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The Impact of the Economy on 
Sponsorship & Activation Programs

Presented by Dan Hunter on September 23, 2009

Consulting Since 1971
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IMIôs Core Focus:
Drive Marketing Effectiveness & ROI

Consulting Through Insights

9,000+ program optimizations;

80 categories; 15 countries

Best Practice Immersion

300 companies; 400 agencies;

50+ conferences; 6 countries
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Trends

Mobile

Social Networking

User-Gen Content

Non-Traditional

Entertainment

Cause

Environment

Education

Health

Food

Lifestyle 

Sports

Themes

Shopper 

Marketing

Turbulent 

Times

Brand 

Names

Channel

Innovation

Segments

50+ 

Categories

Kids

Women

Moms

Luxury

Cultural

Brand Activation

Sponsorship

Experiential

Sampling

Product Placement

New Product

Line Extension

Advertising

Promotion

Creative

Direct

Digital

LTO

IMIôs Database and Experience

3
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IM
IÅ IMI International has been involved for the past 25 years with Sponsorship:

a) Selection

b) Pre-Evaluation 

c) ROI Measurement 

d) Life Time Value Estimation 

e) Sponsorship Marketing Optimization

Å Since the 1984 Olympics:

ï 1,250+

ï Proprietary databases

ï Continual learning with syndicated studies

IMI Sponsorship Database

4
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5

Drive Your Brandôs 

Sales & Share in 

Turbulent Times

December 2008 & 

January 2009

5
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Turbulent Times II:

Drive Your Brandôs Sales 

As We Turn the Corner

6

August & 

September 2009
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Consumer Impact Study Coverage 

7

Winter 2008-09: 3,500 Consumers Surveyed in 15 Countries
Summer 2009: 1,500 Consumers Surveyed in   5 Countries

7
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IM
IGlass Half Empty

Å Negative news moderating

Å Consumer confidence weak

Å Job losses steadying

Å Most categories discounting

What is Your Perspective Today?

8

Glass Half Full

Å Interest rates maintained   

at historic lows

Å Over 91% of people 

continue to be employed

Å Retail sales at 95%+

Source:  August 2009 statistics
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Impact on spending to date and what they will doé 

Consumer Perceptions:
How I Feel About Todayôs Economy & Outlook

First Word

THEN & NOW

Second Word 

THEN & NOW

USA        CAN UK IRE AUS ROW*

Concerned

*Combined, Rest of World

Have Will 

Going Further into Debt 36% +4  21% +4

Using Savings 57% +9 37% +1

Delaying Spend on Non-Essentials 59% -5  57% -14

Afraid
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óBunkerô Behaviour Remains

10Q. In the past 12 months, have you increased, decreased or not changed the amount you...? (Net Increase)

IMI Implication:  Risk of lower event traffic and attendee spend.

With budgets stagnant/declining, need more óbangô from 
sponsorship and activation investment

January August

ÅStay home +41% +44%

ÅGo out to movies -40% -36%

ÅStay at home to eat more often +43%

ÅGo out on weekdays/weekends -37%
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Key Learning: ñEssentialsò Are Relative...

11

http://passionforcinema.com/wp-content/uploads/2007/04/rv30_01.jpg
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CAN          USA UK IRE AUS ROW*

Good News!

*Combined, Rest of World

In Turbulent Times,  

Canadians are still influenced by 

brand activations



©
 I
M

I 
In

te
rn

a
ti
o

n
a
l 
2
0
0
9

13

IMPORTANCE OF SPONSORSHIP 

PLATFORM & THEME 
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When deciding between different sponsorship properties, 

the key criteria in selection and maximizing ROI is:

Consideré

1) Being an activity my boss loves 

2) Ability to get title sponsorship at a good price

3) Your categoryôs high volume customers are there

4) Over 50% of Canadians relate to the event
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Pre-Planning: Breadth & Passion

15

ÅMass impact potential: Strong 

engagement/fit across key targets

ÅPotential for share gain with strong 

activation

ÅStrong ability for breakthrough

ÅConsider $$/level for LT commitment

ÅNiche property ïStrong fit with 

specific segments

ÅConsider targeted initiatives, not mass

ÅActivate cost effectively

ÅConsider partners to share activation

ÅConsider low rights fees & tactics

Pre-planning is essential for brands considering 

strategic partnerships ïfor mass breakthrough, find 

properties that your target are passionate about.


