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Runway was developed to address three key issues:

L

to determine the success of a
promotion against the targets
stated in the objectives

2

to evaluate the consumer’s
response to the promotion or
sponsorship in terms of what it
conveys to them about the brand

S

to identify and assess the elements
which worked well and which didn’t
for future development (best
practice)
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client

Review of sales data with the

On-premise observations

Quantitative questioning of consumers pre-, during-
and post-promotion/sponsorship event

Short in-person interviews with consumers on-
premise or at the event to gauge awareness and

buying preferences

Follow-up mobile phone survey with
consumers at regular intervals (4 anc

ong-term be

PN B
8 weeks)

ural

post-event to measure

Interviews with trade (store managers, purchasers,

brand managers, event organisers)

deo recordings to bring research to life for client
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Fieldwork will be conducted by sophisticated interviewers who are well-spoken and
well-dressed, fully capable of engaging with luxury consumers

As interviews will be done in situ, being comfortable in high-end surroundings is a key
criterion for the selection of interviewer teams
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5. APPLICATIONS OF RUNWAY

Provide measurements for benchmarks established at the commencement of the

campaign
Evaluation of cut through and impact of on-premise promotions for luxury brands

Provide key learnings for future development and implementation of promotions and
sponsorships

Tracking should also aim to isolate the effect of the promotion or sponsorship on the

sales increase

Develop new product ideas (an example can be found on page 9)

RUNWAY
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A case study with Courvoisier
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Asian Strategies Research + Planning
Level 25, North Tower
One Raffles Quay, Singapore 048583

www.asianstrategies.com

greg.coops@asianstrategies.com
orlando@asianstrategies.com

T (+65) 6622 5748 | D (+65) 6546 7515
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