
owadays, all major institutions 
look to gain credibility through 
some form of sponsorship. 
Every major event around the 
world has a corporate sponsor, 

or sponsors. Businesses and organisations will 
associate themselves with anything and every
thing that people watch, visit or celebrate. 

The benefits are clear. Sponsorship 
properties offer instant reach to large pools of 
positively disposed, like-minded people - such 
as football fans, book lovers or hard-to-reach 
demographics. Versus advertising, sponsorship 
properties offer a deeper relationship, better 
equities and scale. Compounding this, indirect 
media coverage can multiply reach both in the 
moment and over time. 

So why do so many businesses get into 
sponsorship without a robust business case 
that matches financial investment with return? 

In our experience, organisations fail to 
use the right framework to select investment 
properties and manage payback. Most business 
cases fail to acknowledge that an investment 
in sponsorship is an investment in the value of 
the brand. As such, brand valuation is the best 
and only true means of making the case for 
sponsorship and measuring its return. This 
article looks at how it can be used to select 
initiatives, measure and manage high levels 
of financial return. We show how brand 
valuation works and why it is the best 
framework for getting the most out of a 
challenging and changing industry. 



and resisting competitors that are trying to 
enter their heartlands. 

Because strong brands generate profit
able growth and reduce risks, businesses that 
own and manage them are measurably more 
valuable. This difference is known as brand 
value. Businesses that invest in building a 
strong brand have been shown to outperform 
the stock market many times. But what do 
businesses with strong brands do differently 
to those with weak brands, or no brand at all? 
The answer is that they invest in strategies 
that increase their strength and role. 

The brand valuation framework allows 
a business to look at an investment and see 
how it will influence customer choice, increase 
brand strength, impact long-term profits and 
increase the value of the brand and overall 
business. Sponsorship does all of these, and its 
benefits continue over the medium and long 
term after the initial investment. Let's take 
some examples: 

Creating long-term brand strength: 
Marlboro spent decades sponsoring events 
and endorsing high-profile sports. Now, in 
developed markets, the brand is largely prohib
ited from above-the-line activity. Despite this, 
it remains the number one brand of cigarettes 
and is still the seventeenth most valuable 
brand in the world, according to Interbrand's 
Best Global Brands 2009 league table. 

Increasing the role of brand: sponsor
ship is an effective and efficient way to get 
the brand to deliver on higher-state needs for 
customers. When an audience sees a brand 
sponsoring a property, they connect the two 
together and the equities of the property 
transfer to the sponsor. The shared experience 
means that the group collectively reconsiders 
and elevates the brand. 

Hyundai saw a tipping point in its brand eq
uity scores after it grabbed the top sponsorship 
slot during the 2008 Super Bowl. Following this 
endorsement, the company moved into the 
consideration set of far more car buyers in the 
US. Last year, the Hyundai Genesis won North 
America Car of theYear. Through clever use 
of sponsorship, Hyundai has increased the role 
brand plays in why its customers choose its 
cars. It is the seventh most valuable car brand 
in Interbrand's Best Global Brands league 
table and this year it is the fourth largest car 
manufacturer in the world. 

Financial impact: sponsorship reduces 
barrier to market entry by building baseline 
awareness and positive equities before market 
launch. In 2006. American International Group 
(AIG) sponsored Manchester United with 
the clear aim of globalising its insurance offer 

under a single brand. Manchester United has 
more than 80% of its fans outside of the UK 
and only 10% of these are in the US. This pro
file made the club the ideal property to pave 
the way for AIG's international market entry. 
The four-year deal cost £56.5 million and was 
the biggest shirt sponsorship deal in English 
football at that point. By 2008. AIG was one of 
the world's most valuable global brands, valued 
at $US7bn by Interbrand. Of course, the finan
cial crisis has had an impact and new sponsor 
Aon will replace AIG from next season. 

We see a clear trend relating to sponsor
ship: go large or go niche. We see clients going 
large as a response to the fragmentation of 
media channels and audiences in order to get 
breadth. The only way to increase the role of 
brand is to get in front of the biggest crowds 
and communities. We are seeing the biggest 
getting bigger. The Olympic Games is a prime 
example. Top-tier sponsors must contribute 
between £40m to £I00m for their packages. 
For the Beijing Olympics, Coca-Cola paid 
£85m to be a main sponsor and is ranked as 
the world's most valuable brand. 

Barclays recently agreed to an £82m 
three-year sponsorship of the English Premier 
League. Bob Diamond, president of Barclays, 
said:"Football is the world's favourite sport, 
bringing pleasure to hundreds of millions of 
people across the globe, and our sponsorship 
of the world's most popular league creates a 
positive emotional link between our brand and 
football fans everywhere." 

We also see brands going niche. Brands 
both small and large can engage communities 
through intimate experiences, forging an often 
deeper relationship. These events focus on 
building brand strength with groups of target 
customers and potential loyalists and advocates. 
MySpace, Innocent and Red Bull do well with 
small events that they can effectively own. 

Entering into sponsorship is not without 
its risks, as the recent allegations involving 
sporting giants Tiger Woods and John Terry 
demonstrate. But this edginess can be what 
a brand is looking for. One could argue that 
Topshop gained from Kate Moss's antics. 

Whatever strategy a company chooses 
- large v niche, individual v event, safe v edgy 
- the risks and rewards associated with the 
sponsorship relate to the value of the brand. 
With an ounce of science, sponsorship 
decisions become informed, and help decision
makers look and feel more accountable. 
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