THE POWER OF SPONSORSHIP: How sponsorship of one of Foxtel's
most premium and engaging properties, drives viewers through the
brand purchase funnel
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6 brands were integrated directly
into Selling Houses Australia,
through a mix of different types of Billboard
premium integration including
Billboards, In program Integration

Now in its 14th season, Selling Houses Australia has a and TVCs. The online survey was lFE N

range of sponsorship activations (including Billboards, sent out to the sample bases

TVCs and integrations. Research is required to, around the time of the season

understand the effectiveness and impact of finale

sponsorship at driving brand impact, demonstrate the
value of buying against relevant content/audience &
unpack the role of creatives in driving in-market
performance. RESULTS
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A 10-minute online survey in order to measure the
overall sponsorship effectiveness and brand impact.
Measuring the responses from Control (FTA viewers who
watch lifestyle content) v Exposed (subscribers who

watch the current season of SHA) in order to
understand the differences, the sponsorship had. FOXTEL media
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