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In 2020, INTA is conducting comprehensive research to
explore the attitudes and perceptions of Millennials and
Gen Zers towards brand restrictions legislation and how
such legislation could affect their purchase behavior.

The research will be conducted in Brazil, Chile, Colombia,
India, Mexico, Singapore, South Africa, South Korea,
Thailand, and the United Kingdom.

This research will enable you to:

® (ain deep insights into how Gen Zers and Millennials think
about brands, brand restrictions, and government intervention
on branding;

® |nform your colleagues and/or clients on how consumers’
purchasing behavior may change if brand restriction
legislation is implemented; and

® Develop thought leadership capabilities on young consumers’
attitudes towards brand restriction legislation.
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Exclusive

PLATINUM
SPONSORSHIP

BENEFITS:

Early Access
e Early access to data cuts of all ten markets in Excel format and for internal purposes only
e Farly access to the Qualitative Report which regroups findings from the landscaping phase

and the online communities phase for internal purposes only
Online Visibility
® Prominent logo placement on the study’s download page within INTA's website
® Three posts on INTA's social media platforms written and published by INTA Staff

Visibility in the Final Deliverables

o Acknowledgement in the final deliverables with your logo included and a mention of
your sponsorship of the study

Customized Insights
 Two questions specifically around your brand and/or sector/industry added to the survey’

Professional Meetings and Conferences
® Sponsor recognition for sponsor representatives at an INTA Annual Meeting and Leadership Meeting
® [nvitation to attend an exclusive sponsor appreciation reception at an INTA Annual Meeting

1.Adding questions to the survey is dependent on the sponsorship agreement being executed by April 30 and questions are subject to review by INTA.

INTA Studies 2020 Sponsorship Opportunities




GOLD
SPONSORSHIP

$25,000

BENEFITS:

Early Access
® Early access to data cuts of five markets in Excel format and for internal purposes only

e Early access to the Qualitative Report which regroups findings from the landscaping phase
and the online communities phase for internal purposes only

Online Visibility
® Prominent logo placement on the study’s download page within INTA's website
® One post on one of INTA's social media platforms written and published by INTA Staff

Visibility in the Final Deliverables

® Acknowledgement in the final deliverables with your logo included and a mention of
your sponsorship of the study

Customized Insights
* One question specifically around your brand or sector/industry added to the survey!

Professional Meetings and Conferences
© Sponsor recognition for sponsor representatives at an INTA Annual Meeting and Leadership Meeting
* |nvitation to attend an exclusive sponsor appreciation reception at an INTA Annual Meeting

1.Adding questions to the survey dependent on the sponsorship agreement being executed by April 30 and questions are subject to review by INTA.
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SILVER
SPONSORSHIP

BENEFITS:

Early Access
e Early access to data cuts of one market in Excel format and for internal purposes only

Online Visibility
® |ogo placement on the study’s download page within INTA's website

Visibility in the Final Deliverables

e Acknowledgement in the final deliverables with your logo included and a mention of
your sponsorship of the study

Professional Meetings and Conferences
 Sponsor recognition for sponsor representatives at an INTA Annual Meeting and Leadership Meeting
® |nvitation to attend an exclusive sponsor appreciation reception at an INTA Annual Megting

INTA Studies 2020 Sponsorship Opportunities




Set your organization
apart as a thought leader.

SUPPORT OUR
RESEARCH!

For more information contact;

Renee Garrahan
rgarrahan@inta.org
Tel:+1-212-646-1724
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2020 Brand Restrictions
Study Sponsor

Sponsorship Type: d Platinum [ Gold [ Silver

OB AN ZatiON . o

CONTACT PerSON: oo TI e

Company WebSITe / UR L oo e

All communications regarding sponsorship should be directed to Renee Garrahan.
Email: rgarrahan@inta.org / Direct Phone: +1-212-646-1724

Sponsorship Policy:

e Sponsorships are not finalized until INTA has received full payment
and the sponsorship agreement has been signed.

e Sponsorships are non-refundable.
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