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Provide Effectiveness metrics for 
Rexona’s sponsorship campaign 
on the All Black’s section of 
Rugbyheaven on Stuff.co.nz, 
specifically to measure impact on:

Brand association in relation to sponsorship of the All Blacks

Brand sentiment/ recommendation in comparison with other All Black 
sponsor brands and Rexona competitors

Sponsored page/section recall on stuff.co.nz

Advertising perceptions, message cut through, and relationship with 
content in sponsored All Blacks section.
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Exposed group (at 95% CI)

Online domain exit site intercept

n = 556 - margin of error 4.24%

Control group (at 95% CI)

Online domain exit site intercept

n = 554 - margin of error 4.25%

Site intercept survey

Domain exit approach 

Simultaneous AdE methodology

Campaign tracking live:
Stuff.co.nz - All Blacks section: 
12/07/10 - 14/09/10
Survey in field: 
17/08/10 - 14/09/10
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Target Group Audience – Males aged 25 - 49

Top of mind association doubled for those exposed to the Rexona sponsored page.

Q.     When thinking about companies that sponsor the 
All Blacks, which 3 brands first come to mind? 
(n=165 Exposed & n=90 Control)
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Target Group Audience - Males 25-49 group

Excellent recommendation growth for Rexona for target audience (exposed v control) 
compared to total respondents.  Up 12 percentage points, and growth of 51%.

Recommend ‘if asked’ / ‘would actively’

Q.     Thinking about the brands mentioned below, 
to what extent would you recommend each one to 
someone else? (n=159 Exposed & n=87 Control ; 
Aware of Rexona at ‘Prompted Awareness’ question)
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“ The Rexona case study is an excellent example of the power of 
working together with our agency partners to deliver insights that 
unlock the value of communication to our audiences.

We’re always keen to demonstrate the power of the Fairfax 
brands in engaging a client’s market.  Give your Fairfax Media 
Consultant a call to find out how. ”

Sandra King

“ We are very happy with the results of the Rexona sponsorship. These 
results prove what a great commercial environment Stuff.co.nz is for advertisers.

The research clearly shows that the sponsorship had a beneficial impact 
on brand metrics, from awareness, recommendation, and attribution. The 
fit between the content, and message resulted in a good user experience 
delivering a great return on investment for Unilever. ”

Nigel Tutt
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“ Fairfax demonstrated a great understanding of the 
campaign brief.  The opportunity to undertake a shared 
brand study meant we could deliver firm numbers 
demonstrating the value of online brand advertising.

We are delighted with the results and with our clients 
increased commitment to digital. ” 

Polly Williams
Digital Strategist, PHDiQ

For the full results of the sponsorship 
effectiveness study, please contact your 
Media Consultant.

09 970 4000

SUMMARY 
OF RESULTS


