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Proving advertising effectiveness

Building brand awareness

“the opportunity to be seen by customers and 
prospects and grow awareness”
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Advertiser: Sage

Service Advertised: Business management software and 
services

Media Used: Computer Weekly magazine

Campaign details: Junior page (11 insertions)

Advertising dates: 13th November 2007 – September 16th 

2008

•Campaign objectives: 
– To reinforce the Sage brand
– To inform the market that Sage is not just a small 

business accounts software supplier

•Research Methodology: 
Over 100 interviews with IT professionals: 
- stage I took place after first advert (November 2007) 
- stage II took place after 11 adverts (October 2008)

Case study 9: Background (building awareness)
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Case study 9: Key findings (building awareness)

10%

27%

Stage I    (After first advert) Stage II   (After 11 adverts)

In stage I of the research 23% of 
respondents spontaneously recognised the 
name of the advertiser (80% when 
prompted) as a provider of business 
management software and services  

By stage II, spontaneous awareness of the 
advertiser as a provider of business 
management software and services had 
grown to 29% (81% when prompted)

Over half of the IT professional agreed that 
the advertisement made a visual impact, 
gave a clear message, was easy to read and 
was informative

22% of IT professionals were motivated to 
find out more about the advertiser

(Base:  IT professionals)

Recall of advertising for product 
(definitely or possibly) 
over a 10 month  period
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