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You know what amsterdam’s like. You wander the streets 
out of your skull on hallucinogens and free Heineken, trying not to confuse 
how much you can drink before driving with how much you can take through 
customs (copyright Harry Hill 1994). 

So it was at the ESA Awards last week. It was all going very well, but 
you know what awards dos are like, it can get very warm in there, and you 
find yourself drifting off sometimes. Anyway, I woke up the next morning 
having had this weird psychodelic dream where Toby Hester was up on stage 
collecting a gong for BP/Castrol Marine’s sponsorship of the World Cup. That 
didn’t really happen, did it? 

Now, don’t get me wrong. I’m not privy to the submissions and I’m sure 
that the very well qualified board of judges are correct that the details - ROI, 
metrics, blah, blah, blah - were all present and correct and the trains ran on 
time. 

But, come off it. Life does go on outside the bubble of the sponsor business. 
Was 2010 really the year that the industry should be rewarding BP for 
plugging a product range that claims to keep our seas clean? It’s website says 
of the Castrol Marine range:  ‘environmentally responsible lubricants to help 
shipping companies reduce their environmental footprint and protect the 
world’s oceans’. This might just strike some people as a statement loaded with 
Alannis Morrisette levels of irony. 

As I say, Amsterdam is a funny place. It can really play with people’s heads.
 
richard Gillis, editor
richard@gillisonline.co.uk
twitter: @richardGillis1
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No Smoke without Fire?
Earlier in the year Platform wrote a piece 
relating to Marlboro’s continued sponsorship 
of the Ferrari formula one team. The gist 
of the article was that neuro marketers 
believed the iconic red car was enough 
to prompt a craving for cigarettes among 
smokers, indicating that Marlboro’s decades 
of investment in formula one was still paying 
off. We amplified the story via the Wall Street 
Journal, it was picked up by The Times, and 
hey presto, Marlboro then announced they 
were taking their barcode logo off the car, to 
deflect accusations of subliminal advertising 
(this was incidentally, a mis-read of the 
original story, Marlboro’s barcode logo was 
not the problem, the colour red was).

Next season, another famous cigarette 
brand will return to the F1 grid. The Lotus 
F1 team is set to change its traditional racing 
green in favour of a black and gold colour 
scheme recalling the heydays of the John 
Player Special car. 

The current Lotus car races in the same 
colour as Team Lotus did in the 1960s before 
the team agreed a deal with cigarette sponsor 
John Player Special in the 1970’s. The 
colours first appeared on the Lotus 72 in 1972 
and the cars later changed their names to 
‘John Player Specials’ for several years. Lotus 
will run a competition for fans to help design 
the new livery on the black and gold cars and 
no money has changed hands from Imperial 
Tobacco, owners of the JPS brand. The 
move comes at a time when the government 
is considering forcing tobacco companies 
to package their cigarettes in plain brown 
wrappers in a bid to de-glamorise smoking 
and stop young people taking up the habit. 
Senior doctors and the health lobby have 
welcomed the potential ban on colours and 

logos on packets and said it could prove as 
effective as the 2007 public smoking ban. 

“We have to try new approaches and take 
decisions to benefit the population. That’s 
why I want to look at the idea of plain 
packaging,” said Lansley in The Observer. 

“The evidence is clear that packaging helps 
to recruit smokers, so it makes sense to 
consider having less attractive packaging. It’s 
wrong that children are being attracted to 
smoke by glitzy designs on packets.”

“Next season, the John Player Special 
car will return to the F1 grid just 

as the government tries to compel 
cigarettes to be sold in plain packets.” 

However, ministers are likely to face a legal 
challenge if they go ahead. Lansley stressed 
that the need to prevent children from 
starting to smoke in the first place was his 
main motivation for taking seriously a policy 
which the tobacco industry fears would be 
hugely damaging. “Adults will still be able to 
buy cigarettes [even if plain packs come in], 
but children should be protected from the 
start,” he said.

The health secretary indicated that some 
further restrictions on smoking are likely. 
They could be unveiled in his white paper 
on public health, which is due within days. 

“The levels of poor health and deaths from 
smoking are still far too high, and the cost 
to the NHS and the economy is vast. That 
money could be used to educate our children 
and treat cancer,” said Lansley.”Putting 
tobacco in plain packs would be a historic 
step for public health and an amazing 
centrepiece for Andrew Lansley’s promised 
public health strategy,” said Martin Dockrell, 
spokesman for Action on Smoking and 

Health (Ash). “Marketing men have become 
increasingly pushy with pack design, making 
it a 21st-century billboard, identifying this 
brand as ‘cool’ and that brand as ‘feminine’.” 

Nike athletes frozen out of 
2012 activation work
Adidas’ presence on Locog’s top tier 
is starting to have severe commercial 
implications on Nike sponsored athletes, 
who are finding activation work among 
2012 sponsors harder to come by. This 
activation work is proving a useful addition 
to core earnings for a number of athletes 
below the ‘superstar’ level, with day rates 
for major event medal winners varying 
widely. One agent contacted by Platform 
suggested the spread runs from £1,000 to 
£10,000 a day for personal appearances for 
top tier sponsors. The problem lies in the 
co-branding deals done by adidas with the 
Locog’s other partners. Nike says that whilst 
it has no issue with their contracted athletes 
working with Olympic sponsors – ‘it is 
natural and inevitable they will be doing that’, 
they are concerned to avoid a clash in terms 
of their own people wearing adi gear in photo 
opps. The reality is that whilst there is no 
bar on using Nike athletes, the hassle factor 
may win out, with time taken to avoid a 
clash of brands in photos etc making it easier 
to go with ‘like for like’ adidas endorsees. 
Another factor is the fear on the part of other 
sponsors of falling foul of Locog’s rules and 
choosing to go with adidas athletes rather 
than get in to trouble. This is an issue that 
is broadening quickly as Nike will be sure 
to protect their own contracted rights with 
athletes as the potentially very contentious 
Team GB contracts are thrashed out ahead 

media value

The decliNe oF local and regional newspapers is a big 
problem that goes far beyond sponsorship. Most importantly it leaves 
a dangerous vacuum – the courts go unreported, council spending 
goes unobserved, the police are unaccountable. In America, a non-
profit start up called spot.us has struck on a model that may have 
legs.  The public make donations to “commission” journalists to 
carry out investigations on stories they feel are important, and which 
have usually been overlooked If a news organisation eventually buys 
exclusive rights to the content, then the donation is reimbursed. 

Otherwise, all content is made available to everyone. Spot.us is 
therefore a sort of journalistic marketplace where independent 
reporters, community members and news organisations can come 
together and collaborate. It has now set up a sponsor led model, 
whereby businesses support the enterprise in return for some form 
of engagement on the site (a quiz, survey, etc) and sponsor gets 
the anonymous information from community members. Each side 
creates value for the other. It’s a neat idea and might form part of the 
answer to the decline of local news in the UK. 

Sponsors need local news to thrive. But will they help?
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of 2012.  “It’s going to be a minefield,” says 
Jonathan Edwards, who is the athlete 
representative on the Locog board. “The 
line between what you can do and what you 
can’t do as an athlete must be recognised. 
The BOA will do a deal over the next six 
months, but the last thing you want in the 
lead up to the Games is high-profile athletes 
refusing to sign the agreement. You couldn’t 
not select, for the sake of argument, Paula 
Radcliffe because there was a disagreement 
over commercial associations. It just would 
not happen. But the effect is more subtle 
than that.”

So long as other commercial activities 
around 2012 don’t clash with their 

personal contracts with Nike we 
have no problem with them doing 

activation work with 2012 sponsors.”

A number of athletes, and their agents, were 
disturbed to find that they were contracted 
to wear New Balance shoes on the podium 
during medal ceremonies at the recent Delhi 
Commonwealth Games. Footwear is usually 
deemed to be the ‘tools of the trade’ of an 
athlete, meaning that whatever the kit deal, 
they keep their own shoes. Likewise, there 
is disquiet around the expectations made 
of athletes by the Team 2012 arrangement, 
sponsored by Visa. One agent told Platform 
that they would be advising clients to ignore 
any requirements in the Team GB contract 
for winning athletes to wear adidas shoes on 
the podium for example. The extent to which 
athletes could leverage their own deals via 
digital channels is also a point of contention. 

Gab Stone, a former Nuff Respect agent 
represents a number of athletes vying for 
Team GB. He told Platform: ‘The issue of 
branding is one that’s evidently going to 
become more of a minefield as we move 
closer to the Games. With Adidas as a top tier 
sponsor they’re in a position to really benefit 
from their association across activity with 
all of the top tier partners. Nike and other 
brands, on the other hand, have invested 
in their athletes and with them now being 
in such high demand, this is the chance for 
them to really benefit from that investment. 
Unfortunately however it seems that those 
athletes may be affected commercially due 
to the problems around those brands being 
associated with any activity directly linked to 
the Games.’

Charlie Brooks, head of comms for Nike 
Europe told Platform: “At the present time 
we working through how the various 2012 
regulations will impact on our athletes and 
our contracts with them. We’ll respect the 
rules and respect obligations athletes may 
have in  

terms of activity on behalf of BOA 
sponsors. Equally we expect that athletes 
and the BOA respect their individual 

sponsorships with us, and our rights to 
work with those athletes for marketing/
promotional activity per their contracts 
with us. We have been long-term sponsors 
of many of our athletes, supporting them 
throughout their career and development. 
So long as other commercial activities 
around 2012 don’t clash with their personal 
contracts with Nike we have no problem 
with them doing activation work with 2012 
sponsors.” This as they say, will run and run. 

We really appreciate your  
support. Sort of. 
The absurdities of working within the IOC’s 
sponsor rules are as tricky for those in the 
tent as they are for those outside. Chris 
Daniels of Lloyds TSB, Locog’s official 
banking partner. told the Future Sponsorship 
audience of the time he was invited to make 
a presentation by Locog. The problem started 
when they confiscated his Powerpoint slides, 
because they contained an image of someone 
holding a drink that may or may not have 
been an ‘official’ one. 

The £3billion bonus question 
Last month we ran a story suggesting there’d 
been a marked increase in calls to the big 
London arts bodies from bankers keen to 
‘sponsor something, anything’. This month 
some substance was added to this rumour, 
in the form of discussions between some of 
themajor banks about pooling funds to spend 

on community projects and philanthropic 
gestures. The aim, of course, is to try and 
cleanse their brands (and souls), and win 
some decent headlines. 

These talks are part of broader 
collaborations aimed at reducing the amount 
spent on bonuses, the announcements of 
which will come over the next few weeks, 
just as VAT hikes, austerity measures and 
industrial/student protests really start to 
kick in. 

But there are a series of hurdles to get 
over before the arts can start celebrating a 
seasonal windfall. 

The first sticking point is that any pooling 
of philanthropic donations via the British 
Bankers Association would likely clash with 
individual banks’ own pet community and 
arts projects. Second, the bankers fear that 
shareholders are not about to buy into such 
corporate largesse. As Robert Peston pointed 
out, ‘they recognise that if they allocate more 
money to good causes, they may well be seen 
to be taking money from their shareholders 

- including pension funds looking after the 
savings of millions of people - in order to 
buy off criticism of huge pay packets going to 
employees. “The headlines could actually end 
up being worse for us, if we did that”, one 
banker told Pesto.

“The expectation is that banks in the 
City will pay out around £7bn in 

bonuses. ‘Maybe we can cut that to 
£4bn,’ said one senior banker.

“What’s the most we could achieve?” said a 
participant in the secret talks. “Well right 
now the expectation is that banks in the City 
will pay out around £7bn in bonuses. Maybe 
we can cut that to £4bn. But although that 
would be a huge reduction, £4bn is still a big 
number - and we’ll still face attacks”.

Peston points out there are formidable 
obstacles in the way of any kind of pact on 
pay: One great fear of bankers is that they’ll 
be seen to be colluding on a competitive 
issue, and could therefore be prosecuted by 
the Office of Fair Trading. “One of the great 
paradoxes about all of this is that ministers 
would love us to agree to cut bonuses, but 
they’re powerless to stop us being prosecuted 
under competition law,” a banker said.

There is also the American Question, ie 
whatever the City decides, it is certain that 
Wall Street won’t follow. “There’s no chance 
that the big US investment banks will follow 
our example” the banker added. “Which 
means that business and good people could 
leave London for New York or elsewhere, if 
we’re seen to be paying less than the market 
rate”. The total size of the bonus pool on Wall 
Street for 2010 performance is expected to 
be around $20bn (£12.4bn), or about 80 per 
cent greater than the expected London bonus 
pool. Meanwhile, Bank of America Merrill 

ThiS MoNTh  
iN NUMBeRS

£12.4billion  
The value of Wall Street’s bonus pool

£7billion   
The City’s estimated bonus pool

300,000
How many people will see the Tate’s 
Gaugin show, sponsored by Bank of 

America Merrill Lynch, now the biggest 
arts sponsor in the UK

$15.5billion  
Losses made by Merrill Lynch in 2009

$20billion 
How much Bank of America Merrill 
Lynch received from the American 

taxpayer in 2009
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Lynch has emerged as the largest funder of 
the arts in London, where they are building a 
hefty portfolio of sponsorships, most notably 
the blockbuster hit “Gauguin: Maker of 
Myth” at Tate Modern which runs to January 
2011 and is still pulling in the crowds (Tate 
is expecting in excess of 300,000 visitors 
in all). Elsewhere, Coutts is currently high 
profile in Sloane Square as supporter of the 
Royal Court’s up market panto “Get Santa!”. 
Such jollity is unlikely to reach beyond 
London however, as the vast majority of 
arts bodies face financial meltdown, as 
government subsidies are sliced and local 
councils look set to follow Somerset’s lead by 
cutting off arts funding altogether.

and they’re off!
The basket case that is the British 
horseracing industry is showing signs 
of getting its act together. Its shiny new 
property – The British Champions Series – 
brings together 12 races under one roof, with 
a big money finale added at the end, in the 
Race to Dubai style (a sort of Race to Ascot). 

The big hitters, such as the the 1,000 and 
2,000 Guineas, The Oaks, The Derby and 
the St Leger; and the leading racing festivals 
of Royal Ascot and Glorious Goodwood now 
all fall under the Champions banner and, 
critically, are being sold together for the first 
time. 

Karl Oliver, Chief Executive of British 
Champions Series Ltd, an organization 
owned by the individual racecourse owners, 
told Platform that he was in the market for 
a title sponsor: “Full naming rights are now 
available as well as exclusive marketing 
and sponsorship rights to both the Guineas 
Festival at Newmarket’s Rowley Mile, the 
Series opener (on 30 April 2011) and the last 
race to the British flat season on 15 October 
2011”.

“What will Investec make of another 
brand being flown in over their 

heads on Derby day, taking up their 
share of voice and media space.”

With a total prize money pot of more than 
£13 million, British Champions Series will 
feature the 35 premier flat races across 
five champion categories, namely Sprint, 
Mile, Middle Distance, Long Distance and 
Fillies and Mares, staged at 10 leading UK 

racecourses. The question hanging over the 
series is, why did it take so long? There are 
still noises off from those saying this is a 
version of the Sovereign Series, launched 
to similar fanfare in 2008 with a prize pool 
of £2m. The problem for horseracing from 
a commercial point of view is that each of 
the races has its own sponsorship portfolio, 
being sold by the various event holders and 
interest groups. Investec, for example, is 
headline partner of The Derby, for which 
it is thought to have paid in the region of 
£1million. What are they to make of another 
brand being flown in over their heads, taking 
up their share of voice and media space 
around the big day? Certainly, they are likely 
to be among the first calls made by Oliver 
and his team, with a mind to upselling them 
in to the series title.

‘There were a huge number of obstacles 
along the way but we’re offering money 
can’t buy rights.There are quite a number 
of existing contractual agreements in place 
and any new partner coming in will have 
the presenting rights to the series. But what 
we have to realize is that we’re where UEFA 
Champions League was in around 1992, 
its very early days and there are inevitably 
overlapping arrangements locally. But if you 
wait to sort those out we’d never start”. As 
for Investec says Oliver, if the series partner 
was one that enhanced their involvement 
in the sport, the company would, he says, 
‘welcome it because Investec would be 
getting a lot more coverage in the run up to 
the Derby than they do already’.  

Of the 28 days racing on offer, 27 are 
already contracted to either BBC or Channel 
4. Oliver says that the platform offered by 
the beeb is countered by the commercial 
opportunities for leveraging that go with 
Four. 

oi, put that light out!
The glow of HSBC Tower at Canary Wharf 
is causing Locog headaches. According to 
Giles Morgan of that parish, the London 
2012 team asked the bank to ensure its 
bright logo - which sits prominently over east 
London and is viewed by every flying visitor 
to the capital - would not be illuminated 
for the duration of the Games. The bank’s 
answer was a polite ‘no’. Although Morgan 
made clear he was not in the ambush game. 
‘A great British company has stood up and 

supported Locog,’ said Morgan of banking 
partner Lloyds TSB. “We think that’s great. 
We will not be ambushing 2012. Crack on 
Lloyds’
 
Fifa saves the world? 
Bollocks says coke. 
A bloke from Nigeria posed a big question 
to the ‘Who Won The World Cup?’ panel 
at FutureSponsorship conference in 
Amsterdam. The gist of it was, Africa seems 
to be the same sort of place it was before the 
World Cup; now the event’s over, the brands 
have all gone home despite Fifa’s pre-even 
claims for lasting legacy. 

“Africa seems to be the same 
sort of place it was before 

the World Cup, despite Fifa’s 
claims to change the world”

Good point said Frank Van Der Heijder, 
Coke’s super smart man from Austria, who 
accused Fifa of, well, raising expectations 
somewhat when they changed their strapline 
to ‘For the Game, For the world’. This phrase, 
according to Fifa.com sums up the move 
to enable ‘football’s social responsibility 
and community effort to take centre stage’. 
The slogan summarises FIFA’s mission to 
develop the game, touch the world and build 
a better future”. One problem, said our man 
from Coke. ‘It was bollocks’, he said. ‘Total 
bollocks’. 

iconography
John Amaechi, the former NBA player and 
current psychologist and cause champion, 
bemoaned the money flowing toward ‘vanilla 
sports stars’ and the lack of moral courage 
shown by both brands and their endorsees. 
His former NBA opponent Michael Jordan 
had the power to make real change, he said: 
‘Jordan could have ended child poverty in 
America, I’m serious, he was that influential,’ 
said Amaechi. ‘He just chose not to’.

Wayne Rooney on the other hand, is a 
victim of his own background, something 
that Amaechi, who works to help 
underprivileged young people in Manchester, 
says is the Nike man’s main drawback as a 
spokesman. ‘If Rooney could communicate 
better, he wouldn’t come over as such an 
arse’. 

media value
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aRe We BecoMiNg MoRe concerned 
with who we know than how many we know?  
Our networks are becoming more about 
quality than quantity as we increasingly 
look for good reasons to connect with others.  
More focused, likeminded groups, bonded 
by genuine shared interests are emerging.  
This social shift is hugely valuable to brands 
looking to nurture closer relationships with 
consumers through their passions.

Frenzied friend-ing and compulsive 
connecting are being challenged by a new 
sensitivity to the purpose and value of the 
connections we make. ‘De-friending’ was 
the all the rage in early 2010.  So much so 
that Burger King built a campaign around it.  
Perhaps it was a New Year resolution thing.  
Maybe spring-cleaning got social.  But it feels 
like more than that.  People were refining 
their personal and professional networks, 
banishing Facebook friends who weren’t 
really friends at all and locking out LinkedIn 
connections that lacked caliber.  Having 
hundreds of friends or being in that elusive 
‘500+ connections’ club now has a something 
of a stigma attached.  Integrity is creeping in 
where indiscrimination once ruled.     

The change is not only coming from 
within.  Soon after rumors surfaced of 

Facebook reaching saturation at five hundred 
million members, the company introduced 
a new dimension to ‘groups’.  Now users can 
create very specific sub groups of friends 
within and between their total networks.  
Here we see Facebook evolving to offer a 
more intuitive product that better supports 
how we naturally behave.  By and large, 
people want to belong to solid communities 
of people like them.  

It makes perfect sense that within your 
network you would want and need bunches 
of friends who are grouped together for 
different reasons.  Family, workmates and 
old school friends are obvious choices.  But, 
take a closer look and you’ll see that from 
mountain biking to Madonna and from 
Fashion Week to World of Warcraft, people’s 
passions are hugely dominant as the glue 
that binds these newly emerging groups.  
Inevitably, groups are joining with other 
groups and members find themselves part of 
bigger networks of more likeminded others. 

This rise of quality has three valuable 
implications for brands looking to build 
closer relationships with consumers and 
customers through sponsorship and social 
media.

Firstly, the more consumers are grouped 

together around passions the more easily 
and cost-effectively they can be found and 
engaged in big numbers.  Secondly, these 
groups are hotbeds of expert insight that 
help inform smarter sponsorship platforms 
that really ‘give them what they want’.  And 
thirdly, these groups are happy and eager to 
share branded content with each other, as 
long as it adds value.  

So, the big picture is that we’re shifting 
from, ‘how many I know’ to ‘who I know’ 
as a better articulation of ‘who I am’.  
Personal identity is being driven into social 
networking opening up great space for 
brands to do what they do best: feed people’s 
desire for ways to express who they are.  On 
the practical side, the communities are there, 
the technology to reach them is there and the 
desire for content is there.

What an opportunity for sponsorship and 
social media.

Josh Robinson
Partner
Robinson Pincus
Sponsorship & Social Media
robinsonpincus.com/
robinsonpincus.blogspot.com/
@robinsonpincus

I’ve got friends,  
they’re multiplying and  

I’m losing control
Josh Robinson on the quality v quantity dilemma
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oNe oF The coRNeRSToNeS of 
London’s successful bid to host the Olympic 
and Paralympic Games in 2012 was the 
promise to inspire increased participation 
in sport in the UK. This promise was driven 
by a belief that the Games could motivate 
both young and old to take part in physical 
activity. At a time of extreme cuts and 
increased financial pressures on sport in 
this country, the private sector and brands 
in particular will have a vital role to play in 
the development of sport while at the same 
time taking advantage of the outstanding 
potential opportunities that exist at this time.  
However, for this potential to be maximised, 
the growth in participation of sport in this 
country must continue to increase.

According to the latest figures from Sport 
England, the government agency responsible 
for growing participation in sport, the 
number of adults participating in sport 3 
times a week in England has grown from 
6.3 million in 2005 in just over 7 million in 
2010. On initial inspection these figures look 
very encouraging, however if you look at the 
numbers in more detail, a more worrying 
picture arises. Firstly, the vast majority of 
this increase occurred between 2005 and the 
end of 2007, since then the rise has slowed 
dramatically. Secondly, the overall increase 
in participation has masked a huge variation 
on a sport by sport basis. Over the past 3 
years, the vast majority of sports have seen 
their participation numbers either decrease 
or remain static, the two notable exceptions 
being running and cycling which have seen 
a significant rise in participation resulting in 
an overall increase.

Potential commercial partners need 
to know that participation in sport is 
continuing to grow and that grass roots sport 
has the potential to deliver what they need. 
Historically grassroots sport has not always 
represented an attractive option for major 
brands. The cost/reach ratio has compared 
unfavourably with more traditional 
marketing options such as sponsorship, PR 
and advertising. However the growth of 
social media has radically changed the way 
we create and share our experiences. In 
order for brands to cut through this crowded 
digital space, there is ever more emphasis 

on creating truly compelling live experiences 
which in turn generate genuine, spontaneous  
long term brand advocacy.  These in turn 
can be amplified through social media.  
Grassroots sport offers brands a fantastic 
platform but it is important brands develop 
credible and authentic activity, otherwise 
they risk destroying brand value rather than 
building advocacy.

Many brands, particularly Olympic 
partners, are currently developing multi-
sport programmes. Whilst this is a less 

cluttered environment, it brings a new set of 
challenges. For example, Cadbury’s recently 
launched its “Spots vs Stripes” campaign. 
After its 2003 “Get Active” campaign, which 
was widely criticised for encouraging 
unhealthy eating habits, it’s surprising to 
see Cadbury, an Olympic partner, develop 
another programme which on its face 
appears to lack sporting credibility. Whilst 
the premise of the campaign, fun and play to 
encourage participation, is laudable, it does 
not appear to easily demonstrate joined up 
thinking and long term vision in terms of a 
lasting legacy.  

When created and activated imaginatively 
it can deliver great value for all partners. 
For example Gold Challenge, a new charity 
challenge launched last week, enables 
individuals or teams to take on Olympic 
and Paralympic sports and raise money 
for charity. Through the Gold Challenge 
website, participants are directed to local 
sports clubs, where they receive dedicated 
coaching. The project works in partnership 
with all the sports governing bodies and 
offers a whole new audience of participants, 
who may not be the most sporty, the chance 
to get fit and raise funds for good causes. 
The programme will also provide a great 

opportunity for companies to engage their 
employees in an Olympic-inspired project, 
support their charity partners and leave the 
sports stronger and better placed to develop 
in the future. Over the years there have been 
many attempts to develop hugely ambitious 
grassroots sports programmes.  Many have 
failed but those that have succeeded have 
asked some basic questions and followed a 
few simple propositions:

How can we enhance 
participant experience?
People participate in sport generally for one 
or more of the following reasons: socialising 
with friends and family, competition and 
performance, keeping fit, or relaxation and 
escapism. Brands need to consider not only 
how they deliver a compelling experience but 
how it enhances these motivators.

How do we link with the existing 
sports delivery networks?
It’s not sufficient for a brand to just develop 
an engaging event, it should form links with 
national and local sports delivery networks 
to create a lasting emotional impact.

How do we amplify the impact 
using other media channels?
In order to justify the investment in 
grassroots sport, brands will need to 
consider how they link their live activity 
not just with social media, but also other 
channels such as PR and advertising.

The commercial opportunities are there. 
The social and sporting environment is 
right. We may not have the responsibility 
of ensuring this country’s Olympic dream 
becomes reality, but as we approach London 
2012 it will be those that have fully engaged 
all the relevant stakeholders that will 
genuinely contribute to the much-talked 
about Olympic legacy. It is the brands that 
demonstrate a  commitment to sport now 
that will have  actually contributed to the 
long term well-being of sport  by creating a 
tangible commercial platform to engage our 
nation’s sports enthusiasts once the dust 
has settled on East London and the Olympic 
torch has moved on.

There’s gold in those grass roots. 
Just don’t fake it

The government is slashing funding for school and grass roots sports, with the expectation that 
brands will help fill the void. We asked the agency which helps Nike Run London for a look at 

what really happens when a brand goes local. Limelight’s Andy Anstey explains all.

“Cadbury’s “Spots vs 
Stripes” campaign does not 
easily demonstrate joined 
up thinking and long term 
vision in terms of a lasting 

legacy.”
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We all read the stories following the 
CSR decision. What is the immediate 
future of Arts and business?
We are a charity, which means we are owned 
by the legal trustees, so although I hope they 
will listen to me and my senior management, 
they are in the end the custodians of the 
charities money. We’re looking at various 
options: the survival of the charity in some 
form and whether there is a commercial 
offer, in arts fund-raising training and arts 
advocacy in particular.

There is a real danger that if we’re not 
careful we will just vanish. The private 
sector voice will go. Arts Council England is 
determined to take on as much of our work 
as possible. We absolutely disagree, we don’t 
think they are competent and they don’t 
have the business community in their DNA. I 
sense the government wants a one stop shop 
for the arts. I wouldn’t do it that way and I 
don’t think the corporate sector will listen 
to them.

We are fighting for our survival, but we 
have an Arts Council which has no interest 
whatsoever in our survival. I don’t think the 
government takes that view and I think they 
would like us to exist in some form. They 
just don’t want us to have public money. The 
problem is we are reliant, in England at least, 
for 80% of our income from the government 

(although that figure goes down to 55% in 
Scotland and Wales and Northern Ireland). 
To move from that model to one which is 
the other way round where private funding 
makes up the majority of the income will 
take longer than the year we have got. I’m 
looking at options, whether we split the 
training side off from the sponsorship side.

We are still angry as hell. We believe Arts 
Council England has done a land grab and it 
won’t serve the business community or the 
sector well. We will all live to regret it. But 
being unemployed and telling people ‘I told 
you so’ is not particularly helpful. We have 
81 staff and it would be wrong for us not to 
acknowledge that hundreds of organisations 
like ours are facing the same issue. 

Which bits of the business have a 
commercial future?

I like to think that Arts and Business could 
exist without charitable status. Training the 
arts community to be able to really deliver 
to the commercial sector is always needed. 
If that is subsidised by the Arts Council, 
whether they subsidise us to do it, or other 
people, the question is whether there is a 
commercial offer there. We would be a great 
deal more expensive if we’re not subsidized. 

Clearly, what is commercial is the 
brokering of and creating of sponsorship 
opportunities and programmes for business. 
We’ve been doing it subsidised by the 
government. We were able to do it for a 
£5000 fee but if we were to exist in the real 
commercial world we would have to charge 
PR, marketing and advertising agency type 
fees, who charge their staff out at a far 
higher figure than £200 a day, which is what 
we do at the moment.

What sort of figure would that be?
You’d be looking at something up to £1000 
a day for advice. But it would have to be 
the best advice, we would have to be as 
good as other agencies. But nobody knows 
the subject matter better than us. Both 
nationally and internationally, and there is 
huge scope internationally.

Is one potential model for A&B to sit 

Arts and Business was a high profile casualty of George Osbourne’s 
Comprehensive Spending Review. Here Platform editor Richard Gillis talks 
to the organisation’s chief executive Colin Tweedy.

10 platform • volume 01 • issue 11 • november 10

 Arts Council England is 
determined to take on 

as much of our work as 
possible. We absolutely 
disagree, we don’t think 

they are competent

‘We Will all 
live to 
regret this’

10-12 Tweedy int.indd   10 28/11/2010   22:52



alongside a much more commercial 
animal?
Yes, these are all options. Should we set 
up our own commercial operation or back 
into another one, that’s one route. You 
can’t just move charitable money into a 
corporate environment for legal reasons. 
The government like the idea of ‘Get on your 
bike’ and do it commercially, but there aren’t 
many arts sponsorship agencies out there, 
there are one or two. People do it but it’s not 
like sport sponsorship, where there are a lot 
of big players in the agency sector.

Is that because Arts and Business 
exists and is taking all the work?
It’s because we exist yes, and because the 
size of the market is much smaller - £170 
million odd versus over £1 billion sport. 
Art is a great deal cheaper than sport and I 
would say it is just as effective if not more so 
because it can be better targeted. There are 
also certain brands like private banks and 
the luxury goods companies which are in a 
growth phase. 

When the money is big, the marketing 
departments have to get a grip, but arts 
sponsorship has sometimes been confused 
with corporate social responsibility. 

Is the CSR money still there? 
The bosses want to be seen doing good 
in society. Philip Green, the outgoing 
chairman of HSBC talked about corporate 
philanthropy recently. He was asked 
how much does HSBC give in corporate 
philanthropy as distinct from corporate 
sponsorship. His answer was half a percent. 

A lot of people in the audience wanted to 
say, we’ve just spent an hour listening to 
someone talking about philanthropy and it’s 
only half a percent of pre-tax profits. That’s 
not a lot of money. If the corporate sector 
gave 1% of profit to good causes around the 
world the world would be a better place. 

Is it still a case of the chairman’s 
whim?
Yes. I remember when Barclays did a huge 
sponsorship programme around 10 years 
ago it was driven as a completely corporate 
marketing exercise but I sat at a dinner 
and a main board director said that it was a 
personal agenda of the chief executive and 
his wife. When Bob Horton left as chairman 
of BP they cut the arts sponsorship budget 
and ripped the pictures off the walls of 
his office with crowbars as if this was the 
French Revolution. Because they saw it as 
tied to him. When Sir Peter Davis left the 
Prudential the arts sponsorship programme 
stopped. When he left Sainsbury’s the art 
sponsorship programme stopped. He was 
passionate about it but he also understood 

it, and the benefits it brought. You need 
a champion, but the problem with CSR is 
that often there is a superficiality about it. 
There are photographs of Africa and India 
in the company report. Often they don’t 
say how much they are spending on it. But 
with sponsorship as opposed to other forms 
of marketing, you need a champion in a 
way that you don’t need a champion for 
advertising.

When push came to shove and the 
bank crisis hit, sponsorship was 
deemed to be an extravagance in a way 
that other areas of marketing weren’t. 
Why?
Because the chief executive of RBS loved 
playing golf and wanted to be photographed 
with Andy Murray and be at the Formula 
One race. Virtually every event I now 
go to, including BP’s, there is no longer 
champagne, it is red and white wine. I 
actually like a glass of champagne and 
frankly there’s very little difference in price. 
But it’s a case of you have to be seen to be 
doing it. A lot of the arts community do not 
want their value to be measured in pounds 
shillings and pence. They see money from 
business as compromising them. Nobody 
in sports says that. Arts people would often 
not have the money, they describe business 
as Philistines. There is no evidence that any 
business is ever wanted to censor anything. 
There is a lot of snobbery in the arts.

But when you’re talking about the 
arts you are talking about a very small 
number of arts bodies. I don’t see 
much reluctance engage with brands 
in film or pop music or community 
based arts programmes.
You’re right. I want more and more 
businesses to focus on community art as part 
of the Big Society agenda. David Cameron 
is not going to give in about that, although 
half his Cabinet want him to. The challenge 
is that we are perceived to be elitist. And 
perceived to have no television appeal. But 
if you put an opera on television it gets 3 
million it doesn’t have 10 million. 
Ernst & Young did a series of sponsorships 
around contemporary art in the Tate, 
National Gallery and Royal Academy 
and others and said that it was the most 
cost-effective thing they ever did. Nobody 
ever turned them down they used to have 

‘If we were to exist in the 
real commercial world 

we would have to charge 
agency type fees, who 

charge their staff out at a 
far higher figure than £200 
a day, which is what we do 

at the moment.’
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breakfast with 20 or 30 people or dinner 
where Peter Mandelson would speak or 
the Prime Minister would speak, which 
was all private. It was totally exclusive but 
absolutely delivered £3 million worth of new 
business every time they did it.

Brands want content and to activate 
digitally. Surely this fits well with 
many arts bodies?
Yes, but that’s a move that the arts will have 
a real challenge with. Many people say the 
last thing we need to do is put opera on the 
big screen, complete waste of time, people 
want to see it live etc. But this is a great 
opportunity for the arts to become a very 
much wider proposition because the younger 
generation don’t ghettoise it in the same way, 
and they don’t want to put on a black tie to 
go to the Royal Opera House, they want to 
engage in a different way.

But for the vast majority of the 
population the live art experience 
doesn’t exist.
Everyone wants them to have it but do we 
pump mean millions of pounds into trying to 
provide that or do we start to say that could 
be a rarer thing because we’ve decided as a 
nation that we can’t afford it? We are looking 
at hundreds of arts organisations shutting 
over the next couple of years. Interestingly 
arts organisations in France have just 
had their budgets increased. The same in 
Norway. Because they say it is critical to the 
future of what their country is about.

Stephen Fry is a patron of Arts and 
Business, and he believes that this is the 
age where the arts will be transformed. Just 
imagine if Michelangelo or Leonardo da 
Vinci were working today, they would be at 
the forefront of technology and social media. 
Da Vinci was a genius and was a scientist as 
well as an artist. Shakespeare would have 
seized the modern age. Curiously a lot of 
artists are still bound to the 19th century. 
This is where we could engage with the 
Hoxton and Shoreditch Mafia to drive the 
new wave. It’s a different world and it’s a 
different funding mechanism.

What are your views on the Cultural 
Olympiad and Festival 2012?
It was sold very badly to the business 

community two years ago. Everybody 
assumed they could just come in and get the 
rings. They didn’t realise that the Olympic 
community has an iron grip. A lot of people 
who thought they could share in the party 
are not going to. Then there was the usual 
infighting. There is a lot of animosity and a 
lot of suspicion and a lot of sponsors, even 
the main ones, still saying, ‘what is it?’ It 
is riddled with political correctness rather 
than being a bloody good party with some 
amazing events. Nobody ever remembers 
the opening ceremony yet we are pumping 
millions in on the fireworks and people 
waving their arms about, which seems a 
bloody waste of time when the arts are 
being cut. There aren’t many people out 
there in the arts community other than 
those who are getting some real dosh from 
the Cultural Olympiad who are not actively 

hostile towards it. Are people going to flood 
our theatres when they are here for the 
Olympics? No.

What would you have liked it to be?
What people want are big parties. They want 
big screens. That’s what happened in Sydney, 
the one thing that got people going was 
crates of beer watching big screens doing 
a bit of a singsong and doing a bit of art. 
Most people will never get near the Olympic 
site. I wish everyone well but this is not the 
right position to be in. I’m not sure what the 
Cultural Olympiad is about, but I’d rather 
the opera houses and theatres be long-term 
supported rather than something that is 
here today and gone tomorrow. My view 
of the Cultural Olympiad is that it should 
be what it was until the British killed it in 
1948, which is gold medals for singing and 

dancing and music. That’s what the modern 
Olympiad under Pierre De  Coubertin was 
supposed to be. We have BBC Singer of the 
year, national choir competitions, piano 
competitions dance competitions. That’s 
what a real Cultural Olympiad is. Don’t do it 
as a token arts event stuck at the end of the 
sport.

What’s the sponsor sector’s view of it 
do you think?
Much of the corporate sector have just said 
count me out. A lot of them are thinking 
of ambush marketing it. The difficulty 
is, will anybody notice? I’m very sceptical 
about the Olympic movement. It’s about 
sponsors logos and a few people getting 
very wealthy. It should be in the middle 
of Africa funded by the rich countries and 
the corporate sector to enhance the local 
community, rather than pretending it’s 
going to transform the East End of London. 
We didn’t need to spend £10 billion on 
renovating a park did we? 

My suggestion at the time was, let’s get 
our great choirs into the football grounds 
around the country, our great opera singers 
like Bryn Terfel, the Pavarottis of our age, 
and have a great singsong in the Olympic 
Stadium. But I was told no it didn’t tick all 
the boxes. Now Danny Boyle and Stephen 
Daldry are involved, who are great film 
directors, but let’s keep it simple, let’s not 
that’s not have people in bowler hats and 
red buses because it’s embarrassing. The 
Olympic ideal is a very tarnished one. I 
was hoping the Olympics were going to be 
in Paris and we could have done the most 
wonderful festival right on the edge and 
everyone would have come over and that 
it would have been rather quirky with the 
whole Anglo-French thing. 

I remember Digby Jones saying we’re 
going to promote Britishness and have 
Cornish pasties, and I remember thinking, 
no you’re not. Not with McDonald’s around 
you won’t. Go tell McDonald’s that you’re 
going to serve Cornish pasties. Then they’ll 
make out it’s all about peace in the world 
and that stuff. It makes you want to throw 
up. It’s a sponsorship festival. They should 
just all be sponsored by pharmaceutical 
companies. We only win things when we’re 
sitting down anyway. 

‘We Will all 
live to 
regret this’

‘I remember Digby Jones 
saying we’re going to 

promote Britishness and 
have Cornish pasties 

(at the Olympics), and I 
remember thinking, no 

you’re not. Not with 
McDonald’s around 

you won’t.

breakfast with 20 or 30 people or dinner breakfast with 20 or 30 people or dinner 
where Peter Mandelson would speak or where Peter Mandelson would speak or 
the Prime Minister would speak, which the Prime Minister would speak, which 
was all private. It was totally exclusive but 
absolutely delivered £3 million worth of new 
business every time they did it.
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assumed they could just come in and get the 
rings. They didn’t realise that the Olympic 
community has an iron grip. A lot of people 

dancing and music. That’s what the modern 
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regret this’ continued from previous page...
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Jaguar Land Rover A&B Community & 
Young People Award 
Winner Ekspan & Open Door Theatre
Sheffield engineering firm Ekspan 
transformed a 15,000 square foot factory 
into a theatre with Open Door Theatre 
Company. It is now a fully licensed arts 
venue hosting a wide range of community 
projects which involve young people and 
showcase local talent. The judges wanted to 
recognise the cost effectiveness of the project 
and the level of engagement with staff and 
customers as well as the community. 

Prudential A&B People Development 
Award
Siemens Plc & Hallé Concerts Society
Siemens found a way to improve change 
management and drive business by working 
with Hallé. Singing workshops aimed to 
push employee boundaries and results 
showed that actual business performance 
improved. Employees experienced increased 
confidence and a willingness to stretch 
themselves. 

Lloyd’s A&B Business Innovation 
Award
Travelex & National Theatre
This impressive programme pushed digital 
and technical boundaries by delivering 
broadcast theatre live (or as-live) from the 
stage in London to over 300 cinemas in the 
UK and around the world. Travelex, long-
time sponsors of National Theatre, helped 
make NT Live a reality as well as supporting 
the global transactions.
A partnership in the truest sense, with a very 
innovative range of collaborative activity and 
campaign platforms. They felt it closely met 
all of the criteria for the category – breaking 
new markets and attracting new audiences.  
In addition, the partnership had very clear 

and quantifiable objectives for both partners, 
which were not only met, but exceeded.   

Classic FM A&B International Award
HSBC & The British Museum
This project exemplified HSBC’s ‘world’s 
local bank’ strapline. Their support of 
the British Museum’s Indian Summer 
programme reached 2.78 million people 
and 5,000 HSBC customers internationally 
across the UK, India, Australia, the USA and 
the UAE.
They judges felt this was a true partnership, 
where both organisations extensively 
leveraged the sponsorship to extend their 
brand reputation in an international market. 

Prudential A&B Board Member of the 
Year Award
John Middleton & The Broadway
During his two years as Chair of The 
Broadway John ensured the rise of a much 
needed cultural outlet in Barking. He 
brought in a new Artistic Director / CEO, 
steered in a new brand and helped diversify 
their funding base. A 30% increase in Black, 
ethnic minority and refugee audiences and 
participation is one key success of his tenure.

BP A&B Sustained Partnership Award
Classic FM & Royal Liverpool 
Philharmonic
With a common goal in mind to increase live 
classical audience numbers, this progressive 
partnership has outstripped both partners’ 
expectations. The flagship ‘Classic FM 
Orchestra in North West England’ brand 
is now well established in the region and 
innovative promotions continue to drive 
audience numbers.
The judges thought that this partnership 
was a supreme example of how 
collaborations can be sustained and then 

evolve significantly over time. The venture 
continues to go from strength to strength 
and displays clear commercial benefits and 
community outputs every step of the way.

Telegraph Media Group A&B Cultural 
Branding Award
HSBC & The British Museum
For HSBC’s support of the British Museum’s 
Indian Summer programme. The judges felt 
that this was an exemplary collaboration 
that linked to a core business proposition. 
The brands were superbly leveraged across a 
variety of platforms, audiences and locations.

The Garrett Award
Vanessa Swann, Chief Executive, 
Cockpit Arts
Vanessa transformed Cockpit Arts into a 
Social Enterprise and creative business 
incubator for designer-makers. They 
now generate surpluses and have a wide 
support base, bringing in new income from 
Individual Giving and Major Gifts. An award 
for a person who clearly demonstrated 
that they are enterprising and innovative, 
exploring less obvious possibilities for 
funding. 

The Simon Hornby Award
Sky Arts
Sir Simon Hornby, chairman of Arts & 
Business from 9 years from 1989 to 1997, 
passed away earlier this year. He was a 
strong and vocal advocate for business 
engagement in the arts. This special Award, 
with the support of Lady Hornby, goes to 
a business that has, continuously placed 
culture at its heart. 
The A&B Simon Hornby was awarded to Sky 
Arts as an organisation that is focused on 
changing and advancing the relationship of 
business and the arts. 

Against the backdrop of political infighting over its future (see our Colin Tweedy 
interview on the previous page) Arts and Business found time to celebrate the best 

examples of arts sponsorship in 2010

What success looks like

Jaguar Land Rover A&B Community & Jaguar Land Rover A&B Community & and quantifiable objectives for both partners, evolve significantly over time. The venture Jaguar Land Rover A&B Community & and quantifiable objectives for both partners, 
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Back in OctOBer, my colleague 
Dominic Curran and I were en route to the 
Ryder Cup at Celtic Manor when the M4 
ground to a halt for what eventually became 
five – yes five - hours. Frustrating? You bet. 
Wasted? Absolutely not. Because to kill the 
time we began a debate which is global in 
scope, absolutely fascinating if you’re in the 
business of sports marketing, and yet which 
hasn’t been aired publicly before although it 
absolutely deserves to be: what’s the greatest 
modern sports marketing innovation?

Given our intended destination that 
day, our natural starting point was a blog 
I had posted a few days earlier on the 
Synergy website arguing that the Jack 
Nicklaus-inspired re-invention of the Ryder 
Cup in 1979 (at Nicklaus’ suggestion, the 
GB & Ireland team became a European 
team to make the matches against the US 
more competitive and the rest, as they 
say, is history) must surely rank as one 
of the greatest modern sports marketing 
innovations.

Dom and I agreed on that, but then began 
to discuss which other sports marketing 
innovations we felt might rank alongside it 
and – naturally - which single innovation 
we believed was the greatest. And in doing 
so, we also created some House Rules which 
each innovation had to pass: more on those 
in a moment, but in a nutshell, rather than 
being merely about the biggest financial 
deals, each innovation had to be a decision 
made off the field of play that was a genuine 
marketing game-changer in the global sports 
marketplace.

And so it began. We took the debate back 
to the office where it gathered momentum. 
And when we discovered that no-one had 
ever created a forum for the issue among 
the global sports business and marketing 
community, we decided to do just that, using 
the Synergy blog as the hub.

the format is simple:
We’ve listed below our initial thoughts on 
the greatest innovations, which we’ve also 
posted on the Synergy blog: let us know if 
you think we’ve made any glaring omissions 
or if you disagree with any of our choices by 

posting a comment on the Synergy blog or, if 
you’d like to write a guest blog, get in touch 
(details below).

In early December, based on the feedback 
we’ve had, we’ll publish on the Synergy 
website the full list of suggestions we’ve 
received, together with a voting mechanic 
giving you the chance to vote for what 
you think is the greatest sports marketing 
innovation.

Once the vote is in we’ll publish the Top 
Ten, and everyone who correctly predicts 
the most-voted for innovation will be 
entered into a draw for a Fortnum & Mason 
Christmas hamper.

Back to those House Rules – because it just 
wouldn’t be a real debate without some 
House Rules now, would it? We’ve kept them 
short and simple.

•  Each innovation must have been radically 
game-changing, rather than an evolution

•  Its effect must have been primarily on 
the marketing, business  and/or financial 
aspect of sport rather than on the field of 
play

•  We’re talking global, with a potentially 
global impact

• Keep it within the last 50 years

Here, then, are our thought starters for the 
greatest sports marketing innovation, in 
chronological order:

1960: a charismatic American golfer 
called Arnold Palmer shook hands over a 
representation deal with his friend and Yale 
law grad, Mark McCormack, who went on to 
found IMG. The sports agent, and the sports 
marketing agency, was born.

1968: after the NFL and AFL merged 
in 1966, the first two championship 
games between the two winners were 
called, snappily, the NFL-AFL World 
Championship. KC Chiefs owner Lamar 
Hunt then came up with the term ‘Super 

Bowl’ for the game after seeing his grandson 
playing with a Super Ball (a densely-
elasticated ball) and a global phenomenon 
was born.

1976: Kettering Town became the first 
British football club to have a sponsor on 
its shirt – a deal that may only have lasted 
four games but which genuinely changed 
the rules for football as a brand marketing 
vehicle. The forward-thinking brand? 
Kettering Tyres.

1978: Starting with the FIFA World Cup, 
Patrick Nally created the multi-sponsor 
model for global sports events that all rights 
holders have followed ever since.

1978: Bernie Ecclestone became chief 
executive of the Formula One Constructors 
Association (FOCA) which culminated in 
Ecclestone securing the right for FOCA to 
negotiate television contracts, turning F1 
into the global financial phenomenon it is 
today.

1979: Jack Nicklaus argues successfully 
for the inclusion of European (rather than 
just British) players in the Ryder Cup. This 
turned a struggling, one-sided tournament 
into what is today probably the most 
significant global event in golf.

1981: the first major pay-per-view boxing 
match between Sugar Ray Leonard and 
Thomas Hearns was screened by Viacom 
Cablevision, which attracted buys from over 
50% of its subscribers, and a new model of 
sports broadcasting was born.

1984: Nike, a struggling sports shoe 
company, signed rookie Michael Jordan and 
created the first shoe named after a player – 
The Air Jordan.

1985: IOC Marketing Director Michael 
Payne restructured Olympic sponsorship 
worldwide to create the TOP programme, 
revolutionising Olympic finances and the 
Olympic Games as a global marketing 
vehicle 

tim crow started a debate on Synergy’s blog and it’s still going strong.
If you’ve got a view, you’d better get in quick. 
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1992: The English First Division clubs 
resigned en masse from the Football League 
and formed the Premier League, with the 
considerable help of Sky TV, to create what 
is now the richest and most watched football 
league in the world.

1995: The first ever Extreme Games 
(later changed to X Games) was held 

with the backing of ESPN,  catapulting 
adventure sports into the mainstream and 
subsequently attracting major corporate 
investment.

2003: The ECB introduced the world 
to Twenty20 Cricket via the domestic 
Twenty20 Cup – game-changing format 
which has been adopted worldwide and, in 

the shape of the Indian Premier League, 
revolutionised the finances of cricket.
Want to join in? Let us know what you 
think, and vote in December.
You can find the Synergy blog at 
www.synergy-sponsorship.com/blog/ 
or, if you’d like to write a guest blog, 
email tim.crow@synergy-sponsorship.
com.

Who Thinks What
Roger Blitz, Financial times leisure industries and sport 
business correspondent
I start with the biggest global sporting phenomenon of the past 50 
years, who is unquestionably Muhammad Ali. You then have to 
look at what was the marketing made him that phenomenon and 
having concluded (through Google) that no one promoter or media 
company turned Ali into the phenomenon, I end up concluding he 
did it himself, through his own narrative. So you have to look at 
the pivotal moment of his narrative, and you end up with:
1960 – Cassius Clay is refused service in a whites-only restaurant 
and throws his Olympic gold medal into the Ohio river. Thus 
began the narrative of the greatest sports marketing phenomenon 
of all time. It may not be an innovation, but everything in sports 
marketing came after that. But I’m sure this will be disqualified on 
a TKO!’

ian Prior, sports editor, the Guardian
It’s a toss-up between the birth of IMG and Nike’s Air Jordan 
launch – just about all the rest were the result of either financial 
or technological evolutionary pressures (without Sky it’s hard to 
imagine the Premier League would have come about).
IMG set the template for the athlete as a corporate entity with 
multiple and diverse income streams beyond prize money and the 

odd endorsement. You could argue that Air Jordan took that idea 
to its logical conclusion, except that it created the super-athlete as 
global brand icon and the principal driver of product sales. To see 
the difference, compare Maradona’s career earnings with those of 
Beckham, by any standard a much lesser footballer.

Jim O’toole, ceo World Match Racing Tour
Patrick Nally and the centralised category protected marketing 
packages….everyone working in sports rights marketing should 
doff a cap in his general direction, a man ahead of his time.

John Feehan, ceo of British Lions and Six Nations rugby
That handshake between Arnold Palmer and Mark McCormack 
has to be the defining moment for the business of sport.

Paul Vaughan, commercial director, rFU
If I had to choose one? Streaming of rights. They reach a specific 
audience for niche events and whose audiences are geographically 
spread. 
Plus they let people watch what they have missed (e.g. iplayer) 
and allowed for the development of technologies such as Slingbox. 
Every major Broadcaster simulcasts on these channels now and 
some networks are selling directly to Online outlets eg IPL, to 
supplement “normal” broadcast delivery.

2003 - Twenty20 Cricket Cup. Great fun, but the greatest innovation in sports marketing ever?  -  Action Images / Andy Couldridge
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For all our good intentions as 
marketers its difficult not to slip into tried 
and tested demographic patterns when 
targeting certain age groups through music. 
However, the standardised approaches to 
age-related campaigns are increasingly 
looking out of touch when it comes to 
defining and connecting with consumers. 
The rise of the ‘Dadolescent’ (middle aged 
consumers living life through younger eyes) 
and the ‘Conserva-teens’ (teenagers ditching 
the hedonistic lifestyle in favour of a more 
conservative and considered view of the 
world) is shifting the balance of power and 
brands need to be ready to react. 

An interesting, yet throwaway, set of 
statistics that landed in my inbox the other 
day caught my eye. Illicit encounters, a 
company that refers to itself (with a notably 
misplaced sense of pride) as “UK’s longest 
running extra-marital dating site”, had been 
kind enough to provide me with figures 
pertaining to the musical tastes of 460,000 
of its members. 

According to the infidelity website the 
average Illicit Encounters member is a 

“professional, often working in management 
or as an executive, and between the ages 
of 36 and 40”, in other words a fairly 
traditional example of a middle-aged man. 

The survey findings reveal that hip hop 
is by far the most popular of musical genres 
favoured by this group, outstripping classical, 
pop, dance and, most notably - that air guitar 
favourite of many a middle aged man - rock.  

Finger posed on the ‘mark as spam’ 
button, I suddenly had a thought. Whatever 
happened to dad rock? Just why are middle 
age men listening to hip hop and what does 
this mean for the delicate musical marketing 
balance between teenagers and their parents. 

Now we could quickly write off this 

giles Fitzgerald looks 
at the evolution of the 
forty something music 
fan and asks how brands 
can engage with the 
eternal teenager 
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highlights how those 45+ 
are embracing consumer 

technology at a rate twenty 
times faster than their 
teenage counterparts.”
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research as evidence of a mid life crisis, and 
the music taste represented here nothing 
more than the aural extension of buying a 
sports car to retain some semblance of a lost 
youth. However, there is a little more to it 
than that. 

The powerful Boomer market (those 45+) 
is ‘re-teening’, reliving their youth as they 
rediscover music through digital technology, 
embrace the resurgence of the live music 
scene, and once again prove they are a 
rebellious force to be reckoned with. Bearing 
in mind this demographic has a combined 
annual income of $2.4 trillion in the US and 
are set to be the wealthiest over-50 group 
the world has ever seen, its probably worth 
taken note of just how this generation now 
perceives itself. 

Recent research from Accenture 
highlights how those 45+ are embracing 
consumer technology at a rate twenty times 
faster than their low rise jeans wearing 
teenage counterparts. In addition a quarter 
of Americans over the age of 50 play video 
games (three times the amount in 1999), 
with the average “ frequent” games buyer at 
39 years old, according to the Entertainment 
Software Association. Not to mention 
the fact that the over 40s are the only 
demographic whose music consumption 
has actually risen over the last decade in an 
increasingly turbulent music marketplace.

On the flip side, as an aging Generation 
X and the Baby Boomers refuse to let 
go of their youth, ironically the younger 
generation are actually becoming increasing 
more conservative, as they find themselves 
facing a world reduced to recession by their 
predecessors insatiable mass consumption. 
This isn’t to say they are suddenly donning 
purple rinses and opting for nylon trousers, 
but it does mean that brands need to 
reassess how they approach both teenagers 
and their parents.  

It cannot be overstated as to how 
much of a catalyst the shrinking of the age 
gap is going to be on future generations 
of marketers, this is the demographic 
equivalent of the big bang. When your dad 
has an iPhone full of music you wouldn’t be 
embarrassed to listen to, a seismic shift has 
clearly occurred. The knock on effects will 
see a new generation of teenagers scrabbling 
around trying to find their musical voice, to 
find a way of rebelling against the original 
rebels. 

The key message here for brands looking 
to market to ‘Dadolescents’ through music 
is that the over 50 demographic needs to be 
viewed as a retro youth market, one that is 
re-experiencing youth via new technology 
and a levelling of the musical playing field.

A lot of the statistical evidence that 
supports the spending power of the older 
demographic has largely been used to 
bemoan the use of overtly youthful imagery 
and music in marketing, suggesting that 
there needs to be a stronger focus on ad 
content that is befitting the lucrative over 
50 demographic.  However, this is missing 
the point entirely. Those youthful ads are 
actually perfectly pitched at the over 50’s 
market, a market that simply refuses to grow 
up.  

Toyota’s ‘Swagger Wagon’ viral 
miniseries from earlier this year, which 
depicted a couple of parents extolling the 
virtues of their people carrier in a hip hop 
parody music video, is a case in point. The 
viral was massively well received, racking 
up a sizable 7M YouTube hits. Yes, it was 
a comedic effort from the brand, but it 
still struck a cord suggesting that older 
consumers are eager to be associated with 
this genre of music.

Equally, it’s not for nothing that Aston 
Martin, the iconic auto brand that 
consistently tops the Cool Brands list, is 
teaming up with Swizz Beatz on a new 
automotive range. The rapper and husband 
of Alicia Keys is currently taking up design 
duties for the automotive brand, as both an 
ambassador and part of the creative team, 
with a new model showcasing his handiwork 
due out shortly. On the surface it seems like 
an attempt to infuse the brand with some 
youth appeal, but in reality it is more likely 
reinforcing the mind set of older consumers 
who perceive themselves as much younger at 
heart when it comes to music.  

As the digital revolution shrinks the 
generation gap the notion of ‘hope they 
buy before they get old’ needs to be 
dramatically reassessed when considering 
older consumers. The ‘original’ teenage 
demographic, which built an entire 
generation around music consumption, are 
back to play and pay. Music marketing isn’t 
black and white anymore; in fact the future 
is looking exceedingly grey. 

Giles Fitzgerald is Trends and Insight 
Editor at FRUKT Communications, the 
leading music, entertainment and lifestyle 
marketing agency. For more information 
see www.fruktcomms.com

“The over 40s are the only 
demographic whose music 
consumption has actually 
risen over the last decade”
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Category: Business to Business

Amlin - Supporting the Growth of 
European Club Rugby 
Raising Amlin’s brand awareness among 
brokers and clients outside of London 
through developing a partnership with the 
European Rugby Cup Limited. 
[Agency responsible: MEC Access]

City Scrum Cup 2010
(Norton Rose LLP/Harlequins)
An innovative city-based event for Norton 
Rose LLP’s clients and key target clients, 
jointly hosted by Harlequins and Norton 
Rose LPP. 
[Agency responsible: EXP Sport Ltd]

Castrol Marine 2010 FIFA World Cup
Promoting the Castrol brand focusing on 
business-to-business within the marine 
industry through a ‘passionate about 
performance’ message. 
[Agencies responsible: Torque PR Ltd, 
Oakwood Design Company]

Philips and The National Theatre
A showcase of Philips technology through 
the National Theatre’s internal and external 
lighting scheme .
[Agency responsible: N/A]

Category: Business to Community

Aviva Elevating Athletics Fund
Reinforcing Aviva’s commitment towards 
UK Athletics by offering all UK children an 
opportunity to take part in athletics and 
providing PE teachers with tangible benefits 
to assist them. 
[Agencies responsible: Hill & 
Knowlton, TVC]

Barclays Ball Kids
Creating a strong community tennis 
programme, enhancing Barclay’s credibility 
within the sport and making its tennis 
sponsorship more accessible and less elitist. 
[Agency responsible: Progressive 
Sports and Entertainment Marketing]

British Gas Pools 4 Schools
Revolutionising the way swimming is 
delivered in schools and communities and 
showcasing the grassroots end of British 
Gas’s involvement with swimming.
[Agency: Carat Sponsorship]

Catlin Arctic Survey 2009
Strengthening Catlin’s relationship with 
stakeholders and building its reputation as 
an insurance industry leader through raising 
public awareness about climate change. 
[Agency responsible: Geo Mission Ltd]

WELComE To 
THE GoNG SHoW

This month’s 2010 ESA Awards took place at the Heineken Experience in 
Amsterdam bringing together two of Platform’s favourite things – Dutch people 
and free stuff. The evening also offered the industry a chance to celebrate what it 
deemed to be the best work of the year. Here we present the runners and riders.
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ESA European Sponsorship Awards – the short list 
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Category: Business to Community 
Low Budget
The AEGON Breakfast Club
Through a unique partnership ensuring that 
every child of primary school age has an 
access to a free nutritious breakfast before 
starting the school day. 
[Agency responsible: N/A]

Trinkbecher  für Trinkwasser (TUI 
AG)
Demonstrating TUI’s key CSR values within 
an emotionally powerful brand platform by 
using a ‘social sponsorship’ campaign in the 
German Bundesliga football league.
[Agency responsible: MEC 
Access]

Category: Business to 
Consumer
Guinness Premiership: Season 
2009-2010
Demonstrating that the long term 
sponsorship with a strong strategic 
planned activation can continue to 
drive brand awareness within the 
brand’s target audience.
[Agency responsible: Synergy]

Mercedes-Benz Fashion Week 
Stockholm
Increasing Mercedes-Benz profile in Sweden 
by creating experiences through the fashion 
sponsorship strategy in order to target 
trendsetters with the potential to be future 
customers.
[Agency responsible: MEC Access]

O2 Be The Difference / Irish Rugby
Creating a new type of brand social 
experience by reaching out with multiple 
touch points and putting digital at the core 
of the sponsorship strategy.
[Agencies responsible: Brando, 
Onside Sponsorship, Rothco]

Sportingbet Wolves Accumulator
Building relationships through engaging and 
relevant content with potential customers 
via first-ever online fantasy betting game.
[Agencies responsible: JCPR, Spook 
(as part of Edelman UK)]

Category: Business to Consumer 
Low Budget

Carefree - Free To Be Me 
Encouraging English teenage girls aged 11-14 
to explore some of the physical, emotional 
and social concerns relating to growing up.
[Agency responsible: National Schools 
Partnership]

Garnier Ambre Solaire - Wrap Splat 
Hat! 
Educating UK primary school children 
about sun protection and creating resources 
facilitating an effective delivery of the 
programme in schools.
[Agency responsible: National Schools 
Partnership]

O!Karte Riga Night Run 
Second largest run of the country targeting 
younger generations and supporting the re-
branding of the o!Karte brand.
[Agency responsible: NECom (Nords 
Event Communications)

Specsavers - An Eye for Expertise 
First-ever partnership in cricket with 
Hawkeye, the ball-tracking technology 
delivered during The Ashes – one of the 
biggest sporting events of the summer.
[Agency responsible: MEC Access]

Category: Business to Employee

BT – The Difference Is You 
Changing employee behaviour and 
performance by applying key lessons from 
olympic performance and BT’s involvement 
with the London 2012 olympic Games.
[Agency responsible: Lane4] 

Türk Telekom Sports Schools
Creating chances for Anatolian children and 
young generations to interact and socialise 
with other young people all around the 
world.
[Agency responsible: Capitol Ogilvy 
Public Relations Worldwide]

Category: multi-National Campaign

Allianz Paralympic Engagement
Combining Allianz’s corporate 
responsibility with sports sponsorship 
and sharing its passion for sports while 
promoting courage and equality.
[Agency responsible: GMR Marketing 
GmbH]

Castrol 2010 FIFA World Cup
Creating a truly global activation 
campaign, covering 50+ European markets 
while building on Castrol’s long term 
commitment to football.
[Agencies responsible: Mindshare, 

Flourish, Kempster, M&C Saatchi, 
DigForFire]

G4S 4teen
Supporting 14 young athletes from 
disadvantaged backgrounds both in financial 
and educational terms while supporting 
their communities.
[Agency responsible: Fast Track]

MasterCard UEFA Champions League
Reaching global customers as well as 
consumers with a credible masterCard’s 

“Priceless” theme while delivering valuable 
assets to all stakeholders.
[Agencies responsible: Octagon, 
McCann Erickson, Weber Shandwick]

For further information, please contact 
Helen Lamb at the ESA Office on +44 
(0) 20 8390 3311 or email: helenlamb@
sponsorship.org
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Sadler's Wells is the UK's leading dance house, uniquely committed to producing, commissioning 
and presenting new works and to bringing the very best international and UK dance to London 
audiences, from ballet and hip hop to kathak and flamenco. 

Sadler’s Wells autumn season opens in style with the world premiere of Sadler’s Wells production,
Shoes, a dance revue written by Richard Thomas (Jerry Springer – The Opera), inspired by one the
greatest passions of the modern age. Directed by multi-award winning Stephen Mear (Mary Poppins,
Sweet Charity) and featuring the work of a team of leading choreographers, 12 dancers, a live band
and four singers, Shoes looks at life from street-level perspective with wit, irreverence and affection. 

Other autumn highlights to relish include the world premiere of Sadler’s Wells Associate Artist 
Wayne McGregor’s latest work, FAR, and the welcome return of internationally renowned 
companies Alvin Ailey American Dance Theater, Russell Maliphant Company and Pina Bausch’s
Tanztheater Wupperthal. While celebrated choreographer Matthew Bourne brings some Christmas
magic to Sadler’s Wells in a brand new production of his typically unique take on a classic from the
ballet repertoire, Cinderella.

Sadler’s Wells is Dance

For full autumn season listings visit

www.sadlerswells.com
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save 20% Buy tickets for two or more participating shows at the same time. 
See www.sadlerswells.com/save for details. Terms and conditions apply.

Season ad_SponsorshipNews_233x306:Layout 1  9/6/10  12:16  Page 1
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DRIFT, the biannual art exhibition 
comprising a series of strategically placed 
artworks in, alongside, and over the 
waterways in central London would like to 
meet commercial partners for the DRIFT 
2012 exhibition. DRIFT 2012 will be the 
biggest yet, benefiting from the London 
2012 Games with exhibits along the Thames 
stretching from Central London to the 
Olympic village during the months up to and 
including the Olympics. There are a number 
of commercial packages available including 
naming rights to official supporters. DRIFT 
features a broad range of British and 
international artists working in the mediums 
of sculpture, installation, painting, sound 
and film. 

DRIFT is supported by the Mayor of 
London, Tate Modern, Canary Wharf Group, 
British Waterways, Port of London and local 
councils.  The advisory team includes Nigel 
Kershaw OBE, Henry Meyric Hughes, Fiona 
Banner and Lord and Lady Burlington. For 
further information on commercial 
partnership and sponsorship 
opportunities please contact 
Nigel Jones, Managing Director, 
The Purple Tangerine Limited
+44 (0)1233 712899

The Royal Cornwall Museum is looking 
for commercial partners for a unique and 
groundbreaking opportunity for companies 
to become fully integrated commercial 
partners at the museum. Sponsorship 
packages will include a first ever opportunity 
for headline sponsorship and official 
partner categories. Royal Cornwall Museum 
sponsors will be able to gain access to 
various benefits such as extensive branding 
within the confines of the museum as well 
as exhibition, promotional and advertising 
branding; private viewings and unique 

hospitality opportunities; association with 
community outreach programmes and the 
opportunity to participate and engage in a 
series of flexible rights packages, tailored 
specifically for each partner company. At 
present the museum is funded through 
a mixed economy of retail, private giving 
and public investment, with the emphasis 
on public investment. Over the coming 
years it intends to realign its operations to 
manage with less public investment and 
develop more creative and commercial 
opportunities for the private sector, to 
ensure that it can develop and deliver 
award-winning programmes and services 
in the years to come. To find out more, 
contact Georgia Butters, Head of 
Development and Communications, 
Royal Cornwall Museum, 
01872 272205  
georgia.butters@
royalcornwallmuseum.org.uk

The World Bowls Tour has is looking 
to source commercial partners for its LIVE 
televised indoor bowls championships - The 
World Professional Indoor Championships; 
Scottish International Open; and the Welsh 
Grand Prix. The events, featuring action 
packed end–to-end bowling from the world’s 
top ranked players, are televised LIVE on 
the BBC in the UK and through Eurosport in 
Europe and Asia.  With total TV audiences 
in excess of 5 million the championships 
pit players from the UK, Ireland, Canada, 
New Zealand, Israel, Hong Kong, South 
Africa and Australia against each other to 
battle it out to be the best in the world! Over 
500,000 people are playing bowls regularly 
in the UK and over two million worldwide 
an association with the World Bowls Tour 
and its events is an excellent opportunity 
to target the predominantly 50+ market. 

This age group are mature consumers, 
homeowners and financial purchase 
decision makers looking to optimise their 
financial situation and make provision for 
the future. For further information 
on commercial partnership and 
sponsorship opportunities visit  
www.purpletangerine.com  or contact 
Nigel Jones,  (0)7980 213122 or 
+44 (0)1233 712899

The re-opening of Weston-super-
Mare’s Grand Pier presents sponsorship 
opportunities. The Grand Pier will re-open 
in July, following a £51 million investment. 
It has been transformed into a 21st Century 
indoor theme park with World-class rides, 
as well as some of the old favourites, with 
a modern twist. The Pier will now be open 
all year round. A 300 metre go kart track 
runs around two floors of the Pavilion. 
Other current attractions include Formula 
1 simulators, a spinning sidewinder ride for 
the brave, dodgems, a laser maze and even a 
4D cinema. The Pier is expecting at least four 
million visitors a year. The new conference 
and wedding facilities will ensure that it 
attracts a much wider range of visitors than 
ever before.
The sponsor platform is based around the 
signature rides of:-

•  Panoramic Viewing Tower (opens 2011)
•  The Robocoaster
•  Formula 1 Simulators
•  Go Karts
•  Surf’s Up (opens 2011)

For further information about 
sponsoring these rides, please contact: 
Nick Lawrie, Sponsorship Intelligence 
+44 (0) 203 003 9975, nick.lawrie@
sponsorshipintelligence.com 

would like to meet...

Seeking a like-minded partner? Someone to share in those  
special moments? Look no further than Platform’s very own dating service. 
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Who would you like to meet? Platform magazine is interested to hear from anyone looking for a sponsor or 

partner for their event or opportunity. Listing prices start from £100.00 +VAT, and offer you the opportunity to put 

your opportunity in front of hundreds of sponsoring organisations. 

To find out more e-mail info@sponsorshipnews.com

Sadler's Wells is the UK's leading dance house, uniquely committed to producing, commissioning 
and presenting new works and to bringing the very best international and UK dance to London 
audiences, from ballet and hip hop to kathak and flamenco. 

Sadler’s Wells autumn season opens in style with the world premiere of Sadler’s Wells production,
Shoes, a dance revue written by Richard Thomas (Jerry Springer – The Opera), inspired by one the
greatest passions of the modern age. Directed by multi-award winning Stephen Mear (Mary Poppins,
Sweet Charity) and featuring the work of a team of leading choreographers, 12 dancers, a live band
and four singers, Shoes looks at life from street-level perspective with wit, irreverence and affection. 

Other autumn highlights to relish include the world premiere of Sadler’s Wells Associate Artist 
Wayne McGregor’s latest work, FAR, and the welcome return of internationally renowned 
companies Alvin Ailey American Dance Theater, Russell Maliphant Company and Pina Bausch’s
Tanztheater Wupperthal. While celebrated choreographer Matthew Bourne brings some Christmas
magic to Sadler’s Wells in a brand new production of his typically unique take on a classic from the
ballet repertoire, Cinderella.

Sadler’s Wells is Dance

For full autumn season listings visit

www.sadlerswells.com
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Over the past year it has been 
difficult to get away from scandal affecting 
sports players, teams and governing bodies. 

For example, in recent weeks, football 
has seen Wayne Rooney plastered across 
front pages of tabloid and broadsheet 
alike and FIFA is under the spotlight for 
allegations of members willing to sell World 
Cup votes. Cricket has been tainted by the 
spot fixing claims surrounding the Pakistan 
cricket team; golf still hasn’t shaken off the 
Tiger Woods affair, sorry affairs; Bloodgate 
rumbles on in rugby; doping in cycling 
and the Commonwealth Games attracted 
headlines for all of the wrong reasons.

The reality is that scandal and corruption 
are a part of professional sport and we have 
to accept that. For sponsors, scandal along 
with poor performance or injury, represent 
the biggest risks in committing investment. 

This is because in most other respects 
sponsorship has become, in part at least, a 
science in which it is possible to use analysis 
to ensure that the right property has been 
chosen and that media coverage, activation 
opportunities and ultimately return on 
investment can be planned with a degree of 
accuracy.  

To safeguard against the unpredictable, 
however, requires a strategy central to which 
is legal protection and, as sponsorship 
programmes become more sophisticated, so 
too must the contracts.

Legal safeguards therefore need to 
include more than just morality clauses, 
hence the sections in the report on, among 
other issues, ambush marketing, conflicting 
endorsements, reward through incentives, 
termination and sponsor boycotts.

However it is scandal that is the topic 
of the day and on this issue the report 
considers some of the key issues that 
sponsors need in their contracts, but also, 
critically it examines how and when the 
clauses should be triggered. 

One of the problems here is that all 
too often sponsorship executives meet the 
star athlete during the negotiations and 
become slightly awestruck. They shy away 
from requesting clauses that personalities 

should really have no problem with signing 
and accept the terms proposed by the other 
party’s agent rather than their own legal 
team.

This can lead to serious problems. For 
example, if a morality clause hasn’t covered 
specific behaviour and a sports star errs, the 
sponsor has to decide if, should it so desire, 
it has grounds for termination. In many 
cases a general clause relating to adverse 
publicity might offer such protection but it is 
possible that this could only be determined 
through court action.

Obviously it is far from ideal to take such 
a route and indeed many sponsors have 
reason to stand by those accused of wrong 
doing. This can be for a number of reasons 
such as the allegations being unproven and 
society dictates innocence until proof of 
guilt. 

However, it is not uncommon for 
contracts to have termination triggers based 
purely on adverse publicity regardless of 
whether behaviour has been proven. If, for 
example, an athlete has been accused of rape, 
a sponsor really doesn’t want to wait for the 
long legal process to complete when their 
property is effectively tarnished. In such a 
case, if there is no termination clause, many 
will have to continue paying their endorsee 
and suspend activation until the matter is 
resolved.

In less serious cases, to react prematurely 
could be seen as being over-judgemental. 
We generally live in a more permissive 
society and to jettison someone immediately 
when they are in trouble has to be measured 
against both the potential for that person to 
redeem themselves and for the sponsor to 
achieve a long-term return on investment. 

Nike, for example, invested so much in 
Tiger Woods that it would have been a 
massive blow to have cancelled his contract 
regardless of the fact that others did. The 
company clearly believes that in the long-
term, Woods will recover his reputation and 
their relationship will be profitable.

However, in sticking by someone who 
has transgressed, there is the danger that 
a repeat of the behaviour could allow the 
transgressor to argue that a precedent has 
been set with the sponsor who did not object 
first time round.

The lesson here is clearly to state very 
specific actions which are not acceptable 
to the sponsor. These can be based on 
experience from many years of bad 
behaviour in both sport and public life in 
general. Different sponsors will, of course, 
have different priorities. Car insurer 
Churchill, for example, had little option but 
to drop comedian Vic Reeves after he was 
prosecuted for drink-driving, whereas other 
brand categories might not be so concerned 
about such behaviour because it is unlikely 
to bring bad publicity to the sponsor.

Even with the right clauses in place, there 
are still pitfalls that sponsors need to be 
aware of. One of the most notable is that 
many international stars choose to conduct 
their endorsements through personal service 
companies (usually for tax purposes) rather 
than in an individual capacity.

When this happens, it is important 
to ensure that clauses provide that the 
individual, not his or her personal service 
company, is covered by the morality 
provisions.

Morality is of course just one small part 
of a sponsorship contract. New activation 
techniques using digital platforms have, for 
example, added a new layer of complexity 
to contracts. It is, therefore, important that 
everyone in the industry keeps abreast of 
legal developments just as they do for other 
key industry information.

Simon Rines is author of Sports 
Sponsorship & the Law, a new report 
published by IMR Publications

Sex is Everywhere. 
And I’m Not Having it!

simon rines looks at the options available for sponsors when 
their ambassador really is spoiling them
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“All too often sponsorship 
executives meet the 

star athlete during the 
negotiations and become 

slightly awestruck”

Legal Affairs
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COmeth the hOur, cometh the man 
and for Colin Montgomerie there was no 
better man than Graeme MacDowell. After a 
four-day roller-coaster in South Wales, the 
Ryder Cup was eventually wrestled out of the 
American grasp with the Ulsterman sealing a 
narrow victory for Europe on the 17th. 

With over 100,000 fans braving the 
Glastonbury-esque conditions, millions 
more were enjoying a technical revolution 
of sports consumption like never before. 
Not only could you enjoy the contest of 
sensational golf and swinging fortunes in 3D, 
courtesy of Sky Sports, the players issued 
an open invitation to join them behind the 
scenes of one of the greatest shows on Earth. 
This was the first Ryder Cup in a modern 
world of mass-twittering where cyber-space 
is opening up even the most sacrosanct of 
surroundings: the dressing room.

With both teams including a number 
of avid micro-bloggers (Ian Poulter and 
Stewart Cink have over 1million followers 
each), the pre-tournament blanket ban 
on twitter agreed by both Captains was 
never really going to hold and sure enough, 
following a team meeting, the ruling was 
lifted and a more sensible approach of 
respecting privacy and confidentiality was 
given as guidance.

Free from the shackles of Big Brother, 
the Ryder Cup was trending high in the 
twitter stakes as Poulter lead the charge with 
a series of humorous moments (Padraig 
Harrington asleep in the changing room 
during the rain delay on Friday, followed 
by rookie duo Rory McIlroy and Ross 
Fisher playing video games – apparently 
the official Tiger Woods game), personal 
reflections: “that 1st tee is truly the most 
incredible experience ever, the buzz from 
the crowd shakes thru your body with so 
much electricity. I love it!” and, at times, 
even informative tweets. Pictures of the 
singles line up for the final day captured on 
Poulter’s smart phone soon corrected many 
of the world’s media who’d reported the 

wrong team sheet.
Clearly, Twitter has changed the rules 

of engagement between player and fan, but 
rather than suffering a paralysis of fear of 
embracing social media, the players – for 
once – were allowed to be human. Whether 
that was through player power or an open 
mind by Colin Montgomerie and Corey 
Pavin, there is no doubting the net result: 
a galvanisation of support, goodwill and 
passion from fans on both sides of the pond.

With sensible projections estimating 
around 30 billion pieces of content are 
shared on Facebook across its 500 million 
active users, and Twitter amassing 100 
million registered users (and growing at 
the rate of 300,000 per day) all issuing 
approximately 55 million tweets, there 
clearly has never been a more connected 
society. 

So, as we’re seemingly embracing 
a society that’s starting, changing and 
amplifying conversations in 140 characters, 
event organisers, Governing bodies, rights 
holders, commercial partners, sponsors 
and players need to work out how to 
embrace the medium. In the wake of a few 
well documented outbursts on Twitter by 
some well known names, there has been an 
unhealthy shift towards imposing sanctions 
and restrictions, which serves no good 
for anyone. Oddly, it’s as though Twitter 
itself is somehow responsible for swearing, 
offending, insulting or defamatory remarks. 

In any case, a pragmatic approach of 
respecting the privacy and confidentiality 
of your employer, your team mates and 
those around you are the key criteria 
you really need. After all, it’s more about 
social manners than it is social media. Or, 
take guidance from Jimmy Anderson (@
JimmayAnderson9), “we can tweet anything 
we want apart from taking the mickey out 
him” he said, referring to England captain, 
Andrew Strauss, as the team left the UK 
bound for Australia to begin their defence of 
the Ashes. 

Is the Twitter question really 
that hard to solve? No, says 
simon Breakell, it’s a 
question of social manners,  
not social media

Digital

wrong team sheet.
Clearly, Twitter has changed the rules 

of engagement between player and fan, but 
rather than suffering a paralysis of fear of 
embracing social media, the players – for 
once – were allowed to be human. Whether 
that was through player power or an open 
mind by Colin Montgomerie and Corey 
Pavin, there is no doubting the net result: 
a galvanisation of support, goodwill and 
passion from fans on both sides of the pond.

With sensible projections estimating 
around 30 billion pieces of content are 
shared on Facebook across its 500 million 
active users, and Twitter amassing 100 
million registered users (and growing at 
the rate of 300,000 per day) all issuing 
approximately 55 million tweets, there 
clearly has never been a more connected 

Is the Twitter question really 

Jimmy Anderson (@
JimmayAnderson9) 

said about Strauss: “we 
can tweet anything we 

want apart from taking 
the mickey out him

“Free from the 
shackles of Big 

Brother, the 
Ryder Cup was 

trending high in the 
twitter stakes”
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conferences 

Diary Dates
Date Name Location Website Contact Topic

03/11/2010 Sports Event Management  
Conference

London www.sportseventmanagement.com nicola@rushmans.com Event Management

03/11/2010 2010 Annual Festivals Conference Brighton www.artsfestivals.co.uk British Arts Festivals Association Festivals/Sponsorship

09/11/2010 ESA Knowledge- Skills Workshops: 
The Digital Revolution London www.sponsorship.org ninahall@sponsorship.org Digital Exploitation

11/11/2010 Unleash Your Partnership Potential Yorkshire www.artswork.org.uk/artsplan Kala Sangham Partnership Management

18/11/2010 9th Sports Marketing Days Poland www.dms2010.pl/en chris@sportwin.pl Business of Sport in Poland

18/11/2010 32nd Arts & Business Awards London www.artsandbusiness.org.uk 020 7 378 8143 Arts & Business Sponsorship Awards

19/11/2010 The Art of Digital Collaboration London www.artsandbusiness.org.uk consultancy@artsandbusiness.org.uk Digital collaboration between arts and 
business

20/11/2010 Soccerex Global Forum Rio De Janeiro www.soccerex.com enquiry@soccerex.com Football/Business/Sponsorship

23/11/2010 Sponsorship Essentials London www.cim.co.uk The Chartered Institute of Marketing Sponsorship Workshop

24-25/11/2010 Future Sponsorship Amsterdam www.future-sponsorship.com sally.nastys@informasportsgroup.com European Sponsorship 

24/11/2010 European Sponsorship Awards Amsterdam www.sponsorship.org helenlamb@sponsorship.org Awards Celebration

14/12/2010 International Events Conference Scotland www.eventscotland.org information@eventscotland.org Event Hosting

18/01/2011 Appeals to the Heart Bristol www.artsandbusiness.org.uk tricia.jenkins@artsandbusiness.org.uk Charities/Fundraising

13/03/2011 IEG's 28th Annual Conference Chicago www.sponsorship.com 001 312 944-1727 Sponsorship Summit

29/03/2011 The Hollis Sponsorship Awards 
2011

London www.sponsorship-awards.co.uk rosie@sponsorship-awards.co.uk Sponsorship Awards

03/04/2011 Sport Accord Unconfirmed www.sportaccord.com sportaccord@sportaccord.com Event Hosting

13/03/2011 IEG's 28th Annual Conference Chicago www.sponsorship.com 001 312 944-1727 Sponsorship Summit

03/04/2011 Sport Accord TBA www.sportaccord.com sportaccord@sportaccord.com Event Hosting

At the British Museum’s Clore Education Centre you are assured of 
outstanding personal service, from site visit, administration and 
pre-planning, right through to the event itself. 

The venue has two state-of-the-art theatre spaces for up to 323 and 
142 delegates, each with its own elegant foyer area and several breakout 
seminar rooms. As such, it is perfect for presentations, screenings, AGMs, 
product launches and press conferences. 

Come to the British Museum for an unforgettable event.

Great Russell Street, London WC1B 3DG
    Holborn, Russell Square, Tottenham Court Road
Telephone +44 (0)20 7323 8136
corporate@britishmuseum.org 
www.britishmuseum.org 
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SPORT INDUSTRY AWARDS 2011
WHERE SPORT MEETS BUSINESS
Celebrating 10 years of the best in the industry

Entries are now offi cially open for the 10th Anniversary of the Sport Industry 
Awards. In ten years the awards have become the biggest prize in the business 
of UK sport. Winning has built brands and careers. Now you can do the same. 
Log on to www.sportindustry.biz or call 020 7240 7700 for more information.
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   done deals
         Our quick and easy guide to who’s doing what to who in the rights market each month

McDonalds renew Welsh Football 
Trust sponsorship
Length of Deal: 4 Years
Type of Deal: Support the FAW Club 
Accreditation Programme 
Sponsor: McDonalds
Sector: Grassroots Football
Sponsor Industry: Fast Food 
Region: Wales

Mizuno announce major sponsorship 
of Osaka Marathon
Length of Deal: 1 Marathon
Type of Deal: Mizuno is planning to 
launch a groundbreaking range of running 
apparel and shoes associated with the event 
as well as providing runners with specialist 
technical running advice on race day
Sponsor: Mizuno
Sector: Athletics
Sponsor Industry: Sports Clothing & 
Footwear Manufacturer 
Region: Osaka, Japan

Moneygram inks sponsorship deal 
with ICC
Length of Deal: 5 years
Type of Deal: Five-year official sponsor of 
the International Cricket Council worldwide 
events.
Sponsor: Moneygram
Sector: Cricket
Sponsor Industry: Banking 
Region: India

Sky’s the limit for Red Bull Racing in 
Brazil
Length of Deal: 1 Race
Type of Deal: Official Race Partner for the 
Brazilian Grand Prix
Sponsor: Sky
Sector: Motorsport
Sponsor Industry: Television 
Broadcasting
Region: Brazil

T.M. Lewin Perfect Fit for the England 
Cricket Team
Length of Deal: 3 Years
Type of Deal: Official Formal wear 
supplier
Sponsor: T.M. Lewin
Sector: Cricket
Sponsor Industry: Fashion & Clothing
Region: England

Warriors Announce WN1-IT as Shorts 
Sponsors for 2011
Length of Deal: 1 Year
Type of Deal: Official Shorts Sponsor
Sponsor: WN1-IT
Sector: Rugby
Sponsor Industry: IT
Region: Wigan, United Kingdom

Telegraph signs deal to Sponsor Hay 
Festival of Literature
Length of Deal: 3 Years
Type of Deal: Coverage of National and 
International Festivals
Sponsor: Telegraph Media
Sector: Festivals
Sponsor Industry: News & Publications
Region: England
 
Essentially helps Scottish Rugby 
convert title partnership
Length of Deal: 3 Years
Type of Deal: Key Partnership, Branding 
Benefits
Sponsor: EMC
Sector: Rugby
Sponsor Industry: IT
Region: Scotland

Optimum Nutrition signs Rob 
Kearney as Brand Ambassador
Type of Deal: Endorsement
Sponsor: Optimum Nutrition
Sector: Rugby
Sponsor Industry: Sports Nutrition & 
Supplement Manufacturer
Region: Ireland

Scottish Rugby seals three-year deal
Length of Deal: 3 Years
Type of Deal: Official “Responsible 
Drinking” Partner
Sponsor: Guinness
Sector: Rugby
Sponsor Industry: Alcoholic Beverages 
Region: Scotland

Sharp to sponsor “alternative” Man 
Utd Shirt
Length of Deal: Once Off
Type of Deal: Branding on shirt
Sponsor: Samsung
Sector: Football
Sponsor Industry: Electronics 
Region: England

Virgin Atlantic extends NFL 
relationship
Length of Deal: 1 Season
Type of Deal: Official Airline of 2010 Pepsi 
Max International Series
Sponsor: Virgin Atlantic
Sector: American Football
Sponsor Industry: Airliner 
Region: England

Castrol agrees ICC deal
Length of Deal: 5 Years
Type of Deal: Worldwide Rights Package
Sponsor: Castrol
Sector: Cricket
Sponsor Industry: Fuel/Oil 
Region: Dubai, United Arab Emirates

Samsung signs rowing deal
Length of Deal: 2 Years
Type of Deal: Official Sponsor & 
Technology Partner
Sponsor: Samsung
Sector: Rowing
Sponsor Industry: Electronics 
Region: New Zealand

Volvo Ocean Race Sponsors World 
Yacht Racing Forum 2010
Length of Deal: 1 Event
Type of Deal: Platinum Partnership for the 
2010 Forum
Sponsor: Volvo Ocean Race
Sector: Yachting
Sponsor Industry: Competitive Sailing 
Region: Estoril, Portugal

Gocompare.com to sponsor 
Pontypridd RFC
Length of Deal: 2010/2011 Season
Type of Deal: Major Club Partner
Sponsor: Gocompare.com
Sector: Rugby
Sponsor Industry: Comparison Website 
Region: Wales

Hyundai Grabs A 9-Iron for Big PGA 
Sponsorship
Length of Deal: 1 Tournament
Type of Deal: Title Sponsorship
Sponsor: Hyundai
Sector: Golf
Sponsor Industry: Cars & Automotive 
Region: Kapalua,Hawaii

26-27 done deals 11.indd   26 28/11/2010   22:56



platform • volume 01 • issue 11 • november 10 27

   done deals
         Our quick and easy guide to who’s doing what to who in the rights market each month

Red Bull Racing Renews with Renault 
Length of Deal: 2 Years

Type of Deal: Renewal
Sponsor: Renault
Sector: Motorsport
Sponsor Industry: Cars & Automotive 
Region: International

JCT600 backs Yorkshire Cricket with 
Main Sponsor deal
Length of Deal: 3 Years
Type of Deal: 6 Figure Deal, Main Club 
Sponsorship
Sponsor: JCT600
Sector: Cricket
Sponsor Industry: Car Retailer 
Region: Yorkshire, England

Daily Mirror in £450,000.00 
Sponsorship Deal
Length of Deal: 1 Event
Type of Deal: Title Sponsor for Grand 
Slam Darts Tournament
Sponsor: Daily Mirror
Sector: Darts
Sponsor Industry: Newspaper 
Region: Wolverhampton, England

Tote agrees sponsorship deal with 
Haydock Park
Length of Deal: 2 Years
Type of Deal: Sponsoring of the Haydock 
Park Gold Cup
Sponsor: Tote
Sector: Horseracing
Sponsor Industry: Gambling
Region: Merseyside, England

Marsh lands RFU sponsorship
Type of Deal: Official Insurance Broker for 
the RFU and Endorsement of Community 
Programme
Sponsor: Marsh
Sector: Grassroots Rugby
Sponsor Industry: Insurance Brokerage
Region: Nationwide, United Kingdom

Samsung signs up as Take That tour 
sponsor
Length of Deal: 20 Shows throughout 2011
Type of Deal: Headline Sponsorship
Sponsor: Samsung
Sector: Music & Entertainment
Sponsor Industry: Electronics
Region: Across UK & Europe

Lemsip sponsors Lovefilm to launch 
‘feel-good’ film service
Type of Deal: Sponsorship of 15 Free Films 
on LoveFilm
Sponsor: Lemsip
Sector: Entertainment
Sponsor Industry: Pharmaceuticals 
Region: International (Online)

Drama School takes TV Money
Length of Deal:5 Years
Type of Deal: Principal Cash Partnership 
Deal
Sponsor: The Seven Network
Sector: Arts & Entertainment
Sponsor Industry: TV Broadcasting
Region: Australia

Tennis Association inks deal with 
Xerox
Length of Deal:5 Years
Type of Deal: Exclusive office equipment, 
document technology and services provider
Sponsor: Xerox
Sector: Tennis
Sponsor Industry: Office Equipment
Region: USA

McLaren extend Vodafone 
sponsorship deal
Length of Deal:3 Years
Type of Deal: Communications Partner
Sponsor: Vodafone
Sector: Motorsport
Sponsor Industry: Mobile Phone Service 
Provider
Region: England

VB to Sponsor Surfing Australia
Length of Deal:3 Years
Type of Deal: Title Sponsor of Events
Sponsor: VB
Sector: Surfing
Sponsor Industry: Alcoholic Beverages
Region: Australia

JCT600 team up with Bradford Bulls 
for tenth season
Length of Deal: 1 Season
Type of Deal: developing a number of 
community and sport-led initiatives
Sponso: JCT600
Sector: Rugby
Sponsor Industry: Car Retailer
Region: Bradford, England

Hyundai Gas Up Burn Notice Deal
Length of Deal: 1 Season
Type of Deal: Official Automotive Backer
Sponsor: Hyundai
Sector: Television Broadcast
Sponsor Industry: Car Manufacturer
Region: USA

University of Wales and Severnside in 
recycling partnership 
Type of Deal: Sponsoring of Teaching 
Rooms and Lecture Theatres
Sponsor: Severnside
Sector: Education
Sponsor Industry: Recycling and Waste 
Management
Region: Wales

LDC’s Virgin Racing team revs up with 
Russian sports car designer 
Type of Deal: Injection of additional 
funding into Virgin Racing Team
Sponsor: LDC
Sector: Motorsport
Sponsor Industry: Banking & Investment
Region: England

JCB Extends Novices’ hurdle series 
sponsorship on the road to the 
Triumph Hurdle
Length of Deal: 2 Years
Type of Deal: Sponsoring of the JCB 
Triumph Hurdle
Sponsor: JCB
Sector: Horseracing
Sponsor Industry: Construction 
Equipment Manufacturer
Region: Cheltenham, England

Flint Bishop scores with Derby County 
deal
Length of Deal: 2 Years
Type of Deal: Extension
Sponsor: Flint Bishop
Sector: Football
Sponsor Industry: Law Firm
Region: Derby, England

Al-Markazia participates as platinum 
sponsor in Amman International 
Horseshow
Length of Deal: 1 Event
Type of Deal: Vehicle Donation
Sponsor: Al Markazia
Sector: Equestrian
Sponsor Industry: Car Dealership
Region: United Arab Emirates

New shirt deal for Torquay United 
thanks to Sparkworld
Length of Deal: 2 years
Type of Deal: Official Backers of the Team
Sponsor: Sparkworld
Sector: Football
Sponsor Industry: Household Appliances
Region: Torquay, England

Collingwood unveil new jumper after 
signing $14m sponsorship deal
Length of Deal: 7 years
Type of Deal: Cash Investment
Sponsor: CGU
Sector: Football
Sponsor Industry: Insurance Firm
Region: Australia

Qantas renews Australian GP
Length of Deal: 2011 Season
Type of Deal: Naming Rights
Sponsor: Qantas
Sector: Motorsport
Sponsor Industry: Airliner
Region: Australia
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Directory2010

“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

DESIGNFOR
SPORT

?

If you can imagine it, we can make it happen

•  products
•  prototypes
•  one-offs

www.designforsport.com
hello@designforsport.com
+ 44 (0) 1726 833 882

 to done
Isn’t it time you changed 
the way you thought 
about sponsorship?
“The judges were impressed with Generate, 
having tipped the agency for great things 
back in 2006. They predicted that if it 
maintains its performance in 2009, it 
would be no surprise to see Generate 
scoop Agency of the Year.” Marketing 
Magazine

•   Winner – Rugby Business Awards 2008,  
Best Sponsorship under US$500,000 

•   Twice short listed for Marketing’s  
‘Sponsorship Agency of the Year’ 

•   Twice nominated for SIA’s  
‘Best Sponsorship of a sport team or event’ 

•   Hollis Award Winner and Marketing’s ‘One to Watch’ 

We work across Sport, Art, CSR, Music, Film and Entertainment, 
with services ranging from Research, Strategy, Management, 
Leverage (including dedicated PR services) and Evaluation.

To find out what makes us different call 0845 241 8111 

or email info@generatesponsorship.com

www.generatesponsorship.com

Size12shoe represent rights holders 
within the music, arts, festivals and 
entertainment markets proactively 
developing partnerships and long 
lasting added value sponsorships which 
achieve both the brands and the rights 
holders objectives via added value, 
direct revenue and creative campaigns. 
With over 18 years combined 
experience we offer a fantastic network 
of brands and companies, but also the 
strength of relationships to deliver and 
back this up.

Size12Shoe also work on behalf of 
brands utilising our experience in the 
music, festival and arts sectors  
to identify viable opportunities and 
develop partnerships.

Size12shoe offer a fully accountable 
service through from identifying the 
available and viable rights, pitching, 
contracts, fulfillment, fully managed 
service on the ground and evaluation.

Current Clients include:

•  Secret Garden Party - Cambridge

•  Beach Break Live - Cornwall

•  The UK Festival Awards 2009 - 
London

•  Becks Fusion - London

•  Wychwood Festival - Oxford

•  Summer Sundae Weekender - 
Leicester

•  Standon Calling - Hertfordshire

•  The Magic Loungeabout - Yorkshire

•  Pub in the Park - London

•  Snowside - Austria

•  Kendal Calling - Cumbria

•  Dance Island - Cambridgeshire

•  Bloom – Gloucestershire 

•  Lake of Stars Festivals - Malawi

Chris McCormick
size12shoe
London.: +44 (0)207 607 0565 
Mob: +44 (0)7980 640487 Email: 
chris@size12shoe.com
Office 337
Omnibus Work space
39-41 North Road
London N7 9DP

Think!Sponsorship is the largest 
one-day sponsorship conference in 
the UK.

The 15th event takes place in 
London in April 2011 and will bring 
together sponsors, rights-holders 
and agencies for a day of interactive 
learning and networking. 

Don’t miss you chance to be part of 
the sponsorship scene! 
Find out more at 
www.thinksponsorship.com 
or e-mail 
catherine@thinksponsorship.com.
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 to done

2nd Floor
123 Buckingham Palace Road
London SW1W 9SL
www.skydigitalmedia.co.uk

Contact: Keith Arrowsmith  
(Head of Business Development)
keith.arrowsmith@bskyb.com

Sky Digital Media is one of the UK’s leading online media 
sales houses, representing all of Sky’s online and mobile 
assets and more than 90 premium third party sites. A 
company whose focus is on delivering quality display, 
sponsorship, and integrated advertising solutions, we 
work closely with all of our clients to ensure all of their 
advertising needs are met to their requirements.
Sky has a heritage of building valuable audiences within 
key market sectors and 2008 saw the fruition of Sky’s 
investment into digital with three industry awards. This 
included receiving the Association of Online Publishers 
coveted ‘Online Publisher 2008’, endorsing Sky’s focus on 
quality content and technical innovation.

Southbank Centre
Belvedere Road, London SE1 8XX
020 7921 0609 | www.southbankcentre.co.uk

Contact: Frances Wheare, Corporate Development
frances.wheare@southbankcentre.co.uk

Southbank Centre is one of the world’s leading centres for the arts. Inhabiting a 
21-acre site on the river Thames, its venues include Royal Festival Hall and The 
Hayward.

Design Museum
Shad Thames
London SE1 2YD
020 7940 8765
www.designmuseum.org

Contact: Siobhan 
Keely, Head of Development 
(siobhan@designmuseum.org)

Described by the Guardian as “the temple of cool” and Financial 
Times as “the premier advocate and judge of good design in the 
UK”, the Design Museum is one of the world’s leading museums 
devoted to contemporary design, attractingover 250,000 a 
year to our stunning riverside building. We work creatively with 
sponsors and offer tailored flexible packages. Opportunities 
include sponsorship of exhibitions from architecture and fashion to 
graphics, cars and furniture as well as education and community

Think!Sponsorship is the largest one-day sponsorship conference in the UK.  The 15th event takes place in London in 
April 2011 and will bring together sponsors, rights-holders and agencies for a day of interactive learning and networking. 
Don’t miss you chance to be part of the sponsorship scene! 
Find out more at www.thinksponsorship.com or e-mail catherine@thinksponsorship.com.
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Why is everyone talking Paralympics suddenly?

The ParalymPic Games and 
Olympic Games have always been held 
in the same year but it is only since Seoul 
1988 and Albertville 1992 that the Summer 
and Winter Paralympics have also be 
staged at the same venues as their Olympic 
counterparts. 

In order to ensure this practice continues, 
the International Olympic Committee and 
the International Paralympic Committee 
signed an agreement in June 2001.   From 
the 2012 bid process onwards, this 
agreement obliges each city selected to 
host the Olympic Games to also host the 
Paralympic Games, effectively using the 
strengths and resources of the Olympics to 
build a solid foundation and platform for the 
Paralympics.

This obligation, of course, adds to the 
financial burden of each host city as the 
Local Organising Committee (“LOC”) 
now has to meet the costs of organising 
the Paralympics event in addition to the 
Olympic Games.  The LOC is, therefore, 
under enormous pressure to raise additional 
marketing revenue, and the best way to 
achieve this has been by establishing a close 
link between the Olympic and Paralympic 
events.  This has resulted in two areas of 
development:- 

1,  More and more of the TOP partners have 
seen the benefits of exploiting the marketing 
rights of both events and have started to 
combine their Olympic marketing rights 
with Paralympic marketing rights; and 

2, Companies with no opportunity to 
become involved with the Olympics Games 
are beginning to see how a relationship with 

the Paralympic Games can still give them 
the perception and kudos of an Olympic 
presence.  

Indeed, the Paralympic Games marketing 
rights can almost be described as ‘official 
Olympic ambush marketing’.  

By way of example, as part of its 
benefits as a TOP partner, the Coca-Cola 
agreement includes covenants restricting 
food retail at the Olympic Games.  Hence 

if a major food retailer, like Sainsbury’s, 
wished to participate in the excitement of 
the hosting of the 2012 Olympic Games, it 
cannot become a partner of the Olympic 
Games themselves because of the Coca-Cola 
restriction, but it can become LOCOG’s 
official partner for the Paralympic Games.

As can be seen from Sainsbury’s 
significant commitment to its Paralympics 
sponsorship, and how it is approaching its 
graphics and promotional use of these rights 
at its stores around the country, it is very 
much capturing an ‘Olympic spirit’ as part of 
its relationship.

Although this is a positive for the 
Paralympic Games, it does question the 
approach to exclusivity, as both the Olympic 
Games and Paralympic Games are being 
perceived very much as ‘one event’.

In any other circumstances, it would be 
difficult for the Paralympic Games to secure 

partner agreements of the same magnitude. 
Rightly or wrongly, the event does not enjoy 
the same level support and awareness as the 
Olympic Games and therefore it does not 
have the same commercial appeal, but it is 
a step in the right direction.  It is probably 
also true that other local partners would not 
support the Paralypmic Games and other 
Paralympic events unless it was part of an 
overall Olympic strategy.

In your question you mention Coca-Cola 
has recently announced its agreement with 
LOCOG to support the 2012 Paralympic 
Games.  Personally I feel this public 
recognition of Coca-Cola embracing the 
Paralympics to be very significant, as the 
company has had a direct involvement with 
the event since 1992 but has never seen it 
as a major part of its Olympic marketing 
activities.   

The Paralympic Games have achieved 
global event status because they are part of 
the Olympics ‘package’.  The fact that the 
Paralympic Games have become a separate 
marketing asset is due to the complex 
structure between the TOP sponsors of 
the IOC and the LOC’s need to generate 
substantial revenue at a local level.

If more global brands start to take the 
Paralympic Games ‘space’, I think it is going 
to create problems and conflicts within the 
Olympic structure as the whole question of 
Olympic rights becomes blurred.  It is my 
own personal view that the IOC will need to 
rethink its approach before too long.

From the IPC perspective, it is all very 
positive and certainly, depending on your 
objectives, a well structured relationship 
with the Paralympic Games can be a very 
meaningful marketing asset.

What Would Patrick Nally Do?

Platform’s own agony uncle is here to ease your pain

Dear Patrick,
We’re a global brand looking for white space around the Olympics, and considering either a local deal or 
a TOP partnership. We’ve noticed the landgrab for Paralympic rights ahead of London 2012. Sainsbury’s 

became Locog’s Official Paralympic partner. BT is also active in the area, with its 2012 rights but also via the 
World Paralympic Championships. Now, Coke has announced a similar deal around 2012.   What’s going on 

here? Is this an area we should be considering?  
What are the pros and cons of the Paralympics as a marketing asset?

Name and address supplied.

“The Paralympic Games 
marketing rights can 

almost be described as 
‘official Olympic ambush 

marketing”
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From the 1st October Icon will present a fresh new image. 

Through our new website you will, quite literally, see a 
world of difference. The exciting new range of creative 
technology we are able to offer through our new live 
events division MEI, the success of environmental 
branding programmes we have delivered for major 
events including the FIFA World Cup in South Africa, 
the inspection visit for England’s 2018 World Cup Bid 
and on a corporate level for organisations like adidas, 
Aviva and Colt.

Everything we do is designed to offer our 
customers a bigger experience, whatever 
the project and wherever the location. 
Please visit us at icon-world.com and find 
out how we can work with you to define, 
design and deliver your current and future 
projects.
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About Us

The activation of sponsorship rights is now more creatively 
and strategically complex than ever – but the potential rewards 
are far greater too. The challenge for sponsorship marketers is to 
keep up with the most relevant ways of maximising value and to 
keep ahead of the competition.

Activative provides intelligence and insights services that 
help our clients – rights owners, brands, agencies and profession-
al services - stay at the forefront of this evolving landscape. We 
focus on emerging strategies and tactics, original and innova-
tive ideas, future facing media and new technologies across the 
sponsorship community - from sports, music, arts and culture, 
to education, ecology, cause and corporate social responsibility.

Our role is to advise, analyse, explore, filter and stimulate 
marketers across the entire space – from traditional sponsor-
ships, to brand tie-ins, strategic collaborations and commercial 
partnerships. Activative provides clients and subscribers with 
trends insights, activation stimulus, creative idea generation, 
competitor/sector analysis and strategic planning. Through our 
interactive trends, reports and showcases, publishing, online 
monitoring source and our research and consultancy we guide 
sponsorship professionals through this changing space.

The old sponsorship model, based on one directional brand-
biased claims, vanilla hospitality, badging brands with logos, eye-
ball metrics, cost per thousand, reach and frequency, is being 
replaced by one based on authenticity, customisation, dialogue, 
interactivity and permissive engagement. Sponsorship is flour-
ishing in this new communications environment as brands seek 
symbiotic passionate platforms around which to build consumer 
conversations.

So Activative looks beyond the sponsorship stalwarts of 
logo rights, arena billboards, shirt sponsorship, celebrity spokes-
people, on-pack ticket promotions and traditional above-the-line 
advertising, and focuses on original ideas and fresh initiatives 
that leverage new technologies and trends, including: ambush 
and guerrilla work, branded content and entertainment, blogs 
and social media, consumer creation and generation, experiential 
and interactive, gaming and video, utilities, word of mouth and 
relationship marketing.

We seek out the unconventional, champion daring ideas and 
analyse breakthrough thinking. The team is committed to inno-
vative thinking. We are not a mouthpiece for the profession, the 
rights holders or the sponsors themselves. The real value in our 
work lies in linking trends and making connections, exploring new 
ideas and identifying original approaches. We offer independent 
research and objective analysis and use this to make directional 
insights and actionable recommendations. <
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