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Source: Get with the Programmes, 2017, Thinkbox//House 51. T3B on 7-point scale.
Base: 8 sponsorships (670 fans; 529 other viewers
*Statistically significant to 95%
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Source: Get with the Programmes, 2017, Thinkbox//House 51
Base: 8 sponsorships – all viewers (poor prog fit 115; good prog fit 608; poor consistency 156; good consistency 538) 
*Statistically significant to 95%

Poor programme fit Good programme fit

SPONSORSHIP FIT WITH PROGRAMME
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53% 50%

61% 64%

33%

67%

58%

72%
77%

58%

Advocacy Talkability Knowledge Likeability Purchase Intent

Synergy less than 70% - Avg. Viewer % Synergy over 80% - Avg. Viewer %

Average Viewer % By Average Campaign Synergy %



How does Sky Media 

Connect
help brands

Peoplewith

&their passion
points?

Dr. Dolittle



What we know and how:

Passion Survey

Sky viewing panel data (500K)

Customer base (3m households)

AdSmart Data Partnerships

D ATA / I N S I G H T

Linear & VOD

Social & Digital

YouTube

Short-form Content

Mobile

Podcasts

T O U C H P O I N T S P A R T N E R I N G  W I T H     
C O N T E N T  E X P E R T S

Betty



We’re joined by Sky’s Director of Programme Strategy

Jamie Morris
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HBO

Biography

Scandal

Classic 
Library

Sport

The Story Behind the Story
• Launch Date – May 27th

• EPG 114

Brave, Empowering, Compelling, Expansive
• Exclusive UK broadcaster of premium HBO & Showtime 

documentaries
• Dedicated home of quality British Originals

Brand Bullseye 
• Broad group of people, not only documentary junkies  
• (25-54 yrs ABC1 with male skew)

Deliver compelling proposition at scale 
• Home to HBO Docs (20 Premieres annually, 200 titles OD)
• 30 x  Premiere Feature length docs
• 15 x 4-part Premiere series   - Sky Originals (& co-pros)
• 3 x 4-part event  series  - Sky Originals (& co-pros)

Positive KPI Impact
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Launch Q4Q3

McMillions

Sky News - Hotspots

The Trade Wu-Tang Clan The Vow

Bruno vs. Tyson

Tina

Cantona: The Utd. Way
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Belushi

Sky News - Bitter Pill: 
Primodos

Sky Sports - Tiger Woods

Man on Wire

Hawking

Sky Sports - Race to 
Perfection

Sky News - A Plastic Nile

The Go-Gos McQueen: The Lost Film

The Art of Political 
Murder

Hillary

The Armstrong Lie Searching for Sugarman McQueen Apollo 11 Senna
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Get Closer
• Launch Date – May 27th

• EPG 130

Awe-inspiring, Optimistic, Empowering, Vivid
• Exclusive UK broadcaster of premium global producer, Love Nature 
• Dedicated home of quality British commissions from True to Nature

Brand Bullseye 
• People who watch a lot of nature shows, more than just 

Attenborough
• (35-54yrs BC1C2 with female skew) 

Deliver compelling proposition at scale 
• Love Nature provides content at volume annually
• Leverage True to Nature to produce blue-chip event series 
• 100+ hrs additional acquisition to bolster service

Positive KPI Impact
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Launch Q4Q3

Sky Original - Wild Animal 
Babies
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Gangs of Lemur Island
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David Attenborough’s 
Galapagos

David Attenborough’s 
Bachelor King

David Attenborough’s 
Conquest of the Skies

David Attenborough’s 
Flying Monsters

David Attenborough’s 
Micro Monsters

Big Beasts: Last of the 
Giants

Into the Wild: india Equator Carpathian Predators A Wild Year on Earth

Africa’s Hunters Africa’s Hidden. Kingdoms Wild Kingdoms Born to be Wild
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DS were not only able to lift KPIs amongst general viewers of Sky Arts, but fans of the content were even 
more likely to see DS in a positive light due to its association with the high quality content

Sky Art Fans vs Viewer Scores: % Uplift 

Brand 
Awareness

Viewer defined as monthly viewers with fans based on weekly viewers

Brand 
Favourability

Brand 
Advocacy



The campaign pushed the brand towards being viewed as more unique and authentic than before.  Due to the natural fit and 
association of the brands, both Shackleton and National Geographic were seen more positively because of the campaign.

Nat Geo viewers exposed vs non exposed Scores: % Uplift 

Brand 
Awareness

Brand
Consideration

Agreed the brands 
fit well together



Both brands stand for fun, originality, and are distinctly American. Respondents felt Comedy Central, Friends and New York Bakery 
Co. were so well matched that the partnership could be deepened further and there was a 20% increase in viewers’ agreeing with 
the statement that NYB Co. offers the real taste of New York, demonstrating an authentic connection between the brands.

Brand 
Awareness

Brand 
Likeability

Brand 
Consideration



Proactive ideas

New 
stimulus

Thought 
leadership

A  b a n k  o f  f r e s h  c o n t e n t ,  t h e m e s  a n d  
i d e a s

I n s p i r e d  b y  w h a t ’ s  g o i n g  o n  i n  m e d i a ,  
m a r k e t i n g ,  c u l t u r e  a n d  S k y

T o  i n s p i r e  s t r a t e g i s t s ,  p l a n n e r s ,  c l i e n t ,  
p a r t n e r s h i p  s p e c i a l i s t s  a n d  a n y o n e  
l o o k i n g  f o r  s o m e  m a r k e t i n g  i n s p i r a t i o n .

T o  p r o v i d e  s t i m u l u s  a n d  t h o u g h t - s t a r t e r s  
a r o u n d  h o w  y o u  c a n  w o r k  w i t h  u s

www.skymedia.co.uk/inspiration-hub

M A R K E T I N G  I N  
A  P A N D E M I C

T H E  F E E L  G O O D

F A C T O R




