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Impacting Consumersô Purchasing:

Sponsorship and Activation in Tough 

Economic Times
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1. IMI International

Å Facts to remember :  2006 to 2008

2. Impacting Consumers in Turbulent Times ïJan 2009

3. Sponsorship Best Practices in 2009

ï Activation

ï 360 Valuation

ï Metric Based Selection

Todayôs Topics
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consult       .com

Optimizing Sponsorship ROI since 1986
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IMI`s Core Focus: Optimizing Marketing 

Effectiveness and ROI ïguaranteed

Consulting Through Insights

9,000 program optimizations;

80 categories; 15 countries

Best Practice Immersion

300 companies; 400 agencies;

50+ conferences; 6 countries

Å Predictive ROI modelling across brand activation tactics

ïSelection : Pre-Launch : Launch Optimization : Market Impact : 18 

month LTV
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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

NPD

Segments

50+ 

Categories

Kids

Teens

Moms

Luxury

Cultural

Database of 

Brand Activation

Sponsorship

Event/Experiential

Sampling

Product Placement

New Product

Line Extension

Advertising

Promotion

Creative

Direct

Digital

LTO

IMIôs Database and Experience

5
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Canadian Sponsorship Forum 

Recap 2006 - 2008

consult       .com
6
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Since 1990 - the activation that has the greatest  

influence on Canadianôs purchasing: 

Vote Now!

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 
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Brand activations having a positive impact on 

brand image - among IMIôs 1250+ database

Vote Now!

1) 75%

2) 55%

3) 35%

4) 15%
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Brand activations that had a direct impact on 

purchasing-sales among IMIôs top 300 programs

Vote Now!

1) 76%

2) 44%

3) 24%

4) 12%
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When a Brand is considering sponsoring, it is most 

important to start with:

Vote Now!

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 rights is >1 to 1
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When deciding between different events, the key 

criteria in selection and maximizing ROI is:

Vote Now!

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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Of the 1,250+ sponsor activations IMI has 

evaluated, the 5 worst ideas come from: 

Vote Now!

1) The agency

2) Ideation sessions with consumers and agencies

3) Senior executives of the client

4) Ideas from other places around the world
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In Summary

1. Since 1990 - the activation that has the greatest  influence on 

Canadianôs purchasingIntercepting consumers with your brand 1 

to 1

2. 55% of Brand activations have a positive impact on brand 

image - among IMIôs 1250+ database

3. 76% of Brand activations have a direct impact on purchasing-

sales among IMIôs top 300 programs

4. When a Brand is considering sponsoring, it is most important 

to start withé  Activation that drives purchase consideration

5. When deciding between different events, the key criteria in 

selection and maximizing ROI iséYour categoryôs high volume 

customers are there

6. 5 worst ideas ever tested came fromé Senior executives of the 

client
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% of Activations Brands launch that have NO 

Potential to drive sales or image (n=9000)

Vote Now!

1) 91%

2) 41%

3) 21%

4) 8%
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15

Drive Your Brandôs Sales & 

Share in Turbulent Times

Canadian Edition
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What is your perspective?

ÅNegative news everyday

ÅConsumer confidence low

ÅJob losses every day

ÅCategories losing volume

ÅMost categories discounting

ÅInterest rates at historic lows

Å93% of people continue to be 

employed

ÅRetail sales at 98% 

ÅAdvertising revenue at 95%+
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Actual market impacté

17

New York -33.8%

London -31.3%

Paris -42.7%

Frankfurt -40.4%

Mumbai -51.9%

Singapore -49.2%

Toronto -35.5%

Sydney -41.3%

Hong Kong -48.3%

Shanghai -65.2%

Tokyo -42.1%

30 stocks make up the 

DOWéonly 2 stocks upé.
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December 2008 & January 2009

18

3,500 Consumers Surveyed in 15 Countries
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Global Economic Confidence

19

May 2010

April 2011

March 2010

January 2011

May 2010

May 2011

August 2010

October 2011

June 2010

June 2011

December 2009

November 2010

Perceived Decline Until...

Perceived Growth Begins...

Rest of World Includes:

Russia, Japan, India, Brazil, Germany, 

France, Poland, Austria, Greece, Spain



©
 I
M

I 
In

te
rn

a
ti
o

n
a
l 
2
0
0
9

Consumer Perceptions:
How I feel about todayôs economy and outlook

First Word to Describe Your 

Perceptions Today

Second Word to Describe Your 

Perceptions Today

ConcernedConcernedConcernedConcernedConcerned

Afraid AfraidAfraidCareful Careful

20

Financial action taken to date and 

what they will doé 

Have Will 

Delaying Spending 64% 72%

Using Savings 48% 36%

Going Further into Debt 32% 17%
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ñEssentialsò Are Relative...

21
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Messaging and Positioning are more 

critical with todayôs consumersé. 

1. óGreat Value,ô óCheapô óInexpensiveô or All

2. óBetter,ô óBestô or óSuperbô

3. óCool,ô óInnovativeô óTrendyô or All

4. óFriendlyô, óPleasantô or óHelpfulô

5. óRemarkable,ô óDistinct,ô óFunnyô or None

6. óNutritious,ô óNaturalô óHealthyô or óOrganicô
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BENEFITS Drive Sales & Loyalty

23

óBestôóGreat Valueô

óHelpfulô
óSafeô

óQualityô
óConvenientô

óInnovativeô

óHealthyô

óNutritiousô

óInexpensiveô

óFamiliarô

óWell-MadeôóCheapô

23
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LIP SERVICE has no impact in 2009

24

óOld-FashionedôóOrdinaryô

óExcitingôóCrazyô

óWonderfulô
óEnergeticô

óFamousô

óCoolô

óOne-of-a-Kindô

óFunnyô

óCheerfulô

óHard-to-FindôóRemarkableô

óSophisticatedô

óSuperbô

óDistinctôóElegantô

óMysteriousô

24


