
Attractiveness

Desirability

Utility

Likeability

Interest

Caught my attention

Curiosity 

Relevance

Beneficence

Significance

Concerning me

Importance 

Necessity

Emotional attach

Meaning

Essentiality

Di�erentiation/Uniqueness

Personal value

Creativity

Vitality

47

47

46

46

46

45

44

44

44

43

42

42

42

42

41

40

40

40

40

33

47

46

46

47

46

48

46

49

49

50

48

51

50

50

50

52

51

52

52

58

7

8

8

8

9

7

10

8

7

8

9

8

8

8

9

8

8

8

8

9

5.15

5.14

5.09

5.11

5.08

5.15

5.04

5.07

5.08

5.02

4.99

5.04

5.01

4.99

4.95

4.96

4.99

4.96

5.00

4.76

Brand Image
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Methodology
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INDICATORS
FOR OPINION/IMAGE

Positive
(scale: 6-7)

Neutral
(scale: 3-5)

Negative
(scale: 1-2)

Mean
(scale: 1-7)

% % %

Originality

Interest

Attractiveness

Likeability

Curiosity 

Desirability

Creativity

Di�erentiation/Unique

Significance

Relevance

Concerning me

Importance 

Beneficence

Emotional attach

Meaning

Utility

Personal value

Essentiality

Necessity 

Vitality

 

71

70

69

69

68

68

68

67

66

65

65

65

65

64

64

64

62

62

59

52

28

28

30

30

30

30

31

32

32

33

33

33

33

34

34

34

37

36

39

46

2

1

1

1

2

2

1

1

2

2

2

2

2

2

2

2

2

2

2

3

5.97

5.93

5.92

5.94

5.88

5.87

5.87

5.89

5.81

5.80

5.79

5.80

5.82

5.77

5.74

5.75

5.73

5.69

5.65

5.43

TV Show involvement
in a Sponsorship 
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Fit between Brand & TV Show
(% Totally Agree + Agree)
Sponsorship exposure
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Brand Emotions
(% Very large extent + Large extent)

Attractiveness

Desirability

Interest

Likeability

Utility

Originality

Beneficence

Relevance

Curiosity 

Significance

Emotional attach

Necessity 

Importance 

Concerning me

Meaning

Creativity

Personal value

Di�erentiation/Unique

Essentiality

Vitality

55

32

29

30

29

29

28

27

28

26

27

27

26

26

26

25

25

26

26

20

31

55

54

54

55

55

52

53

53

52

50

50

50

51

49

48

48

48

49

40

66

40

40

35

36

32

31

31

28

12

11

11

10

10

42

63

60

60

55

55

56

55

45

16

16

15

15

13

10

8

13

12

1695
1090

Sponsorship Ad Impact

All base 18-24 25-34 35-44 45-55
The TV show shows a 

message about the brand

It is clear / visible what 
brand is promoted in the 

TV show.

The brand image is in 
accordance with the 

image of the TV show

There is a natural 
association between the 

TV show and the brand

I found the association 
between brand and TV 

show interesting

77

88

73

71

76

77

85

68

70

66

76

89

71

74

78

73

88

71

71

75

81

90

78

69

79

% % % % %

Good feeling

Joy

Fresh/Energy

Wanted

Expectation

Success

Pretty

Stimulation/Challenge

Healthy 

Boring

Doubt

Worry

Annoyed

Critical

Sadness

Pain

Brand Involvement
in a Sponsorship
(% T2B: notes 6-7)
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Exposed to sponsorships
(n=1090)

All base
(n=1695)

Not-exposed to sponsorships
(n=605)

Exposed to sponsorships
(n=1090)

All base
(n=1695)

Not-exposed to sponsorships
(n=605)

% %

% %

Years Old

INDICATORS
FOR OPINION/IMAGE

Positive
(scale: 6-7)

Neutral
(scale: 3-5)

Negative
(scale: 1-2)

Mean
(scale: 1-7)

% % %
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TV Show Emotions 
(% Very Large Extent + Large Extent)
Sponsorship exposure
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Attitudes towards the TV Show 
(% Totally Agree + Agree)
Sponsorship exposure
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Brand Indicators
& TV Show Influence 
(% Very large extent + Large extent)
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The Ecosystem
of Emotions and Attitudes
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Attitudes towards the Brand
(% Totally Agree + Agree)
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7861

7655

7351

7350

7249

6844

6744

6645

4729

All base 18-24 25-34 35-44 45-55
The show was 

captivating

The show was fun

I am interested in this 
type of show

I will gladly recommend 
this show to my friends / 

acquaintances

The association of the 
show with the brand was 

interesting

The show managed to 
increase my interest in 

the brand

% % % % %

Good feeling

Joy

Fresh/Energy

Wanted

Expectation

Success

Pretty

Stimulation/Challenge

Healthy 

Boring

Doubt

Worry

Annoyed

Critical

Sadness

Pain

Good feeling

Joy

Fresh/Energy

Expectation

Wanted

Stimulation/Challenge

Pretty

Success

Healthy 

Doubt

Boring

Sadness

Worry

Annoyed

Pain

Critical

All base 18-24 25-34 35-44 45-55

% % % % %

All base 18-24 25-34 35-44 45-55

% % % % %

79

79

70

65

65

64

64

62

49

73

68

55

59

60

53

50

54

43

80

81

73

65

65

63

64

60

50

78

79

70

66

65

66

67

65

49

82

82

75

68

68

71

69

64

51

14

14

13

13

12

12

10

12

11

8

12

12

10

8

24

23

24

22

20

21

21

10

11

11

9

8

8

6

11

9

9

9

10

8

7

I consider it a good brand

I have a positive opinion 
of the brand

The purchase of this 
brand was the right 

choice

It's a brand I trust

It's a brand that 
interests me

It's a brand I want to find 
out more about

It has superior 
characteristics compared 

to other brands in the 
same product category

The products of this 
brand have superior 

quality as compared to 
other brands of the same 

product category

I am willing to pay a 
higher price for this 

brand, compared to other 
similar brands

88

87

87

85

73

62

82

81

83

82

65

56

88

86

88

83

75

65

89

88

85

87

74

65

90

89

89

88

75

60

Exposed to sponsorships
(n=1090)

All base
(n=1695)

Not-exposed to sponsorships
(n=605)

% %

Brand Purchase Intention

Brand Recommendation

Brand Relevance

 TV Show determined
you to try Brand

76

74

73

55

53

50

All baseYears Old 18-24 25-34 35-44 45-55

% % % % %

65 65 67 65 61

Exposed to sponsorships
(n=1090)

All base
(n=1695)

Not-exposed to sponsorships
(n=605)

% %

Years Old

Years Old

Brand
Involvement

Fit
Brand-Event

Event
Involvement

Positive
Brand

Emotions

Brand
Attitude

Event
Attitude

Purchase
Intent

Negative
Brand

Emotions

Negative
Event 

Emotions

Positive
Event

Emotions


