
    
      Skip to main content
    

        
      
    
  
    
  
    
  
                
    
      
  
    
  
        Main menu

    
  
  
    
  
    
  
      
  
  
    
  	Home
	Articles	Current issue
	Archive
	Digital First
	JAR Best Paper
	Open Access


	Videos	JAR Webinars
	ARF Insights Studio
	Podcast


	Submit	Submit a manuscript


	Calls For Papers	How Can Advertisers Leverage AI and Generative AI?
	Past Calls


	Research Priorities
	About	About JAR
	Impact factor
	Meet the Editors
	ARF and Editorial Review
	ARF members
	Subscribe to JAR
	Pay  per  view
	JAR in the News
	My Folders
	Feedback
	Contact





  


  
  



  
      
  
  
    
  	Other Publications	jadvertres





  


  
  



  



  


  
  


  
        User menu

    
  
  
    
  
    
  
      
  
  
    
  	Subscribe
	Contact Us



  


  
  



  
      
  
  
    
  


  
  



  



  


  
  


  
        Search

    
  
  
    
  
    
  
      
  
  
    
  Search for this keyword 
 







  


  
  



  
      
  
  
    	Advanced search

  


  
  



  



  


  
  




  



    

  


  


  

  
      
  	    
  
    
  
                
    
      	Other Publications	jadvertres




    

  



  
                
    
      [image: ]    

  


  



  
    
  
                
    
      
  
    
  
      
  
  
    Log in

  


  
  



  



    

  



  
                
    
      	 Facebook
	 Twitter
	 Linkedin

    

  


  


  

  
  
    
  
        
            
        [image: the Journal of Advertising Research]      

                

          



  
    
  
                
    
      
  
    
  
      
  
  
    
  Search for this keyword 
 







  


  
  



  
      
  
  
    Advanced Search
  


  
  



  



    

  


  


  

  
  
  	      

  
  
    
  
        
  
                
    
      	Home
	Articles	Current issue
	Archive
	Digital First
	JAR Best Paper
	Open Access


	Videos	JAR Webinars
	ARF Insights Studio
	Podcast


	Submit	Submit a manuscript


	Calls For Papers	How Can Advertisers Leverage AI and Generative AI?
	Past Calls


	Research Priorities
	About	About JAR
	Impact factor
	Meet the Editors
	ARF and Editorial Review
	ARF members
	Subscribe to JAR
	Pay  per  view
	JAR in the News
	My Folders
	Feedback
	Contact




    

  


  



  

    
      
    
      
        
    
  
    
                        
  
                
    
      
	  
		
		
			
			  
  
      
  
  
    
  
  
  
      

  
      Measuring the Effectiveness of True Sponsorship
  
    	Bill Harvey, Stu Gray, Gerald Despain

  
    	DOI: 10.2501/S0021849906060478 Published 1 December 2006 

  
  
  


Bill Harvey 
TRA, Inc., 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
bhncm@ix.netcom.com


Stu Gray 
stugrayresearch@aol.com
Roles: Independent Consultant
	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
stugrayresearch@aol.com


Gerald Despain 
Next Century Media, Inc., 

	Find this author on Google Scholar
	Search for this author on this site
	For correspondence: 
gdespain@att.net




  


  
  



			

		

	
	
 	
	  
  
		
		
			
			  
  
      
  
  
    	Article
	Info
	 PDF


  


  
  



  
      
  
  
    [image: Loading]

  
    
  
      
  
  
    Click on the PDF link for the complete article.

  


  
  



  
      
  
  
    ABSTRACT
Twenty-eight studies were conducted for leading advertisers to measure the persuasion of sponsorship without advertising on the internet. Experimental design maintained identical content except for the sponsorship message in the test group missing from the control group. The two groups were random replicates. Persuasion measures used were those accepted by the advertisers involved as being most predictive of sales. Average lift in purchase intent/brand consideration was 29 percent, which compares to an average lift of 4 percent across all ARS Persuasion tests. Across the 28 studies the results were consistent in 100 percent of cases, with the test group higher than the control group. Statistical significance was achieved in virtually all cases at 95 percent confidence. In a different study, the sponsored content was specifically courseware offered free on the internet by major advertisers. Here the measurement was ROI based on a questionnaire self-report of brand purchase and price paid. Sample size was over 196,000 intab questionnaires with a 65 percent response rate. ROI for sponsored educational content averaged 55:1, about 27 times the published average of all MMA ROI results. The latter study also obtained supplementary measures of satisfaction, increased brand perception, brand promoter, willingness to take future courses, etc., the results of which were highly positive and hence strongly supportive of the ROI results. These studies point strongly to a major role for classical “True” sponsorship in the future of advertising in all media, including internet, linear TV, VOD, mobile, etc.
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