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Award Designation and Category: SILVER Sports, Media & Entertainment 
 
Campaign Title: 2021 NBA All-Star Game Campaign 
 
Year the campaign took place: 2021 
 

 
 

Brand: National Basketball Association (NBA)  
Creative Agency: Influential 
Media Agency: Influential 
Media Company: MediaHub 
Research Company: Dynata 
Additional Affiliated Companies:  
 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
For the first time, the NBA All-Star Game, Slam Dunk & Three-Point 
Contests, and Skills Competition all took place on the same night, when in 
years past it was a weekend-long affair. Moreover, this year’s NBA All-Star 
Game was not available for fans to attend in-person, making it a television-
only event due to the ongoing effects of the COVID-19 pandemic. Studies 
show that no fans could mean lack of game-time energy, per 26% of fans, 
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suggesting fans will turn to social for camaraderie, which is where our 
influential talent helped spin an obstacle into an opportunity.  
  
We were able to overcome it through an optimized paid media and creative 
strategy. Our campaign ads prioritized short, snackable videos, in order to 
efficiently get the word out on the 2021 NBA All-Star Game, while leveraging 
the influencer’s genuine personality, style, aesthetic, and culture. Content 
was shared on Instagram and boosted across both Instagram and Facebook,  
 
launching two days before Sunday’s NBA All-Star Game to create a sense of 
urgency and inspire FOMO. Facebook campaign effectiveness was measured 
using a first-of-its-kind in-market cohort methodology from Dynata. The 
influencer campaign successfully drove an increase across awareness, 
favorability, and tune-in for the 2021 NBA All-Star Game.  
 
 
Consumer Insight  
 
Influencers can activate brand love and relevance with the NBA’s social 
fandom through engaging video content paired with authentic stories.  
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Marketing Challenge 
 
The 2021 NBA All-Star Game, Slam Dunk & Three-Point Contests, and Skills 
Competition all took place on the same night. While simultaneously 
educating viewers on the game and exciting them to tune-in to a brand-
new NBA All-Star experience was an initial obstacle, we were able to 
overcome it through an optimized paid media and creative strategy.  
  
Unlike years past, this year’s NBA All-Star Game was not available for fans 
to attend in-person, making it a television-only event due to the ongoing 
effects of the COVID-19 pandemic. While this not only impacted those who 
would have attended the game, it also affected those watching from home 
who would not be able to hear the roar of the crowd or watch the players 
feed off the energy of the in-arena fans, given that sports, as a whole, is a 
communal experience and fans have a huge role in the game just like the 
players do.  
  
Studies show that no fans could mean lack of game-time energy, per 26% of 
fans, suggesting fans will turn to social for camaraderie, which is where our 
influential talent helped spin an obstacle into an opportunity.  
 

• One of our core content goals to address the lack fans was to ensure 
viewers felt more involved & important, even virtually, 
through connecting them to the players participating in the events, 
and assuaging any concerns that this would be a lesser event, but 
rather, hyping it up as an unforgettable moment in history that they 
felt compelled to be a part of.  

• Beyond the game, influencers were inspired by the entire spectacle 
of NBA All-Star Sunday, from the surrounding musical performances 
and live entertainment, all in support of HBCUs and communities 
impacted by COVID-19.  
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Methodology  
 

Because the walled gardens do not generally permit tagging from 3rd party 
partners, Dynata developed a new methodology called Social Measure based 
on a cohort measurement approach. Social Measure allows Dynata to 
measure campaign effectiveness for our clients on Facebook (and Instagram) 
live, in-market, globally, and across all of a user’s devices. Previously the 
primary available approach would have been to create a mock environment 
that looks and feels like Facebook and invite panelists to spend time on the 
site. Some panelists would receive an ad, and others would not, creating an 
artificial test and control group used to measure ad effectiveness. This 
method of forced exposure works well to a degree but can not replicate the 
true in-market impact of the ad because the respondent is aware that they 
are being observed when they are exposed to the ad. In psychology the 
change in behavior in people who know they are in an experiment is called 
the Observation or Hawthorne effect. The bias from this effect is particularly 
harmful to the research if respondents are aware of the outcome metric or 
brand being measured in this case. In contrast, Social Measure exposes ads 
to respondents naturally during their typical use of Facebook and/or 
Instagram.  
   
The NBA All-Star campaign was measured on Facebook and Instagram using 
this novel methodology invented at Dynata in late 2020. First, a Facebook 
segment was created by loading Dynata’s panelists through Facebook’s 
native matching process which was then shared with Influential as a 
suppression list. This suppression list ensured that Dynata panelists did not 
get exposed as part of the general campaign. Next, Dynata panelists that 
matched the target of the campaign were identified in their panel and 
randomly assigned into two groups. One group was loaded into Facebook and 
was then served the NBA All-Star ad in an identical manner to how Influential 
served the ads in the general campaign. Over the course of 36-48 hours, 
these panelists were served the ad until their frequency mimicked that of the 
general campaign and immediately afterwards this cohort of respondents was 
invited to take a survey related to the campaign for the brand. Because the 
Facebook match does not identify which people specifically were matched, we 
also included a question at the end of the survey as to whether the 
respondent was on Facebook during the times the ad was running. 
 
 



 

     |  2021 ARF David Ogilvy Awards - Winning Case Summary 5 

 
If they were not, they were excluded from the sample. Because the panelists 
were in the group targeted for ad exposure by the research team and self-
identified as having been on Facebook during the period, we were serving the 
ad, these panelists had an extremely high probability of exposure.  
   
From the second randomly assigned group (non-exposed), lookalike panelists 
to the exposed group were identified and invited to take the survey about the 
campaign. Since these panelists were not exposed to the campaign by the 
client due to the suppression list, nor by the research team, these panelists 
had an extremely low probability of exposure. These exposed and non-
exposed groups became the basis for our standard test and control 
methodology which allowed us to measure the NBA All-Star campaign on 
Facebook without tagging or cookies across any devices the respondent may 
have used to access their Facebook account.  
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Creative Execution 
 
Our campaign ads prioritized short, snackable videos, in order to efficiently 
get the word out on the 2021 NBA All-Star Game, while playing to our 
talent’s strengths given video was their bread-and-butter.  
 

• Content was shared on Instagram and boosted across both Instagram 
and Facebook, launching two days before Sunday’s NBA All-Star Game 
to create a sense of urgency and inspire FOMO.   

• Two of the top performing videos featured a branded NBA ticker that 
featured “day, date, time, network” information, driving immediate 
visual awareness for the game and festivities and how viewers can 
tune-in.  

 
All of NBA All-Star in One Night. On March 7th, 2021, the best players in the 
world came together to put on an awe-inspiring showcase of the game of 
basketball with a heightened level of competition and intensity with Elam 
ending to 24 in honor of the late Kobe Bryant. Our influential talent visually 
brought to life the “All of All-Star” theme, hyping up the game and the 
supporting events as a can’t miss spectacle for any NBA fan through 
authentic creative content that served to inspire, educate, and entertain. 
Talent was selected and identified using Influential’ s IBM Watson powered 
technology, which gave the NBA precise detail on why each influencer was a 
perfect fit for the campaign based on their demographic, psychographic and 
contextual relevance to the target on social. In effect, we were able to 
mirror fan interests in the influencers we activated.    
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Business Results/Lessons Learned  
 
The influencer campaign on Facebook successfully drove an increase across 
awareness, favorability, and tune-in for the 2021 NBA All-Star Game.   
  
When looking at exposed vs control, awareness for the NBA All-Star Game 
saw a lift of +8 percentage points (outperforming Dynata’s industry 
benchmark by 5 percentage points) and unaided awareness for the NBA 
achieved a lift of +7 percentage points (exceeding Dynata’s industry 
benchmark by 4 pts). Similarly, tune-in received a 2-percentage-point lift 
(exposed vs. control). After viewing the influencers’ content, 82% of the 
respondents were aware that the 2021 NBA All-Star Game would take place 
in March and 55% of the participants watched the game.   
  
Moreover, perception of the NBA improved by +9 percentage points 
(exposed vs. control), performing 7-percentage-points higher 
than Dynata’s industry benchmark for favorability. After exposed to the 
influencers’ videos, panelists agreed that NBA has edge & personality (+11 
pts), produces heated team and player rivalries (+10 pts), positively 
influences, and impacts our broader world (+8 pts), and delivers intriguing 
off-season movement and free agency (+8 pts).  
  
Aside from the strong brand lift metrics, the 2021 NBA All-Star Game 
campaign also garnered over 162K engagements and over 5.8MM video 
views across both native and paid media. In addition, the campaign 
garnered 98% positive sentiment, which outperformed the Influential 
benchmark within the Sports category (by +51 percentage points) 
and exceeded Influential’s NBA historical benchmark (by +50 pts). 
Furthermore, the paid campaign generated 9.34% Ad Recall, performing 4 
pts higher than Influential’s NBA Ad Recall benchmark.  


