CANADIAN

O
FORUM

the business of sponsorship storytelling
February 12-14, 2009 e Québec City

| mpacting Consumer s
V Sponsorship and Activation in Tough

Economic Times

INTERNATIONAL"™




Toold/a yopiss Topl €S M

1. IMI International

A Facts to remember : 2006 to 2008
2. Impacting Consumers in Turbulent Times 1 Jan 2009
3. Sponsorship Best Practices in 2009

I Activation

I 360 Valuation

I Metric Based Selection

ional 2009

© IMI Internat



CANADIAN

FORUM

the business of sponsorship storytelling
February 12-14, 2009 * Québec City

INTERNATIONAL™

Optimizing Sponsorship ROI since 1986
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IMI's Core Focus: Optimizing Marketing IMT

Effectiveness and ROI T guaranteed = BB ES

A Predictive ROI modelling across brand activation tactics

I Selection : Pre-Launch : Launch Optimization : Market Impact : 18
month LTV

Consulting Through Insights Best Practice Immersion

9,000 program optimizations; 300 companies; 400 agencies;
80 categories; 15 countries 50+ conferences; 6 countries

© IMI International 2009
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Database of UEmeE Segments Themes

Brand Activation

Sponsorship Walellte 50+ Shopper

. Social Networking : :
vent/Expgrlentla User-Gen Content Categories Marketing
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Product Placement : Kids Turbulent
Entertainment :
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: : Cause
Line Extension Teens
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Advertising :
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Brand
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Direct el Luxury Channel
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NPD

© IMI International 2009




CANADIAN

the business of s
J:

Canadian Sponsorship Forum
Recap 2006 - 2008

consultIMT.com



INTERNATIONAL™

Vote Now!

Since 1990 - the activation that has the greatest
Il nfl uence on Canadianos p

1) Advertising they really like
2) Sponsorships of events that they actively follow

3) A promotional offer

4) | Intercepting consumers with your brand 1 to 1




Vote Now! M

Brand activations having a positive impact on

brand image-among | MI 06s 1250+
1) 75%
2) 55%
3) 35%
4) 15%




Vote Now! IMT

INTERNATIONAL™

Brand activations that had a direct impact on
purchasing-salesamong | MI 06s t op 3

1) 76%
2) 44%
3) 24%

4) 12%



Vote Now! W

When a Brand is considering sponsoring, it is most
Important to start with:

1) |Activation that drives purchase consideration

2) Ensuring the sponsorship/property fits your image
3) An agency that can execute well

4) Spend ratio of activation to rightsis >1to 1



Vote Now! W

When deciding between different events, the key
criteria in selection and maximizing ROI is:

1) Being an activity my boss loves

2) ADbility to get title sponsorship at a good price

3) Your categoryos high vol

4) Over 50% of Canadians relate to the event



Vote Now! IW

Of the 1,250+ sponsor activations IMI has
evaluated, the 5 worst ideas come from:

1) The agency

2) ldeation sessions with consumers and agencies

3) | Senior executives of the client

4) ldeas from other places around the world



In Summary IMT”
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1. Since 1990 - the activation that has the greatest influence on
Canadi anos pnterceping comsungers with your brand 1
tol

2. 55% of Brand activations have a positive impact on brand
Image-among | MI 6s 1250+ database

3. 76% of Brand activations have a direct impact on purchasing-
salesamong | MI 6s top 300 progr ams

4. When a Brand is considering sponsoring, it is most important
to start with & Activation that drives p

5. When deciding between different events, the key criteriain
selection and maxXiomirzicrag egQOIr yidose |
customers are there

6.5 wor st | deas ever Sermosaxeuwdivesdaithee f
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Vote Now! M

% of Activations Brands launch that have NO
Potential to drive sales or image (n=9000)

1) 91%
2 41%
3) 21%
4) 8%
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Dri ve Your Br
Share in Turbulent Times
Canadian Edition



What Is your perspective?

A Negative news everyday A Interest rates at historic lows

A Consumer confidence low A 93% of people continue to be
employed

A Retail sales at 98%

A Job losses every day
A Categories losing volume

L | A Advertising revenue at 95%-+
A Most categories discounting

) —3
= -
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Hong Kong

Shanghai _’ ' Walmart

Tokyo . P Save money. Live better.
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December 2008 & January 2009

3,500 Consumers Surveyed in 15 Countries

INTERNATIONAL™
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Global Economic Confidence

Perceived Decline Until...
Perceived Growth Begins...
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Russia, Japan, India, Brazil, Germany,

France, Poland, Austria, Greece, Spain
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Consumer Perceptions: IMT”
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How fed! abfuetell acbroutandtooldbay 0s ec ot

-

First Word to Describe Your Concerned Concerned Concerned Concerned Concerned
Perceptions Today

Second Word to Describe Your Afraid Careful Afraid Afraid Careful
Perceptions Today

Financial action taken to date and

what they will doé (Ad |

Have Will
Delaying Spending 64% 72% .
Using Savings 48%  36% 5
Going Further into Debt 32% 17%
CANADIAN

SPONS@RSHIP
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Messaging and Positioning are more IMG

critical with t odawgrg
1. oGreat Value, 0 0Cheapo
2. 6Better, 0 O0Bestodo or 0Su
3. 60Cool , 6 o0l nnovativeodo 0T
4. OFri endl yo, oOPl easanto
5. 0O Remar kabl e, 6 o0Di sti nct
6. ONutri ti ous, 0 ONatur al G
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BENEFITS Drive Sales & Loyalty AML
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LIP SERVICE has no impact in 2009

IMT”
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