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About Us

Adoreboard is an innovative software platform that measures 

how the world feels about brands online. It provides world-class 

solutions using a combination of psychology and technology to 

specialise in emotional analysis.

Adoreboard was named ‘Best Tech Start-up’ at the ITLG Silicon 

Valley Global Technology Summit chaired by former Chairman 

and CEO of Intel Corporation Dr Craig Barrett.

About this Report

He is only 25 years of age, but Rory McIlroy has already  

proven to be one of the greatest golfers of his time. 

He has one of sport’s most recognised faces. He is a major 

winner and destined for more triumphs across the world.

McIlroy, a young man with a free spirit from a working class 

background in Northern Ireland has emerged to become  

a global superstar with riches beyond his wildest dreams. 

Adoreboard has been tracking the movements of his online 

reputation for almost a year. The analysis reveals the emotional 

highs and lows of an incredible developing career as well as 

the ups and downs in his personal life.

Produced by Adoreboard’s data scientists based at Queen’s 

University, Belfast, the detailed study provides a fascinating 

insight into how McIlroy is perceived, and why he is more  

loved as a brand than three of the main sponsors he 

represents, Nike, Omega and Bose.

This report outlines the important steps chief marketing 

officers and brand managers need to take in order to maximise 

online brand reputation with the use of data analytics.

Foreword
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Adoreboard’s Brand Indexing System

The Adorescore is the  
world’s first real-time metric 
for understanding emotional 
engagement on an index  
of -100 to +100. 
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Chapter Two   
Analysing McIlroy
We followed the highs and lows of Rory McIlroy’s 

reputation online for a period of ten months revealing 

new insights into his brand performance compared with 

some of the world’s most iconic brands. 
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Sponsorship must deliver for the business — 

one of the key rules for all Brand Managers 

and Chief Marketing Officers.

So how do we get the best result for our financial 

outlay? What business impact does sponsorship have 

on the firm’s bottom line? And how do we protect 

ourselves against the risks involved?

The life and times of golfer Rory McIlroy and his brand 

relationship with three of his main sponsors, Nike, Bose 

and Omega, based on the analysis of thousands of 

tweets, blogs and new articles, is a classic case study.

The result is the identification of three key insights 

which Adoreboard believes help shape how brand 

managers select, manage and evaluate sponsorship.

Sponsorship  A mainstay 
of brands for decades
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 Brand Index
Adoreboard tracked and analysed the public perception of 

Rory McIlroy over a ten month period to identify his personal 

brand performance on and off the golf course.
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Key trend 

McIroy wins the BMW PGA 
at Wentworth – a week  after 
his break up with Caroline 
Wozniacki.

Emotion 

Boredom 

Sample content 

‘Rory McIlroy priorities right’ 

Key trend 

McIlroy declares to play  
for Ireland at the 2016  
Rio Olympics

Emotion 

Anticipation

Sample content 

‘Rory McIlroy is really 
embracing his Irishness.’

47 61

0

-100

+100

-50

+50

 Data Analysis and Insight
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Summary 

Minimal damage from calling 
off engagement. Fans are 
more interested in sporting 
achievement. 

Takeaway 

Strong brand values  
can counter potentially 
negative press. 

Summary 

Rory’s declaration to play 
for Ireland at 2016 Olympics 
caused mixed feelings. 

Takeaway 

An ability to make real-time 
assessments can provide 
marketers with opportunities 
to innovate and disrupt issues 
by choosing appropriate issue 
to engage with and manage.

MAY 2014 JUNE  2014 
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JULY  2014 AUGUST  2014
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Key trend 

McIlroy wins the US  
PGA at Valhalla Golf Club, 
Louisville, Kentucky. 

Emotion 

Ecstasy

Sample content 

‘Rory McIlroy is unstoppable 
right now! Very Tiger-esque!!’

54 66

0

-100

+100

-50

+50

Key trend 

McIlroy wins the Open 
Championship at Royal 
Liverpool, Hoylake & World 
Golf Championship.

Emotion  

Amazement

Sample content 

‘Holy Rory McIlroy!’

Summary 

Events off the course 
generate online discussion  
around a Nike advert with 
England soccer captain 
Wayne Rooney, another Nike 
athlete raised his public 
admiration.

Takeaway 

Brand endorsements are 
ecosystems and must support 
each other. Knowledge is 
power: Intervene at the 
appropriate time to broaden 
your brand appeal.

Summary 

Rory McIlroy confirms 
rampaging form on the  
Golf course by winning  
the US PGA.

Takeaway 

Remain on message with 
purposeful brand activity. 
In this case, the brand 
performs best when McIlroy 
is successful on the course 
so all sponsorship alignment 
should be attuned to activity. 

 Data Analysis and Insight
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SEPTEMBE R 2014 OCTOBER 2014
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Key trend : Early September 2014 

Online speculation of his 
relationship with Caroline 
Wozniacki on social media.

Emotion 

Amazement

Sample content 

‘Are Rory McIlroy and Sergio 
Garcia laughing at Caroline 
Wozniacki?’

Key trend 

McIlroy takes break from Golf 
Emotion 

Loathing

Sample content 

‘Mediation fails in Rory 
McIlroy legal dispute!’

Summary 

Rory McIlroy’s perception 
dips by continuing online 
speculation in aftermath of 
the break up with former 
fiancé Caroline Wozniacki. 

Takeaway 

These kinds of negative 
online opinions on social 
media and news can be 
nipped in the bud before 
they spread — use intelligent 
alerts to highlight spikes in 
activity with emotions which 
counter brand values.

-2 64

 Data Analysis and Insight

Summary 

Rory triumphs at Ryder Cup 
against US at Glen Eagles 
provides positive momentum. 
In October, McIlroy takes time 
to consult with legal advisors 
in advance of forthcoming 
legal proceedings. 

Takeaway 

It’s important to tackle risks 
to the brand proactively — 
even if it means withdrawing 
from competitive sport. 
Real-time analytics can help 
understand when a particular 
issue is worth your attention 
and comparative analytics  
can show the depth of 
potential damage based  
on previous events.
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NOVEMBER 2014 DECEMBER 2014
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Key trend 

McIlroy, the defending 
champion, suffers a two hole 
meltdown with the loss of 
five shots to collapse at the 
Australian Open.

Emotion 

Fear

Sample content 

‘McIlroy suffers in Sydney’

32 51

Summary 

McIlroy’s Adorescore falls due  
to poor performance on the 
course but is balanced by the 
social media clamour from  
the public for him to win  
the upcoming BBC Sports 
Personality of the Year Awards.

Takeaway 

Brands need to understand 
what external events they want 
to focus on to gain additional 
traction. Real-time marketing 
can use external events to 
your brands advantage with 
simple messages of support  
or congratulations.

Key trend 

Rory McIlroy would have 
been the just BBC Sports 
Personality of the Year 

Emotion 

Surprise

Sample content 

‘Hamilton pips McIlroy  
to Sports Personality  
of the Year’

Summary 

An outpouring of brand 
loyalty is shown across both 
online news and social media 
in support of Rory McIlrory 
winning Sports Personality  
of the Year.  

Takeaway 

Consistency of brand tone  
is vital in both successes  
and losses. McIlrory was  
full of praise for Lewis 
Hamilton in interviews  
despite online protests.

 Data Analysis and Insight
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JA NUARY 2015 FEBRUARY 2015
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Key trend 

Rory McIlroy Makes First 
Professional Hole-In-One 

Emotion 

Amazement 

Sample content 

‘McIlroy just aced the 15th 
hole.’

54 28

Summary 

McIlrory gets off to a 
magnificent start to 2015 by 
achieving his first professional 
hole in one.

Takeaway 

Brands should look for 
sponsorship opportunities, 
which provide scope for 
growth. Whilst McIlrory 
is World No 1, he is still 
achieving new heights  
for his professional career  
and sponsors. 

Key trend 

Rory McIlroy reaches out-of-
court settlement with Horizon 
Sports.

Emotion 

Apprehension

Sample content 

‘Rory McIlroy settles golf 
court case ’

Summary 

McIlroy agrees a financial 
settlement with the former 
management company at a 
court hearing in Dublin.

Despite a large amount 
of media attention it had 
provided very little in the way 
of strong emotional reaction. 

Takeaway 

When things go wrong, 
decisive action matters. 
Whilst the court case had the 
potential to be a strong and 
negative emotional event for 
McIlrory, it was essentially 
nullified by the early 
settlement.

 Data Analysis and Insight
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 Detailed breakdown

COMPARATIVE VISUALISATION

Next page: We’ve mapped the data onto  
the comparative graph shown above. 
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Chapter Two : Analysing McIlroy » Detailed Breakdown

Rory McIlroy is adored more  
than 3 out of 4 global brands.

When compared to iconic brands, Rory McIlroy+51  

came in ahead of BMW+46, Nike+44 and Pepsi+41. 

Rory McIlroy is second only to Coca Cola+56.

In terms of online press coverage, Rory McIlroy 

ranked second, behind BMW.

ADORESCORES

Rory McIlroy  +51

Bose  +46

Omega  +46

Nike   +44

Coca-Cola   +56

BMW   +46

Pepsi  +41

SOCIAL MEDIA VOLUME

Nike  53%

BMW  25%

Coca-Cola  12.5%

Rory McIlroy  5%

Pepsi  3%

Omega  1%

Bose  0.5%

ONLINE NEWS VOLUME

BMW  40%

Rory McIlroy  28%

Pepsi  23.5% 

Coca-Cola  6% 

Nike  1.5%

Bose  0.5%

Omega   0.5%
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OMEGA COCA-COLA BMW

KEY NIKE BOSERORY MCILROY

PEPSI

Visualisation of Adorescore, Social Media Volume and Online News Volume data.
May 2014 – February 2015
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Rory McIlory’s public popularity is now  
higher than the three main global brands 
which he represents: Bose, Nike and Omega.

Findings
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Chapter Three   
Insights into our findings
We present expert insight on the data analysed and a series 

of recommendations for Chief Marketing Officers and Brand 

Managers seeking to maximise online brand reputation.
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 Expert viewpoint

The Psychologist  
Dr Gary McKeown  

Queen’s University Belfast

The Data Guru  
Ben Silcox  

Chief Data and Digital Officer,  
Havas helia

Brand sponsorship is ripe for digital 

disruption. The key driver is brands 

needing to communicate in a more 

authentic way with customers. Winning 

in this space will be understanding 

how to connect more meaningfully 

with consumers to create compelling 

real stories just like McIlroy and Nike. 

Measurements like the Adorescore help 

us add value by measuring people’s 

reaction to content so brands focus  

on what resonates.

 CREDENTIALS

Havas helia works with top global brands:  
IBM, Unilever, Dove, Volvo and Diageo.

There is a lot of interest in Rory  

as a brand, he is exciting and full  

of potential. This creates a novelty  

and vibrancy that it is hard for 

established brands to generate alone. 

It is this kind of attention generation 

that brands seek to attach themselves 

to when they associate with new talent 

and sporting stars.

 CREDENTIALS

50 academic publications on emotion and 
communication and one ground breaking 
theory on emotion and communication.

Adore Report #01 : Why is McIlory more loved than Nike?  
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McIlroy is an unbelievable talent and  

a phenomenon. As a brand he is a 

walking billboard, someone who I 

would say ranks the same or above 

Bono. The key difference is that 

McIlroy has a broader global appeal - 

he is someone who’d be recognised in  

side streets of Tokyo. He is young and 

has an exceptional future ahead of him 

- maybe another 10 years of winning 

majors. The brands like Nike know this 

and that’s why he commands such a 

premium sponsorship tag.

 CREDENTIALS

Award winning journalist with over  
thirty years with Press Association. 

The Media Titan  
Deric Henderson 

Former Ireland Editor,  
Press Association 

18
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Three Insights   
Align  
Co-Create
Measure

19



DEDICATION

AMBITION

INNOVATION

AUTHENTICITY

INSPIRATION

APPROACHABILITY

Rory McIlroy brand pillars reflect his 

personality: dedication, authenticity 

and approachability.

Nike brand values represent 

ambition, inspiration and innovation.

How we define alignment and it’s importance?

Brand values are the key attributes of a brand.  

The best sponsorships fuse the values of  

the brand and the sponsor and create new 

values as a result.

Alignment extends to the target audiences  

of both brands. The best sponsorship  

alignment provides a multiplier effect  

by reaching existing or new audiences  

using sponsorship as a vehicle.

 ADOREBOARD INSIGHT

McIlroy’s decision to play for Ireland at 

the Olympic Games in Brazil strengthens 

his core value of authenticity and 

ensures alignment between his personal 

values and his brand. 

He explained that he played for Ireland 

throughout his amateur career. Online 

opinions were mixed but failed to impact 

McIlory’s Adorescore. 

Three Insights  Align

Adore Report #01 : Why is McIlory more loved than Nike?  
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1 2 3
Challenge assumptions:  
Use data analytics to discover 

concepts your audience 

associate with your brand.

Match target audience:  
Use data analytics to 

surface demographic data  

and see if they match with 

your prospective sponsors.

Benchmark: Pick three role  

model brands and use analytics 

to understand how they create 

alignment with their sponsors.

 ADOREBOARD INSIGHT

For any sponsorship initiative to work, it 

is important to confirm the partnership 

creates brand alignment. Data analytics 

allows you to achieve this. 

Adore Report #01 : Why is McIlory more loved than Nike?  
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Actionable Insights

Three Steps for using analytics to create brand alignment:
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Why is co-creation important?

A brand’s future value lies in its ability to 

continue to be relevant to its audiences.  

In today’s fast paced digital environment  

that means being open to new ideas  

and embracing change. Co-creation lies  

at the heart of a sustainable approach  

to brand reputation.

Adoreboard has identified two key  

approaches in brand sponsorship: 

1. Transactional: The relationship is one 

dimensional and involves brand placement.

2. Transformational: The relationship is multi-

dimensional and is where we believe most value 

will be created for brands.

McIlroy and Nike’s relationship is synergistic 

and multi-dimensional, creating new value 

and supporting each party.

 ADOREBOARD INSIGHT

Nike’s decision to include Wayne Rooney 

and Rory McIlroy in an advert together  

is a great example of co-creation. 

McIlroy’s Adorescore increases  

by 5 points as a result.

Three Insights  Co-Create

N E W
I N I T I A T I V E S  

A N D  N E W  
C O N T E N T

Adore Report #01 : Why is McIlory more loved than Nike?  
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1 2 3
Start at the end: Before you  

do any work, use analytics  

to research successful  

co-creation projects that  

have worked before.

Plan for the moment: Workshop 

ideas for co-creation projects. 

Use analytics to quickly test and 

iterate ideas so they can evolve.

Keep it agile: Don’t be afraid 

to have multiple co-creation 

projects and use analytics  

to discover the best.

 ADOREBOARD INSIGHT

Co-creation is a new framework for 

brand managers or Chief Marketing 

Officers to think and act strategically. 

It’s a practical and creative exercise  

to understand what activities matter 

most to maximise brand alignment.

Adore Report #01 : Why is McIlory more loved than Nike?  
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Actionable Insights

Three Steps for using analytics to Co-Create:
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HIGH IMPACT

LOW IMPACT

TRANSACTIONAL TRANSFORMATIVE

Three Insights  Measure
If it can’t be measured it can’t be managed.  

This is true for brand reputation and sponsorship.  

Measuring the McIlroy and Nike relationship  

as it evolves is key to understanding its value  

and business impact.

How we define measure and its importance? 

Measurement falls into two camps.

Rational: Give me the numbers: likes, retweets,  

hits on the website, news articles or new fans.  

All the logical data that tells you what happened.  

This is useful for a surface level analysis.

Emotional: Tell me why this happened and its  

impact on the business. What was the emotional 

reaction to a new sponsorship advert? Why did  

people express fear in relation to sponsorship  

launch compared to competitors launch where  

they expressed trust?   

Adoreboard believes in a multi-dimensional analysis  

of the root cause and impact.

 ADOREBOARD INSIGHT

News of McIlory’s break-up would 

generally heighten public fascination. 

Whilst the rational approach to this 

would suggest immediate action, 

Adoreboard’s analysis revealed that 

boredom was the dominant emotion. 

Adore Report #01 : Why is McIlory more loved than Nike?  
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1 2 3
Integrate: Audit the data sources 

that surround your brand and 

pick out a key metric from each 

to integrate with more advanced 

emotional analysis.

Measure: Create a digital 

footprint which can include 

unique slogans and hashtags 

which facilitate simple ways to 

track content and conversations.

Perform: Storyboard the  

key concepts that occur for  

your brand sponsorship to  

identify ways to improve  

the brand narrative. 

 ADOREBOARD INSIGHT

Measure what matters most to your 

brand. Do this by defining what impact 

the sponsorship will have by objectively 

plotting this on the brand measurement 

matrix. Take steps to review and 

continually improve.

Actionable Insights

Three Steps for using analytics to Measure:

Adore Report #01 : Why is McIlory more loved than Nike?  
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Chapter Four   
Report Conclusion
Lessons on how McIlroy has moved his brand into a new 

stratosphere provides a fresh approach for Chief Marketing 

Officers and Brand Managers to closely examine their sponsorship 

relationships and new opportunities. 

Adore Report #01 : Why is McIlory more loved than Nike?  

Chapter Four : Report conclusions
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 Why is McIlroy more
 adored than Nike?
Rory McIlroy’s partnership arrangement with Nike is a match made in heaven.
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arise with his management company and  

we all witnessed his attempt to win the  

Masters implode. 

On the flip side McIlroy’s brand has moved  

into a new stratosphere. Who knows the number 

of major titles he might win. 

So why is McIlroy more adored than Nike?

Psychologists sometime refer to emotional 

arousal. In McIlroy’s case, he commands high 

emotional attention not just from golfers,  

but the general public as well.

Adoreboard’s analysis of online news, blogs  

and social media disclosed that compared to  

the likes of Nike, he attracts higher activation  

of positive emotions such as joy, admiration  

and trust. His worldwide appeal have created 

awe inspiring emotions and his personal 

brand values which include authenticity, 

approachability and dedication, strengthens  

his likability as an individual.

A team of professionals attend to his 

professional and business interests, but McIlroy 

is very much is own man. He once told the New 

York Times: “I don’t want a lot of sponsors.  

I want a few quality ones.”

McIlroy’s Adorescore reflected his good, and 

sometimes not so good, scoring performances 

on the golf course, delivering an emotional 

roller coaster which would be hard for any 

brand to achieve by itself. And there were  

other issues in his life which clearly had a  

huge impact on how he is regarded.

The break-up of his relationship with his 

fiancé Caroline Wozniacki and the legal 

proceedings which followed the split with 

his former management company attracted 

massive publicity. But research confirmed that 

the sponsors never doubted his integrity to 

make difficult and challenging decisions away 

from the fairways or his self-belief to perform 

magnificently while on them.

“I don’t want a lot of sponsors. 
  I want a few quality ones.” 
    Rory McIlroy, New York Times

Tiger Woods, his childhood idol, was once 

golf’s pin up boy, but not anymore and few 

iconic international athletes can rival McIlroy’s 

astonishing drawing powers.

He symbolises many of Nike’s brand values. 

Personable. Young. Fresh. A genuine article 

which the public can relate to. Nike after all 

sponsored, McIlroy’s idol when he was growing 

up, Tiger Woods. Nike also provides McIlroy 

room for growth, not only in a career which is 

likely to span over the next decade but also 

in terms of his personal brand. Brand-wise it’s 

said that McIlroy aspires to be like another Nike 

endorser, Roger Federer the tennis superstar 

who has become a symbol of good taste. No 

doubt Nike will be betting big for McIlroy as 

Federer’s retirement edges closer. 

As a brand manager or chief marketing officer 

you’re maybe thinking well of course, McIlroy 

was a safe bet for a brand like Nike. Then again, 

you have to be prepared for the ups and downs 

that go with any sponsorship. No one expected 

McIlroy to break-up with Caroline Wozniacki, 

we couldn’t have expected that issues would 

27
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With McIlroy and Nike so well aligned, how  

balanced is your brand-sponsor relationship?

Is your sponsor relationship one-dimensional  

or mutuality beneficial?

What metrics can you introduce to achieve a deeper 

insight beyond traditional and rational approaches?

Concluding thoughts

Brand McIlroy has moved to a new stratosphere.  
This poses a few questions for all Chief Marketing  
Officers and Brand Managers looking to explore  
fresh opportunities.
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 Methodology
The analysis of Rory McIlory was compared to global 

brands such as Nike, Bose, Omega Watches, BMW, 

Pepsi and Coke based a sample size of over 100,000 

data points drawn from social media: Twitter and 

Facebook and over 60,000 different online news  

and blog sources. 

The analysis looked at 20 different emotions  

relating to the public perception of Rory McIlroy  

and compared this to Global Brands. 

The Adorescore combines 3 independent variables 

deemed to be important for online brand evaluation. 

These include: A. The Authority of what is being 

said. This measures how authoritative or trustworthy 

an author of the data is. For example, the New York 

Times may have higher authority than a Geek Weekly 

blog or your average Twitter user. B. The Emotion 

contained in what is being said ranging from positive 

emotions such as joy and admiration to negative 

emotions like rage and anger. This measures the 

emotions contained in an expression of an opinion  

in content C. The Currency of what is being said. This 

measures how fresh or current the expressed opinion 

is. Think of it as the inverse of age. More recent 

opinions impact the Adorescore significantly. As 

opinions age the impact decays with their currency. 

A statistically significant sample of data was  

taken from May 2014 to February 2015 and  

was carried out by data scientists based at  

Queen’s University Belfast. 
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