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Vervolledig snel je 0}
Verzamel alle album en ga naarde
Rode Duivels! Rode Duivels!
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Campaign
Elements
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WORLD CUP
ENGAGEMENT BAROMETER

A

.0 ﬁ & Tools.

Dashboard

Belgians 18+ n=625/wave
incl. TV-ratings & Google Trends
Age, Gender and CAWI, LOI=5min
Region on Census 959% Confidence
data Level
4% Margin of Error Factor Before Vs During
) ®
Analysis Analvsi
0—0 nalysis
'I Kmode
D ' °
Clustering
Five Waves around World Cup Audience Segment
2022 FIFA World Cup Red Devils
Qatar Clusters
Before: W43, W45 Sponsorship &
During: W47, W49 Comms

After: W57
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WORLD CUP

ENGAGEMENT BAROMETER

W43 W45
N=625 N=625
BE 18+ BE 18+

18/11: Press
Release &
Dashboard Live,
Article MM.be

W47

W49

20/11: First

Game FIFA
World Cup
Qatar

01/12: Red
Devils
eliminated
against
Croatia

05/12:
Adaptation
survey to reflect
elimination Red
Devils

WS5I

N=625
BE 18+

18/12: Final
of the FIFA
World Cup
Qatar

19/12:
Adaptation
survey to reflect
end of
tournament
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LESSONS AND DATA FOR
FUTURE MEDIA PLANNING

W43 W45 W47 W49

phasing insight
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Alone at home / Home with
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PEOPLE OBSESSED
A RECALL FOR EMPATHY

marketeers perception WC

« Qatar as the WC location

real - Mixed feelings towards Qatar

consumers
perception

WwcC

- Sportwashing seems to work
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WHY THE W.C.E.B.
DESERVES AN AMMA

3 pieces of data for the
future

An openly available
dashboard (still today)

Visibility that led to new
clients

Happy existing clients and
partners

“As long term partners of football, and more
particularly the Belgian Red Devils, the FIFA World
Cup is an important moment for Jupiler in terms of
branding and commercial opportunity. The 2022
FIFA World Cup in Qatar came with a lot of
uncertainty though. Firstly it was the first time the
Jupiler brand would run a big activation during
winter. Secondly the negative sentiment around
the hosting country made it difficult to assess the
impact this would have on consumer engagement.
As a local resource of insight, Publicis Groupe’s
World Cup Engagement Barometer proved to be a
very valuable tool to navigate our communications
approach right before and during the event.”

Josse Peremans, Jupiler Marketing Director Europe
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THANK
YOU

Flore & Matthias
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