What's your sponsorship
worth?

Kimberly Cook — Chief Revenue Officer (Hookit)



HOOKIT

— spolecnost, kterda pomuze délat lepsi sponzorska rozhodnuti

* Je potreba mérit a ohodnotit (ziskat data), to vede k Uspéchu sponzorstvi
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Sponsorship spending will
increase to $66B without

proper data to make intelligent
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78% of marketers spend 1% or
less of their sponsorship

> 1as ¢ sasurement
Audience & spending has budget on measurer

moved to social and digital, but (spontech)
primary measurement is still
decisions

o, .
focused on traditional media vs ~22% on martech
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,Spontech”

ROl = Return On Investment
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Nejefektivnejsi socialni kanaly pro znacku

* 98 % marketers will activate sponsorships through social media in 2018

DATA SHOWS WHICH CHANNELS ARE

MOST EFFECTIVE FOR BRANDS

While the majority of posts by
brands were on Twitter, 95% of
the engagement happened on

65% Instagram and Facebook.
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Socialni zapojeni prinasi hodnotu

SOCIAL ENGAGEMENT
DRIVES VALUE

The Hookit Valuation Model meas_ures and values
media content with brand promotion.

social

Jity is determined by i 4 ?:lir:joer?a City $35.1K
tion quality is - ) u
Prfmo Size g placement of logo / brand mention

e Clarity of logo S
; CfOWdiﬂg/CO“WmO" Russ scared 15 of his 31 in 4th
@budweiser Photo of the Game

05.12.2018 ISC 2018 Geneva, SUI



No more Consumer-based sponsorship model

05.12.2018

ships have
jes to
als can be:

Performance-based sponsor
incentives for sports propert
achieve certain goals. Such go

. On-field performance
o Winning games
o Making the playoffs

o Off-field performance
o Driving more engagement /

value for the brand
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Analytics culture

Faktory pro méreni efektivity sponzorstuvi:

* Promotion quality
* Promotor efficiency

* Promotor boost
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THE BEST
BRANDS IN
SPONSORSHIP

The Hookit Brand Score measures the
effectiveness of a brand’s sponsorship

portfolio by looking at these factors:

1 Promotion Quality
2. Promoter Efficiency
3. Promotor Boost

Each category is added up for 3 total out of
100. Bose has the highest Hookit Brand
Score at 92.9.
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Interakce na socialnich sitich

* Nejuspesnéjsi organizace a
* |OC
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Snowboarders Drove the Most Interactions
e Team Canada

Al
* Nejuspesnejsi sport

* Snowboarding N /
* Nejuspesnéjsi znacka

 Coca Cola, Intel, Toyota £=3

The Partner Podium
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Budoucnost sponzorstvi

* Dopad sponzorstvi se meni

* Je nezbytné prijimat novée
technologie

e Zaujeti fanousku je mozné mérit
v realném Case
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