TELECOM

IN-GAME MEDIA: BRAND STUDY

T-Mobile (Metro by T-Mobile) has the Liga MX IP sponsorship rights. This study measures
another leading telecom (not the league sponsor) executing Interticket's in-game units.

“Creative exposure improved Unaided Brand Awareness and linked the brand to game
sponsorship. Additionally, consumers successfully tied the Liga MX sponsorship to the
brand, highlighting the impact of creative and placement.”

Kantar, a leading research and measurement company, conducted a study with Interticket
to measure the impact of creative in Liga MX.

Audience Insights- Brand Metrics & Attributes:
* Telemundo or Univision Audiences US A18-54:

»
. Unaided brand awareness +8.9%

*  Sponsorship Association +9.6%
*  Appreciates their Customers +8.9%

* Consumers 31-39:

. Purchase Intent: +21.1%
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*  Sponsorship Assoc +14%

*  Appreciates Customers +12.7%

Context Lab uses a control vs exposed design to measure the difference in attitudes between two groups
of matched consumers to determine the attitudinal effects of advertising exposure.
Sample: N=600

N=150 control

N=450 Exposed (n=150 per creative asset tested) I(AN TAR



	Slide 1

