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We are in the business of providing data and insights to
make sponsorships more effective.



e Howdid we get here? How does
sponsorship evolve

e Find out how performance based
sponsorship will change the game




AUDIENCE & MEDIA SPEND HAS SHIFTED

Superbowl Engagements vs. TV Viewers (in millions)

2015 2016 2017

Social Media Interactions

O Television Viewers

Digital spend (as seen yesterday) is
already beating TV spend

Influencers (athletes, teams, etc.)
are driving majority of the
engagement around sporting
events



A LOT HAPPENS IN ONE MINUTE
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' TIMES ARE CHANGING

of marketers report the need to
validate sponsorship results.

actually have away to
measure




How do you prove it? Adtech & Martech can...

Exchanges

Agencies Agency DSPs
e ™\ [ TradingDesks \ E
OmnicomGroup VAccuen m

Teveasnes: @2l ] e =S

WPP . linvite media’]

XAXIS TURn
VivaKi DataXo

Ad Networks Sharing Data /
YAHOO' Horizontal G UglL Social Tools
ot Ao

shareThis
AddThis

& e 1 2] {apn/=eYE | oo~ Video ‘I Rich Medla =
I‘G\ . CADREO} 1 ¥ _EfficientFrontier.: 7 SAY: TREMOR Svideology YuMe égs (f
RU YTRIGGIT > £> Tuberogul “Bright

N A
: =’A‘\'llﬁ‘s o DIGILANT o_:icogxgn‘
acoordantmedia co b 3
MPART et ;
~ M PARTNERS VARICH s, '_Gﬂ
K ‘.‘

Creative ‘ Media Planning ' DMPs and Data Q Tool
= ools
Optlmlzatlon_ \ and Attnbutl?n Aggregators \_Ideas People TinsFuse Yieldex ¢ fatTail

Obluekal [ ] ’ Targeted Networks / AMPs N ShodGill (6

set. % CONTEXTWES 3¢ ~n

|nﬂechor|Pomt

Publisher

H
|(eracem 1 l‘ru

AmMSCnzO00

AMIV=-rowcCY

ake Fooiee
! adioif 'Je_ =4 puisepcnt- < \isual n 3 '_D?E“_d_eX () i precis Sockat IAds._.
B imomiia sarmacs PARIC -6degrees OCKEt guysoi
sm;q MiXpo BT C3 Metrics cOnvertro exelate SBacros s roo:um‘”"e % choice@stream i &vieldbot
@spongecell - Encere 'MIk_l ~| |qQuantcast e resonate DailyMe _
s ) . W QSN T et anahitics e
adacado e covario i _l_‘_: - bize LOTAME cialvibe e 3 5‘"’_"“‘
CiSmces gk :
= Ad|Ready ] i )k rux g Audien collective
cunroma
o> 'ADISN Performance v )
e/ = L T a Tag Mgmt -ivacnamp LEGOLAS [ 1] epic] MAT@MY WA, VANTACE MEDIA iBRANT
5 - 58 proximic
Retargeting ED> Man <= exsionres Proxam & anowiedS
Simplifi T adknowiedge Kontera
@ Tell [
& Tethgen B ST o R .
cro';sp:C\ media *

__MAGNE+IC
imeJioFORGET J Measurement

eUseful Medlalrust
2 =3 =5 /
and Analytics

Verification / \ pon'thfex1

Privacy et el
[ cousieverity € Integral Sinfo, TruSlgnal w .
- 5 , N) NaTEzZA! (E5Ersriee Inmosr 5K ythm J
48 bluecava Jx' = Media Mgmt Systems and Operations =\
talk ’:“ The MediaT ™ TRUSTe nfogroup \ﬂz 'nns medlab telmar ,6?2, &2 ,——tl_v‘_a_‘ ftiooren
\?adgear G privacychoice Ev | D ONJ \ v« SymphonylIRI / facilicatey  TRAFFIO o ; Pro- |

@hookit




Spontech is needed for sponsorship ROI
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THE SPONSORSHIP RIPPLE-EFFECT




CAPTURE THE REAL VALUE

Fan/Athlete/Influencer
& Wider Brand Engagement

Right now, the market generally
values TV/Venue for sponsorship E
impact. However, that’s not the Exposure
story. Sports creates aripple

effect that needs to be captured

and valued. @®

Event
Exposure

@

Where most people measure to

H

The true value of sponsorship, as captured by Hookit



WORLD CUP 2018

SOCIAL MEDIA RECAP




SOCIALSNAPSHOT

1.3M

# of posts by 573 athletes,
32 national teams, & 18
World Cup partners & kit
sponsors (and their regional
accounts)

3.2B

# of interactions during the
World Cup across
Facebook, Instagram,
Twitter, VK, Weibo, &
YouTube



COKE MOST ENGAGING PARTNER BRAND

World Cup 2018 Top Brands by Engagement

B Engagements

G, ®M  —————————— Coca-Colahad more engagement

ﬁ than all other World Cup partner
brands combined (44M)
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MOST EFFECTIVE CHANNELS FOR BRANDS

o Do it for the ‘Gram: While the
80% 76% majority of posts by brands
were on Twitter, 95% of the

. 65% engagement happened on
60% Instagram and Facebook.
oo Posts
40% Engagement
30%
30 23%
20%
10%
0 3%
0.4% 2% 0.1%



NIKE WINS BATTLE OF THE KIT SPONSORS

Kit Sponsors by Total Engagement

L. 29M H Erazeements Top 2 Dominate: Sponsoring 22
A S of the 32 teams in the
tournament, Nike (10) and
l'“[“’ﬁ{ M Adidas (12) drove 5x more
i, engagement than the next
hummel closest rival, Puma (4).
=
uhlsport u)
*

Engagements (M)



WHO ATHLETES WERE TALKING ABOUT

Engagement Driven by Sponsored Athletes

| B Engagements

kThe Ronaldo Effect: Cristiano

Gﬁ%\os Ronaldo drove over half of the
engagement for Nike from
AliOther | 1m sponsored athletes during the
Brands World Cup even though Portugal

exited after the Round of 16.

Engagements (M)



SOCIAL INTERACTIONS
ATHLETE RANKINGS wordcm 2018

France’s push to win the

3
tournament helped propel 160M 167M 74M
stars Pogba & Mbappe to the N e e Pay Togha
top 5 most engaging athletes @ 4.5ergio Ramos - 60M
during the tournament © 5. Kylian Mbappe .. 43M

@ 6. Lionel Messi gentin: 37M
© 7.Marcelo Vieira i 35M
™, 8. James Rodriguez coombis 34M
@ 9. lvan Rakitic o 30M

® 10. Philippe Coutinho & 29M
emeges courver rom Wiikipedia Powered by [i]



TEAM RANKINGS

Sponsoring the
winning team helps,
but Spain’s dedicated
fan base helped their
national team drive
the 2nd most
engagements of the
World Cup

WORLD CUP 2018
i} France 153M
= Spain 86M
=+ England 57M
== Uruguay 49M
§'B Mexico 48M



HOW IS THE DATA g
USED? PR

Brands & Rights Holders use data & insights to:

e |dentify the right athletes & federations to
sponsor
e Align campaigns with top influencers
e Prove value to their sponsors
e Monitor sponsorship effectiveness in real-time H



TOP 5 WAYS SPONTECH WILL

CHANGE THE GAME




1. Big Data & Al tech will revolutionize sponsorships

e

ARTIFICIAL @' BN Watson

INTELLIGENCE
MACHINE

_ LEARNING

et (inteD)

Y Google Cloud

dWsS

1950s 1960's 1970's 1980s 1990s 2000's 2010's \ ,,

Since an early flush of optimism in the 1950°s, smaller subsets of artificial intelligence - first machine learning, then
deep leaming, a subset of machine learning - have created ever larger disruptions.
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2. Sponsorship deals will become prescriptive

Sponsorships will evolve from responsive to prescriptive using big data, machine learning and Al

Predictive
d Data Products
Value

Real-Time

Data Products

Retrospective
or Diagnostic
Data Products

The Past

Cost




3. Responsible use of data will be paramount

“ ="y £ pomicat LOCATION S LMLV o= = E
REFERENCES = L WORNING
DEVELOPMENT it EXTENT
DED
i PHYSICAL =
| . |
ACCESS
E REE INTERNETAcnwnEs
= INElUDIN_G > LEGISLATION
= KEEP =
= INTERFERENCE
ooy - SITES DISCLOSURE &= PRIVATE
== REGULATIONS
= AUTHORIZE
CONSUMER SHARED I@l

@hookit




4.Sponsorships will be measured in real-time
#
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5. Performance-based sponsorships will be the new normal

= Forbes L »

Anheuser-Busch Launches Forbes Article: April 2, 2018

Revolutionary Incentive-Based

Sponsorship Model

@ Y S— Yet the beer giant thinks the old sponsorship model is broken, and it is set on
| FutLBle redoing all of its endorsement deals. “Those are legacy [sponsorship] models
Anheuser-Busch has been the dominant beer . . ”
company in the U.S. for half a century, with that were created on a consumer behavior that is no longer there,” says Joao
market share recently at 45%. The company has

used its sports sponsorships to raise awareness Chueiri, vice president of Consumer Connections at Anheuser-Busch InBev. “We
and promote brands like Budweiser, Bud Light,

Eiiechiand Miche ot spending af cstifiaied need to evolve the model, and as the leaders in the industry, we are pushing

$350 million on U.S. sponsorships in 2016,
according to consultancy ESP Properties, with

for that evolution.”

PepsiCo the only bigger spender at $360 million
(Coca-Cola ranked third at $265 million).

Anheuser-Busch is rolling out a new sponsorship model that promises to shake
up the industry. It is built on incentives for performance on the field, pitch or

court, as well as off of it.




SUMMARY

Technology is key in sponsorships

Sponsors will require proof, and good data will take
the industry to new heights. Make sure to capture it
properly using Spontech

li. "OFFTHEWALL' |

Pay attention to the top 5:

o BigData & Al tech will revolutionize
sponsorships
Sponsorship deals will become prescriptive
Responsible use of data will be paramount
Sponsorships will be measured in real-time
Performance-based sponsorships will happen

O O O O
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OUR PLATFORM

Sport Graph tracks entire ecosystem
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Measure & Value: HYM*
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Deliver reports & insights
Data Valuation Insights

v

PROVIDE ACCESS TO LIVE DASHBOARDS, DATA,
INSIGHTS & REPORTS




TRUSTED STANDARD IN GLOBAL

BRANDS & AGENCIES
(Buy Side Customers)

Intelligence to maximize ROl on athlete, team &
event sponsorships
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MARKETPLACE

LEAGUES, TEAMS & EVENTS
(Sell Side Customers)

Quantify team, athlete, event or venue value to drive
sponsor revenue
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Use insights for reporting and feature stories in
marketplace
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QUESTIONS?




WHAT WE TRACK - HOOKIT SPORT GRAPH™

Hookit actively tracks 500,000 entities across multiple platforms and data sources

SOCIAL MEDIA
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