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Introduction

From the registered data in the doctoral thesis: “Comparative analysis of the use of sport in televised
advertising in Spain”, certain communication strategies of advertisers that broadcast commercials with
athletic content in Spain have been discovered. To be specific, we are going to analyse the results obtained
from calculating the intensity of athletic content commercials (in time and quantity) per type of sample?’.
The brands that broadcast commercials with athletic content during the years studied (1998 and 2002) can
be seen in Table 1.

Methodology

Televised programming of six channels in Spain (TVE1, A3 TV, TV3, La 2, Tele 5, C33 /K3) was
videotaped in 1998 and 2002 in three sample categories (time slots, sport programs, and special sporting
events). A total of 24,544 commercials, of which 4,992 contained athletic content, were registered and
used to calculate intensities.

Results

Intensities of athletic content commercial broadcasting (in time) per sample category.

The intensity in hours of athletic content commercials, in hours of total commercials (in percentages) in
both years by channel was: C33/K3 > TVE 2> TVE1 >TV3 > A3 TV > Tele 5. Per sample category:
Events > Programs > Time slots. See Graph 1.

Intensities of athletic content commercial broadcasting (in quantity), per sample category.
The intensity in number of athletic content commercials by number of total commercials (in percentages)
over both years per television channel was: TVE 2 > TVEI > TV3 > A3 TV > C33/K3 > Tele 5. By

sample category: Events > Programs > Time slots.

Discussion

Both intensities (time and quantity) had the same result: Events > Programs > Time slots. Although
recording time of televised programming, as well as the volume of total commercials (both with and
without athletic content) was Time slots > Programs > Events, it was the inverse of intensities of
commercials with athletic content obtained. Therefore, we can conclude that there is no direct relationship
to indicate that a greater broadcasting time of televised programming results in more athletic content
commercial broadcasting.

The fact that the intensities were highest in Events can show that, when broadcasting important sporting
events, companies that want to advertise use sport to sell products and services or to promote their brand
image as a marketing strategy.

The high intensities that the Events category obtained in TVE1 and A3 TV can be understood if we
remember that these channels broadcast the Soccer World Championships (in France in 1998 and Korea in
2002).

The advertisers that wish to use athletic content in their commercials will be able to apply the strategy of
advertising during the broadcasting of sports programmes and events.

" Sample categories: Time slots (commercials broadcast during time slots), Programs (commercials broadcast during athletic programs), Events
(commercials broadcast during World Championships).
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PRODUCTS

BRANDS 1998

BRANDS 1002

Foaod goads Buitoni, Cola Cao, Danene, Kit Kat, Lay's, | Bimbo, Chipicao, Danene, Eko, Filipines, Flom, Gansla Baguero,
Bartinee. Osear Maver, Pascual, Pubeva, | Hero, Ein, Lo, Nestld, Minm, Pascoal Puleva
Revilla
Vehlcles and | Cirden, Hvamdal, Mitzubishi, Opel, Seat Aundi, BMW, Choveler, Fiat, Ford, Galloper, Hyundal, L. Rover, M
AcCEsso s Benz, Missan, Opel Peugeot, Piells, Renault, Seat. Volkswagen
MNon-profit Comunidad Furopea, Fundscion  Ayvudn | Agencia Tributaria, Ajuntmment Barcelona, Asturias, Castilla v Ledn,
organizathmns Drogadiceidn, Fundacidn Eapaols | Comunidad  Valenciana, Fuskadi, Geoeralitt Catalunya,  Gob.
Coraedn, Gah. Navarea, Once Mavarra. Loterlas v Apoeestas del Estado, Ministerio  Asuntos
Exteniores, Ministero Interor, Ministerns Medio Aanbicnte, Onee
Communications Botorola, Mokia, Sabeat, TVC Intema, | Amena, Cenbun  Fox, Planeta Agosting, Hadio Mac.  Espafia,
Twil, Via Digltal. Movistar Hetevizion, Telefbnica, Teléfono contacto, Yia Digital, Vodafone,
Walt Dasney
Public  serviees | El Corte Inglis, Haledn, Manpower, | Al Buropa, AC, Burger King, Cammefour, Cepan, Corporaciin
{For profit) Bolelid, Repeol Derrmsestética, El Corte Inghés, Haloén, bannag d'Or Marsans, Me
Dionald s, Repsol. Saldn Internacional Automsdeil, 5ol hMelid
Perfume/Cologne | Astor, Licor del Polo, Mesi Limits, Poig, | Axe, Carefree, Giorgio Semani, Hugo, ladas, Just Fer Men, L' Uheal,
Bexona, Tronbocil, Was & Lo Mautica. Rexona, Sport Man, Veet, Vispring, Wilkinson
Athlethes Adlidas, El Munde Deportive, Marca, | Adidas, e, El Mundo Deportive, Mike, Poma, Real Fed Esp
Nike, Solo Golf, Taylor Made Adletising, Reshock, Trofeo Posca, efa corm
Mon-alcholic Coca Cola, Laiker Aguariug, Coeea Cola, Domin, Don Simon, Faota, Fomt Vella,
drinks Giatorade, Guarand, Laiker. Liviana, Pepai, Red Bull, Sumyy Deliaht
Electronies Fujifilm, Sony Balay, Basch, Cazals, Compaqg, Compex, Endoza, Fujililm, Galletie,
Inadesit, Panasonic, Philips, Sony
Finaneial Credit Lyonmais, La Caica, Mapfre Allianz, BEV A, Cajastur, Catalana Ocidents, Fénix Directo, Génesis,
Services Mnstercand, Santander Central Hispano
Babies & | Action Man. Dodotis Action Man, Hizak, Max Soel
Children
Cleaning Aee Flos, Henkel, Kalia
Supplies
Alcoholic drinks - Dianum, hantnk, Agnila
Manufactured Swatch -
Itemms -
Table 1
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Crraph 1 {Red = Time skots, Orange = Prograns, Yellow = Events)




Evenlos

Ciraph 2 (Red = Time slots, Ormange = Prograns, Yellow = Evenis)
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