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Motivation:

This one-pager provides a deeper dive into the expected ROI from different brand / artist partnerships. Specifically, these analyses focus on 1) understanding how fit 
relates to ROI and 2) the degree of precision of our ROI estimates.

Method:
Here was our approach to this analysis:

1. We grouped each artist and brand that consumers considered. Any brand / artist pair that was considered by fewer than 10 consumers was filtered out (to ensure a 
reasonable sample size). 

2. Then, for each brand / artist pair, we calculated the average amount that consumers said they would additionally spend (in dollars) on the artist AND on the brand if 
there were a partnership between them. We also calculated the standard error of these averages (also in dollars). This gave us, for each brand / artist pair, a range of 
dollar amounts we might expect consumers to spend on an artist or a brand if they were to work together.

3. We also ran linear regression models with derived fit as a predictor of ROI (i.e., the % that consumers’ spend would increase for an artist or brand if they were to enter a 
partnership). These plots show the extent to which fit between a brand and artist predicts an increase in ROI.

OVERVIEW

FINDINGS

➔ Standard errors for both artist and brand spend were quite large, suggesting that our estimates of 
partnership spend (and ROI) aren’t very precise; a larger sample size would be needed to derive more 
precise estimates.

➔ Regression models revealed that there is a modest relationship between derived fit and artist ROI, such that a 
greater fit between an artist and brand could predict slightly larger ROI for the artist.
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)The heatmaps show the expected additional spend 

(mean ± SE, in $) for artists (left) and brands (right) 
given a partnership between them. 

The charts on the bottom average partnership ROI 
(%) for artists (left) and brands (right), plotted as a 
function of derived brand / artist fit.


