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I’M EXCITED TO INTRODUCE THIS MONTH’S EDITION
of Platform Magazine
great blend of content this month stretching the full width of the 
sponsorship marketing landscape. Secondly, and perhaps more 
importantly, it heralds the start of a new journey for the title as the 
editorship passes to Louella Miles. 

My vision for Platform has always been that the magazine both 
challenges and supports the sponsorship industry; that it’s a title 
which you, as an industry, feel represents you effectively  in the larger 
marketing stratosphere and that connects the people who work within 
it both with each other, and those outside of the sector.  It’s also long 
been my goal that the magazine showcases the talented individuals 
working within the industry and, in particular, those who will shape its 
future. 

shares this vision, and who can achieve these goals. She comes to 
us with a rich heritage in both sponsorship and editorship, and I 
know she’ll succeed in steering Platform in the next phase of its 
development.

So, expect some changes over the coming months as we continue to 
develop the title and the content, bring in new contributors and ideas, 
and a more consistent framework for the publication, and an even 
better read!

Both she – and I – would welcome your feedback, suggestions and 
input into the magazine going forwards, so don’t hesitate to contact us.

Catherine Hawkins, Owner, Platform Magazine:
catherine@sponsorshipnews.com

Louella Miles, Editor, Platform Magazine:
Louella@sponsorshipnews.com
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trending topics

Paid to perform: Platform eyes some interesting odds

Ambush marketing: A guerrilla without any teeth?

Right to privacy: the elephant in the room

Formula One: Still top of its tree?

WHAT HAPPENED?
London 2012 organiser LOCOG is mustering its forces to thwart 
brands seeking to launch spoiler campaigns in the build-up to the 
Olympic Games. It is believed to have already briefed brands and 
sponsorship agencies on the topic, with the new rules on ambush 
marketing seen as much more stringent than before and rule breakers 
potentially facing court action. But these rules are already starting to 
be tested. Olympic Cafe in East London was assured it wouldn’t have 
a problem, but had to fend off court action against the use of its name. 
It has had to rebrand itself as Cafe ‘Lympic.

WHY DO WE CARE?
The last thing that brand owners, who invest eye-wateringly large 
sums of money in Olympic sponsorships, want is to see canny rivals 
reaping the benefits of an association with the Games when they 
haven’t. It’s a good spectator sport for us mere mortals, but we 
can also feel their pain. Unfortunately, there are always casualties 
along the way: established firms with rings in their logo, ‘Olympics’ 
or ‘Games’ in their name who often lack the firepower to beat off 
law firms with a brief to slap a writ on anything that threatens the 
Olympics sponsorship package.

WHAT HAPPENED?
What started life as a snowflake has rolled into a snowball as the 
NewsCorp debacle grumbles on. Originally, this trending topic was 
going to highlight an eventful few months in the life of Cheryl Cole 
(yes, she with the lucrative L’Oréal contract). Spectacularly dropped 
from the US version of the XFactor, Cheryl took out an injunction 
to protect her privacy. You could see how that might sit less than 
comfortably with L’Oréal, whose sales rose last year when she was 
happy to be seen in public , indicating the potential for celebrity 
product endorsement when brands need a boost.

WHY DO WE CARE?
The link between sponsorship and personality endorsements needs 
no explaining. Brand ambassador programmes exist both within – 
and outside – of sponsorship programmes. Yet if more celebrities 
move to protect their privacy in this way, the net result will be that 
their exposure becomes less and the power of their own brand 
weakens too, as a result. If their exposure is less – particularly in 
non-scripted authentic situations where a brand endorsement might 
seem more natural, and frankly more effective – then an avenue of 
sponsorship, and brand activation, could close.

WHAT HAPPENED?
Formula One since the early 1980/1990s has been the pinnacle 
of motorsport: top teams, top budgets, top drivers and regular 
excesses. Now regulations are capping the speed, reducing the 
marketing budgets and bringing in regulations to make it more green. 
Has the pinnacle now become a regular series without teeth and 
constricted appetite for invention and risk? Can the quintessential 
unpredictability of Formula 1 be harnessed and still retain its 
popularity and intrigue? The sport has been forced to metamorphose 
more than once. Can Ecclestone pull another rabbit from the hat? 

WHY DO WE CARE?
Top brands have always wanted to be associated with top events 
– to prove or market their strength or quality to a high level of 
achievement. Has the sport been dumbed down – will it become 
another series, another sport confined to non-free to air TV with 
smaller audiences? Formula One sponsorships in the UK alone 
account for a hefty share of overall sponsorship spend. Ranked in the 
top five sponsored sports in the UK for the last three years, were we to 
see a downturn in investment into the sport, it would have knock on 
effects for industry growth overall.

WHAT HAPPENED?
The Women’s Sport & Fitness Foundation (WSFF) took William Hill’s 
offer of some healthy odds to back the England Women’s team at the 
FIFA 2011 World Cup. Experts claimed that the World Cup could 
prove crucial in boosting the profile of women’s sport in England and 
improving the numbers participating, with women’s sport currently 
accounting for just 5% of sports newspaper coverage. William Hill 
placed £5,000 worth of bets on the WSFF and the performance of the 
England team that would have netted a whopping £73,000 if they had 
cumulatively come good. 

WHY DO WE CARE?
Rights holders – including charities – have been under increasing 
pressure since the recession to reduce rights fees and demonstrate 
value for their opportunities. Sponsors, in particular, have called 
into question rights fees that rocketed during the mid 2000s and 
culminated in some brands moving into the space of either creating 
(think Red Bull) or co-creating (think Orange) their own projects. 
Performance-related pay may become a compromise to this 
enduring battle if rights holders and brands can agree on what the
key performance indicators will be that determine ‘success’. 
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Paid to perform: Platform eyes some interesting odds

Ambush marketing: A guerrilla without any teeth?

Right to privacy: the elephant in the room

Formula One: Still top of its tree?

WHERE’S IT GOING?
Let battle commence. For while brands like Visa and Lloyds TSB have stumped up the cash to be associated with the Olympics, Barclays Bank 
has announced that it is to be the sole sponsor of Royal River: Power, Pageantry and the Thames – a major new exhibition at the National 
Maritime Museum in 2012. The timing is key because it opens on April 27th, and will run through the Queen’s Diamond Jubilee and the 
National Maritime Museum’s 75th anniversary year, as is the venue. For where will the equestrian and the combined running and shooting 
event of the Modern Pentathlon take place? Yes, you’ve guessed it: the leafy environs of Greenwich Park, host to...the National Maritime 
Museum.Yet even if Barclays thought it had a spoiler, the NMM will ensure it removes all external marketing of the event for the duration of 
the Games.  But then maybe its presence at the site will be enough, as will that of countless Boris bikes left outside Olympic venues.
To date there have been a number of brands sailing close to the wind – but cannily they have stayed the right side of IOC rules and 
regulations. It’s a tricky business protecting a brand’s investment in sponsorship, but it pays the lawyer’s bar bills.

WHERE’S IT GOING?
Well – so far, so good. Evidence for 2011 so far shows that despite these hiccups and regulations, Formula One still retains top-spot in motor 
sport, with research showing audience figures are still rising, the sport offers more excitement and sponsor engagement is flourishing. Even 
drivers like Michael Schumaker find it hard to resist the appeal, with his recent statement that – despite rumours that he will retire again at 
the end of the 2011 season – he will be fulfilling his contract with Mercedes next year. Big brands such as LG, Hublot, DHL and Vodafone 
are working hard with their activation strategies  to maximise the impact their sponsorship has  on fans, and despite blustery conditions 
at the July British Grand Prix at Silverstone, the event drew a sell out crowd. It’s a sport that relies heavily on the performance of the cars, 
however, to keep the  competition lively until the end of the series and how the rule changes will affect on-track performances long-term 
remains to be seen.  Still, for now, the future is looking positive for the sport on both a UK and global basis. And since Ecclestone no longer 
has to concern himself about Queens Park Rangers quite so much, maybe we’ll see him devoting more brain power to Formula 1. 

WHERE’S IT GOING?
Well – frankly, who knows? All this seemed innocuous enough, until the steady implosion of NewsCorp. The brouhaha resulting from the 
phone hacking allegations has propelled privacy from being a celebrity problem to everyone’s problem. And given the latest news reports about 
cover ups, this story looks like one that is going to run and run. Huge interest in reporting techniques and the media per se from government 
(who themselves are under fire) may point, in the long term, to a change in the reporting of celebrity news (i.e. less dirty linen being aired in 
public). From a Platform reader’s point of view, if you are a brand this could be a good thing. Brand/celeb associations may become less of a 
risky business with the media – and their reporting techniques – under ever greater scrutiny. Conversely you could take the opposing view, 
that once the dust settles, the tabloid media will go back to doing what it does best: raking up shots of celebs doing naughty things. Brands 
will continue to walk the tightrope of ambassadorial programmes, enjoying the highs and riding out the lows, while the concept of privacy will 
continue to generate a frisson of tension between media and celebs.

WHERE’S IT GOING?
Hot on the heels of the WSFF gamble – which looked to be going so well until the final 10 minutes of the quarter final match that ultimately 
knocked out the England women’s team – we saw Darren Clarke unexpectedly win the Open. No sooner had that happened than sponsor 
Dunlop announced a whopping £2million bonus for the golf star. For endorsement deals ‘performance’-related pay (PRP) has always – to 
a degree – been in play. However, with more rights owners entering the market place and ever-increasing competition for the sponsor 
dollar, potentially sellers might have to shift their mindset and gamble on their own audiences and fan base. The interest will come when 
‘performance’ equals engagement rather than just sheer numbers putting loyalty and emotive connections to the test. A further challenge for 
rights holders will be the same faced by other marketing disciplines. How can ‘fans’, ‘followers’, ‘likes,’ ‘gamers’ et al be converted into cash?  
Will rights holders find themselves jeopardising authenticity in the hunt for revenue? PRP in the context of car salesmen, admen, or even 
production line workers is one thing – but is it wise to risk the experiential side of sponsorship?

4-5 TT 16.indd   5 26/08/2011   12:56
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London’s Cable Car: A clutter-free zone?
The steady sound of the clock ticking on the 
grand opening of the London 2012 Olympic 
Games is being heard loud and clear. And it’s 
not just among the public, but also us experts 
in the sponsorship industry. The ‘year to go’ 
mark was reached in July, triggering a frenzy 
of activity from LOCOG and the associated 
jamboree of Olympic sponsors. 

All of a sudden brand owners are 
frenetically activating their sponsorships 

across an array of media platforms. A casual 
observer might wonder whether all this 
activity might ultimately become a race for 
space among the cluttered landscape that is 
local and global Olympic partners, so it will be 
interesting to see whose messages  
resonate most loudly – and most relevantly –  
with Joe public. With all this going on in 
the forefront...an interesting opportunity 
presented itself in the background. London’s 

International online sports betting providers 
Betfair Group plc (LSE:BET) has appointed 
Matt Robinson as emerging markets 
director. He will report to Niall Wass – 
Betfair’s chief commercial officer – and will 
focus on the management and growth of the 
company’s commercial emerging markets 
strategy. This includes product management, 
marketing, brand management, sales and 
distribution in new territories. 
The FA has made Stuart Turner group 
commercial director. Stuart, previously acting 
interim director for The FA Group, oversaw 
the appointment of both Vauxhall and 
Budweiser as lead partners for the England 
team and The FA Cup respectively. 
Elsewhere in football, sports marketing 
agency SportQuake has hired Matthew
Harrison from the Football League to head 
up business development. This coincides 
with a portfolio of new sports sponsorship 
deals struck by the agency ahead of the new 
football season.
The QIPCO British Champions Series – 
the newly-formed flat race series – has 
appointed Rod Street as its chief executive. 
Street has a rich history in racing, with 
stints as both chief executive of Racing for 
Change and managing director of Northern 
Racing in his back catalogue.
Rhiannon Phillips, after a four-year tenure 
heading up corporate relations at the Young 
Vic Theatre, is taking up a development role 
at Manchester arts centre, the Lowry.
Research giant IFM Sports Marketing 
Surveys has strengthened its leadership 
team with the appointment of Michael Stone
as head of research and consultancy and 
through the promotion of Jon Stainer to 
deputy managing director. These two key 
appointments have been made as a result of 
continued substantial growth in the business, 
particularly in the Middle East and Asia. The 
company has also recruited Val Benyon 
as marketing manager and Mark Turner as
marketing assistant in the UK.
Another agency expanding its team is 
MEC Access which has announced three 
new hires. Sarah Walker joins as account 
director, Jamie Page hops south of the 
river from rival agency Havas Sports & 
Entertainment to take up the position of 
account manager with colleague Simon
Hawk, who also makes the move from 
Havas. All three new hires will report into 
Stuart Wareman, who is the business 
director at MEC Access.
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Size matters...We think
The sponsorship agency marketplace is 
an interesting beast. Take the last cycle of 
sponsorship awards compared with Marketing 
magazine’s sponsorship agency league table.

Now, while The Sponsorship Awards 
(formerly Hollis) Sponsorship Agency of the 
Year takes into account non-sports activity, 
you’d think it would at least bare some 
similarities to the like-for-like Sports Agency 
of the Year at the Sports Industry Awards. 
Not so, as our table would indicate. In fact, 
a neutral observer might think they were 
talking about unrelated disciplines such is the 
differential in terms of both the shortlist and 
the eventual winner. 

DIFFERENT CRITERIA
“Must be different criteria,” I hear you say. 
Well, the Sport Industry Awards seem to 
focus, as you would expect, on financial and 
client roster growth, while the Hollis Awards, 
tend more towards creativity, innovation 
and new industry initiatives. A more detailed 
inspection reveals closer ties: profitability – 
tick; creativity – tick; increased growth – tick; 
diversity in approach – tick.

Granted, both awards pull together 

different judging panels, and by no means 
are we suggesting that the process isn’t 
undertaken in a scrupulously fair way, with the 
requisite gravitas given to the overall process. 
It’s just that the results are so very different – 
and there lies the question: why?

Well, for now, let’s put that to one side.
Marketing’s Sponsorship Agency League Table 
has clear and non-subjective criteria:  turnover 
and profit. On this ranking, you’ll note that 
coming out on top is WPP-owned MEC: Access 
– also featuring on The Sponsorship Award’s 
Shortlist for its work with Evian (sport), but 
conspicuously absent at the Sports Industry 
Awards. Elsewhere, IMG doesn’t even feature 
on Marketing’s table, but took the crown at 
The Sponsorship Awards back in March this 
year.

So what does all this mean? Other than 
Limelight – which features across the board, 
there’s some serious differences in the results. 
Does this underline the richness and diversity 
of the industry, or the need for an alternative 
evaluation method? Maybe it’s the case that 
sponsorship, as with voters and politicians, 
gets the awards it deserves. We’d be interested 
in your thoughts. l

Marketing Magazine - Dec 2010  Hollis Sponsorship Awards - April 2011  Sport Industry Awards - May 2011

Sponsorship Agency of the Year Sponsorship Consultancy of the Year Sport Agency of the Year

Shortlisted Winner Shortlisted Winner Shortlisted Winner

AGENCY

M & C Saatchi YES YES

Fast Track YES

IMG/SBI YES YES YES

Limelight Sports YES YES YES YES

Fuse YES

Hill & Knowlton Sports YES

Synergy YES YES YES

MEC Access YES YES YES

brandRapport YES YES

AGENCY COMPARISON CHART

6-7 Media Value.indd   6 26/08/2011   12:57
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FOOTBALL SPONSORS SNAKES AND LADDERS
Deal reported Sponsor Industry Country Event or Activity Title Event Sponsor Type Value of Deal ($) Value per Year ($) Coverage Years Deal Type Value of Deal (£) Value per Year (£)

01/01/2010 Xtep Clothing - Sports UK Birmingham City Soccer Team Sponsor  12,324,000 2,464,800 National 5 New deal 7,517,640.00 1,503,528.00

01/04/2009 F&C Investments Financial - Other UK Birmingham City Soccer Team Sponsor  1,400,000 700,000 National 2 Renewal 854,000.00 427,000.00

01/07/2007 F&C Investments Financial - Other UK Birmingham City Soccer Team Sponsor  3,250,000 1,249,833 National 3 New deal 1,982,500.00 762,398.13

01/05/2011 Wonga.com Financial - Other UK Blackpool Soccer Team Sponsor  2,000,000 1,000,000 National 2 Renewal 1,220,000.00 610,000.00

01/07/2010 Wonga.com Financial - Other UK Blackpool Soccer Team Sponsor  1,000,000 1,000,000 National 1 New deal 610,000.00 610,000.00

01/01/2010 Northern Rock Financial - Banking UK Newcastle United Soccer Team Sponsor  16,400,000 4,100,000 National 4 Renewal 10,004,000.00 2,501,000.00

01/11/2009 Thomas Cook Travel UK Newcastle United Soccer Team Sponsor  900,000 300,000 International 3 New deal 549,000.00 183,000.00

01/06/2007 Carling Drinks - Beer UK Newcastle United Soccer Team Sponsor  6,000,000 1,500,000 National 4 New deal 3,660,000.00 915,000.00

01/06/2007 Newcastle Brown Ale Drinks - Beer UK Newcastle United Soccer Team Sponsor National Withdrawal 0.00 0.00

01/06/2011 Errea Clothing - Sports UK Norwich City Soccer Team Sponsor  1,250,000  1,250,000 National 1 New deal 762,500.00 762,500.00

01/09/2009 Anglian Home Improvements Construction UK Norwich City Soccer Team Sponsor  125,000  125,000 National 1 New deal 76,250.00 76,250.00

01/07/2009 Aviva Financial - Insurance UK Norwich City Soccer Team Sponsor  900,000 450,000 National 2 Renewal 549,000.00 274,500.00

01/06/2008 Aviva Financial - Insurance UK Norwich City Soccer Team Sponsor  1,750,000 583,166 National 3 New deal 1,067,500.00 355,731.26

01/10/2010 TalkTalk Media/Press/TV UK Queens Park Rangers Soccer Team Sponsor  1,750,000 375,000 National 5 New deal 1,067,500.00 228,750.00

01/06/2010 Carlsberg Drinks - Beer UK Queens Park Rangers Soccer Team Sponsor  750,000  750,000 National Renewal 457,500.00 457,500.00

01/12/2009 Stan James Gambling/Lottery UK Queens Park Rangers Soccer Team Sponsor  750,000 250,000 National 3 New deal 457,500.00 152,500.00

01/05/2009 Red Bull Drinks - Energy UK Queens Park Rangers Soccer Team Sponsor  325,000 325,000 National 1 New deal 198,250.00 198,250.00

01/07/2008 Gulf Air Airlines UK Queens Park Rangers Soccer Team Sponsor  14,000,000 4,666,667 National 3 New deal 8,540,000.00 2,846,666.87

01/06/2008 Abbey Financial - Other UK Queens Park Rangers Soccer Team Sponsor  6,000,000 3,000,000 National 2 New deal 3,660,000.00 1,830,000.00

01/04/2008 Lotto Clothing - Sports UK Queens Park Rangers Soccer Team Sponsor  31,542,000 6,308,400 National 5 New deal 19,240,620.00 3,848,124.00

01/06/2011 Bodog Gambling/Lottery UK West Bromwich Albion Soccer Team Sponsor  3,200,000 National New deal 1,952,000.00 0.00

01/05/2011 adidas Clothing - Sports UK West Bromwich Albion Soccer Team Sponsor  7,200,000 2,400,000 National 3 New deal 4,392,000.00 1,464,000.00

01/01/2010 Victor Chandler Gambling/Lottery UK West Bromwich Albion Soccer Team Sponsor  100,000 National New deal 61,000.00 0.00

01/12/2009 Blue Square Gambling/Lottery UK West Bromwich Albion Soccer Team Sponsor  100,000 100,000 National 1 New deal 61,000.00 61,000.00

01/06/2010 HomeServe Financial - Insurance UK West Bromwich Albion FC Soccer Team Sponsor  1,500,000 1,500,000 National 1 New deal 915,000.00 915,000.00

01/06/2007 T-Mobile Telecommunications UK West Bromwich Albion Soccer Team Sponsor  3,400,000 National New deal 2,074,000.00 0.00

01/08/2010 SBO BET Gambling/Lottery UK West Ham United Soccer Team Sponsor  10,000,000 3,333,333 National 3 Renewal 6,100,000.00 2,033,333.13

01/09/2009 Macron Clothing - Sports UK West Ham United Soccer Team Sponsor  18,000,000 6,000,000 National 3 New deal 10,980,000.00 3,660,000.00

01/11/2008 SBO BET Gambling/Lottery UK West Ham United Soccer Team Sponsor  3,152,000 3,152,600 National 1 New deal 1,922,720.00 1,923,086.00

01/06/2007 XL Airlines UK West Ham United Soccer Team Sponsor  15,000,000 5,000,000 National 3 New deal 9,150,000.00 3,050,000.00

01/05/2010 Burrda Clothing - Sports UK Wolverhampton Wanderers Soccer Team Sponsor  4,500,000 1,500,000 National 3 New deal 2,745,000.00 915,000.00

01/05/2010 Sportingbet Gambling/Lottery UK Wolverhampton Wanderers Soccer Team Sponsor  3,000,000 1,500,000 National 2 Renewal 1,830,000.00 915,000.00

01/06/2008 Le Coq Sportif Clothing - Sports UK Wolverhampton Wanderers Soccer Team Sponsor  3,250,000 812,500 National 4 Renewal 1,982,500.00 495,625.00

Money, money, money
The word ‘bankers’ may act like a red rag to 
a bull for most British punters, but there’s 
one sector which still welcomes them with 
open arms: football. Take a close look at the 
sponsorship history of clubs going up to the 
Premiership or down to the Championship
– and a few that have just clung on to their 
spot. What is the common thread? Financial.

West Ham, even as it swapped places with 
its West London rival QPR, announced the 
signing of a new three-year deal with global 

foreign exchange broker Alpari (UK) for an 
undisclosed sum. Now, if we were to lump 
gambling in with financial (and why not, 
we’re just talking money here) there would be 
scarcely a team playing promotion/relegation 
snakes and ladders which hasn’t scored a 
sponsor in this sector in the past few years.

It’s to be expected that clothing sponsors 
feature prominently. After all, you wouldn’t 
want the teams to appear in the nude. 
Although, at times, that might liven up a 

dull game and add new spice to goal line 
technology.

Yet what it does underline is that, for 
those teams swapping places, there is an 
undue reliance on a very small pool of 
sponsors. Hardly surprising, then, that some 
teams begin the season still struggling for a 
shirt sponsor. Maybe it’s time to revisit what 
they have to offer, who’s out there with the 
money and more importantly what brands 
and their consumers really want nowadays. l

new cable car – the cumulative efforts of the 
GLA , Transport for London (TfL) and lead 
contractor Mace – went out to tender. The 
Olympic sponsors got an advance preview 
(see: you do get bangs for your bucks with 
an Olympic tier partnership), with the rest of 
the industry getting its turn a month later. 

Now some might argue – myself being 
one of them – that although a risky strategy 
(there is no guarantee that the car will be 

finished in time for the Olympics despite 
Mayor Johnson’s claims) the cable car 
presents a great clutter-free space for a  
sponsor to cash in on the Olympic dream. 

For starters, it’s neatly positioned to run 
between two Olympic venues: ExCel and the 
O2. For seconds, it offers a legacy that will 
endure long after the temporary Olympic 
structures are variously shipped off for their 
respective uses across the globe. For three 

it allows a brand to reap the benefits not 
only of commercial sponsorship around 
the Olympics but also a profile in an area 
earmarked for regeneration; the Royal Docks 
was announced as a designated Enterprise 
Zone in the last budget. 

And finally, relative to the cost of an 
Olympic sponsorship...it’s a steal. We’ll be 
watching to see which brand bags the deal - 
we’ve got money resting on the outcome. l

Source: The World Sponsorship Monitor
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What’s it all about anyway?

Year two of Boris bikes. Yes, despite the 
doomsayers the scheme has not just survived 

– despite the odd wrinkle or two – but 
actually prospered. So what has it meant for 
London, for the scheme’s sponsor, Barclays, 
and what will it mean for local government 
initiatives needing sponsorship in the future?

First, let’s get the plaudits out of the way. 
This is a good example of an initiative that 
delivered to a given community – in this 
case London – the cost of which was offset 
by private investment. Indeed, it’s the first 
big example of its kind that we have seen 
in the UK. Second, in light of all this talk 
about Big Society, it was potentially a project 
that might not have gone ahead but for the 
sponsorship fee. 

The surprising part has been that the 
Barclays Cycle Hire Scheme – launched last 
July by Boris Johnson, London’s Mayor – 
has been taken up with such gay abandon by 
Londoners and out of towners.  At the time 
of writing, since its launch there have been 
over six million individual bike hirings. So 
the theory is that it’s not just appealing to 
existing cyclists, but also to people who don’t 
own their own bikes and saw this as an easy 
option.

It’s a phenomenon that has the 
potential for a much greater impact than 
ever envisaged: just think of what this 
broadening of the pool might have on the 
sponsor, attitudes towards cycling and even 
government transport policy in the long term.

Maybe those are questions for the future. 
For the present, let’s recap on the story 
to date. The Barclays Cycle Hire scheme 
launched to members at the end of July 2010 
and to casual users on 3 December 2010. 
Since then, Londoners and visitors to the 
capital have been able to pick up and drop off 
hire bicycles at hundreds of locations across 
London’s zone one travel area using their 
Oyster cards or on a temporary hire basis.

Due to the uptake and thirst for the 
scheme, the Barclays Cycle Hire area will 
be extended to include the Borough of 
Tower Hamlets and North Shoreditch in the 
Borough of Hackney by Spring 2012 and to 
West and South West London by 2013. In 

total, the scheme will cover 65km squared of 
the capital, with 14,400 docking points and 
8,000 hire bikes.

The deal, which has just been renewed 
by Barclays (and more on this later), was 
originally valued at up to £25 million for 
five years and included the Barclays Cycle 
Superhighways (branded cycle highways). 
The recent renewal of the partnership was 
announced at the scheme’s one year birthday, 
with Barclays committing a further £25 
million of sponsorship, an investment that 
will see the bank associated with the scheme 
through until 2018.

What does Barclays get?

•   Barclays naming rights for the two flagship 
cycling schemes (Barclays Cycle Hire 
Scheme and Barclays Superhighways).

•   Branding on the hire scheme’s new bicycles, 
maintenance support vehicles and on the 
uniforms of maintenance staff.

•   Branding on all marketing and 
communications materials

Why did it do it?

For Barclays, the cycle hire scheme has been 
a triumph, with its distinctive blue branding 
being seen across London not only on the 
cycles themselves, but in-built into the fabric 
of roads via the Barclays Superhighways.
Some 128,000 people are now Barclays Cycle 
Hire Members and casual users have already 
made over 1 million cycle journeys since that 
option became available about seven months 
ago. For Barclays, the project seems to sit in 
its ‘Citizenship’ portfolio.

At least, that’s what its chief executive, 
Bob Diamond, was keen to promote at the 
launch when he talked about “Barclays’ 
commitment to Citizenship, including the 
role we play in the communities we serve, 

being one of our four execution priorities.” 
The Cycle Hire scheme is, he added “a visible 
example of that commitment, and we are 
proud to be associated with its and its further 
expansion.”

Who is to say whether Barclays’ 
motivations for initially backing the scheme 
were quite as altruistic as Diamond’s quote 
appears to imply. Suffice to say, in hindsight, 
that there are probably quite a few brands 
that wish they’d taken a punt on the flagship 
scheme when it was offered to them two 
years ago.

This has been particularly apparent 
during the recent tender phase, managed by 
the GLA, with many of the brands waiting in 
the wings indicating that they thought the 
process was unfairly weighted in Barclays’ 
favour.

You can see their point: while the bikes 
are often jovially referred to as Boris Bikes 

– reflecting the London Mayor’s interest in 
the project – there can be no doubt that on 
media value alone, Barclays has got some 
pretty hefty bang for its buck. 

GLA – harnessing the power 
of its assets

A poll in The Guardian, timed to coincide 
with the anniversary, judged the scheme an 
outstanding success. Yet the GLA was not 
holding its collective breath at the launch. 
Indeed, Boris Johnson in an interview with 
Channel Four at the time called it “a giant 
Communist experiment”. And there were 
teething troubles, as predicted. Yet Boris 
has always been fulsome in his praise for the 
sponsor, which took a punt while many other 
brands said: “on yer bike”.

At the launch he expressed delight that 
“Barclays is on board and that it’s going to 
help us deliver the cleanest, greenest and 

Barclays and the ‘B’ Word
Bikes have come to London in a big way, and the implications for sponsorship and local 
authorities could be far reaching, says Catherine Hawkins.

“It’s a phenomenon that has the potential for a much 
greater impact than ever envisaged: just think of what 
this broadening of the pool might have on the sponsor, 
attitudes towards cycling and even government 
transport policy in the long term.”
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healthiest form of public transport that 
London has ever seen. Barclays Cycle Hire, 
alongside Barclays Cycle Superhighways, will 
mark 2010 in the history books of our great 
city as the year that we put the measures 
in place to create a cycling revolution in 
London.”

Now in anyone’s book, a cycling 
revolution doesn’t come cheap, so for 
the GLA, leveraging its assets to secure 
sponsorship from a private investor was a 
vital part of the deal. That said, it’s thought 
that the Barclay’s initial investment only 
goes some way to cover the total project cost.

However, it’s indicative of how the 
Mayor’s office is starting to work with 
private sector organizations in a bid to 
ensure that community driven initiatives 
can still move forward despite the well 
documented public sector cuts. 

In fact, one could argue that the 
Cycle Hire Scheme was a precursor to 
two private/public collaborations that 
the GLA currently has underway. One is 
the planned renovations around Tower 
Bridge to facilitate a state of the art energy 
efficient lighting system, with the temporary 
installation of giant Olympic Rings. The 

other is the Paralympics symbol, the three 
red, blue and green ‘agitos’ designed back in 
2003.

In the run-up to the London Olympic 
Games, we’ve seen collaboration between 
City Hall, City of London Corporation, two 
LOCOG sponsors – GE (which will assist 
with lighting technology) and EDF (which 
will supply electricity from low carbon 

sources) – and the Mayor’s office. 
The renovation project will allow for 

lighting displays during the Games period 
(and thereafter). Elsewhere, the Mayor’s 
Office also put to tender the new Cable Car 
last month as documented in Media Value, 
which again calls for a legacy partner to get 
involved in the development of the project.

To date most of the stuff that has come 
out of the mayor’s stuff has been pretty small 
fry, New Year’s Eve fireworks, celebrations 
in Trafalgar Square, and other opportunities 
between £0.00 and £100,000. This is a 
million pounds away from that. 

As Boris (sorry, Barclays) bikes roll on 
through their second year, it’s tempting to 
think that this is going to be the model for 
the future in terms of the Mayor’s Office and 
the GLA. They see it as a way that they will 
be able to develop and sustain new projects 
that can benefit London but they can’t do 
on their own. There is, however, one big 
question mark. And it happens to come with 
a familiar mop of white hair. Do projects of 
this kind depend on the calibre, personality 

– maybe, even charisma – of the mayor? And 
if so, will a change of mayor in the future 
lead to a change of strategy? l

“Who is to say whether 
Barclays’ motivations 
for initially backing the 
scheme were quite as 
altruistic as Diamond’s 
quote appears to 
imply? Suffice to say, in 
hindsight, that there 
are a few brands that 
wish they’d taken a 
punt on the flagship 
scheme when it was 
offered to them .”
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FLYING ON THE BEACHES
“We are very focused on attracting visitors to Redcar and 
Cleveland. A major part of our tourism strategy is to invest 
in events that showcase our natural assets, especially our 
spectacular coastline. We have worked closely with Elite 
Sponsorship  to pre-plan our beach sport events and successfully 
delivered excellent visitor numbers and enabled the organisers 
to secure sponsorship investment and regional development 
funding.” Debbie Allinson, tourism officer, Redcar and 
Cleveland Council

You CAn still smell the feAR...
One year on from the announcement 
about public sector cutbacks, many local 
government officials are still struggling with 
the reverberations.

They have never been naturals at putting 
their heads above the parapet, taking the risk 
of being shot down. There has always been 
a tendency to make decisions by committee. 
Yet times changes, and hiding in a crowd is 
no longer an option.

What does this mean in practice? A 
many-tiered revolution has occurred which 
requires bold decision making – even though 
the outcome will always have the potential to 
come back and haunt those who make them – 
and much less security. 

Gone are the days when working in local 
government could mean a job for life. Now 
officials have to stand up, be bold and make 
decisions in order to thrive and survive.

When applying this viewpoint to local 
government event teams there is an 
opportunity to shine and lead the way in 
building robust event strategies and take 
decisions confident in the knowledge 
that they can make a difference to public 
perception and the economy.

The modern era of cost savings and 
rigorous examination of expenditure has hit 
local authority events teams hard. The only 
way they can secure any budget to run events 
is to demonstrate a series of ROI deliverables, 
such as will the spend

•  deliver increased tourism?
•  deliver improved regional awareness?
•  create positive perception?
•  drive the economy and create jobs?

thrive and survive!
Local government event teams are under the cosh. They need to create tangible benefits – 
such as improved tourism numbers and enhanced regional awareness – but do they have the 
confidence and the financial acumen to deliver, asks steve Parrott?

“Event teams make up 
the one area of local 
government that can 
create sustainable 
impact in the 
community – yet they 
often lack the courage 
to blow their own 
trumpet.”

www.farrer.co.uk

Farrer & Co specialise in providing all aspects of sponsorship advice and work with organisations
in the sports, museums & galleries, charities, media and private banking sectors.

For further information please contact Serena-Hedley Dent, Partner 
Tel: 020 3375 7352   Email: serena.hedley-dent@farrer.co.uk

platform • Volume 02 • Issue 18• July/August 11    11

Council Challenge

10-13.indd   11 26/08/2011   12:58



Those that are thriving are the ones which 
have taken the lead in demonstrating best 
practice use of available funding is and 
which have the ability to deliver on any given 
ROI model. All it needed was a bolstering of 
self-confidence, and a greater knowledge of 
how to act in a more commercially-oriented 
way.

The cost-cutting exercises have led many 
local governments to reduce the size of their 
event teams, believing that they can make 
cost savings in this area with no impact on 
the community service offering.

Sadly, this has had an impact on morale, 
and effectiveness. In reality, cuts in this 
area offer no cost savings and the reverse is 
actually true. In effect, event teams make up 
the one area of local government that can 
create sustainable impact in the community 

– yet they often lack the courage to blow their 
own trumpet.

They make a difference by creating pride 
of place in the region, driving tourism and 
boosting its economy through delivering a 
portfolio of events that drive passion and 
enthusiasm into the community mind-set.

focus on deliverables
Yet this is only one side of the equation. 
Local authorities are interested in 
‘deliverables’, that good old bottom line. 
Event teams don’t just provide soft benefits, 
they can make a real difference to a region’s 
economy by their commercial acumen and 
their creativity – they just need to shout it 
a bit more if they wish to change current 
perceptions.

Consider, for instance, big questions like: 
“How do you plan on bringing the biggest 
events into your region, those that deliver 
tourism numbers, create jobs and match the 
communities interests without costing the 
local government any money?”

Clearly, raising funds though sponsorship, 
regional growth funding and associated 
grants is the way forward, but knowing this 
is one thing – activating a successful strategy 
is another. 

Some local government event teams have 
a part-time assistant managing this fund-
raising strategy. Put simply, two days a week 
is not going to cut it!

The following actions points can, however, 
be implemented:

•   Improve the skills of the event team with 
investment in training and education on 
topics such as event marketing and grant 

application funding.

•   Assign a dedicated resource to build 
sponsor partnerships and secure grant 
funding.

•   Stand your ground against outside 
influence from internal heads of 
department who want what budget is 
available for themselves.

•   Build a marketing and PR strategy that 
leverages regional media and works their 
need for regional good news by getting the 
best deal out of the mutual information 
exchanges.

•   Have a clear definition of your regional 
assets, whether that is beach, parks, art or 
city culture. Once identified, build a secure 
plan to develop events that match those 
criteria.

•   Build a two or three-year plan to grow your 
event portfolio and hold your nerve by 
sticking to it.

•   Develop ROI benchmarks to prove how 
successful you have been based on the 
forecast. That way, you can prove your 
worth and ultimately start growing the 
event and the team.

•   By implementing the above, event teams 
can then meet their biggest challenge head-
on – i.e. changing the current political view 
point that they are a cost to the business.

One shining light is Redcar and Cleveland 
Council.

Teesside has been identified as one of the 
five UK regions hardest-hit by the economic 

downturn, yet one local government event 
team has fought back. The event team 
at Redcar and Cleveland decided that it 
wouldn’t accept the negative impact of 
cutbacks. Instead, it stuck to its original 
event plan, knowing that public perception 
about creating ‘pride of place’ was important.

Boost to tourism
It reckoned that tourism numbers could 
be increased if it invested wisely and built 
relationships with partners that could 
positively affect the outcomes. The team 
adopted an event plan around delivering 
national beach sports that matched its 
regional assets: superb beach resorts. As 
a result, the community has welcomed 
national championship events that have 
drawn over 25,000 people to the area during 
the past two years and sponsor partners such 
as EDF Renewables.

Redcar and Cleveland Council has proved 
that, in the face of adversity, the best way 
for local government event teams to survive 
is to make the necessary tough decisions. 
It recognised that it wouldn’t be easy, but 
it stuck to its guns using a well-thought 
through, bold and innovative strategy.

It knew that it had to stand out from the 
crowd. It managed to thrive and survive in 
a downturn despite internal and external 
pressures. In fact, it should act as a blueprint 
for local government event teams: despite 
cost cutting measures they still have the 
ability to change not only public perception 
by driving the local economy through 
increased tourism numbers but also to 
change perceptions internally. Once survival 
is achieved, growth is never too far away.

Steve Parrott is a director at Elite 
Sponsorship Management

“Clearly, raising funds though sponsorship, 
regional growth funding and associated grants 
is the way forward, but knowing this is one 
thing – activating a successful strategy is 
another. Some local government event teams 
have a part-time assistant managing this fund-
raising strategy. Put simply, two days a week is 
not going to cut it!”

thrive and survive continued from page 11
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trusted to help bring some of the world’s 
greatest brands to life.
 
Icon has a global reputation for implementing 
environmental branding and event production 
solutions for national and international sporting 
events, commercial organisations and cultural 
programmes. We have offices in the UK, 
Germany, South Africa, Qatar, UAE and Canada, 
with an extended supply chain in China.
 
From delivering environmental branding 
campaigns with a global audience for events 
such as the FIFA World Cup, IAAF World Indoor 
Athletics and Golf’s Ryder Cup to wowing 

customers such as adidas, News International 
and Aviva with our exciting range of creative 
technologies, Icon always provides a bigger 
experience.

And now, with event overlay specialist the SLS 
Group joining Icon, we can provide you with an 
even wider range of city and venue dressing 
opportunities.
 

Please contact Andrew Hodson at
andrew.hodson@icon-world.com to find out 
how Icon can work with you to define, design 
and deliver your current and future brand 
projects.
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What do you think should be on football’s 
wish list in terms of what it can offer brands 
long term?
Vange Kourentis
Football rights holders need to develop 
a better way of listening to what brands 
want and then deliver a set of rights that 
actually match those needs. My biggest 
criticism is the rigidity of the rights they 
offer. You’d be amazed how similar some 
of the presentations are: similar content, 
similar rights with a different badge on the 
front. That’s a generalism but it holds quite 
a lot of water.

So they’re telling the potential brand owner 
what they have rather than actually doing 
the research? 
Josh Robinson
Absolutely. If you compare the number 
of fans actively engaged in unofficial fan 
forums with those on the official Facebook 
and Twitter channels, the unofficial 
numbers are much bigger. It does make 
you start to think: is official as powerful 
as authentic these days? It means rights 
holders really need to get better at listening 
to what fans want, just as brands are 
getting better at listening to consumers.

Fans always used to be low down in the food 
chain in terms of their importance to clubs. 
So do you really think that we’re at a tipping 
point? That they’re going to need them more 
than they have done in the past?
VK
Yes. How fans want to be treated by their 
clubs is an interesting one. Eight years ago 

at Manchester United we started talking 
about fans as customers. Maybe it was a 
case of too much, too soon. We said, if you 
looked at a fan as a customer you wouldn’t 
do half the things that you do now: you 
wouldn’t herd them in quite the same way 
as they’re herded in today. You would give 
them better pies, you’d do a lot of things 
differently. Those kinds of messages made 
it as high as the chief executive of the club 
at the time, Peter Kenyon, and he was 
criticised by fans for calling them customers.

In which case, what do you call them?

VK
Fans? Customers? We said we’re calling 
you customers because we want to offer 
best value and that offends you because you 
think of yourselves as fans. But they’re a 
hard audience to please. They range from 
your diehards who turn up at the stadium 
every week to those in the UK who sit on a 
couch watching football for entertainment 
versus those who sit in a bar in Singapore 
doing the same. So you have to look at all 
those constituencies of fans in a different 
way. It’s interesting that social and digital 
media have become the thread that runs 
through all of those types of fans and is 
probably the ubiquitous point along the 
chain.

Digital media allows you to 
communicate in a different kind of way, 
while social media allows fans almost to 
dictate some of the content for the first 
time and virtually define themselves: I am 
this type of fan and I sit with this group 

or type of fan and 
I’m happy in that 
environment.  So if clubs could embrace 
that thinking then they’d be closer to 
treating fans as customers.

If the brand owner is going after them, how 
will clubs protect those consumers/fans?
VK
I think clubs have already divested that 
responsibility by largely focusing their 
social media strategy around Facebook. 
And Facebook is a separate legal and 
commercial entity. I was at a conference 
six months ago and the head of digital 
for Barcelona was asked what his 
main objectives for Facebook were. He 
announced that ‘the club has 13 million 
Facebook friends, but just one objective’. 
That, he said, was given to him by his club 
president: to have more Facebook friends 
than Man United. Clubs are using it as a 
barometer for share value. More fans 
equals a more valuable club.

How dangerous a strategy do you 
consider that to be?
VK
It’s no different to the research that 
the larger clubs have commissioned 
around how many fans they’ve got 
in the world. That’s been going on 
now for ten years through a variety 
of research partners, whether it be TNS, 
MORI or whoever, purely to underpin 
company value. And it’s all very well saying 
you’ve got 200 million fans, but actually 
you’ve got to develop the business that 
reaches those 200 million fans to realise the 
revenue potential. Facebook just provides 
the business world with that big number in 
a different form. 

How does sport in 
Britain compare 
with sport in, say, 
the US in terms 
of using social 

Winds of Change
Does football lack the ability to think in terms of joined up marketing? SportsRevolution’s 
Vange Kourentis and Josh Robinson debate the challenges facing the sport – 
and brands – and the possible end of the three-year sponsorship model

“The head of digital for Barcelona was asked what his 
main objectives for Facebook were. He announced that 
‘the club has 13 million Facebook friends, but just one 
objective’. That, he said, was given to him by his club 
president: to have more Facebook friends than Man 
United. Clubs are using it as a barometer for share value. 
More fans equals a more valuable club.”
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media?
JR

One of 
the all-time 

great quotes 
of former NBA 

Digital head Bryan 
Perez is that there 

are a lot of social media 
ideas that may seem cool, 

but if they don’t give the fan 
what they want, those ideas won’t 

go anywhere. It’s assumed that the 
NBA has a very sophisticated approach 

to social media, but actually I think it just 

has a very 
simple, sensible 

approach which is 
to find ways of giving 

its audience whatever 
they might want in 

simple, creative, heavily 
promoted ways.

Can clubs compete, in terms of 
content, if a lot of the stuff out 

there is being developed by fans on 
their own sites?
VK
They have two choices. Do nothing 
and let those unofficial fans 

experience content in a different 
way, watching that grow and people 

migrate to those sites. Or they can do 
something about it and engage fans. 
The difficulty here is around how clubs 
see themselves given that they think, if 

you leave it to the fans, whatever they 
say represents the official position of 
the club. It needn’t. They need to break 
away from that mindset and let fans 

create content and, for example, accept 
people swear! 

Surely it must be a difficult balance for clubs, 
though?
VK
They have to look after constituent parts 
of the fan base from 11-year-olds through 
to people who are just about to check out. 
And that’s a big responsibility. It’s obvious 
when you’re on the terrace and you’ve got 
some guy in his 20s swearing next to a 
kid, but that’s what happens in the world. 
You’ve just got to let it happen and not be 
so precious about trying to be the moral 
guardian of everyone and how they act. 

Every major sport’s a business and 
managing the whole media chain is difficult. 
So you’ve got to be sensitive to the pressures 
on clubs, but I think they could be better 
at allowing certain elements of content to 
be pushed out to fans and embracing them 
more directly. Arsenal is an example of a 

club that recognises this.

What part does creativity play?
JR
Creativity is often forgotten as a really key 
component of being commercial. Football 
clubs are extremely focused on quite 
short-term commercial return and I think 
increased creativity would help a lot. For 
instance, coming up with smarter, sexier 
ideas that capture the fans’ imagination 
would trigger the kind of sharing that we 
see more often with brands and indeed 
some of the US federations. They get fans 
more and have more fun.

So what is your role in this area?
VK
We’re working with the FA across a 
number of things from digital replacement 
technology, a market by market technology 
which we’ve already launched with 
them, and across a whole range of digital 
media in stadia that play through social 
media. We’re also partnered with Starcom 
MediaVest to expand our offering. This 
started off as a UK centric company called 
SMG Sports but we quickly realised that, 
because of sport’s global nature, the brands 
should be global too, so we’ve since had 
great success with Heineken, Samsung and 
Emirates as clients. And that will mean we 
internationalise the SMG Sports brand.

“It’s all very well saying 
you’ve got 200 million 
fans, but actually you’ve 
got to develop the 
business that reaches 
those 200 million fans 
to realise the revenue 
potential. Facebook just 
provides the business 
world with that big 
number in a different 
form.”
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What tools are you likely to develop to 
leverage the social media side?
JR
The stadium is just the start of the journey. 
If there are 3 million football fans in 
stadiums across the UK over a given 
weekend, in the old days, that’s who you 
were advertising to in-stadia. The new 
opportunity is to start recognising that, 
with each fan in the stadium having a social 
network of between 50 and 150, you have 
the opportunity to use that audience as a 
detonation crowd to reach their connections. 
So we’re developing apps that start that 
journey and carry the content. 

Is this happening currently?
VK
The challenge we’ve got at the moment is 
the mobile bandwidth in stadiums. You 
can download stuff as you approach and 
share stuff as you leave, when your mobile 
bandwidth opens back up again, but 
currently not many clubs have a big enough 
bandwidth in the stadium. We’re working 
on that.

So what makes you believe this is worth 
pursuing?
JR
It’s a no brainer, because it’s what fans 
want. Give them something they want and 
want to share and you turn that crowd into 
a detonation crowd. It then forces you to 
listen even more closely and understand 
even more deeply who is actually in that 
stadium. One of the big misconceptions 
among sponsors – even among clubs – is 
that everybody in that stadium is a 35-year-
old bloke.  

This is despite all the research on this 
subject?
JR
Yes, there are different audiences there who 
all want different things, to engage with 
that game, to remember their experience 
in different ways. So for a kid who’s going 
for a treat once a year with his mum and 
dad and brother, all he might want to do is 
show his friends he’s there. That’s why we’re 
developing apps that let kids take photos 
of themselves that are immediately match-
branded, sponsor-branded and posted to 
Facebook. This is completely different to 
what a passionate 35-year-old Arsenal 
supporter might want. They’re more 

interested in deeper content and the social 
currency that comes with that. 

What would be a good example of integrated 
marketing with social media?
JR
A club sponsor would use stadia advertising 
to promote a free app. It doesn’t all have 
to start in the stadium but there’s a very 
strong rationale there: you’ve got a captive 
audience of content-hungry, social media 
savvy fans. You’ve also got club membership 
programmes, and football clubs can use 
social media to deliver more insightful value 
and keep their membership clubs more 
nurtured and engaged. Most membership 
clubs offer fans first option on tickets or 
cheaper access to matches. This is great 
but misses the fact that you should be 
communicating to those fans regularly 
between matches to nurture loyalty. 

We’ve talked about new ways of using 
sponsorship, but are those within clubs going 
to be sufficiently flexible to adapt?
VK
Clubs are rising to the challenge and 
engaging fans in dialogue more regularly, 
but is sponsorship, in its traditional 
sense, the right vehicle in which brands 
and clubs can come together? Is a three 
year relationship in terms of traditional 
sponsorship the right thing for the time? Do 
brands want to engage with rights holders 
for shorter periods of time for campaign-led 
periods of time? Split regionally because 
you can’t talk to the world and use the same 
message? These are all things that we’re 
involved in, regional virtual advertising 
and social media, because we’re reacting 
to market forces. So does the sponsorship 
industry have to refine what traditional 
sponsorship is and what we’re going to 
deliver as a group if we want to continue to 
marry rights holders and brands?

Is digital technology sounding the death 
knell for the three-year model?
VK
Even if everyone were to sign up to that 
model, economic market forces would not 
allow you to religiously stick to it. So if 
you’re doing one-year deal terms just for 
the sake of getting the money in, why not 
just tear it up and start again. Instead of 
offering a one-year shirt sponsorship deal 
at £600,000 why not say: why don’t we get 
a structure in place that enables brands to 
touch us and our audience and we can price 
it accordingly? We can still give everyone 
what they want: some form of engagement 
and a cash reward for that engagement.

Do you envisage resistance to this type of 
thinking?
VK
Maybe. But look at the number of Premier 
League clubs without a shirt sponsorship 
deal. So it says that the model’s bust at a 
certain level. You can continually put your 
head in the sand and go, oh, well, let’s go out 
next year in the same way as we did this year 
or you can try something different. 
JR
The new opportunities presented by digital 
media’s only going to speed that process up. 
You learn very quickly through it because 
you get such immediate feedback. It’s 
exciting. You put something out there and 
by the time it’s run its course you know what 
to do next. It’s almost impossible to resist 
doing what your fans or consumers are 
literally asking you to do. 

SportsRevolution commercial 
director Vange Kourentis, the former 
head of business development at 
Manchester United, and director Josh 
Robinson, a digital media specialist, 
are currently working with the FA on 
a number of initiatives

“Clubs are rising to the challenge and engaging fans 
in dialogue more regularly, but is sponsorship, in its 
traditional sense, the right vehicle in which brands and 
clubs can come together? Is a three year relationship in 
terms of traditional sponsorship the right thing for the 
time? Do brands want to engage with rights holders for 
shorter periods of time for campaign-led periods of time?

Winds of Change Continued from previous page...
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W O M E N ’ S S P O R T

WHAT DOES AUGUST MEAN TO 
YOU? Maybe the start of the new football 
season. But among all the headlines about 
Rooney’s summer antics, Man City’s latest 
big name signing or the musings of Chelsea’s 
new manager, you might have missed the 
England women’s team’s exit at the quarter 
final stage of the World Cup on a penalty 
shoot-out.

Yes, the nature of the defeat offers a 
depressingly familiar parallel to the men’s 
team, but the similarity very much ends 
there. The latest Deloitte annual review 
of football finance shows the revenue of 
the 20 Premier League teams exceeded 
£2 billion for the first time, during the 
2009/2010 season. This contrasts sharply 
with the launch in April of the eight-team, 
semi- professional Women’s Super League – 
backed by a £3 million investment from the 
FA – which still lacks a title sponsor. 

The inability of elite women’s sport to 
attract both dedicated media coverage 
and sponsorship funding continues to be a 
concern for sports policy makers. Research 
by The Commission on the Future of 
Women’s Sport showed that this sector 
accounted for just 3% of sponsorship deals 
between 2005 and 2009.

There are similar challenges for 
grassroots sport. The latest figures from 
Sport England’s Active People Survey 
show that women’s participation in sport 
continues to decline. In 2007 13.1% of 
women took part in it at least three times a 
week, but by April this year the figure had 
dropped to 12.5%. This compares with a rise 
in men’s participation from 20.0% to 20.3% 
over the same time period. This increase 
may hardly be meteoric, yet it underlines an 
already large gap that is continuing to grow. 

Looking at the participation by age 
reveals a marked difference between men 
and women. At 16, men are more than 
twice as likely to take part regularly in sport 
compared with women. And while men’s 
participation decreases rapidly from 16 
to 30, there is only a very small decrease 
among women over the same age range. Yet 
worryingly over the past three years, the 
biggest drop in participation has been among 
young women.

The Sport England funded Women’s 
Sport and Fitness Foundation does a 

commendable job campaigning for increased 
participation, but is limited by a lack of 
funding and resource. Similarly, significant 
government cuts to school sport funding 
and a failure of sports governing  bodies to 
address the decline mean there is now a clear 
opportunity for brands and, indeed, charities 
to help provide innovative solutions.

Race for Life is a powerful example of 
what the charity sector can achieve. By 
harnessing the motivation to raise money for 
a good cause, it attracts more than 600,000 

women each year, raising millions of 
pounds for Cancer Research UK. The events 
provide an informal, social, accessible and 
inspirational occasion. 

Yet while the charity sector has proved 
very effective at creating sports fundraising 
events, there is a lack of joined-up working 
across public, private and voluntary sectors 
to help convert these runners into regular 
sports participants. The solution lies not 
so much in trying to create traditional 
sports development links with local sports 
clubs (the majority of these participants 
have no desire to join their local running 
club), but rather in developing engaging 
activity together with support structures 
which sustain informal and recreational 
participation. 

Looking at the private sector, there is 
a number of examples of innovative best 
practice. 

•   Boutique Sport provides opportunities 
for young women – often novices at 

professionally-organised sporting events 
– to participate in premium events and 
experiences that combine sport and fitness 
with fashion, beauty and entertainment. 

•   Nike Training Club combines a Facebook 
community, free training classes and 
an iPhone app which allows women to 
train anywhere, anytime complete with 
playlists, drill videos and inspiration from 
professional trainers.

•   Given that women are responsible for 
the vast majority of brand purchases and 
decision making, there is now a powerful 
commercial opportunity for mainstream 
women’s brands to help transform this 
challenging landscape. This could be 
achieved by working with a range of 
partners to

•   Create improved and more relevant 
sporting experiences;

•   Focus more on the social rather than 
performance aspects;

•   Deliver a flexible range of activities without 
significant regular time commitment; 

•   Establish a framework for sustaining 
participation which embraces both social 
media and activity centred around informal 
networks of family and friends;

•   Help make taking part in sport and 
physical activity more socially acceptable, 
particularly for young women.

The first two areas will require careful 
guidance to enable brands to navigate sport’s 
complex delivery structures, but in relation 
to changing perception brands can very 
much take the lead. Take Dove’s Campaign 
for Real Beauty which helped challenge 
prejudice and conventional perception of 
beauty, particularly among young women.

Let’s hope that enough brand managers 
can recognise the opportunity and are brave 
enough to take up the challenge, otherwise 
women’s sport, at both grassroots and elite 
levels, faces an uncertain future and an even 
lower profile. l

Andy Anstey is a director at Limelight Sports

“In 2007 13.1% of women 
took part in it at least three 
times a week, but by April 
this year the figure had 
dropped to 12.5%. This 
compares with a rise in 
men’s participation from 
20.0% to 20.3% over the 
same time period. This 
increase may hardly be 
meteoric, yet it underlines 
an already large gap that 
is continuing to grow.”

Women’s sport has a mountain to climb if it is to attract the funding, 
profile and participation it deserves, says Andy Anstey.

Brand New World of Opportunity
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Free workshops every weekend for families
and weekday workshops for schools.
For more information, visit
britishmuseum.org/samsungcentre

Explore the Museum’s collection 
using the latest digital technologies

Samsung Digital 
Discovery Centre
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The Kia Oval is one of the most exciting conference and 
event venues in London. With a range of modern and 
traditional rooms, all with natural daylight and superb 
views of the Oval wicket, the Kia Oval is a world-class 
venue with endless possibilities. Contact our dedicated 
events team to learn how the Kia Oval can drive your 

business events over the boundary. 

For more information or to check availability please contact our dedicated events team on  
020 7820 5670 or enquiries@kiaoval.com

Vauxhall (5mins)   Oval (2mins) Vauxhall (5mins)   Waterloo (8mins)
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Our quick and easy guide to who’s doing what to who in the rights market each month

FOOTBALL
Genting signs as principal 
partner of Aston Villa Football 
Club
Length of deal : 2 Years
Type of Deal: Main Club Sponsor
Rights holder: Aston Villa Football 
Club
Sponsor: Genting
Sector: Football
Sponsor Industry: International 
Leisure and Hospitality

Joint deal is a steal
Length of deal : 1 Season
Type of Deal: Six-Figure Shirt 
Sponsor
Rights holder: Sheffield United & 
Sheffield Wednesday
Sponsor: Westfield Health & Gilders
Sector: Football
Sponsor Industry: Health / 
Automobile Sales Company

Football League and Texaco 
brand sign three-year extension
Length of deal : 3 Years
Type of Deal: Renewal
Rights holder: The Football League
Sponsor: Chevron Ltd
Sector: Football
Sponsor Industry: Automobile 
Manufacturer

Wigan Athletic announces new 
sponsors
Length of deal : 2 Years
Type of Deal: Official Club Sponsor
Rights holder: Wigan Athletic
Sponsor: 12BET
Sector: Football
Sponsor Industry: Online Gambling

Thomas Cook Sport announces 
partnership with Arsenal FC
Type of Deal: Official Travel Partner
Rights holder: Arsenal FC
Sponsor: Thomas Cook
Sector: Football
Sponsor Industry: Travel Agency

Etihad announces sponsorship 
extension with Manchester City
Length of deal : 10 Years
Type of Deal: Extension of current 
Shirt Sponsorship
Rights holder: Manchester City
Sponsor: Etihad Airways
Sector: Football
Sponsor Industry: Airline

Betdaq and Celtic Premier 
League side sign partnershipl
Length of deal : 1 Season
Type of Deal: Official Betting 
Partnership
Rights holder: Celtic Premier League
Sponsor: Betdaq
Sector: Football
Sponsor Industry: Online Betting

Crawley Town agrees 
sponsorship deal with GFS
Length of deal : 2 Years
Type of Deal: Shirt Sponsorship 
Rights holder: Crawley Town FC
Sponsor: Global Freight Solutions
Sector: Football
Sponsor Industry: International 
Freight Company

Main club sponsor deal 
commences
Length of deal : 3 Years
Type of Deal: Main Club Sponsor 
Rights holder: Southampton FC
Sponsor: AAP3
Sector: Football
Sponsor Industry: IT Solutions 
Provider

SPL and Mitre agree new four-
year deal
Length of deal : 4 Years
Type of Deal: Official Ball Supplier 
Rights holder: Scottish Premier 
League
Sponsor: Mitre
Sector: Football
Sponsor Industry: Sports Goods 
Manufacturer

West Brom bags big sponsor
Length of deal : 2 Years
Type of Deal: Official Shirt Sponsor 
Rights holder: West Brom
Sponsor: Bodog
Sector: Football
Sponsor Industry: Online Gaming 
and Betting

Acronis scores a goal with Manly 
United Football Club
Length of deal : 1 Season
Type of Deal: Official Shirt Sponsor 
Rights holder: Manly United FC
Sponsor: Acronis
Sector: Football
Sponsor Industry: Data Protection 
Solutions

Bodog is Albion’s new club 
sponsor
Length of deal : 2 Seasons
Type of Deal: Official Club Sponsor 
Rights holder: Albion Football Club
Sponsor: Bodog
Sector: Football
Sponsor Industry: Online Gambling 
& Betting

Sponsorship deal a big boost for 
Town
Length of deal : 1 Season
Type of Deal: Financial Support 
Rights holder: Leighton Town 
Football Club
Sponsor: Evo-Stik
Sector: Football
Sponsor Industry: Glue Manufacturer

Plantec has renewed its shirt 
sponsorship with Southport FC 
Length of deal : 1 Season
Type of Deal: Shirt Sponsorship 
Renewal
Rights holder: Southport FC
Sponsor: Plantec
Sector: Football
Sponsor Industry: Architecture

Aston Villa to sport name of 
casino firm on shirts next 
season
Length of deal : 1 Season
Type of Deal: Official Shirt Sponsor
Rights holder: Aston Villa
Sponsor: Genting Casino’s
Sector: Football
Sponsor Industry: Online Casino

Carlsberg signs new sponsorship 
deal with The FA
Length of deal : 3 Years
Type of Deal: Extension
Rights holder: The Football 
Association
Sponsor: Carlsberg
Sector: Football
Sponsor Industry: Beverages

Budweiser to sponsor FA Cup
Length of deal : 3 Years
Type of Deal: Official Cup Sponsor
Rights holder: FA Cup
Sponsor: Budweiser
Sector: Football
Sponsor Industry: Beverages

Corby Town shows steel with 
major shirt 
Length of deal : 1 Year
Type of Deal: Principal Shirt 
Sponsorship
Rights holder: Corby Town FC
Sponsor: Tata Steel
Sector: Football
Sponsor Industry: Steel Producer

GE Aviation jets in to sponsor 
Cheltenham Town FC
Length of deal : 1 Season
Type of Deal: Naming Rights Deal
Rights holder: Cheltenham Town FC
Sponsor: GE Aviation
Sector: Football
Sponsor Industry: Aviation

Sponsorship boost for club
Length of deal : 1 Season
Type of Deal: Official Shirt Sponsor
Rights holder: Retford United
Sponsor: Jones & Co
Sector: Football
Sponsor Industry: Solicitors

Rovers extends sponsorship 
deal
Length of deal : 1 Year
Type of Deal: Extension of Shirt 
Sponsorship
Rights holder: Tranmere Rovers
Sponsor: Wirral Council
Sector: Football
Sponsor Industry: Local Council

Lincoln City extends Domino’s 
Pizza’s deal
Type of Deal: Official Ticket 
Sponsorship
Rights holder: Lincoln City
Sponsor: Domino’s Pizza
Sector: Football
Sponsor Industry: Fast Food

Lassa Tyres scores sponsorship 
deal with Bolton Wanderers
Length of Deal: 1 Season
Rights holder: Bolton Wanderers
Sponsor: Lassa Tyres
Sector: Football
Sponsor Industry: Tyre Manufacturer

CRICKET

Slazenger extends Kallis 
sponsorship
Type of Deal: Endorsement
Rights holder: Jacques Kallis
Sponsor: Slazenger
Sector: Cricket
Sponsor Industry: International 
Sports Brand

Club unveils new sponsor 
Length of Deal: 4 Year Deal
Type of Deal: Official Club Sponsor
Rights holder: Buxton Cricket Club
Sponsor: Buxton Osteopathy Clinic
Sector: Cricket
Sponsor Industry: Health Services

Thame cricket club ‘knocked for 
six’ by new sponsorship
Type of Deal: Official Kit Supplier
Rights holder: Thame Town Cricket 
Club
Sponsor: David Wilson Homes
Sector: Cricket
Sponsor Industry: Property Developer

Surrey County Cricket Club 
signs partnership with 
talkSPORT
Type of Deal: Media Partnership
Rights holder: Surrey County Cricket 
Club
Sponsor: talkSPORT
Sector: Cricket
Sponsor Industry: Radio

ENTERTAINMENT

Kew Gardens attracts key 
sponsors for “Kew the Music”
Length of deal : 1 Event
Type of Deal: Event Sponsorship
Rights holder: Kew Gardens
Sponsor: Sponsors Winkworth, 
Thatchers Katy Rosé Cider and Moet 
& Chandon, as well as Douwe Egberts, 
Yakult, Clipper Tea, Bloom Gin, Wyke 
Farms and Emperor Wines
Sector: Concerts
Sponsor Industry: Various
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Done Deals
CHARITY
Fitflop named as title sponsor 
for Shooting Stars Benefit
Length of deal : 1 Event
Type of Deal: Title Sponsorship
Rights holder: Make a Wish 
Foundation
Sponsor: Fitflop
Sector: Charity
Sponsor Industry: Footwear

Ecover goes the extra mile for 
WWF’s blue planet
Length of deal : 1 Year
Type of Deal: Official Sponsor
Rights holder: WWF Blue Planet
Sponsor: Ecover
Sector: Charity
Sponsor Industry: Cleaning Products

HOCKEY
Pukka Pies’ tasty sponsorship 
for Leicester Ladies
Length of deal : 4 Years
Type of Deal: Extension
Rights holder: Leicester Ladies 
Hockey Club
Sponsor: Pukka Pies
Sector: Hockey
Sponsor Industry: Pie Maker

GOLF
Dunlop announces Thomas 
Aiken as ambassador
Length of deal : 4 Years
Type of Deal: Endorsement
Rights holder: Thomas Aiken
Sponsor: Dunlop
Sector: Golf
Sponsor Industry: International 
Sports Apparel Brand

Omega to be official PGA Golf 
Championship Timekeeper
Length of deal : 5 Years
Type of Deal: Official Time Keeper
Rights holder: PGA Tour
Sponsor: Omega
Sector: Golf
Sponsor Industry: Luxury 
Watchmaker

RBS Partners with CLUBGOLF 
to drive Scottish Golf
Length of deal : 3 Years
Type of Deal: National Junior Golf 
Programme Partnership
Rights holder: Clubgolf
Sponsor: RBS
Sector: Golf
Sponsor Industry: Banking & 
Investments

FESTIVALS
HSBC Premier announces 
sponsorship of Manchester 
Literature Festival
Length of deal : 1 Event
Type of Deal: Principal Sponsorship
Rights holder: Manchester Literature 
Festival
Sponsor: HSBC
Sector: Arts
Sponsor Industry: Banking & 
Investments

easyJet sponsors Edinburgh 
International Film Festival
Length of deal : 1 Event
Type of Deal: Official Airline
Rights holder: Edinburgh 
International Film Festival
Sponsor: easyJet
Sector: Arts
Sponsor Industry: Airliner

The Guardian sponsors 
Edinburgh International Book 
Festival
Length of deal : 2 Years
Type of Deal: Event Sponsorship
Rights holder: Edinburgh 
International Book Festival
Sponsor: The Guardian
Sector: Arts
Sponsor Industry: News Corporation

SAILING

Aberdeen Asset Management 
sponsors Extreme 40 Catamaran 
at Cowes Week
Length of deal : 1 Event
Type of Deal: Sponsorship of Extreme 
40 Catamaran
Rights holder: Extreme Sailing Series
Sponsor: Aberdeen Asset 
Management
Sector: Sailing
Sponsor Industry: Investment 
Management

EQUESTRIAN

Alltech signs up as title sponsor 
of the World Equestrian Games
Length of deal : 1 Event
Type of Deal: Title Sponsorship
Rights holder: World Equestrian 
Games
Sponsor: Alltech
Sector: Equestrian
Sponsor Industry: Animal Nutrition 
and Health Products

RUGBY

Aberdeen Asset Management 
commits to Edinburgh Rugby
Length of deal : 2 Years
Type of Deal: Extension
Rights holder: Edinburgh Rugby
Sponsor: Aberdeen Asset 
Management
Sector: Rugby
Sponsor Industry: Investment 
Management

MBNA and Sale Sharks 
announce three-year 
sponsorship deal 
Length of deal : 3 Years
Type of Deal: Principal Sponsorship
Rights holder: Sale Sharks
Sponsor: MBNA
Sector: Rugby
Sponsor Industry: Credit Card Lender

St Helens RLFC announces 
Typhoo will be main shirt 
sponsor for next two seasons
Length of deal : 2 Years
Type of Deal: Main Shirt Sponsorship
Rights holder: St Helens RLFC
Sponsor: Typhoo
Sector: Rugby
Sponsor Industry: Tea Maker

Bath announces new main 
sponsor
Length of deal : 2 Years
Type of Deal: Official Shirt 
Sponsorship
Rights holder: Bath Rugby
Sponsor: Novia Financial
Sector: Rugby
Sponsor Industry: Financial

Cobham Rugby Club announces 
new sponsorship deal
Length of deal : 1 Years
Type of Deal: Club Sponsorship
Rights holder: Cobham Rugby Club
Sponsor: Aspire Investments and 
Property Development
Sector: Rugby
Sponsor Industry: Property 
Development

QBE replaces Investec as England’s 
autumn internationals sponsor
Length of deal : 4 Years
Type of Deal: Title Sponsorship
Rights holder: Rugby Football Union
Sponsor: QBE
Sector: Rugby
Sponsor Industry: Insurance

Aberdeen Asset Management 
announced as sponsor of 
London Scottish
Length of deal : 2 Years
Type of Deal: Official Club Sponsor
Rights holder: London Scottish
Sponsor: Aberdeen Asset 
Management
Sector: Rugby
Sponsor Industry: Asset & Finance 
Management

HORSERACING
Keepmoat continues to sponsor 
top awards at the Yorkshire 
Racing Summer Festival
Length of deal : 3 Years Running
Type of Deal: Official Trophy Sponsor
Rights holder: Yorkshire Racing
Sponsor: Keepmoat
Sector: Horseracing
Sponsor Industry: Community 
Regeneration

RADIO
Foxy Bingo signs major deal 
with GMG Radio
Length of deal : 13 Weeks
Type of Deal: Broadcast Sponsorship
Rights holder: GMG Radio
Sponsor: Foxy Bingo
Sector: Radio
Sponsor Industry: Online Bingo Site

Heart FM and Sky announce 
biggest ever network 
sponsorship deal
Length of deal : 6 Months
Type of Deal: Broadcast Sponsorship
Rights holder: Heart FM
Sponsor: Sky
Sector: Radio
Sponsor Industry: TV Broadcast

SWIMMING
British Airways unveiled as 
the Official Airline of British 
Swimming
Length of deal : 18 Months
Type of Deal: Official Airline
Rights holder: British Swimming
Sponsor: British Airways
Sector: Swimming
Sponsor Industry: Airliner

Grainne Murphy in new 
sponsorship deal
Length of deal : 2 Years
Type of Deal: Official Swimwear 
Provider
Rights holder: Grainne Murphy
Sponsor: Arena
Sector: Swimming
Sponsor Industry: Competitive 
Swimwear Brand

MOTORSPORT
Shell continues Malaysian GP 
Sponsorship
Length of deal : 1 Season
Type of Deal: Title Sponsorship
Rights holder: Malaysian GP
Sponsor: Shell
Sector: Motorsport
Sponsor Industry: Oil & Lubricants

Team Lotus secures GE backing
Type of Deal: Technology Partnership
Rights holder: Team Lotus
Sponsor: GE
Sector: Motorsport
Sponsor Industry: Multinational 
Conglomerate

Ferrari and Philip Morris extend 
partnership
Length of deal : 4 Years
Type of Deal: Extension
Rights holder: Ferrari
Sponsor: Phillip Morris
Sector: Motorsport
Sponsor Industry: Tobacco

Scuderia Ferrari extends Puma 
Formula 1 branded product 
sponsorship deal
Length of deal : Longterm
Type of Deal: Extension
Rights holder: Scuderia Ferrari
Sponsor: Puma
Sector: Motorsport
Sponsor Industry:  Global Sport 
Lifestyle Brand
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eBay unveils debut UK sport 
sponsorship
Type of Deal: Racing Team 
Sponsorship
Rights holder: West Surrey Racing 
Team
Sponsor: eBay
Sector: Motorsport
Sponsor Industry:  Online Auction

Rolex named Bloodhound 
Official Timing Partner
Length of deal : 3 Years
Type of Deal: Official Time Keeper
Rights holder: Bloodhound Land 
Speed Project
Sponsor: Rolex
Sector: Motorsport
Sponsor Industry:  Luxury 
Watchmaker

TOURNAMENTS
Copag becomes Official Playing 
Cards Sponsor and Supplier
Length of deal : 2 Years
Type of Deal: Official Playing Cards 
Sponsor
Rights holder: Global Poker Tours Ltd
Sponsor: Copag
Sector: Competitive Gambling
Sponsor Industry: Cards Supplier

OLYMPICS
British Airways takes off 
through series of brand and 
athlete partnerships
Length of deal : 1 Year
Type of Deal: Official Airline
Rights holder: London Olympic and 
Paralympic Games
Sponsor: British Airways
Sector: Olympics
Sponsor Industry: Airliner

GE extends Olympic 
sponsorship deal beyond 
London 2012 to 2020 
Length of deal : 9 Years
Type of Deal: Extension
Rights holder: International Olympic 
Committee
Sponsor: GE
Sector: Olympics
Sponsor Industry: Advanced 
Technology & Equipment

BROADCAST
Red or Black? secures a 
sponsorship deal
Type of Deal: Episode Sponsorship
Rights holder: Red or Black?
Sponsor: Domino’s
Sector: Broadcast
Sponsor Industry: FastFood

Jaguar to sponsor online 
England cricket highlights
Length of Deal: 4 Years
Type of Deal: Official Vehicle of 
English Cricket
Rights holder: England Cricket
Sponsor: Jaguar
Sector: Broadcast
Sponsor Industry: Automobile 
Manufacturer

Wolf Blass signs six-figure deal 
for Sky News sports bulletin
Length of Deal: 1 Year
Type of Deal: Sports Coverage 
Partnership
Rights holder: Sky News
Sponsor: Wolf Blass
Sector: Broadcast
Sponsor Industry: Wine Maker

Cadbury signs deal with ITV to 
lift Spots V Stripes
Length of Deal: 1 Year
Type of Deal: Marketing Partnership
Rights holder: ITV
Sponsor: Cadbury
Sector: Broadcast
Sponsor Industry: Chocolatier

PARALYMPICS

Allianz Ireland announces 
Paralympics Ireland 
sponsorship
Length of Deal: 2 Years
Type of Deal: Renewal
Rights holder: Paralympics
Sponsor: Allianz Ireland
Sector: Paralympics
Sponsor Industry: Insurance

P&G sets Olympic bar high
Length of Deal: 1 Years
Type of Deal: Official Partnership
Rights holder: Paralympics
Sponsor: Allianz Ireland
Sector: Paralympics
Sponsor Industry: Insurance

TENNIS

RBS to extend Andy Murray 
sponsorship
Type of Deal: Extension
Rights holder: Andy Murray
Sponsor: RBS
Sector:Tennis
Sponsor Industry: Banking & Finance

Done Deals

TSN extends French Open 
Rights with Multi-Year Deal 
Length of Deal: 6 Years
Type of Deal: Multimedia Rights 
Partnership
Rights holder: French Open
Sponsor: TSN
Sector:Tennis
Sponsor Industry: Broadcasting

ATHLETICS

Asics jumps at Bupa Great Run 
sponsorship
Length of Deal: 10 Events
Type of Deal: Official Sportswear 
Provider
Rights holder: Bupa Great Run
Sponsor: Asics
Sector: Athletics
Sponsor Industry: Sports Clothing & 
Footwear Brand

RBS extend Andy Murray sponsorship

Done a Deal? Make sure you 
tell us about it at

info@sponsorshipnews.com
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for our clients. So, after extensive 

research we developed the BrandFan® 

Agency concept to help ensure that all 

our future campaigns create a lasting 

memory and powerful bond for  

our clients.

Like all true fans, we pride ourselves  

in our long-term relationships,  

our knowledge, our passion and  

our commitment. We love the work  

we do for our clients and the results  

we create.

We love being the BrandFan® Agency. 
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“Every man 
has a right to 
be wrong in 
his opinions. 
But no man 
has a right to 
be wrong in 
his facts.”

Delivering market insight  
and strategic consultancy

We understand how sport impacts on all 
aspects of a person’s life

+44 (0) 1932 350600    
www.sportsmarketingsurveys.com

commercial rights 
consultancy

for more info

karen@brandmeetsbrand.net

www.brandmeetsbrand.net

Four Sports, Arts &Sponsorship
is nowone of the largest
sponsorship agencies in theUK
(Marketingmagazine, 2009)

Our four-part offering includes:
• Media relations
• Sponsorship leveraging programmes and
implementation
• Strategic consultancy and communications,
including bid work
• Specialist services, including event
conception and management

For further information please contact:
Alun James, UK Chief Executive
T: (0)870 626 9000
E: alun.james@fourcommunications.com
W: www.fourcommunications.com

“The official trophy suppliers to the 2011 John 

Smith’s Grand National”

For all your trophies, gifts and awards 
call Inkerman on 0207 221 1155 
or email sales@inkerman.co.uk.

www.inkerman.co.uk

Buy a second copy of Platform for your office 
for JUST £100.00 in our summer offer for 

Platform subscribers.
Quote SS1 and send your order through to

info@sponsorshipnews.com
to take advantage of this discount.
www.sponsorshipnews.com

Think!Sponsorship is the largest 
one-day sponsorship conference in 
the UK.
The 16th event is taking place on 
the 11th November 2011 at the 
Barbican Centre, London & will bring 
together sponsors, rights-holders 
and agencies for a day of interactive 
learning and networking.
Don’t miss your chance to get 
connected to the sponsorship 
industry.
Find out more at
www.thinksponsorshipcom  
or e-mail
catherine@thinksponsorship.com
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Simply put, we connect brands to fans

We help hundreds of brands and rights owners 
maximise the value delivered from sponsorship

Contact:
Keith Impey, Chief Executive
E:  keith.impey@havas-se.com
T:  +44 (0) 20 7759 2051
W:  www.havas-se.com

ADVERTISE HERE!
Call Catherine Hawkins on 

0207 485 2111

platform
SPECIAL
OFFER:
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European Sponsorship Awards
 

The ESA European Sponsorship Awards are the only pan-European sponsorship 
awards celebrating excellence across all sectors - sport, culture, entertainment, media 
and corporate social responsibility.

KEY DATES

19 July Entries open

5 September Early-bird deadline for entries

19 September Entry deadline

12 October Shortlist announced

22 November  Winners announced at Awards Ceremony

www.sponsorship.org      T: +44 (0) 208 390 331

The Think!Sponsorship Agency Register (TSAR) is a service designed to help Sponsors, 
Brands, Rights Holders, Federations and Third Sector organisations alike to identify the 

sponsorship agency best suited to their needs. TSAR is a matchmaking service that allows 
clients to assess and identify the best fitting agency for the job.

If you are looking for a specialist 
agency in any of the following areas, 

then contact TSAR today:

• Full Service
• Strategy
• Evaluation
• Sales/Commercial Consultancy
• Activation/Experiential
• PR
• Media

Access to TSAR data is strictly password protected to ensure confidentiality and anonymity. The service is 
free to use – to obtain your username and password to access the database and find your perfect agency 

match e-mail : GREvillE WAtERMAn: greville@thinksponsorship.com

TSAR!
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London 2012’s Final Frontier

IN A NUTSHELL, you’re short on time, 
budget, ideas, and possibly influence. You 
need an opportunity that has yet to attract 
sponsor interest in what is probably the 
most heavily protected and regulated 
area of international sport. You also need 
an initiative that will engage your key 
consumers, excite influential people and 
will garner huge media attention. So this 
becomes a little like panning for gold after 
the Klondike rush.

But don’t be daunted. Think big. Consider 
ideas big enough to be important but simple 
enough to be deliverable. Come to think 
of it, why search for an idea at all. Let’s 
think about ideals. They can be very big – 
something you can stand for; something you 
can believe in. Perhaps even something that 
you could persuade others to believe in. 

An ideal might help you take the high 
ground and lead by example. This might 
then allow all the virtues and values that 
your brand stands for be brought to life by 
the very act of putting them into practice 
rather than into words. With me so far?

LEGACY TACTICS
OK, so now let’s think long. With a series of 
Olympiads stretching ahead of you shouldn’t 
you be doing all you can to ensure that your 
current flush of creativity and investment 
endures?  There’s a chance that might make 
you famous. But if you build activation 
programmes around a set of ideals designed 
to help you live long in the memory then you 
will need to create (or support) something of 
lasting value. And that means a legacy.

There is, however, a problem with legacy. 
By its very nature its success can only be 
judged in hindsight. And major sporting 
events have a very poor track record of 
fulfilling their promise to deliver for the local 
people once the show has left town. One 

year after the last World Cup’s big kick-off at 
Soccer City, South Africans are still waiting 
for any sign of the £50million (R550million) 
promised by FIFA’s 2010 Legacy Programme. 
It’s still sitting in an account in Zurich. 
Indeed, Atlanta, Sydney, Athens and Beijing 
all had their problems in delivering their 
legacy.

For these reasons, the London 2012 
‘legacy’ is a deliverable that is currently 
owned almost entirely by the ‘establishment’: 
authorities, councils and government. But 
the need is huge and not one that can 
necessarily be delivered solely by the public 
sector.  And yet, currently, it’s practically a 
brand-free zone. This is where you might 
come in. London’s Olympic Bid Book states 
that the most enduring legacy of the Games 
must be the regeneration of the entire 
community for the direct benefit of those 
who live there. 

Thus far there’s been a phenomenal 
investment in the infrastructure; buildings, 
after all, are tangible. They are a testament 
to achievement. But what of the community?

There will be a sparkling new Westfield 
shopping centre, apartments, superfast fibre-
optic cabling and some of the finest sporting 
facilities in the world. But will these assets 

in isolation inspire people to build their lives 
there? Will current residents really be able to 
make any use of them – afford them even?

Sir Robin Wales, Mayor of Newham 
Borough Council points out that the money 
being poured into the area should go not 
only into the place but also into people. 
Those at the ODA strenuously deny that 
the future for the five boroughs of Newham, 
Greenwich, Tower Hamlets, Hackney and 
Waltham Forest is destined to be starkly 
divided between new exclusive lifestyles and 
the traditional way of life.

GAP IN THE MARKET
And so here’s a gap in the market for a 
committed brand. And in that gap lie 
numerous opportunities to support, educate, 
train and unite the people themselves. In this 
open goal, consider the attention that such 
initiatives could attract – from consumers to 
media and high profile influencers. Consider 
the famous people who originated in the area 
who might become ambassadors.

Andrew Altman, the chief executive of 
the Olympic Park Legacy Committee has 
a dream to change the ‘cognitive map’ of 
London and to create a new aspiration 
for the city as a whole. Any brand wishing 
to share that vision; to leverage this 
opportunity to champion the people whose 
lives are so directly affected by the Games 
through culture, art, music and sport, will 
stand every chance of being remembered 
fondly. 

A sponsorship of these ‘Olympic people’ 
alongside the Olympic property might also 
be a thread that could link Olympiads – a 
bridge from one Olympic People to the next. 
It might not make you famous but this living 
legacy might keep both you and your brand 
front-of-mind for a great deal longer than 
you had imagined. l

Dear Andrew,
I have the enviable task of managing my company’s sponsorship of the London 2012 Olympic Games. We intend to be 
involved with the Games for many years and for me this is a new opportunity. Now, though, with just under a year to 
go, I’m worried we’ve done nothing really out of the ordinary. We’re not alone in this – 47 different partners, sponsors 
and suppliers all banging the same drums means we’re struggling to be heard. I was hoping this might be my chance 

to shine, despite limited budgets. Do you have any ideas that might make me famous?

PASSIONATE ABOUT PARTICIPATION
CONSULTANCY  |  EVENTS  |  CAMPAIGNS AND PROGRAMMES

www.limelightsports.com

The team at Limelight Sports Group would like to thank our clients, 
suppliers and partners for their support and contribution to our 

success at the 2011 Sport Industry Awards.

What Would Andrew McMorran Do?

Andrew is currently advising partners of the London 2012 Olympic Games

There will be a sparkling 
new Westfield shopping 
centre, apartments, 
superfast fibre-optic 
cabling and some of the 
finest sporting facilities in 
the world. But will current 
residents really be able 
to make any use of them – 
afford them even?
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11th November 2011
Barbican Centre, London

‘The Sponsorship Effect’
 
Book now at the Early Bird rate of £225 +VAT 
before 31st August 2011. To find out more visit the 
website at www.thinksponsorship.com or to reserve 
your place e-mail catherine@thinksponsorship.com

Think!Sponsorship Conference
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