred to as the ‘long tail’ – the number of daily 
views drop to a steady but lower number, in this 
case the clip generates between 5,000 and 10,000 
views per day on average which is a pretty high 
daily average. 

Total numbers of views 
This figure illustrates the total number of views 
accumulated from campaign start. The blue area 
shows the views in the target markets, Denmark  
and Norway. As these are relatively small markets, 
the campaign has had an extensive spill-over effect 
of 89% of all views.  
 
However, the campaign has still reached respect-
tively 420,000 and 470,000 views in Denmark and 
Norway which is far more than average for Nordic 
campaigns. 

Views reached in target countries 
Targets for Denmark and Norway were reached in 
the first weeks after seeding.  In both countries 
there were generated over ten times as many views 
as the initial target which proves the great potential 
of this viral campaign. 
 
Total views: 8,000,000 
Views in target markets: 890,000    
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