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About Hugo Lagarda

◼ Manager of Strategic Partnerships at BBVA

◼ Manages strategic partnerships throughout the U.S. in 

sports, music, venues, art and community

◼ Team at BBVA reengineered sponsorship measurement 

approach to incorporate financial return

◼ Previously Account Executive at the Houston Dynamo 

◼ Degrees: Bachelor in Business Administration/ 

Management and Sports Administration from the 

University of Houston
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BBVA around the world

€ 677
billion in total assets

74
million customers

>30
countries

7,963
branches

32,029
ATMs

125,627
employees

South America
Argentina
Bolivia
Brazil
Chile
Colombia
Paraguay
Peru
Uruguay
Venezuela

North America
Mexico
USA

Europa
Belgium
Cyprus
France
Finland
Germany
Holland
Italy
Ireland
Luxembourg
Malta
Portugal
Romania
Spain
Switzerland
Turkey
U.K.

Asia-Pacific
China
Hong Kong
Japan
Singapore

Data at the end of Dec 2018. Those countries in which BBVA has no legal entity or the volume of activity is not significant, are not included
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BBVA in the USA



2018 US. Sponsorship 

Strategic Alignment

02
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Hyper-local Approach to Sponsorships
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BBVA in the USA Brand Platform
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BBVA in the USA – Strategic Partners



Our Approach to 

Measurement
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The Partnership Measurement Life Cycle – Resources

ROA Y1

ROA Y2

ROI

Renewal

ROO
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The Partnership Measurement Life Cycle –
Return on Objective

ROA Y1

ROA Y2

ROI

Renewal

ROO
Return on Objective:
1. Aligning the proposal with 

our strategic objectives via 
Sponsorium’s Tool 
PeforMind.

2. Media Equivalency to Prove 
“Value” of partnership 
ahead of signing the 
contract
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The Partnership Measurement Life Cycle –
Return on Asset

ROA Y1

ROA Y2

ROI

Renewal

ROO

Return on Asset:
Establish a thousand point scale 
on how each asset in the contract 
is performing by setting clear KPI 
ahead of the activation period

Proof:

Asset(A) Valuation KPI 1,000 Point Scale

X 30M A 300

Sum(V) Sum(Converted Points)
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The Partnership Measurement Life Cycle –
Return on Marketing Investment

ROA Y1

ROA Y2

ROI

Renewal

ROO

𝑅𝑂𝑀𝐼 = .8 − .99 𝑀𝑒𝑑𝑖𝑎 𝑅𝑒𝑡𝑢𝑟𝑛 + (.2 − .01) (𝐻𝑜𝑠𝑝𝑖𝑡𝑎𝑙𝑖𝑡𝑦/𝑃𝑟𝑜𝑑𝑢𝑐𝑡 𝑅𝑒𝑡𝑢𝑟𝑛)

(Total Investment – Direct Business to the Bank)

Media Return Metrics:
• Social Media Exposure
• TV Exposure
• Digital Banner Ads
• Earned Media

Hospitality/Product Metrics:

Attribution to Customer Touchpoints on:
• Tickets
• Events
• Player/Team Accounts
• Banking Product Sales

Long Term Metric 
Measured Over the Course of the Contract Period
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The Partnership Measurement Life Cycle –
Renewal Decision Process

ROA Y1

ROA Y2

ROI

Renewal

ROORenewal Process Made Easy 
due to understanding of:
1. Financial Attribution to 

the Brand
2. Which assets performed 

or underperformed
3. How the contract 

performed against the 
initial projected ROO



Next Evolution in Our 

Method

Measurement 

Integrated Incentive 

Based Agreements



Questions?



Marketing Accountability Standards Board
of the Marketing Accountability Foundation

Thank-you!


