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Sponsorsh ip  Marke t ing  Trends :  G loba l   
What Sponsors Want & Where Dollars Will Go In 2018  

RESULTS OF THE IEG SPONSORSHIP DECISION-MAKERS SURVEY AND 
ANNUAL SPONSORSHIP SPENDING REVIEW AND FORECAST PROVIDE 
GUIDANCE ON 2018 PRIORITIES FOR RIGHTSHOLDERS AND BRANDS.  
 
On the heels of a tighter-than-anticipated North American sponsorship 
market in the year just ended, IEG’s 33rd annual year-end industry 
review and forecast projects a rebound this year alongside continued 
steady growth globally.  
A year ago, IEG projected worldwide growth of 4.5 percent and an 
increase in North America of 4.1 percent. However, that forecast’s 
caveat that “caution on the part of brand and corporate marketers 
could grow into concern as the year progresses, thus limiting their 
willingness to commit additional dollars to partnerships,” proved  
to be the case in North America, as spending increased only 3.6 
percent to $23.1 billion.  
A key factor was continued examination of sponsorship budgets, with 
an eye to reducing overall spending, by major players in the beverage 
industry--the largest spending category--including soft drink and beer 
giants PepsiCo, Coca-Cola, Anheuser-Busch InBev and MillerCoors. 
Other packaged goods companies also held purse strings tight in the 
face of flat overall business.  

http://www.sponsorship.com/IEG/files/f3/f3cfac41-2983-49be-8df6-3546345e27de.pdf	
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What Sponsors Want & Where Dollars Will Go In 2018  

Despite lingering concerns over national and geopolitical matters, 
improving sales outlooks and overall economic indicators indicate 
higher corporate confidence heading into 2018, which should see 
brands more willing to spend on marketing, advertising and 
sponsorship. With that in mind, sponsorship spending is projected to 
grow 4.5 percent in North America this year--to $24.2 billion--and 4.9 
percent globally, to $65.8 billion.  
A similar outlook is expected across the broader marketing spectrum, 
according to the This Year Next Year worldwide media and marketing 
forecast produced by IEG parent organization GroupM—the global 
media investment management company of WPP Group plc.  
While 2017 growth rates for advertising and other forms of 
marketing--including public relations, direct marketing and 
promotions--were just above two percent in North America and three 
percent globally, both are expected to rebound by about a percentage 
point or more this year.  

 

http://www.sponsorship.com/IEG/files/f3/f3cfac41-2983-49be-8df6-3546345e27de.pdf	
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European sponsorship spending is projected to grow by more than five percent in 2018, which will still be behind the 5.7 
percent growth anticipated for the Asia Pacific region. While still strong, APAC growth is expected to be slightly lower than it 
was in 2017 as the once rapidly expanding marketplace begins to mature.  

 

http://www.sponsorship.com/IEG/files/f3/f3cfac41-2983-49be-8df6-3546345e27de.pdf	
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SPONSOR SURVEY REVEALS DISSATISFACTION WITH PROPERTY PARTNERS  
Nearly six out of 10 sponsors report they are looking for an early 
exit to at least one of their sponsorships. That statistic was the most remarkable finding from the 17th annual IEG Properties 
Sponsorship Decision-Makers Survey. A possible explanation: Sponsors may be dissatisfied with rightsholders that are not keeping 
up with changing priorities in terms of the benefits they offer their partners.  Properties may still be focused on benefits such as on-
site signage which fell from second to sixth this year among survey respondents when asked to identify the most valuable 
sponsorship benefits-- instead of presence in rightsholders’ digital, social and mobile media--which rose from sixth to second.  
 
 
 

http://www.sponsorship.com/IEG/files/f3/f3cfac41-2983-49be-8df6-3546345e27de.pdf	
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SPEND AND CHANNELS 
Sponsorship accounted for 17 percent of respondent’s marketing/ advertising/promotion spending this year, down two percentage 
points from 2016. Facebook remained the social platform that more sponsors turned to for activation than any other, with 95 
percent of respondents touting their partnerships on its pages.  
 
 
 
 

http://www.sponsorship.com/IEG/files/f3/f3cfac41-2983-49be-8df6-3546345e27de.pdf	
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Sponsorship Marketing Trends  

GANICO 

 
Sponsorship marketing has been one of the most affected industries when it comes to the global digitalisation revolution. As 
with many industries globally, digitalisation in sponsorship marketing, along with it’s by-factions has been a recent 
prominent trend. Digitalisation offers sponsors completely new opportunities. A few years ago, sponsorship still meant 
having your logo on assets presented to the media. Today, sponsorship is the opportunity to run storytelling and content 
marketing – in times of information and advertising overload, this is especially attractive for brands. is the Swiss knife of 
marketing communication. Great sponsorship programs usually leverage multiple activation channels (PR, digital, traditional 
advertising, event marketing, etc.), which requires broad knowledge. While communication professionals tend to be experts 
in one channel, sponsorship experts must think across multiple platforms. You need a good strategic mind, strong analytical 
skills and negotiation talents. And yet sponsorship is seldom taught in school, or only in passing, and a lot of people 
working in the industry landed there largely by accident and had to learn things on the spot. 
 
For 11% of sponsorship professionals, expertise and human resources is the number one concern (CSLS 2016). There is a 
lack of skilled sponsorship pros in the industry, and that has a negative impact on multiple fronts. 
 
Traditional sponsorship is morphing in all kinds of ways, and the lines between different types of partnerships—brand 
partnerships, event marketing, content creation, endorsement, corporate social responsibility—are blurring more and more. 
The good news: the expertise that is relevant for sponsorship can be applied to those new communication environments as 
well. The challenge: the ever-evolving communication channels mean that professionals always need to stay on their toes, 
and stay ahead of the curve.  

Introduction   

https://en.elevent.co/blogs/sponsorship/2018-sponsorship-trends	
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Top 5 Global Sports Industry Trends 2018  

•  Distributor Disruption - Perhaps the single biggest question for the sports 
business today is whether media rights revenues will hold up as the traditional TV 
business is disrupted.  

 
•  Esports Evolution - Esports looks set to remain one of the most dynamic sectors 

of the global media and entertainment industry in the near future. It’s still a fairly 
nascent market, its audience is growing quickly and there is a strong expectation of 
growth in revenue and other metrics.  

•  Content Rules - Sports media content is a maelstrom of change today. As we are 
seeing with the disruption in media distribution, navigation and planning amidst the 
change is difficult. But at the same time it is presenting enormous new 
opportunities for reaching fans and driving business.  

•  Sponsorship To Partnership - Many partnerships are still on a more traditional 
basis, where cash is exchanged for basic branding assets. But sponsorship revenue 
can be expected to increasingly flow towards deals with the cutting-edge 
characteristics. Sponsorship in 2018 is harder work than ever, for both sides. Done 
correctly, it can also be more rewarding than ever.  

•  Sports In Our Changing Society - There will be no letup in the relentless focus 
on sports’ role in society in the next year. Activity across the business will be 
examined from the point of view of whether or not it is contributing positively to 
society. Properties and projects that can answer this challenge positively will thrive. 
Others may find themselves with tough questions 
to answer from brands, media and fans.  

 

https://sponsorship.org/wp-content/uploads/2018/05/nielsen-top-5-commercial-sports-trends-2018.pdf	
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Sports Marketing Trends 2019 - Overview   

•  Data  Integration  
•  Storytelling and Content Marketing  
•  Hyper-targeting 
•  Influencer Marketing 
•  Cause Sponsorship/ Brand activism 
•  Digitising Sponsorship Measurement  
•  3D Activations  
•  The environment is making a comeback: Local 

initiatives, activists and silent change 
•  The maturity of up-and-coming properties like e-sports 
•  New sponsorship categories 
•  New revenue models and distribution channels for big 

established sports properties 
•  An oncoming crisis as traditional properties try to bring 

new generations on board 
•  Even less traditional agency presence in sponsorships 
•  Partnership Marketing  
   

2.	https://en.elevent.co/blogs/sponsorship/2018-sponsorship-trends	
1.	https://www.ispo.com/en/trends/sports-sponsorship-marketing-trends-2019	
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People love good stories. It could be that easy to describe how 
and why storytelling works. If you want to generate more than 
just attention for your brand with your sponsorship, you 
should have exciting stories to tell. Creativity is needed – but 
so is authenticity. The ideal message fits the sponsor, 
spokesperson, and target group in equal measure.  

Targeting is the opposite of the watering can principle, which 
sports sponsorship had to make use of for a long time. 
Instead of “one message for all,” now it’s “the right message 
for every target group.” On Facebook, Instagram, Twitter, 
Snapchat, and other social networks, marketing managers 
can define exactly whom the message should reach: 
geotargeting, demographic targeting, interest targeting – 
nothing’s impossible 
 
For instance, that could mean soccer fans aged 18 to 29 in 
the Kassel area. “The trend is heading away from push 
marketing and towards pull marketing. Thanks to the precise 
target group appeal on social media, pull marketing has 
become much advantageous. 
 
The General Data Protection Regulation (GDPR), which went 
into force in May 2018, has only slightly slowed down the 
shock wave with which online marketing is shaking up the 
industries. The potential remains enormous.  
 
Adidas is spending a lot of money to lure consumers to its 
own platforms. “Tell us what you’re interested in, get Adidas 
news, and of course exclusive offers,” it says after the app is 
installed. In-house targeting at its best, with free, GDPR-
compliant consumer data. 
 
. 

Hyper-Targeting    Storytelling and Content Marketing    

2. https://en.elevent.co/blogs/sponsorship/2018-sponsorship-trends 
1. https://www.ispo.com/en/trends/sports-sponsorship-marketing-trends-2019 
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Contrary to popular belief, influencer and all its current variations (micro- 
and nano-influencers) marketing will not see it’s end in 2019 because the 
professionalisation of influencer marketing will take place.  
“It’s booming, and there’s no end in sight,” says Sebastian Kurczynski, 
expert from Nielsen Sports. However,  the demand from companies for a 
strategy in influencer selection and evaluation is high because the 
reputations of many influencers and their agents have suffered 
enormously after scandals of unprofessional, free product-hunters and 
misguided campaigns. Numerous contemporary inquiries among 
marketing decision-makers show that budgets are shifting ever more 
strongly in this direction.” 
Authentic, wide-reaching, and affordable – these characteristics made 
influencer marketing the supposed magic bullet for marketing managers a 
few years ago. However,  
 
Influencer marketing is particularly attractive for fitness and sports 
brands – the similarities with influencers are obvious. The marketing 
expert advises against fast-moving influencer sponsorships offered by 
some platforms: Many believe that that influencer marketing should be 
about looking for long-term partnerships, not a one-off effect.  
 
Ideally, influencer marketing isn’t just a tool for increasing social media 
reach, but rather pays in sustainably on the product and brand. Michael 
Jordan and Nike, David Beckham and Adidas – these are examples of 
successful, long-term partnerships on a large scale, that have an effect 
across the entire marketing mix and within communication across all 
media genres. Whether you call them influencers or brand ambassadors is 
irrelevant. 

Professional Influencer      

 
Rights holders have built empires selling broadcasting rights, tickets and sponsorships, 
with some held by private interests driven by a strong vision, like Ecclestone and 
Formula 1 or the France family and NASCAR. Changes in media are affecting these 
structures, both in terms of consumption habits and technologies used for display, 
which challenge the established revenue and sponsorship models. This affects sports 
sponsorship the most  
 
While live events have been a relative safe haven with regards to media consumption, 
a strong current is taking hold as people decide to go cable-free and turn to other 
sources of content. The number of cable TV subscribers in the United States dropped 
from 44.5 million homes in 2010 to 37.8 million in 2015. This trend is particularly true 
for younger generations: only 46% of 18 to 36-year-old consumers subscribe to 
selected pay TV services in the US, whereas 63% of 68-year-olds and more do. 
Besides, younger generations show much more enthusiasm for new sources of content 
such as Netflix: In 2015, 65% of 16 to 24-year-old Internet users in the United States 
used Netflix versus 24% of 55 to 64-year-olds. Furthermore, with the growth of 
sports-related content now available on various platforms, there is more audience 
fragmentation. Why is this relevant to sponsorship? Well, TV rights are the foundation 
of many sports leagues and organiations. 

2. https://en.elevent.co/blogs/sponsorship/2018-sponsorship-trends 

1. https://www.ispo.com/en/trends/sports-sponsorship-marketing-trends-2019 

Technology changing the revenue landscape 
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Sixty-eight percent of marketing professionals agree that 
there is added pressure on marketers to demonstrate return 
on investment (Adobe, 2016). The digital revolution and its 
influence on measurement has definitely played a role in this 
trend. Everything is now measurable in real time, and 
budgets are slowly migrating from more traditional forms of 
communication towards digital. In addition, the new 
marketing professionals entering the market are digital 
natives who have come of age in a digital-first environment, 
further enhancing this paradigm shift. 
 
Regardless of the added pressure to show return, 
sponsorship measurement suffers from a lack of focus. 
Everyone may be talking about it, but very few are actually 
doing it. Some 72% of sponsors spend less than 1% of their 
sponsorship budgets on research (IEG 2010), and only 3.7% 
of sponsorship budgets (based on a 10-year average) is 
spent on evaluation (CSLS 2016). 

Digitising Sponsorship Measurement     

Given the current political climate, cause sponsorships are 
definitely a trending topic from 2018 going forward. 
Partnerships with causes and non-profit organisations don’t 
represent a major part of the sponsorship sector, but they are 
growing. North American spending on cause sponsorship is 
expected to reach $2.06 billion (R 30 .03 billion)  this year (up 
from $2 billion in 2016 (IEG), accounting for almost 9% of all 
sponsorship spending. There is also momentum in the category 
as 56% of Canadian companies replaced their philanthropic 
budgets by sponsorships (Imagine Canada). 
 
Regardless of the relatively low numbers, cause sponsorship is 
of great interest, as corporate social responsibility has become 
an indispensable tool for brands looking to set themselves apart 
from the competition. Furthermore, budgets traditionally 
allocated to pure philanthropy and donations are being 
repurposed to align with marketing communications, achieving 
greater results for brands. 
 
Why this shift? Today’s consumers expect companies to do their 
part in the issues that are important to them, and to contribute 
to the collective wellbeing. Partnering with a cause has become 
an effective way for companies to get involved socially and earn 
the approval of consumers. 

 Brand Activism    

2.	https://www.ispo.com/en/trends/sports-sponsorship-marketing-trends-2019	
1. https://www.iq-mag.net/2018/04/the-opportunities-are-there-2018s-vital-trends-in-sponsorship/#.W_PK3jj7TIU 
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Many brands still limit their sponsorship programs to 
promotional or tactical activations. They focus solely on the 
experiential side of things instead of having a program that uses 
many channels and dedicated messages to communicate the 
associations between the brands. 
 
Don’t get us wrong. Experiential tactics serve a purpose and can 
be a lot of fun. But investing in an effective overall sponsorship 
program is another beast entirely. It requires more thinking, 
more planning and more money, It must be devised to support 
the overall brand or corporate strategy and have what we call 
“3D” activation programs that take full advantage of the 
sponsorship medium by activating every communication channel 
possible: public relations, advertising, digital, content, point of 
sales, etc. To tell the difference between a tactic and a strategy: 
A tactic is something you use once (“I am calling a friend to get 
me a meeting with customer X”) while a strategy is something 
you use repeatedly (“Always get a warm referral build your 
customer base”). 
 
A sponsorship program that is tactical in nature has no long-
term vision, goal or strategic alignment. Success is measured 
solely by the reach and number of interactions. Sound familiar? 
If so, a word of advice: put your money elsewhere. 

3D Activations    

https://www.iq-mag.net/2018/04/the-opportunities-are-there-2018s-vital-trends-in-sponsorship/#.W_PK3jj7TIU 



Sponsorsh ip  Marke t ing  Trends :  G loba l   

Massimo Tammaro, who handles enterprise risk management at Ferrari, discussed risk management in 
sponsorship at the last edition of the Relevent sponsorship conference.  
To prevent any kind of damage—including reputational damage—you have to challenge the assumptions behind 
every strategy that your team has put in place. This is the “what if” scenario. To do this, you must be creative. 
You need to invent hypothetical scenarios and imagine every which way that a scenario might play out.  
With all of the threats out there, events and venues must do all they can to improve concrete security 
measures, create an overall feeling of security, and avoid fuelling a sense of panic in the event that something 
does happen. 
The main takeaway is that everyone needs to become a risk manager. If you do your job right and map out all 
these risks, you’ll also discover new opportunities along the way. 

Ambush marketing in its most traditional form has usually involved media buying, like Nike’s takeover of 
adjacent buildings during the 1996 Olympic Games in Atlanta, or on-site tactics courtesy of promotional agents. 
But now, unsurprisingly, it’s migrating from the physical to the digital space. 
 
Indeed, many of the latest examples of ambush marketing are online initiatives. They may not be quite as 
impressive or imposing, but they’re still damaging for rights holders and for the actual sponsor, and they’re a 
tad harder to nip in the bud. 
 
After pushing countries that won Olympic bids to introduce laws to protect the Olympic sponsors, the Olympic 
movement softened its position on ambush marketing to allow endorsers of athletes to do some advertising. 
This move stirred passionate debates and opened the door to legal forms of ambush prior to the Olympic 
Games, but it also provided athletes with much needed funding. It will be interesting to track how this change 
will affect ambushing in the near future. 

Security: “The What if” Scenario    

Ambush Marketing    

https://www.businesslive.co.za/redzone/news-insights/2018-04-26-data-and-integration-the-future-of-the-sponsorship-world/ 
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Worldwide, both marketers and consumers are beginning to 
question the value of sponsorships. 
 
Consumers are questioning its relevance and authenticity in 
today’s topsy-turvy wor ld whi le marketers have 
acknowledged that it is an effective tool for boosting 
awareness but are sceptical about its impact on how the 
brand is perceived and increasing sales. 
 
Traditional sponsorship – the big sporting and global events 
sponsored by brands with deep pockets – has reached a 
critical phase in its life cycle. Teetering at the cusp of its 
growth curve, it now has to change to meet consumer needs 
and satisfy their passions … or risk plunging into the abyss. 
 
Sponsorship has to lose its ‘brashness’, its ‘in the target 
market’s face’ mentality to deliver what today’s consumers 
want – authenticity, a return to integrity and fun. People want 
their lives touched. 
 
 

Partnership Marketing is the new sponsorship 

https://www.businesslive.co.za/redzone/news-insights/2018-04-26-data-and-integration-the-future-of-the-sponsorship-world/ 
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It and other developments in communication technology have turned us into citizens of the world without even requiring us to purchase an air or train ticket. In just 
a few brief moments – or hours – in front of the television sets in our living rooms we can storm into Baghdad with US Marines, score a match-winning try with our 
Springbok U19 squad or whisk an egg into an omelette with Jamie Oliver. 
 
In addition to our desire for more and more technological gadgets, there are several other trends impacting society: 
 Interconnectivity 
Given global travel, the internet and the ease of telephone communication, borders are no longer barriers to entry to marketers. You will never be alone in the 
world again. 
Cocooning in the megalopoli 
The gap between the haves and the have nots is increasing which is fuelling the wealthy’s fear of loosing their money and their possessions. The city slickers, living 
in megalopolies, are continuing the cocooning trend that started several years ago. You’ll live in your secure boomed off cluster development but be connected to 
the world via the internet. 
Changing attitudes 
Today’s consumers are not as materialistic as previous generations. Cars and houses used to be at the top of the aspirational list, now a ‘safe and happy home’ and 
‘a peace of mind’ are top priorities. 
‘Cut and paste’ lives 
In the past, a marketer could easily categorise his target audience. You were your home town, your religion, your sports club. Today, people borrow from other 
cultures and mix and match them with ease. 
 
What does this mean for marketers? It shouts loudly that there is a desperate need for a return to integrity, a desire for fun but always make it authentic. Can 
sponsorship deliver in this playground? Yes, better than any other form of marketing medium. 
 
Marketing Minefield: 
As society morphs, marketers need to ensure that their communications remain relevant. At the same time, it is buffeted by changing economic fortunes, political 
agendas and new legislation and laws. Several of the changes that impacted specifically on sponsorship, include: 
• Death of the 30 second spot 
An increasing number of brands have elected to invest in product placements in films or TV programmes and are slimming down their above-the-line adspend 
accordingly. In addition, others have sponsored entire TV shows and have blocked advertisers from the relevant time slots, and still others such as Visa and Kodak 
(in the USA) have their own programmes. 

Partnership Marketing   is the new sponsorship 

http://www.brandsandbranding.co.za/partnership-marketing-the-new-sponsorship/	
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Urban	chic	
Audiences	are	more	undefined	than	ever	before	so	that	sponsors	have	to	use	more	than	one	way	of	categorising	potential	consumers	and	then	highlighting	a	means	to	influence	
them.	For	example,	within	the	good	old	‘top	LMS	corporate	male’	category,	today	you’ll	find	a	plethora	of	splinter	groups	and	idiosyncratic	people	–	no	offence	but	how	does	
‘merchant	banker,	plays	golf,	is	gay	and	loves	rave	music’	fit	within	your	traditional	profiling?	
Cash	isn’t	King	
In	the	USA,	sponsors	are	moving	away	from	paying	rights	fees	–	Coke,	for	example,	formulated	a	deal	with	the	NBA	(National	Basketball	Association)	to	promote	the	game	in	a	
$100-million	advertising	and	promotional	campaign	instead	of	simply	handing	over	$26-million	for	the	rights.	
Companies	sponsoring	other	companies	Smart	marketers,	locked	out	of	events	that	reach	an	audience	it	wants	to	influence,	are	sponsoring	other	companies	because	they	want	
access	to	the	other’s	committed	audience.	A	clever	example	is	Subaru,	which	is	sponsoring	a	snow	shoe	company	to	get	access	to	winter	sports	events.	
Solution	selling	
In	a	soft	economy,	and	one	in	which	accountability	is	becoming	more	important,	sponsorships	which	include	incentives	perform	well.	Say,	for	example,	a	car	manufacturer	sponsors	
several	local	running	clubs.	If	the	running	club	introduces	a	buyer	to	the	brand	and	the	sale	goes	through,	the	runner	gets	a	substantial	discount	on	the	price	of	the	vehicle	and	the	
club	a	finder’s	fee.	
Sponsors	as	property	owners	
More	and	more	sponsors	are	becoming	sponsorship	property	owners	in	their	own	right.	The	main	reason	is	that	they	have	ultimate	control	over	the	brand	experience.	They	also	
get	dominant	branding,	they	are	able	to	pick	and	choose	their	co-sponsors	and	they	get	money	back	through	co-sponsorship	deals	and	ticket	sales.	
One-stop	shopping	
Here	a	media	company,	event	owner	and	retailer	create	a	sponsorship.	For	example,	Universal	Studios	and	Toyota.	There	are	Toyota	‘rides’	at	the	theme	park,	product	placement	
in	movies	and	Toyota	vehicles	used	in	all	Universal’s	video	games.	
Consumer	backlash	
Consumers	are	resisting	‘sneaky’	product	placement	particularly	and	there	has	been	a	backlash	against	naming	rights	for	stadiums	and	parks,	where	these	are	perceived	to	belong	
to	the	public.	
Sponsorship	pricing	
It	is	still	a	buyer’s	market	because	there	are	many	properties	and	relatively	few	buyers.	Pricing	has	seen	a	correction	in	the	last	year	and	properties	are	delivering	more	for	the	same	
price	by	including	leveraging	in	the	deal	or	offering	more	benefits.	

Partnership Marketing - the new sponsorship 

http://www.brandsandbranding.co.za/partnership-marketing-the-new-sponsorship/	
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KEY DRIVERS TO SPONSORSHIP:          TV              DIGITAL           VIRTUAL REALITY  
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Macro-sponsorship	trends:	2030	vision	(A,	Bale)		
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TV	WILL	NOT	FINISH,	JUST	CHANGE	
How	it’s	consumed	will	be	more	digital		

Otherwise	 l ive	 entertainment	
coverage	 on	 linear	 TV	 will	 be	
important	to	audiences		

Buzzfeed	 has	 a	 larger	 audience	 than	 TV	
channels	 	in	the	audience,	those	between	18	
and	24	(2017,	Nielson,	Comscore)		
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TV	DISTRIBUTION		
Key	 to	 big	 sponsorship	
deals		

Media	 Consumption	
Shifting	from	traditional	
to	digital	

	Digital	Ad	Space	Spending	will	 surpassed	TV	
in	2016,	35,8%	vs.	38.2%)	

	
US	TV	VS.	DIGITAL	AD	SPENDING,	2015-2020	(US$	BILLIONS)		
Emarketer,	2016	
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Media	 Consumption	
Shifting	from	traditional	
to	digital	

Generation	Z	will	be	dominant	force	in	the	economy	,	forcing	
Rights	 Holders	 to	 be	 digital	 platforms	 :	 It	 has	 to	 be	
social,	visual,	and	video	

Also	digital	is	the	key	to	reaching	audiences	in	emerging	
economies		

DIGITAL	REACH	AND	ENGAGEMENT		
KEY	TO	BIG	SPONSORSHIP	DEALS		

Macro-sponsorship	trends:	2030	vision	(A,	Bale)		



GANICO 

KEY DRIVERS TO SPONSORSHIP:          TV              DIGITAL           VIRTUAL REALITY  

2030	

2010	

2020	

2000	

US$62,8	B	
2017	Global	Forecast	

(IEG)	

Media	 Consumption	
Shifting	from	traditional	
to	digital	

Generation	Z	will	be	dominant	force	in	the	economy	,	forcing	
Rights	 Holders	 to	 be	 digital	 platforms	 :	 It	 has	 to	 be	
social,	visual,	and	video	

Also	digital	is	the	key	to	reaching	audiences	in	emerging	
economies		

DIGITAL	REACH	AND	ENGAGEMENT		
KEY	TO	BIG	SPONSORSHIP	DEALS		

Macro-sponsorship	trends:	2030	vision	(A,	Bale)		



G
en

er
at
io
n	
Z	

GANICO	
Macro-sponsorship	trends:	2030	vision	(A,	Bale)		



DI
G
IT
AL

		

GANICO	
Macro-sponsorship	trends:	2030	vision	(A,	Bale)		



G
eo

-e
co
no

m
ic
s		

GANICO	
Macro-sponsorship	trends:	2030	vision	(A,	Bale)		



References  

GANICO 

	
•  https://en.elevent.co/blogs/sponsorship/2018-sponsorship-trends	

•  2018	Relevant	Guidebook	To	Sponsorship	
	
•  https://en.elevent.co/blogs/sponsorship/2015-2016-sponsorship-trends-updates	

•  Anderson,	S.J;	Staantford,	GSB	et	Germann,	F	(2017).	Marketing	CEOs:	Where	Are	They,	And	How	Are	They	Different?	Presented	at	2017	Winter	AMA	Conference,	Orlando,	Florida.	
	
•  Sponsorship	Accountability	Needs	Improvement,	But	FIFA	World	Cup	Sponsorships	Dominate	

•  https://www.mediapost.com/publications/article/321991/sponsorship-accountability-needs-improvement-but.html	

•  “Improving	Sponsorship	Accountability	Metrics”,	ANA	and	MASB,	2018.	
	
•  “IEG	Responds	to	Federal	Initiative	to	Prohibit	Financial	Institution	Sponsorships”	

•  https://www.prweb.com/releases/2009/02/prweb2193614.htm	

•  https://www.ibm.com/blogs/industries/fastest-woman-alive-making-speedy-sponsorship-deals-thanks-ai/	

•  https://www.businesslive.co.za/redzone/news-insights/2018-04-26-data-and-integration-the-future-of-the-sponsorship-world/	

•  http://www.themarketingsite.com/knowledge/180/breakthrough-sponsorships-an-international-perspective/1	

•  http://www.themarketingsite.com/knowledge/199/the-dynamics-of-sport-sponsorship-and-its-role-in-the-marketing-mix	



H o w  to  reach Us. 
For Market ing  51% 
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Email:              
Judi th@ganizaniconsul t ing.com  

Contact: +27 (0) 823166730 

For Tech 
Jordy Mugeni  (15 years experience)  

Email: Jordy@ganizaniconsult ing.com  
Contact: +27 (0) 828228305 
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