




















STOP THE MADNESS
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“There are many ‘traditional/old school’ researchers
that think you can go to large highly compensated professional
respondents, ask leading and direct questions and get quality
insights on marketing effectiveness.”
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An SLRG Approach Towards Measuring Sports Marketing Impact

Sponsor ROO= |RESONANCE+ Audience

KEY MEASUREMENT CRITERIA
e Recall and Awareness

o Likeability/ Positive
Association/Favorability

* Purchase Intent/Category
Engagement






An SLRG Approach Towards Measuring Sports Marketing Impact

Key Research Measures Brand Perception Metrics Measurement Module

Association of specific test brands with a variety of
Areas of Inquiry: desired performance and brand essence characteristics

Evaluations and Hierarchical Rankings of competitive set

* Brand Awareness Module . . . .
on fit, likeability, quality, value, performance benefits

— Sponsor brand and Competitive Set

* Aided and Unaided Recall Module
— Category Sponsorship in General

Brand Fit Module—Full Competitive Set
By Sponsorship Property

— Specific activation elements With Specific Event Property

« Main Message Association Module Brand Experience and Intended Use Module

— Attribution of key brand messaging to Category Utilization
appropriate competitive set brand —
derived from the creative brief/brand
objectives

Prior and Future Trial/ Purchase Interest

Demographics / Respondent Profile Module
Key Demographics

Audience/ Attendance History and engagement Intensity












