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Background

• The ANA has an active base of committee members; we 

regularly poll committee members on key industry 

initiatives and areas of focus for learning, insights, and to 

identify areas for further exploration.

• This is the third issuance of the ANA Sponsorship 

Measurement Survey (2013 and 2010).

• Current survey fielded February 2018.

• We deeply appreciate the partnership with MASB.



Sponsorship refers to a cash or in-kind fee 

paid by a sponsor to a property or entity 

(e.g., a sports, entertainment, or non-profit 

event or organization) in return for access 

to the leverageable marketing resources 

associated with that property/entity.



Survey Invitation

• “If you are involved in sponsorship and its 

measurement or have a good working 

knowledge of how your company uses and 

measures sponsorships, we would appreciate 

your input.”

• “This survey is intended for buyers of 

sponsorships and not sellers/properties.”



About the Respondents

• 57% are “senior marketers” (director-level and above)

43% are “junior marketers” (manager-level and below)

• 55% work in organizations with an annual U.S. media 

budget < $100M; 45% of $100M or more

• 36% are primarily B-to-B; 25% are primarily B-to-C

39% both B-to-B and B-to-C

• Almost 60% have over 15 years experience working in 

sponsorship/marketing/advertising



























Next Steps

• DISCUSSION

• Still pushing response rate up.

– 143 total respondents

– 52 who “have a standardized process (or 

processes) for measuring its return on 

sponsorships.”
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