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Meet the
Los Angeles Clippers

The official NBA home team of the brand new Intuit Dome
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quantilope +
The LA Clippers
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https://app.quantilope.com/share/9S3R6kzXFdzuhfip3?type=dashboard
https://app.quantilope.com/share/mJze896bbL9mLk95f?type=dashboard
https://app.quantilope.com/share/pWDCNyfpfgEa96Ez4?type=dashboard
https://app.quantilope.com/share/Xug5M9vTXThGb8Ch2?type=dashboard
https://app.us.quantilope.com/share/QgujaXNKJf7ZxM9QE?type=dashboard
https://app.us.quantilope.com/share/65Mf8o62tPsycorCG?type=dashboard
https://app.quantilope.com/share/d4AhvddHYS886ptQQ?type=dashboard
https://app.us.quantilope.com/share/RfWWpRm4YSwoR2Dg7?type=dashboard
https://app.us.quantilope.com/share/WmCLszZSbN7Nk8aNT?type=dashboard
https://www.quantilope.com/method-net-promoter-score-nps
https://app.quantilope.com/share/f6K9kHQq9gd9GggQL?type=dashboard
https://app.quantilope.com/share/YkZwa4xyu8jW76Tkq?type=dashboard
https://app.quantilope.com/share/9qvBtc2cqdhXQgXLa?type=dashboard
https://app.quantilope.com/share/No2qAkiLCkrRefZ4e?type=dashboard
https://app.quantilope.com/share/HcS5ri7Q3ky8DF9v8?type=dashboard

The Clippers’ Research Approach at Scale

Automated Advanced Methods:
HE A/B Test

1 TURF
A PSM
"~ MaxDiff
m= Conjoint
= NPS
W SIAT

: - Aut ted R h Solutions:
Projects run with Brandng. - & & S

quantilope in less than  Soncert Testing

Competitive landscape
two years Pricing _
Awareness tracking
Satisfaction/experience tracking
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Leveraging MaxDiff to understand sustainability opinions

Please compare the following potential impacts associated with sustainability, selecting the
sustainability impact that is most important to you and least important to you on each page:

Maost Important Least Important




Leveraging MaxDiff to understand sustainability opinions
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Leveraging Conjoint to understand incentive preferences

Imagine you are preparing to go to a game or concert.

Please select the combination of incentives that would be most appealmng to you on eéach screen.

There will ba 8 tolal tasks,

Incentive & Incentive 9
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Leveraging Conjoint to understand incentive preferences

Attribute Importance Average Part-Worths
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Leveraging A/B Tests to name aspects of the arena

Thi following i€ an idea for & name of the concession food at the new Clippers arena. Please take
a moment to think about the name idea before answering the fellowing questions.
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Leveraging A/B Tests to name aspects of the arena

Name Appeal
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Understanding the fan
at a game
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Leveraging a post-event survey to track NPS
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Leveraging a post-event survey to track NPS

NPS
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Leveraging a PSM to understand price perceptions
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Leveraging a PSM to understand price perceptions
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Leveraging U&A metrics for game break behavior

Thinking first about when you have attended NBA games in-person, which of the following do you

do |_'||_||||1g timeouts or at quarter breaks?
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Leveraging U&A metrics for game break behavior
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How are

thinking about
consumers at every
possible touchpoint?
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Thank you!
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