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Case Study: Finding the partners that add the most incremental value
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A global beverage client had several sports deals
approaching renewal in one of its most important
regions. They needed a bottom-up view of which to
sign, re-sign, or walk away from, and a clear path
to having an “always on” sports strategy in the
region.

We built a week-by-week model from 2026 to
2029, mapping every deal to when it would be
activated and when consumers would be
interested.

We used that to identify gaps and which partners
could fill them.

A budget and activation layer was built on top of
that to plan activation spending week by week
across the portfolio.

* We identified two priority partners that could
close the roughly 20-week reach gap, giving the
client clear direction on where to focus renewal
negotiations.
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51.8% 23 of 52 5 weeks +12.9 pts
Average weekly reach Weeks that cleared the Mid-season stretch with Incremental reach from the
among sports fans 60% coverage target no active asset at all best gap-filling asset

Unduplicated weekly reach among sports fans, 2029 calendar
Mid-season Gap
Brazilian Série A reaches 53%
Local club teams reach 40%

Early-year gap
Local club teams +12.9 pts
Football video games +8.9 pts
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“Thanks for the work — it's very straightforward, and | love the concept of
incrementality .. It's exactly the data we need to support the decision we
make, and it's what we're using to pitch the opportunity internally.”

— Regional Partnerships Lead ;
Ceztoty
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