Case Study: Proving the value of a major global sports sponsorship

BACKGROUND A global beverage company activates a major global

PROBLEM  sports sponsorship across dozens of markets and “Your approaches and frameworks have created a dramatic shift
multiple brands. They needed a consistent way to size in our ability to make data-driven decisions about
what that investment could deliver over a full cycle, and . )
to measure whether it actually paid off. sponsorship strategy and have enabled us to build

organizational alignment around even our most large &

complex sponsorship initiatives.”
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APPROACH * Sized the opportunity, modeling how many
consumers the partnership could reach and convert — Global Director of Asset Strategy
* Built a prioritized scorecard covering activation
performance and business impact, each metric tied
to a source, method, and cadence Sponsorship Impact: Measured Outcomes
* Set baselines and targets so impact could be judged
against a Clear benchmark Both activated brands grew across equity, consumption, and volume
¢ Applied the framework after the cycle, isolating B::::U:Y Awareness  TopofMind  Uni oo Volume Trend
effect across activated versus non-activated K K K N X N
markets +4.2,, +310 424, +1.8n +2.6 0 +3.54
OUTCOME * A multi-year opportunity model that quantified the N N . R N .
gep?elgzig)llebgzgii ?‘inisgztar:;%wmg eadership e 3.6 2.2 1.5 +2.0m +1.90 +2.8x
* Asingle measurement scorecard that made impact
comparable across markets & Growt ve. o actvated basein ovr th scvation window
* A post-cycle measurement that isolated the
. FORESIGHT partnership's effect, confirming lift across equity, .

STRATEGY consumption, and volume.
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