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Domor and TNS Launch Unique Cricket Sponsorship/Advertising 
Metric 
 
Domor Communication Consulting, in partnership with TNS, has kicked off a unique 
Marketing Effectiveness Study termed as ‘Consumer Response to Investment in 
Cricket’ (CRIC for short) with the Indian Premier League (IPL) Cricket Season 3.  
 
CRIC has been designed with the primary aim of measuring the effectiveness of 
cricketing events – largely for the sponsors/advertisers who use these events as a 
marketing platform. CRIC is a large scale consumer research led approach which 
will be used on all tentpole cricketing events here on, to measure the impact of 
these events on brand metrics including awareness, disposition and imagery. CRIC 
will use an extensive pre and post measurement to isolate the effect of existing 
brand equity for each event and use comparable markets, audiences and 
measurements across events to benchmark one versus the other. 
 
Nitin Jain, Founder-Director, Domor Communication Consulting, points out that 
“When we started Domor, our intent was to Do More for the marketer in the area 
of improving effectiveness of their investment and this is our first big step in 
that direction. Investments on Cricket are already huge and only getting bigger - 
so this is a logical place to start.  Further our experience in planning and buying on 
sporting properties gives us the added understanding and learning critical to 
embark on a project like this”. 

“We believe that exposure is an incomplete metric – it treats these events as 
mere media properties. In reality, most of these events are marketing platforms, 
and marketers plan comprehensive activities, launches and communication around 
them. The true measure of what is working is what it does to the brand – 
awareness, preference, image and ultimately purchase or use” states Rema Harish, 
Founder-Director, Domor Communication Consulting.  

Pooja Passi, Associate Vice President, TNS adds, “The IPL research done by 
DOMOR & TNS is one of its kind both in terms of depth and width. The study pans 

 1

http://images.google.co.in/imgres?imgurl=http://www.censtatesttra.com/images/tns-web.png&imgrefurl=http://www.censtatesttra.com/2008_presentations.htm&usg=__rdOXGUMwO8PCBtsosx_62Zz33Oo=&h=591&w=650&sz=16&hl=en&start=1&itbs=1&tbnid=iuGCVZCUyLdRlM:&tbnh=125&tbnw=137&prev=/images%3Fq%3DTNS%26hl%3Den%26sa%3DG%26gbv%3D2%26tbs%3Disch:1


across 12 states with representation from Metros and Tier 1 towns and covers a 
total 10,000 respondents. And this makes it the largest IPL research done by any 
agency”.  

CRIC is not a pure research product – it builds on an in-depth understanding of the 
way Cricket is used by marketers and consumed by audiences. Domor plans to 
integrate viewership data from TAM and Sponsorship evaluation data from 
Repucom to make a meaningful interpretation of the field results. The study 
captures team popularity and loyalty too, providing valuable inputs for the 
Franchise owners. 

Earlier efforts in this area have come either from media agencies or research 
agencies. “In our opinion, most lacked scale and consistency and have suffered 
from not having the synergistic expertise required for such an effort” says Jain. 
CRIC combines the research expertise of TNS, the world’s largest custom 
research agency and the media expertise of Domor partners to deliver a product 
of significant scale across all tentpole cricketing events. 

According to Harish, “The IPL is the most complex event to measure since there 
are many more opportunities for marketers to associate with the IPL as compared 
to other event/s – on-air, on-ground, with-teams.  So, IPL 3 will be our acid test”.  

The IPL-3 CRIC Omnibus which was kicked off in February 2010 has been 
subscribed to by some key sponsors of the event – Tata Teleservices, Hyundai 
Motors, Hero Honda, PepsiCo, Aircel, ITC and Nokia.  Jain adds “We have a cross 
section of large and medium players - on-ground sponsors, on-air sponsors and 
team sponsors. We are grateful to these marketers for their faith reposed in us 
and we are confident that we will be able to unravel some of the mysteries 
surrounding cricket sponsorships and provide directions for better associations on 
forthcoming events”. 

Domor Communication Consulting Pvt Ltd is a specialist consulting firm set up to 
help advertisers and allied businesses improve their Marketing Effectiveness. 
Domor is a totally objective consultant in this space with no alignment to any 
advertiser, agency or media owner. The firm has been established in strategic 
partnership with international domain leader, R3. Domor has assisted marketers in 
the areas of Pitch Consulting, Strategic Media Advisory and Valuation & 
Measurement of Tentpole media properties. Domor's clients include Ferrero India, 
John Hopkins Centre for Communication Planning, ZenithOptimedia etc. 

For queries/enquires contact us at nitin.jain@domor.co.in or  rema.harish@domor.co.in or 
pooja.passi@tns-global.com
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Profiles of Founder-Directors @ Domor 
 
 
 

 
 
Nitin Jain, a post graduate in Marketing & Management Science, is well known for 
his 22+ years of unrelenting passion & energy in the advertising & allied fields – 
from Account Management (JWT) & Media (MindShare) and TV advertising Sales 
(Viacom).  Is known for his acumen on sports and music genres with proven track 
record in ambush marketing – still known as the ‘Pepsi Man’ in the ‘Cola Wars’. In 
the media circles, Nitin is known for his innovativeness, tough negotiations and 
relationships. 
 
 

 
 
Rema Harish, an IIM Ahmedabad post-graduate in Marketing, has 2 decades of 
Advertising (JWT) and Media (GroupM) experience across India and SE Asia. Had 
set-up and headed the ‘Insights’ practice for MindShare in India and is recognized 
for crafting the discipline of ‘Destination Planning’ for Asia Pacific region. Rema is 
recognized for her skills in areas of Consumer Research & Insights, Data Analytics, 
Communication Strategy and Measurement of Media Effectiveness. 
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Profile of Project Driver @ TNS 
 
 
 
 

 
 
Pooja Passi, an MBA from Institute of Management Technology (Ghaziabad) has a 
work experience of 10 years in agency and brand side. In her last assignment at 
Coca-Cola India, she was handling the “Fanta” brand. Pooja has rich experience of 
working across a variety of categories spanning Beverages, Telecom, Consumer 
durables, Foods, Media, Automobiles, Social, Entertainment, Finance, Personal & 
Home Care and Retail. Her research experience includes brand and communication 
studies, product / concept tests, packaging research, pricing research, usage / 
habits & attitude studies, segmentation exercise, ad-pre testing and new product 
development research. 
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