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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 sample27. 
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 > TVE1 > 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. 
 
 
 

                                                 
27 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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