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SRi helps brands keep a finger on the
pulse of fans’ opinions with GMI

SPONSORSHIP AND EVENT MEASUREMENT AGENCY RELIES ON GMI GLOBAL CONSUMER
PANELS TO EVALUATE SPONSORSHIP AND EVENT MARKETING ROI FOR CLIENTS.

Sponsorship Research International (SRi) is a full-service market research agency serving the needs of the
sponsorship and experiential marketing industries. The Norwalk, CT-based firm helps brands maximize the return
on their event and sponsorship investments. From property selection to activation plan testing and post-program
evaluation, SRi guides brands through every phase of program development, execution and post-evaluation for
sports properties, music campaigns, grassroots events, mobile marketing, retail events, B2B events, arts,
cultural initiatives and more.

"We have been working with GMI for the past two years, and have expanded the relationship over time," explains
Chuck Hall, Director at SRi. "We rely on GMI for our global consumer panel needs. We also leverage their
24x7x365 service bureau for program hosting, translations and data processing, which enables us to focus on
what we do best: derive actionable insights for our clients, so they can make the best-informed investment
decisions possible."

SRi customizes its approach for each client, calling upon the right combination of resources, research tools and
proven methodologies. SRi's client roster includes sponsors such as UBS, Unilever and ConAgra Foods,
properties and teams including the NBA, AFL and Atlanta Hawks, and agencies such as Velocity Sports and
Entertainment, to name just a few.

"GMI is very responsive to our needs and fast-paced environment. To quote a perfect example, we called in two
studies on a Friday, and had 500 completes across five countries by Monday. It was very impressive," continues
Hall. "It's reassuring to know you can rely on that type of responsiveness and support when you have multiple
projects going on at once."

SRi had a client who was looking to activate around a global sports property. They wanted to quickly field some
concept testing internationally using global consumer panels. GMI helped SRi test these concepts in five
countries around the world, assessing which concepts resonated the strongest among targeted sports fans.
Tennis was the sport that eventually rose to the top through an in-depth assessment of brand fit and the ability to
drive business objectives. SRi was then able to help the client test and assess the most effective activation
elements to bring their sponsorship to life among target fans and consumers around this global property.

"On average, we entrust GMI with multiple projects a month. GMI's pricing is always very competitive, and usually
lower than some of the bids we receive from other panel vendors," concludes Hall. "While we can wait up to
seven days with some suppliers, GMI turns a survey programming project around in one to two days. This
enables us to not only respond to the needs of our customers quicker, but also to transfer cost savings to them
at the same time."
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FOR MORE INFORMATION, PLEASE CONTACT:

Muriel Guilbert

Senior Director, Global Marketing
GMI (Global Market Insite, Inc.)
Phone: +1 206-315-6480
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