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but representing instead the entertainment content at many of the great cultural and educational 
institutions and collections supported by JISC. There may also be – thinking outside the box – an 
opportunity to create a new type of advertising agency for leading nonprofits. Whatever happens, 
actions taken on the part of cultural and educational institutions need to be proactive rather than, 
as in the Google Book Search example, reactive.14 They need to be affirmative, rather than negative, 
and their work and search for funding needs to be marked by an open-mindedness that hard times 
require.

14	 See: See Peter B. Kaufman and Jeff Ubois, ‘Good Terms: Improving Commercial-Noncommercial Partnerships for Mass Digitization,’ D-Lib 
Magazine 13, No. 11/12 (November/December 2007), online at: www.dlib.org/dlib/november07/kaufman/11kaufman.html
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Interviewees
Adrian Arthur, Head of Web Services, British Library 

John Battelle, Founder and President, Federated Media

Ben Bradley, Manager, Digital Production, The Atlantic 

Peter Cohl, Worldwide Director of Education, Siegel + Gale

Dan Colman, Director and Associate Dean of Continuing Studies, Stanford University

Victoria Cook, Partner, Frankfurt Kurnit Klein & Selz

Ian Cooper, Manager, JISC Monitoring Unit, University of Kent 

David Fisher, Head, Guardian Plus, Guardian Media Group

John M. Frankfurt, Producer, Digital Media, Cablevision 

Philip Gourevitch, Editor, Paris Review and staff writer, The New Yorker

Jim Hoos, Vice President, Ad Sales, Digital Media, National Geographic

Stan Katz, Director, Center for Arts and Cultural Policy Studies, Princeton University

Kevin Kelly, Senior Maverick and Founding Editor, Wired Magazine

Alex Kroll, Senior Copywriter, Siegel + Gale

Andrew Law, Open University 

Frank Moretti, Director, Center New Media Teaching & Learning, Columbia University 

Troy K. Schneider, Director of Media and Communications, New America Foundation

Roger Schonfeld, Director of Research, Ithaka

Barak Zimmerman, Web Consultant, Disney/ABC Family
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PBS Sponsorship Group – case studies 

Liberty Mutual    www.sgptv.org/sponsors/browse

C A S E  S T U DY

www.sgptv.org1

Liberty Mutual 
and Antiques Roadshow:

A Multi-Faceted Partnership to Generate 
Awareness and Qualified Leads
In 2004, a priceless partnership was born when Liberty Mutual signed on as national corporate 
sponsor of PBS’s most popular primetime series, Antiques Roadshow. In addition to receiving 
valuable on-air exposure through its on-air spots, Liberty Mutual maximized the value of its 
sponsorship through a myriad of off-air promotional events and opportunities that increased 
its visibility and generated thousands of qualified leads for local Liberty Mutual offices.

Boston-based Liberty Mutual Group is a leading global multi-line 
group of insurance companies whose largest line of business is 
personal automobile insurance. Liberty Mutual’s personal lines 
operation sells full lines of insurance coverage through its own sales 
force, two direct call centers, Prudential agents and the Internet. It 
also offers a wide range of traditional and variable life insurance 
and annuity products. Liberty Mutual is an industry leader in group-
sponsored voluntary auto and homeowners insurance programs, 
offering these products through payroll deduction and direct billing 
to employees and members of more than 7,500 companies, credit 
unions, professional associations, and alumni groups.

http://www.sgptv.org/sponsors/browse
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Volkswagen    www.sgptv.org/sponsors/browse

C A S E  S T U DY

www.sgptv.org1

Volkswagen and The Blues:
The most successful integrated marketing  
sponsorship in PBS history
As the fourth leading automobile manufacturer in the world, Volkswagen has a well-earned  
reputation for reaching its target audience through innovative, memorable marketing campaigns 
that capture its unique brand essence. So, when the company was preparing to launch several  
new models in 2003, it began looking for a multi-tiered, fully integrated marketing opportunity 
that would reinforce this brand essence while reaching millions of potential customers through a 
highly visible, ongoing campaign. It chose exclusive corporate sponsorship of PBS’s The Blues.

The resulting partnership would not only be one of the largest corporate sponsorships ever under-
taken by Volkswagen, but also the most fully integrated sponsorship in PBS history—delivering 
more than half a billion impressions and giving 
the Volkswagen brand unprecedented exposure 
through on-air spots, live events, advertising and 
promotion as well as a host of books, CDs, DVDs 
and more.

“We were looking for a highly integrated marketing 
opportunity that would provide Volkswagen with 
maximum long-term exposure and strengthen our 
brand essence,” says Karen Marderosian, Director 
of Marketing and Advertising. “When we found 
The Blues, we knew we’d found the right vehicle.”

National print advertising

http://www.sgptv.org/sponsors/browse
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