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Highlights the Ongoing Need for Advanced Sponsorship
Measurement and Confirms Only Slight Progress Toward Goal



Over 60% of Companies Do Not Have a Standardized Process 
for Measuring Return on Sponsorship Investments

Does your company have a standardized process (or processes) for measuring its return on sponsorships? 

This is out of companies with sponsorship activity including many well-known companies on 
the list of the biggest sponsorship spenders. 



Reported Barriers to Having a  Standardized Assessment Process for Sponsorship

1. Not a priority until recently

“Has not been a priority focus for the organization to invest in resources or agency support to create 
process”

2. Variety of types of sponsorships/objectives 

“A lot of our programs are very different in terms of what they’re hoping to accomplish, because 
some of them are more transactional - literally about getting hand-raisers, you know, having an 
opportunity to get a list to follow up on, and then some are more brand-building with different 
audiences, where it’s more upper-funnel type things…last year I actually reframed a position within 
my organization to have more of a focus on how do we evaluate all of these programs” 

3. Lack of defined strategy

“What’s our strategy? What’s our sponsorship strategy? You know, I think sponsorship’s 
just…influencers and celebrities just become very tactical, very quickly, across a variety different 
brands and there is not an overarching strategy across the company, and I think that right now, 
more than measurement itself”

4. Existing analytic methods not up to task

“We are working on it. However the challenge is that standard metrics are difficult to come by and 
marketing mix doesn't adequately measure sports marketing.”



Sponsorship Accountability Has Three Distinct Phases
1st Is Media Equivalency Which Solely Looks at Quantity of Impressions - Not Quality

Property
Provided

Independently 
Verified

Media 
Equivalency

1. How many impressions are generated?  How much would 
similar levels of impressions cost in other media?



Sponsorship Accountability Has Three Distinct Phases 
2nd Is Measuring Quality via Brand Awareness, Attitude & Preference Shifts

Property
Provided

Independently 
Verified

Media 
Equivalency

1. How many impressions are generated?  How much would 
similar levels of impressions cost in other media?

2. How many quality impressions are generated? 
How do they tie to lifts in ‘middle-funnel’ 
marketing objectives?

Awareness,  
Attitudes, and 

Preference



Brand Preference Should Be a Key Sponsorship Metric – Underutilized at 57%

• Three quarters of survey respondents reported using Awareness  – it is the basic starting 
point for understanding sponsorship impact on brand

• Attitudes towards brand next in popularity as they often tie to specific campaign objectives

• Brand preference is highly valued for best tie to sales, but underutilized



This is Consistent with MASB Long-term Brand Investment & Valuation Study
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Brand Preference Plays Pivotal Role in Financial Outcomes from Brand Marketing

Source: MASB Brand Investment and Valuation, a New Empirically-Based Approach  March 2016

*



These Relationships Continue to be Validated in Additional Categories

*

Credit Card Networks

Source: MSW•ARS Research MASB’s Game Changing Brand Investment and Valuation Project – Part IV  Nov. 2015

Search Engines Casual Dining Restaurants

RX Pharmaceuticals Auto Insurance



This Capability is Unique to Brand Preference, Provides Link from Marketing to Finance

Source: MASB Brand Investment and Valuation, a New Empirically-Based Approach  March 2016
*MSW∙ARS Brand Preference

Share Variance Explained

Brand Preference 80%

Awareness – Unaided 44%

Value 44%

Brand Loyalty 43%

Purchase Intent 26%

Awareness – Aided 26%

Brand Relevance 18%

Advocacy 13%
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Note: Social Media Metrics are Available, but Reported as “Distracting Noise”
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Sponsorship Accountability Has Three Distinct Phases 
3rd Is Measuring Financial Outcomes Including vs. Other Marketing Investments

Property
Provided

Independently 
Verified

Media 
Equivalency

Financial
Attribution

1. How many impressions are generated?  How much would 
similar levels of impressions cost in other media?

2. How many quality impressions are generated? 
How do they tie to lifts in ‘middle-funnel’ 
marketing objectives?

3. What financial outcomes are 
generated from sponsorships? 
How does that compare to 
other marketing investments?

Awareness,  
Attitudes, and 

Preference



Performance Relative to Other Marketing Expenditures is “Extremely Important”

How important is it for your sponsorship measures to allow you to understand performance relative to other 
marketing expenditures?
Note: Percentages may not add up to 100% due to rounding.



Attribution Is a Challenge for Even Most Sophisticated
Only 56% Even Try to Isolate the Impact of Sponsorship 

Do your company’s sponsorship measurements attempt to isolate the impact of the activity vs. other concurrent marketing 
communications?
Note: Percentages may not add up to 100% due to rounding.



Yet, Sponsorship Accountability Data Is Now Reaching 
Highest Levels of Marketing Organization
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Spending on Sponsorship Measurement as a Percentage of Sponsorship Rights
Is Woefully Low and Hinders Resolving This Shortfall in Capabilities

How much does your company spend on sponsorship measurement as a percentage of the amount spent to acquire 
sponsorship rights?



•

We Would Like Your Feedback on One Major Recommendation

mailto:tony@themasb.org


• Objectives/measurements: support specific business challenge (e.g. 
maintaining awareness/preference in market to defend against potential new 
competitor)

• Brand Fit: Audience, Shared Values with Property, Synergistic Imagery, Ability 
to tell a bigger story, In Synch Seasonality, Retail Integration, Campaign Synergy

• Contract Structure: performance based incentives, customized package of 
assets and services,  no fragmentation of rights/content that allows 
competitors to diffuse; renegotiation window timing

• Collaborative Working Relationship:  senior levels between property and 
sponsor 

• Activation: drives improved value, leverages unique messages

Essential Roadmap Topics



No Marketing Discussions are More Lively Than Those for Brand Sponsorships
Two Examples from the Last Week



Thank-you!                                                    


