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The concept of brands sponsoring TV shows is perhaps as old as 
the emergence of TV! But there is no denying that over the decades 
it has evolved beyond the usual title sponsorship. Competition 
and the lack of time/attention from viewers have forced marketers 
to trust only one word to work when it comes to TV sponsorships 
– innovation. Unless a brand innovates in the sponsorship arena, 

it runs the risk of being seen as an ‘interruption’ to a viewer’s 
entertainment agenda. Or it may get lost among a host of other 
brands similarly seeking viewers’ attention to the brand message in 
the midst of an entertaining TV show. 

One also cannot ignore the role of social media as a crucial support 
touchpoint for TV sponsorship. This report examines the benefits 
of TV sponsorships to brands in today’s context, a few examples 
of successful TV sponsorships over the years and the role of social 
media to this effect.
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FEATURE

“An idiot can put a logo on something, 
you need to activate sponsorship.” 

Those are the words of Nissan corporate 
V-P of global marcoms Simon Sproule, and 
perhaps, truer words were never spoken. 
We are talking of TV sponsorships – the 
concept of brands sponsoring TV shows/
TV properties in a bid to integrate the 
brand message in an entertaining way for 
a relevant target group, as opposed to the 
mundane vanilla television commercial. 

TV sponsorships aren’t new; it is the 
manner in which they are done, which is 
constantly evolving and surprising viewers. 
From superior production techniques, to 
innovative idents, to co-branded advertising 
and integration with the show’s storyline and 
concept, TV sponsorships aren’t what they 
used to be decades ago – with the brand 
just being a mere presenting/title sponsor with 
little or no relevance to the media property it 
associates with. 

According to Nielsen’s ‘Global Trust in 
Advertising and Brand Messages’ report released 
in April 2012, 47% of consumers globally ‘Trust Completely/
Somewhat’ when it comes to brand sponsorships, and 40% ‘Trust Completely/
Somewhat’ when we talk of TV programme product placements. In LatAm, the 
figure for trusting product placement in TV shows is as high as 58%, while the 
corresponding figures for the Middle East and Asia Pacific are 52% and 46%, 
respectively (see chart overleaf).

TV SPONSORSHIP – THE REAL STORY
TV sponsorship isn’t what it used to be. Today’s brands need to innovate 
constantly to capitalise on their association with programmes. But the 
benefits of viewer attention and trust are well worth it, reports Devina Joshi

A successful 
partnership: 
Bailey’s and Sex 
and the City
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Clearly, sponsorships still work with target audiences; the only question is, which 
brand is innovative enough to capitalise on the right kind of association.

Factors to keep in mind for TV sponsorships
TV sponsorships have many benefits for brands, memorability being the topmost. 
And this works like magic if it is done seamlessly with content. Here are some key 
factors brands ought to know about TV sponsorships, according to research by 
Duckfoot and ThinkBox:

Sponsorship has a far more profound effect on the emotional mind rather than 
the rational mind. Interestingly, sponsorship bumpers do not convey significant 
levels of brand information or instil high levels of emotion in the viewer. Instead their 
power comes from the association made between the sponsor and the programme. 
Additionally, viewers appreciate sponsorships more than spot advertising, the latter 
often being viewed as too much of a hardsell.  

The stronger a viewer’s relationship with a programme, the more effective 
sponsorship is likely to be in driving positive emotions towards the brand. Fans of 
programmes will tend to like the sponsor of their favourite programmes more than 
less involved viewers.

The more creative a brand message is, the more the sponsorship is likely to work 
and to guarantee viewer attention. Examples include Fruit Pastilles and Britain’s Got 
Talent, Dulux and Ugly Betty, Givenchy and The Oscars on Sky, and Bailey’s and 
Sex and the City. 

The longer a sponsorship has to establish and maintain the relationship between 
the programme and the brand, the better it performs. A fine example of this is 
Domino’s Pizza sponsorship of The Simpsons, which lasted well over a decade. It 
became so ingrained in the viewer’s mind that in the right context, it was impossible 
not to recall one without the other. Short-term sponsorships could work well, 
however, particularly when the link between the programme and the sponsoring 
brand is quickly apparent to the viewer.

Brand amplification
By associating brands with TV programmes, sponsorship showers fame on the 
advertiser and can create a sense that brands are bigger and better known than 
they really are. In fans’ minds, brand fame can be increased by up to 10% (3% on 
average) through television sponsorship. Toyota Aygo’s sponsorship of TV drove 
perceptions of fame up nearly 10% in comparison to non-viewers.

Brands can adopt personality traits of the programmes that they sponsor. An 

Region Trust product placements in TV shows completely/somewhat

Global average 40%

Latin America 58%

Middle East/Africa 52%

Asia Pacific  46%

North America 35%

Europe 24%

Source: Nielsen Report on Global Trust in Advertising and Brand Messages, April 2012

Trust in advertising and brand messages

The stronger a viewer’s 
relationship with a 
programme, the more 
effective sponsorship 
is likely to be in driving 
positive emotions
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example of this is Bombadier English Premium Bitter. Fans of ITV’s Al Murray’s 
Happy Hour chose the words ‘funny’, ‘light-hearted’, ‘enjoyable’ and friendly’ to 
describe the programme and they used the same words to describe the brand, 
suggesting that the personalities of the two had merged.

Social media plays an important role in supporting TV sponsorships. According 
to EMarketer, 1.43 billion people will use social media by the end of 2012, while 
38.4% of the world’s population will purchase smartphones. Discussion will spring 
up outside of the plot, diving into character traits, on-screen chemistry and feelings, 
shared in real-time by the masses as if millions are people are in the same living 
room. Brands can cash in on this trend, by simply becoming a part of the plot, and 
along with the show, the brand will spill over to social media, too. 

It’s all about doing it correctly
As Ashish Bhasin, chairman India and chief executive South East Asia, Aegis Media, 
puts it: “There are several ways of evaluating, identifying and using the content for 
sponsorships for brands. One needs to evaluate four tools to understand this: 

Promotion – How will a sponsorship property be promoted across a multimedia 
campaign (not just TV) and how will a brand leverage the same?

Interactivity – Is there an opportunity for the brand usage to be showcased or can 
be monetised through a contest etc?

Programme – Is there relevant content and sufficient airing time?
Cost-effectiveness – It is not just about CPRP; statistical methodologies are 

deployed to estimate its performance and the premium paid for the various 
elements of sponsorship.”

Bhasin warns however that it can be detrimental for a brand if the sponsorship is 
a forced fit or irrelevant. He adds: “Just sticking your brand name as a sponsor and 
not leveraging it in an integrated manner, is a total waste. An example of that, to my 
mind, is real estate company DLF spending millions of dollars sponsoring the Indian 
Premier League, a cricket tournament, not being able to leverage the association 
beyond branding and eventually giving up the coveted title sponsorship to Pepsi.”

Going forward, a winning sponsorship will be a three-way partnership between 
the brand owner, the agency and the broadcaster and will involve a multimedia, 
content-oriented thrust. •

By associating brands 
with TV programmes, 
sponsorship can create 
a sense that brands are 
bigger and better known 
than they really are

Creative 
messages from 
Bailey’s on Sex 
and the City 
plus Fruit Pastilles 
and Britain’s got 
Talent
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WATCH ME

KFC MANTIME

CHAMBORD’S REVENGE

O2 ACADEMY PARTNERSHIP

CASE STUDIES

KFC was in decline in Australia and 
since 2007, burger sales had fallen 
by 30%. At the heart of this decline 
was the departure of young men 
to other fast food outlets. KFC 
resolved to use its ‘Double’ burger 
that had been so successful in the 
US, to appeal to young men again. 
‘Month of Mantime’ was created, 
with a ‘countdown’ building 
anticipation to ‘Mantime’ via 

French black raspberry liqueur 
brand Chambord wanted to 
achieve large-scale consumer 
awareness among its core target 
audience of young, stylish, 
sociable women aged 25 to 34. 
Chambord based its campaign 
on the insight that its consumers 
love to add glamour to their lives. 
With a female target audience 
and decadent, sophisticated 

O2 needed to drive awareness 
of the new O2 Academy music 
venues, and the benefits for O2 
customers of advance-ticket 
availability, while also reaching 
non-O2 customers. When media 
analysis revealed that E4’s Skins 
incited more fervent fan following 
than any other programme, O2 
signed up as the show sponsor, 
integrating the brand into every 

promotions such as sponsorships, 
display ads and exclusive offers  
to Facebook fans to buy the 
Double pre-launch. Once the 
product was revealed, messages 
across TV, online, search and 
Facebook encouraged its target 
audience to celebrate the arrival 
of ‘Mantime’ by uploading photos 
enjoying the Double, inviting them 
to win manly prizes. •

content, in which core characters 
are seen drinking cocktails and 
champagne, E4’s Revenge seemed 
to offer the perfect platform. 
Chambord’s idents ran across 
non-terrestrial channels including 
Sky and ITV Digital in addition 
to E4 and Channel 4, following 
its sponsorship of Revenge. The 
10-second commercial supported 
the sponsorship. •

aspect of the programme. As well 
as sponsorship idents, the message 
went online: the O2 Academies logo 
was incorporated with the E4.com/
Skins site and newsletters, and 
pre-roll ads were shown whenever 
the show was watched online or 
via the 4oD service. Finally an IM 
Bot was launched which included 
mentions of the acts playing at the 
O2 Academies. •

Brand: 

KFC 

Agency: 

MediaCom

Region: 

Australia

Date: 

March-April 201

Brand: 

Chambord 

Agency: 

UM

Region: 

UK

Date: 

May-October 2012

Brand:  

O2

Agency: 

ZenithOptimedia

Region: 

UK

Date: 

2009

O2 Academy: Reaching fervent fans

Decadence: cocktails and champagne

‘Mantime’: Appealing to young men

WATCH ME

WATCH ME

http://www.creamglobal.com/17798/29370/month-of-mantime
http://www.creamglobal.com/17798/30789/chambord-revenge
http://www.creamglobal.com/17798/30821/o2-and-skins


CREAM IN FOCUS: TV SPONSORSHIP07

WATCH ME

NIKON’S I AM

TURESPAÑA SPANISH TOURISM

DOMINOS – THE SIMPSONS

CASE STUDIES

Camera manufacturer Nikon had 
been incredibly successful with 
its digital SLRs but was losing 
ground in the compact cameras 
sector. The brand’s success in the 
professional market was isolating 
it from the more casual consumer. 
To counter this Nikon geared up to 
launch its 12 megapixel camera, 
the Coolpix S3000, in 2010. Key 
was creating awareness about its 

Spanish tourist board Turespaña 
wanted to encourage more 
young people to visit Spain. It 
was seeking a partner that could 
help achieve this across four key 
countries: the UK, Germany, Korea 
and China. A second marketing 
objective was to increase the 
average tourist spend by 15% 
in three years. Turespaña found 
that Spain was seen as ‘uncool’ 

The objectives for Domino’s were 
multi-fold: to build awareness, 
drive responses, make the brand 
famous and accelerate sales. 
The Simpsons sponsorship was 
a huge gamble, costing 95% of 
Domino’s advertising budget. The 
brand used 30-second spots and 
interactive ads to put its message 
across on Sky 1 and Channel 4. 
The $3.2m-a-year deal is one of 

superior picture quality among the 
core target set, teenagers. The 
brand sponsored popular teen soap 
Hollyoaks, with Nikon’s branding 
on Channel 4, E4 and video-on-
demand. The sponsorship reflected 
the fun of taking pictures with the 
Coolpix S3000, the visuals featuring 
a behind-the-scenes look at a 
lively party scene, typical of those 
featured on Hollyoaks. •

by young people. In an effort to 
tackle this perception, as part of 
a three-year strategic marketing 
plan in partnership with Be 
Viacom, Turespaña launched its 
first branded content campaign on 
MTV’s reality TV show, Fix You. 
The episodes, tune-in/promo spots 
and Turespaña’s TVCs ran from 
January to March 2012 in all the 
four key markets. •

the longest-running entertainment 
programming sponsorships on UK 
multichannel TV. It encompasses 
spot, interactive advertising, on-
demand pre-rolls and a range of 
other liberating TV technologies. 
Success was achieved despite 
restrictive advertising laws which 
dictated that the product couldn’t 
be shown on screen and could 
only be talked about indirectly. •

Brand:  

Nikon 

Agency: 

Jung Von Matt

Region: 

UK

Date: 

May 2010- 

May 2011

Brand: 

Turespaña

Agency:  

MPG

Region: 

China, Germany, 

Spain, UK

Date: 

2011

Brand:  

Dominos 

Agency: 

Arena Media 

Communications, 

Arena BLM

Region: 

UK

Date: 

June 1998- 

Oct 2008 A good fit: pizza and The Simpsons

Turespaña: Reaching four markets with MTV

Capturing casual consumers via a teen soap

WATCH ME

WATCH ME

http://www.creamglobal.com/17798/30846/i-am-nikon
http://www.creamglobal.com/17798/30828/spanish-tourism
http://www.creamglobal.com/17798/30795/domino's-sponsor-the-simpsons
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WATCH ME

HONDA CHANNEL 4

DURACELL’S EXTRA VALUE CONTENT

LUX’S MAKING OF A SUPERSTAR

CASE STUDIES

Honda first sponsored Channel 
4 documentaries in 2010, with a 
campaign that featured brand-led 
mini-documentaries highlighting the 
unique and quirky uses that Honda 
owners put their vehicles through 
on a daily basis. Viewers were 
also directed to a unique URL that 
related the story of the lead in each 
documentary, with additional online 
content provided on Twitter and 

While consumers experienced 
instant gratification when spending 
less, Duracell wanted to focus 
instead on an increase in value 
rather than a slightly lower price. 
The idea behind the subsequent 
campaign was to give consumers 
a 20% increase in something they 
enjoy. Duracell persuaded TV 
networks to extend the length of 
their most popular programmes 

Facebook. In 2012 further online 
activity allowed users to take part 
in a competition, and showed extra 
Honda and Channel 4 content, 
updated throughout the year. Users 
could see all the documentaries in 
their entirety as well as being able 
to upload their own content which 
described to the online audience 
their own unique use of their 
Honda. •

by exactly 20%. This was an 
innovation in TV programme 
scheduling and exceeded viewer 
expectations. For example, as the 
credits rolled during the regular 
scheduled time of a popular talk 
show, the ‘Duracell gives you 
more’ promo appeared and the 
talk show host returned to surprise 
viewers with 15 minutes of extra 
content, courtesy of Duracell. •

Brand:  

Honda

Agency: 

W+K 

Regions: 

UK

Date: 

October 

2010-ongoing

Brand:

Duracell 

Agency: 

Starcom 

MediaVest 

Region: 

Puerto Rico

Date: 

June-July 2010

Lux searches for a female star

Duracell gives you 20% more TV viewing

Unique stories of Honda users

WATCH ME

Lux is the leading soap brand in 
India but was losing appeal in the 
southern state of Andhra Pradesh 
(AP) – the third largest contributor 
to national soap sales – where 
a local brand was challenging 
Lux’s market share. AP has a 
buzzing film industry in which male 
local film stars have a huge fan 
following, although female leads do 
not enjoy the same. The launch of 

the hunt for a ‘Lux Dreamgirl’ gave 
Lux the opportunity to engage 
with its female target audience and 
enhance its beauty and glamour 
credentials. The Dreamgirl hunt 
was packaged into 16-part bi-
weekly reality show and broadcast 
on AP’s leading TV channel, 
Gemini TV. Three million viewers 
celebrated the arrival of the new 
Lux Dreamgirl. •

Brand: 

Lux 

Agency: 

Mindshare 

Region: 

India

Date: 

March-June 2011

WATCH ME

http://www.creamglobal.com/17798/30855/honda-4docs
http://www.creamglobal.com/17798/29439/making-of-a-superstar
http://www.creamglobal.com/17798/25983/20-more-airtime
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