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Activation Trends > Activative explores 
the most recent inventive activation from 
Marmite’s interactive  Oxford Street Xmas 
Lights, Red Bull’s astonishing Stratos project 
and how James Bond’s corporate partners 
are refocusing around interactive spy stunts, 
to staid stateside F1 sponsorships, consumer-
centric music partnerships and the NFL season.

London’s Phenomenal Paralympics > The 
2012 Paralympics changed our perceptions 
and chalked up three significant commercial 
firsts. Activative talks to Alexis Schaefer, IPC 
commercial and marketing director, about what 
the first competitive broadcast tender, the 
first ticket sellout and the first Paralympic-only 
sponsorship means for the event’s future.

Two Paralympic Activation Strategies > 
The choice for those London 2012 sponsors 
who backed both the Olympics and the 
Paralympics was whether to run one seamless 
campaign spanning both events, or two 
distinct initiatives each reflecting the different 
values and objectives of the two properties. 
Activative explores these opposite strategies.

Paralympic-Specific Sainsbury’s > To 
some suprise and controversy, London 
2012 saw Sainsbury’s became the first 
ever Paralympic-only sponsor. Activative 
talks to the supermarket’s sponsorship 
head, Jat Sahota, about the negotiations, 
the strategy, Active Kids, Super Saturday, 
Channel 4, blind football and David Beckham.

Channel 4’s Super Human Strategy > When 
Channel 4 planned its Paralympic bid it had to 
work with limited historical commercial data. 
But after its national talent search, record 
audiences, twin sponsorships, ad funded short 
films and ‘Superhuman’ ad campaign, future 
broadcast bidders will have access to a far more 
comprehensive set of commercial statistics.

Olympic Sponsorship Shift > Something 
changed dramatically in terms of sponsorship 
activation stratgey at the 2012 Games. At all 
previous Olympics the majority of partner 
campaigns were primarily based around brands 
and products, but at London most sponsors 
focused their activity on enhancing the 
consumer experience of the Olympic Games.

 
Sponsorship’s Powerful Retail Role > 
PeopleShot, Arc’s latest global study into 
shopping habits, behaviours and motivations, 
reveals the powerful role sponsorship 
can play in shopper decision making and 
purchasing behaviour. Rob Mitchell, Arc’s 
head of sponsorship, unveils key stats and 
discusses some of the survey’s main findings.

Ice Skating Sponsorship Soars > When 
Somerset House first opened its outdoor 
skating rink in 2000 few predicted it would 
start a London ice skating boom. In 2012 there 
are now 18-plus winter rinks in the UK capital 
with a capacity of 4.5m skaters. Little wonder 
that sponsors - from drinks brands to jewellers - 
have been quick to strap on their skates.

Co-Pubishing Partners > William Fenton’s 
global sponsorship data summary, ESA Diploma 
director Peter Raymond discusses reflection, 
imitation and experience in education, Charles 
Russell explore the intersection of sponsorship 
and VAT and James Grant’s Chris Rawlinson 
analyses the rapidly evolving relationships 
between brands and bands.

About Us > Activative Platform is an interactive 
quarterly magazine committed to championing 
the new sponsorship model, spreading 
leadership ideas, exploring original thinking and 
showcasing innovative, risk taking activation. 
For subscription, monitoring and consultancy 
details visit us online at
W. www.activative.co.uk T. @activative
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What a show! London’s Paralympic Games not only changed perceptions, but also 

revolutionised the IPC’s flagship property from a commercial perspective. With three 

key revenue generating firsts - the first competitive broadcast tender, the first ticket sell-

out and the first Paralympics-specific sponsor - has the world’s second biggest sports 

event finally taken its own independent place at the top table? Can it now even begin to 

contemplate more independence from the IOC? Activative talks to the IPC, Sainsbury’s 

and Channel 4 about London 2012’s Paralympic successes - from activation and tactics 

to the event’s future. Of course the 2012 Olympics wasn’t half bad either and this issue 

analyses its decisive sponsor strategic shift from activation based on brands and 

products to work focused on enhancing the consumer experience. We also consider 

what the sponsorship industry can learn from the astonishing Red Bull Stratos, 

highlight how Sony’s coporate partners helped Skyfall become the first billion dollar 

Bond, explore the role of sponsorship in retail and map the rise of ice rink partnerships.
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NUMBERS

$126,000
Bendtner’s UEFA Euro 2012 Paddy Power ambush fine

£150m
Cost of Emirates 5-year Arsenal kit/stadium rights deal

$45m
Price of Heineken’s Sony/Skyfall brand partnership

$2.3bn
Value of Pepsi’s 10-year NFL sponsorship deal

4.5m > Skaters
Annually take to London’s winter outdoor ice rinks

8m > Live Streams
On YouTube for Red Bull Stratos free fall jump

14 > Sponsors
Of 2012 Olympics also paid extra for Paralympic rights

1 > Company
Has ever been a Paralympic-only sponsor (Sainsbury’s)

5m+ > YouTube Views
Of Nike’s ‘Find Your Greatness’ Olympic ambush viral

53m > Online Views
Of P&G posted Olympic content before opening ceremony

23,000 > Displays
In-store by sponsors for start of the NFL 2012/13 season

500 > Hours
Of Paralympic Games coverage by broadcaster Channel 4

2.7m > Tickets
Sold for the London 2012 Paralympic Games

39%
Of all ‘paths to purchase’ involve in-store display

95%
Of London 2012 Paralympic tickets cost less than £50

50%
Channel 4’s disabled onscreen Paralympics talent target

98%
Awareness of Sainsbury’s staff of Paralympic sponsorship

89%
Enthusiasm of Sainsbury’s staff for Paralympic sponsorship

$1bn+
Skyfall’s global box office take by the end of 2012

79%
Of Brits more positive about role of disabled post Paralympics

$65m
Reported bill to Red Bull for its Stratos sky dive project
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Activation               
Trends

Marmite brings interactivity to Oxford 
Street’s Christmas Lights, Red Bull 

continues to redefine branded content 
with its stunning Stratos show, James Bond 

partners showcase interactive Skyfall 
stunts and spy games, F1 sponsors play it 
safe stateside, music marketers focus on 

the crowd, cricket partners turn to comedy, 
while the NFL’s drinks sponsors focus on 
fantasty football and music partnerships 

for the new 2012/13 season . Activative 
explores the industry’s most inventive and 

original recent sponsor activation trends 
and showcases some of the stand-out 

campaigns and initatives.
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Christmas Sponsored By...

Marmite > Love it or hate it, even London’s beloved 
Oxford Street Christmas lights are a sponsorship 
platform these days. And nothing says Christmas like 
flying elves carrying yeast extract spread!

But at least this year, there was an innovative ele-
ment of consumer interaction, participation and even 
a nod to consumer-control within Marmite’s 2012 fes-
tive lights initiative.

The centrepiece of Marmite’s Oxford Street 
Christmas Lights was not the overt images of the 
iconic brand’s pot swinging high above Oxford Cir-
cus, but rather an interactive bus shelter outside Sel-
fridges that enables consumers to take portrait pho-
tos and upload them to a giant screen that is part of 
the UK’s highest profile festive light landscape.

Part of a four-week festive promotion, the Unile-
ver brand teamed up with Kinetic/Fuel (plus Grand 
Visual, DDB and Clear Channel) to convert a bus stop 
into a golden photo booth and invited shoppers and 
passers-by to show whether they love or hate the fa-
mous black spread by uploading amusing images of 
themselves that, within just three minutes, become 
part of the traditional Oxford Street Xmas light show.

After the big switch on, the brand also launched 
an app on its Facebook page the even enables fans to 
upload a picture of themselves wearing an expression 
of love or hate.

Those taking part will be given an allotted time 
slot to see their image on the screen. The app will live 
stream the event for people who are unable to make 
it to the London venue.

The general lights also feature classic Christmas 
characters – from elves and reindeer to gifts and San-
ta Claus himself – either loving or hating marmite (as 
well as direct marmite product imagery). These line 
the British capital’s main shopping thoroughfare from 
Poland Street to Marble Arch and flash in certain se-
quences to create an animation effect.

‘Marmite’s sponsorship of the Oxford Street 
Christmas lights is a great way for us to reward our 
loyal fans for their support and the addition of the 
bus shelter is another way to reach fans and give 
them a moment of fame,’ said Marmite brand man-
ager Joanne O’Riada. ‘The shelter will attract existing 
Marmite fans and consumers looking for something 
special to trial over the festive period.’

This is the most innovative Oxford Street activa-
tion since its famous Christmas lights were first of-
fered to sponsors five-years ago (when Disney be-
came the first brand to sign up).

To complete its interactive approach to the proj-
ect, Marmite even offered the public the chance to 
vote on Oxford Street lights switch-off. Even this 
campaign thread leveraged the Love It/hate It’ idea 
by giving the ‘haters’ a chance to vote for an earlier 
than planned switch off on Marmite’s Facebook hate 
page.

The lights would typically be turned off at 
11.30am on 6 January. But Unilever posted a series 
of posts on the ‘hate page’, asking members of the 
public what time they would like them turned off on 
Sunday, January 6. For every 100 ‘likes’ the page re-
ceived, the lights would be switched off 30 minutes 
earlier.

Branded Content Red Bull Style

From Stratos to F1 360, Red Bull continues to re-
define marketing and branded content. The sponsor-
ship industry must take note!

Stratos > Whether you call it content marketing, a PR 
stunt, or supersonic sponsorship, it simply doesn’t 
matter. Traditional sponsorship is rapidly evolving – 
so don’t waste time arguing over definitions. What a 
jaw-dropping spectacle it was!

The world watched in astonishment as the Red 
Bull Stratos space diving project saw the energy 
drink and media brand partner with daredevil Felix 
Baumgartner to successfully complete a skydive and 
parachute from the stratosphere back to earth.

On 14 October 2012, Austrian Baumgartner 
climbed in to a helium balloon and flew approximate-
ly 39 kilometres (24 miles) into the stratosphere (over 
New Mexico, USA) and then jumped out wearing a 
pressure suit before parachuting to Earth.

Baumgartner broke numerous world records, 
such as breaking through the sound barrier with 1342 
km/h (834 mi/h) – becoming the first human to do 
so. It was also the highest jump from a platform at 
39,045 meters (128,100 feet). The total jump, from 
leaving the capsule to landing on the ground, lasted 
10 minutes with the free fall itself lasting four minutes 
and 19 seconds.

This unique event is reported to have cost by 
Red Bull around €50m (US$65m) and was logistically 
supported by the NASA and the US Air Force.

The marketing world seems split over how best 

> Click text below for links

Marmite Oxford St Lights > Facebook

Red Bull Stratos > YouTube  Highlights

Red Bull Stratos > Website

Red Bull Stratos > Twitter

Red Bull Stratos > Facebook

Red Bull F1 Racing > Website

Red Bull F1 360 > Website
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to describe the phenomena. Some call it a PR stunt, 
others call it content marketing, while some claim it is 
just a turbo-charged modern sponsorship.

What is agreed upon by all parties is that the 
whole mission succeeded across the social web by 
creating a really, really big echo. Indeed, the results 
are astonishing.

The mission was watched live online by around 
9m people, while the official highlights webfilm on 
YouTube has received 30m views to date, while the 
official Red Bull Stratos channel has nearly 471m 
views in total and boasts around 1m subscribers.

Red Bull’s Facebook page now has 33m Likes 
and the official Twitter feed has more than 250,000 
followers for the live event.

F1 360 > The end of 2012 wasn’t only about Stratos  
for red Bull either; the sponsorship and media pio-
neers also ran a staggering F1 video camera collabo-
ration with Norwegian company Making View.

The alliance has fitted custom-developed cam-
era system on top of the energy drink brand’s F1 
cars and then hurling it around the track to provide 
ground-breaking, customer –controlled imagery. 

What Red Bull Means For Sponsorship > So, what 
does the astonishing Red Bull Stratos stunt mean for 
the sponsorship landscape?
In fact, what does Red Bull’s revolutionary marketing 
- from F1 360, to Stratos and its Signature Series - 
mean for the industry?

It certainly competes for attention, brands and 
budgets with traditional sponsorship platforms – so 
sponsorship professional must learn from it and be 
inspired by it! 

The lesson from red Bull is that the sponsorship 
world must strive to be more original, more innova-
tive and to astonish audiences. Create great, emo-
tional brand stories with shareable/scalable quality 
content and understand that great sponsorship is 
often driven by ambitious purpose, commitment and 
dedication – and not just by ROI.

 Those who are spending their time arguing 
about whether this kind of brand-created event is 
content marketing and not sponsorship at all are 
wasting time. It doesn‘t matter whether Red Bull Stra-

tos is “sponsorship” or not – it is happening.
Furthermore, these amazing events are compet-

ing for attention, for eyeballs and for budget with 
more traditional sponsorship platforms.

We all know that the traditional definitions of 
sponsorship are rapidly evolving – so don’t get left 
behind arguing over categories definitions and 
meanings.

Stratos sponsors – such as 3G, Cypress 2, Flight-
Line, Flight Performance, Micar, Riedel, Qinetiq, Ze-
nith – all understood this.

It is also worth noting that for brands like Red 
Bull, content doesn‘t help market its products – it 
is its product. Brands are becoming event creators, 
producers and distributors and this is something the 
sponsorship industry needs to accept and adapt to.

The key thing is that the sponsorship industry 
needs to think about what Red Bull Stratos teaches 
it and learn from those teachings by incorporating 
them into its own work.

If traditional cash-for-rights deals are not the 
future – the sponsorship marketers (both those at 
rights owners, agencies and brands, must seek inno-
vative alternatives. In many circumstances, offering 
traditional one-dimensional, off–the-shelf packages 
may not be enough any more. Strive to be more origi-
nal and innovative.

Treat Red Bull Stratos as a challenge and a source 
of idea-generation and creative-inspiration.

 Consider which aspects and elements of Stratos 
made it such as a success and apply them, where ap-
propriate, to your own projects and client.

In today’s landscape, it is vital to understand that 
brands can (and in many cases, must) be great sto-
ries, connect with content that creates genuine emo-
tional impact.

Quality of content materials is key to this, as is 
peer-to-peer and pan-media sharing and scalability 
– all are becoming increasingly vital. And don’t forget 
offering enhanced access for those who opting-in to 
drive data collation and understanding.

Remember that the most admired companies 
can astonish and inspire consumers, success often 
comes to those driven by ambitious purpose, com-
mitment and dedication – and not just by ROI.

Be supersonic!

http://www.youtube.com/watch?v=it1SU-w-mI8
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Billion Dollar Bond

Other than just being a great film, how did Skyfall 
become the first billion dollar Bond movie?

A starring role in this year’s Greatest Show On 
Earth (the London 2012 Olympic Games Opening 
Ceremony) helped oil the movie’s marketing machine. 
UK tourist body VisitBritain’s ‘Bond Is Great’ cam-
paign thread didn’t do any harm either.

But a more imaginative activation approach from 
the film’s brand partners also helped break box office 
records.

Secret agent stunts and interactive spy-style 
gaming initiatives partially replaced the classic (and 
clichéd) in-film product-placement shot as the core 
activation element at the heart of James Bond spon-
sorship initiatives.

Once film deaals were all about how many sec-
onds of screen-time your rights could buy, but the 
brands partnering ‘Skyfall’ seemed to be relying less 
on the traditional celluloid product shot and more 
on building campaigns around digital secret agent 
stunts and interactive spy-themed consumer experi-
ences and competitions.

Perhaps the new strategies are in response to 
consumer cynicism over previous clumsy, in-your-
face product placement. Indeed, Bond 23’s corporate 
partners are using their rights to create their own se-
cret agent action by extending the movie’s narrative 
into their own creative and including the film’s actors 
in new branded content.

Coke Zero’s Station Stunt > Perhaps the most inter-

esting element of Coke Zero’s Skyfall activation was 
its intriguing train station experiential Bond-style ac-
tion stunt.

Centred on an ordinary looking soft drinks ma-
chine placed in Antwerp’s mainline railway station, 
the stunt saw each consumer who popped their 
coins into the slot to buy a Coke Zero faced with a 
digital on-screen message (rather than just the usual 
can of drink) which challenged them to unlock their 
inner-Bond by completing a series of tasks against 
the clock to win ‘Skyfall’ tickets.

The machine asked consumers to tap in their 
name on the digital display and then gave them a se-
cret mission – get to Platform Six in just 70 seconds 
and win a ticket to the film’s première.

Unbeknown to each player, a series of action-
movie style spoof challenges obstructed their way: 
ranging from an escalator blocked by joggers to an 
orange stall spilling its load on the floor and workmen 
carrying a pane of glass across the route.

And to create the Bond atmosphere, musicians 
were placed at various points along the route playing 
the classic Bond theme on violins, beatboxing and on 
trumpets.

The final challenge on Platform Six asked the 
contestants to sing the Bond theme, at which point 
two tickets drop out of the Coke Zero vending ma-
chine at the end of their task.

This fun stunt, by Duval Guillaume, was filmed 
and then seeded virally across the internet. Thus far 
it has racked up 8m-plus YouTube views since its 18 
October launch.

It was part of the wider, European Coke Zero ‘Un-

lock the 007 in you’ activity promoting Coca-Cola’s 
partnership with Skyfall – which all ran under the 
‘Make It Possible’ strapline.

The stunt supported a central cinema and TV ad, 
by Publicis France, which features a number of cin-
ematic characters communicating only through the 
James Bond theme tune. The action follows a narra-
tive, Bond-style story that sees the ad’s protagonist 
save a beautiful girl from a pack of villains and fea-
tures a classic set of Bond icons – from Daniel Craig 
and an Aston Martin, to the film theme tune and an 
action-packed chase scene.

Even the ‘Making Of The TV Ad’ online film has 
racked up solid viewing statistics.

The underlying idea behind the campaign  is to 
‘unlock the James Bond’ in everyone – to push the 
boundaries and live with excitement and confidence 
(and drink Coke Zero).

The campaign’s digital presence is centered on-
www.facebook.com/cocacolazero, while the acti-
vation also includes other traditional platforms and 
social media activation, as well as extensive PR and 
outdoor work, plus on-pack promotion (with new lim-
ited-edition Coca-Cola Zero bottles and aluminium 
cans feature the iconic Bond ‘gun barrel’ design).

Amongst the other sponsors of the movie – such 
as the obviously visible Heineken and Sony and the 
more subtle Tom Ford product placements – Coca-
Cola’s association with the Bond franchise began as 
recently as 2008 with the launch of ‘The Quantum of 
Solace’.

While some may feel the traditional media cre-
ative is a little lacklustre, the station stunt certainly 

> Click text below for links

Coke Zero Bond Stunt > YouTube

Coke Zero Skyfall TV Ad > YouTube

Coke Zero Skyfall > Facebook

Sony Skyfall Cinema Stunt > YouTube

Sony Skyfall TV Ad > YouTube

Sony Xperia Skyfall UK TV Ad > YouTube

Sony Xperia Skyfall Brazil TV > YouTube

Sony Skyfall Intelligence > Website
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http://www.youtube.com/watch?feature=player_embedded&v=RDiZOnzajNU
http://www.youtube.com/watch?feature=player_embedded&v=Vtz4qL4-hNE
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shows enough originality and fun to drive word of 
mouth and viral spread.

Without more innovative elements such as the 
stunt, this campaign may have been pigeon-holed 
as another fairly clunky Bond product placement – 
along the lines of those so well parodied on other 
films such as Wayne’s World (1992) and The Truman 
Show (1998).

Yet the Bond franchise seems little damaged 
by such past associations missteps and continues to 
flourish at the box office and offer sponsors a level 
of longevity and reach unrivalled in the film business.

This looks set to continue – even in the new real-
ity of a sponsorship world moving away from classic 
right package style placement deals and towards Red 
Bull Stratos.

Indeed, as with any partnership deal, genuine 
synergy, clear objectives and compelling creative can 
still make this kind of traditional film tie-in work well.

It may be a risk to align with a specific film when 
Hollywood studios consider themselves lucky to have 
one hit in every 10 films. But when it comes to Bond, 
box office is a close to guaranteed as it gets in the 
film business.

Sony’s Intelligent Secret > Another Skyfall sponsor 
stunt saw those seated in a Norwegian cinema in-
trigued to find a Sony pre-film trailer played out just 
for them.

As the smash hit movie opened across Scandina-
via, Sony Mobile (along with ‘secret’ agency Crispin 
Porter + Bogusky) carried off an undercover stunt to 
promote its new waterproof Xperia Acros S handset.

The brand handed out free soft drinks to the 
entire audience, but the secret was that some of the 
paper cups contained not only Coke but also a brand 
new waterproof Sony mobile.

Before the Bond film started, a special secret 
Sony ad revealed the stunt taking place live in the 
theatre. As the narrative played out, lucky audience 
members found their cups ringing.

 Upon investigating further, with the whole audi-
ence watching, they fished out the new handset from 
their cup and took a call congratulating them.

With 170,000 YouTube views within a week of 
the web films launch, the stunt is certainly attracting 
some solid attention in Norway and around the world. 

A memorable way of demonstrating the new 
waterproof feature – sure!. But could the proud new 
owner ever get the sticky Coke slime off the spanking 
new handset?

This initiative was a localised element within the 
umbrella global Sony product ad campaign, ‘Intelli-
gence Gathered’. Launched in October to amplify its 
sponsorship of the latest Bond film on the very day of 
the movie’s UK cinema release, the MI6-led spy initia-
tive spans several elements – from in-film product-
placement, through digital media to traditional ad-
vertising platforms.

The multi-product, multi-category campaign is 
spearheaded with a TV ad that shows James Bond 
under surveillance by a mystery woman using Sony 
technology.

The creative, from Wieden & Kennedy Portland, 
features a narrative based around James Bond infil-
trating a heavily guarded compound, while dispatch-

ing adversaries as he advances towards the control 
room.Bond’s movements are followed by a mystery 
woman who is watching his progress on Sony Bravia 
screens, Vaio laptops, Xperia tablets and the Xperia 
T smartphone.

The objective of the initiative is to demonstrate 
and drive home the seamless communication capa-
bilities across the range of Sony devices.

The TV ad, which includes both 60-second and 
30-second versions, ends with 007 walking into the 
control room and asking the mystery woman enig-
matically – ‘Looking for someone?

The Hollywood-style spot features original Bond 
assets including an Aston Martin Vantage V12 and a 
Frauscher speedboat. It was launched during the first 
break during UK television’s highest rated current 
commercial station programme – X Factor and it was 
produced by RSA Films.

The small screen work is supported by cin-
ema, print and digital activity (the latter elements 
are running on both bought digital media as well as 
the brand’s own platforms including Sony websites, 
Facebook page and Twitter feed).

The campaign is running in 26 different markets, 
including the UK, US, Germany, France and Mexico.

In addition to the central global campaign pro-
moting the range of Sony products, individual mar-
kets also produced product-specific creative as part 
of the brand’s wider movie partnership.

For example, Sony in the UK ran this Xperia T 
smartphone (the new official James Bond handset – 
which gets copious screen time in the movie itself) 
TV ad

> Click text below for links

Heineken Skyfall TV Trailer > YouTube

Heineken Skyfall TV Ad > YouTube

Heineken Skyfall > Facebook

VisitBritain Bond TVC > YouTube

VisitBritain Live Like Bond > Website

Sky Movies 007 HD > YouTube

Kitty Bingo Bond Spoof TVC > YouTube

PG Tips Brook Bond TVC > YouTube

Barclaycard Bond Spoof TVC > YouTube
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This is also a Bond-style spot, featuring a man on 
a mission, driving a speedboat, car and climbing over 
buildings. However, the actually phone is not showed 
on screen until the end of the ad the man’s Bond mis-
sion is revelled to be getting to a shop to buy the new 
Xperia.

While Sony Brazil ran an alternative Xperia T 
smartphone spot which takes a distinctively product-
led approach (rather than Bond movie-led).

Heineken’s Social Skyfall Gaming > Heineken’s 
‘Crack The Case’ spearheads the beer brand’s Skyfall 
activation and fronts a reported $45m investment in 
the 23rd James Bond film.

Making the most of Heineken’s extensive rights 
package, which includes a wealth of Bond benefits 
from star appearances to product placement, the 
creative features Skyfall stars Daniel Craig and Béré-
nice Marlohe taking a film-inspired train journey with 
a plot that challenges consumers to defy Bond’s en-
emies and crack the case.

The campaign revolves around digital platforms 
– particularly Facebook. The social media site’s Bond 
hub sees consumers/players invited on to the train 
by the seductive Marlohe and they are subsequently 
faced with a series of secret agent tests and chal-
lenges.

The supporting traditional channel executions, 
such as TV and print, aim to bring the drama of the 
virtual experience to life. Indeed, the TV ad, which 
rolled out from 20 September, ends at the point the 
interactive experience begins.

It was preceded by an online teaser released 
ahead of the core campaign launch incentive partici-
pation and to drive interest and excitement in both 
campaign and movie.

This global campaign also sees several select 
markets host unique Heineken experiences in iconic 
locations. These events invite the public to test their 
nerve and skills and offer them the chance to win ex-
clusive prizes and share in the excitement of the film.

Crack the Case was developed at 
Wieden+Kennedy Amsterdam, post production work 
was carried out by The Mill and Grand Central and 
digital production by Irresistable Films and media 
Monks – all working alongside Heineken Global Com-

munications Manager Cyril Charzat and Sandrine 
Huijgen, global communication director Josefien 
Olij, global digital manager Lennart Boorsma, global 
sponsorship director Hans-Erik Tuijt and global spon-
sorship manager Joost Geurts.

Building on a 15-year relationship with the Bond 
franchise, Skyfall sees the beer brand step up as one 
of the principle sponsors of the Bond movie.

“The creativity and progressiveness of the 
Heineken brand combined with the legendary James 
Bond franchise will provide viewers with high enter-
tainment values,” said Alexis Nasard, Chief Commer-
cial Officer of Heineken. “Not only a hero, Bond is the 
ultimate ‘Man of the World’ – confident, resourceful 
and ready for new experiences, personifying the val-
ues of the Heineken brand.”

Jumping On The Bondwagon > The role of brand 
partners in the film’s production was robustly defend-
ed by actor Daniel Craig during the pre-film PR drive 
– he described it as a necessary part of film making 
these days. “We have a relationship with a number 
of companies so that we can make this movie. The 
simple fact is that, without them, we couldn’t do it. 
Simple as that.”

Unsurprisingly, the beer brand Bond tie-up 
caused something of a stir when it was first an-
nounced. Especially among those movie fans who 
either felt that the movie’s product-placement deals 
had gone too far in recent years, or those who failed 
to realise that Red Stripe was a beer sponsor of the 
very first Bond film Dr No (and, yes, Bond still has his 
usual shaken-not-stirred Martini in Skyfall (just as he 
did in Dr No).

The James Bond franchise is a unique phenome-
non and many marketers consider the series as being 
as close as one can get to aligning with a guaranteed 
hit film.

 Thus, in addition to the usual extensive array of 
official brand partners (Coke Zero, Heineken, Omega, 
Sony and Tom Ford etc), the latest film Skyfall has 
spawned a raft of other campaigns from the direct 
(such as VisitBritain) to the indirect (KittyBingo).

 The cat-stroking Blofeld-style 007 villain is an 
established Bond-spoof cliché, particularly since 
Mike Myers Austin Powers success and Kitty Bingo 

http://www.visitbritain.com/en/Things-to-do/Culture/Live-like-James-Bond.htm
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has the latest brand to take this tried-and-tested 
route to leveraging SkyFall’s release with a new UK 
TV campaign.

It’s not surprising marketers are keen to exploit 
Bond this year. After all, from the moment 007 and 
The Queen jumped out of a helicopter during the 
London Olympic Games Opening Ceremony, an al-
liance of forces seem to have been collaborating 
throughout 2012 to position the Bond film franchise 
as a great British institution.

This trend has played out on several front – from 
the appearance of some classic British brands (such 
as the return of the iconic Aston Martin) in Skyfall it-
self, through to VisitBritain’s ‘Bond Is Great’ tourism 
campaign.

Running across traditional print and outdoor 
platforms, as well as cinema, viral and digital chan-
nels, the tourism body is leveraging Bond’s British 
heritage to promote UK tourism to international audi-
ences.

The cinema ad, features archive clips starring 
all six previous James Bond actors – Sean Connery, 
George Lazenby, Timothy Dalton, Roger Moore, 
Pierce Brosnan and Daniel Craig – spliced with stun-
ning footage of British cities and countryside. The sot 
closes with a genuine scene from Skyfall which sees 
Craig gaze out over London’s skyline along with the 
‘Bond is Great Britain’ strapline and VisitBritain’s on-
going ‘You’re invited’ call to action.

To support the campaign, VisitBritain teamed up 
with British Airways, Radisson Blu Hotels, Aston Mar-
tin and Twentieth Century Fox to offer consumers the 
chance to ‘Live like Bond‘ in a series of promotions 

and competitions.
Executions also drive consumers online to the 

campaign’s dedicated ‘Agent UK’ website which 
encourages consumers, travellers and Bond fans to 
complete online missions around the UK.

The cinema spot is being screened in six target 
cities across four key UK tourism markets: S‹o Paolo 
and Rio de Janeiro in Brazil; Los Angeles in the US; 
Berlin in Germany; and Sydney and Melbourne in Aus-
tralia. While he supporting print, outdoor and digital 
campaign is running in 21 countries

VisitBritain’s online tactic of driving people to a 
digital website where they can play Bond-style secret 
agent games and undertake spy-style missions in or-
der to win prizes is one that has also been used by 
other Bond brand tie-ins such as Heineken and Sony.

While Sky has also taken the same editorial ap-
proach as VisitBritain by creating a TV promotional 
trailer featuring all the previous Bonds cut into a sin-
gle car chase in order to promote its own dedicated 
Bond channel – Sky Movies 007 HD

Of course, the Kitty Bingo campaign strategy 
follows in a long tradition of British brands leverag-
ing Bond-mania with unofficial ‘homage-style’ cam-
paigns.

 Some of the more well known of these include 
the fairly recent (and award-winning) Virgin Atlan-
tic’s ‘Bond title-sequence-style’ TV ad, the ‘My name 
is Bond …Brooke Bond’ campaign for PG Tips and 
Rowan Atkinson’s Barclaycard buffoon Bond mickey-
takes.

Of course, Bond isn’t the first or only film to de-
velop strong brand relationships and offer corporate 

product placement opportunities (indeed, this video 
highlights many of the best over the years), but it 
is arguably the marketers safest movie bet and the 
product placement critic’s number one target.

After 22 movies generating combined box of-
fice ticket sales of $5bn-plus, it is not suprising that 
big global brands still want to tie up with the movie 
industry’s most successful and longest-running film 
franchise.

Indeed, ever since the first film in 1962, brands 
have been keen to align themselves with Bond. After 
all, its a close as a marketing director can get to tying 
in with a sure-fire, gold-plated hit.

When considering the parallel creative approach 
of activation from Bond sponsors like Heineken some 
argue that this is less traditional product placement 
and more sophisticated co-creative partnership.

If handled in the right way, surely there is room 
for creatively-crafted and finely judged Bond spon-
sorships as well as the new world of Red Bull Stratos 
brand content creation. <

F1 Sponsors Go Stateside

After five years the Formula One circuit finally re-
turned to the United States Of America towards the 
end of 2012 with the US Grand Prix held at the Circuit 
of the Americas in Austin, Texas. And yet, despite so 
much change in communication, sponsorship and F1 
technology since the last US Grand Prix in 2007, so 
much Austin activation was distinctly vanilla.

For a sport that leads the field and signposts the 
future in so many ways, a surpising chunk of F1 spon-
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sorship remains distinctly old school.
In Texas, most sponsorship work seemed to be 

based around logo badging and high-end hospitality, 
combined with the pull of the driver, the car itself and 
providing fans with live technical data.

AT&T From The Pit Wall > While AT&T aims to inspire 
and excite fans in the F1 experience through its Red 
Bull Racing sponsorship by displaying a Red Bull F1 
car at its in-store showcase at AT&T outlets in Austin, 
San Antonio and Dallas, its flagship activation event 
was at the Exxon Mobile sponsored Austin Fan Fest 
event.

Here the telco giant offered customers, employ-
ees and racing fans the chance not only to see the 
(ubiquitous) F1 car, but also to experience a replica of 
the high tech Red Bull Racing Pit Wall.

AT&T, as Red Bull’s official technical supplier, 
provides the solution for the racing team to transmit 
real time telemetry and intelligence from the car to 
both the pit wall and to the team’s UK HQ and it is this 
astonishing live technology that the fans can see for 
themselves at the Fan Fest Pit Wall experience.

The aim is not just to provide a jaw-dropping high 
tech promotion, but to explain how the brand’s high 
speed global network connectivity enables the team 
to make sure every fraction of a second counts by 
supporting the team’s decision makers in this dynam-
ic environment.

This initiative also links to Red Bull Racing’s own 
ongoing ‘From The Pit Wall’ initiative which runs 
through the Grand Prix season on platforms such as 
Tumblr.

Fan Fest visitors can also use the AT&T event to 
test their driving skills in a new racing game, take pic-
tures with a Red Bull Racing Grand Prix Car, peel out 
with some exclusive giveaways and try their hands at 
the ‘Driving Car Simulator’, a driving experience that 
allows individuals to test the life-altering effects of 
texting while driving in a safe, controlled environment.

Red Bull Racing test and reserve driver Sébas-
tien Buemi also stopped by to sign autographs and 
talk about his role with the World Champion winning 
team.

Furthermore, the Grand Prix also offers AT&T a 
platform to promote its umbrella ‘No Texting While 
Driving’ initiative (http://itcanwait.com/) and the tel-
co is also offering US fans a unique chance to win an 
exclusive behind the scenes tour of the Red Bull Rac-
ing headquarters in the United Kingdom through its 
‘What’s Your Number?’ scramble challenge sweep-
stakes (www.attnumbersracing.com).

Despite its high tech Pit Wall Experience, it still 
seems that for so many F1 sponsors it is the car itself 
that remains the star of the US experience (is this a 
further sign of the general lack of innovation and cre-
ativity in so much F1 sponsorship activity?).

Car & Data The Stars For Dell & Pirelli > As well as 
AT&T ensuring the presence of Red Bull’s vehicles at 
its hospitality and event initiatives, other sponsors 
such as Pirelli and Dell did likewise.

Here the telco giant offered customers, employ-
ees and racing fans the chance not only to see the 
(ubiquitous) F1 car, but also to experience a replica of 
the high tech Red Bull Racing Pit Wall.

In addition to Pirelli’s vanilla media exposure 
through extensive in-track signage coupled with a 
programme of hospitality, media and trade events 
(plus branded cowboy hats for the winners on the 
presentation rostrum – replacing the usual baseball 
caps), the tyre giant is activating around its rights at 
this month’s inaugural US Grand Prix with a nation-
wide F1 Showcase Tour.

Beyond the main event at the Circuit Of The 
Americas, Pirelli’s moving F1 event is taking an F1 car, 
a simulator and a set of products and stories to dealer 
showrooms, shopping malls, auto shows and other 
large consumer gatherings around the USA.

It’s two F1 three-seat Pirelli branded cars (derived 
from old Jordan F1 cars) will be the star experience in 
of the tour and provide a unique F1 driving experience 
(complete with Pirelli tyres of course).

“All of these activities allow us to leverage our 
F1 sponsorship even more than we thought in a very 
crowded sport sponsorship/media market like the 
US, capturing value through activations during the 
week of the event but also throughout the whole 
year, with consumer, trade and media professionals, 
and with exposure across all kinds of marketing chan-
nels,” explains the appropriately named Paolo Ferrari, 
Chairman and CEO of Pirelli’s NAFTA Region.

While F1 car experiences are also a small part of 
Dell’s US Grand Prix campaign tied to its sponsor-
ship of the back marker Caterham team, the brand’s 
activation is considerable wider and spans not only 
in-race events, but also traditional print ads, but also 
online case studies and video testimonials across 
Dell’s social platforms (including Facebook, Twitter 
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and Flickr).
“Our primary audience for this relationship is our 

commercial customers in the B2B space. Since we 
were a ‘ground floor’ partner, literally, we’ve been le-
veraging our unique relationship here in the US for 
the last two years,” outlines Bryan Jones, Dell’s Ex-
ecutive Director, North America Business Segment 
Marketing.

“We’ve had the team and cars at several high 
profile customer events and industry events like the 
Gartner Datacenter Symposium. When we started 
with Caterham, they literally had eight employees, 
four dogs and a warehouse. We leverage the story 
of how Dell helped Caterham go from 0 to 220mph 
in just 22 weeks around the globe through digital as-
sets, case studies and customer facing material.”

Coke Burn & F1 Future > Considering its technical 
sophistication, coupled with the stunning sums of 
money is spent on F1 sponsorship, the series produc-
es a surprisingly high proportion of standard, some 
might even say outdated, sponsorship activation.

Of course, while there are some exceptions 
(such as some of Red Bull’s marketing and Vodafone 
McLaren’s VIP viral series with Button and Hamilton), 
surprisingly little F1 work seems to be at the cutting 
edge of sponsorship activation. There is something 
of a lack of compelling story-telling and an absence 
of personalisation and interactivity across much of 
the landscape.

Despite so much emphasis on business-to-busi-
ness objectives amongst F1 sponsors and the chal-
lenge of truly global activation (with all its individual 
market differences and idiosyncrasies), there is a lack 
of innovation, originality and risk taking in so much 
F1 work. One can only wonder why so many market-
ers still feel that F1 sponsorship success is judged by 
hospitality as it often seems not only limited, blink-
ered and old fashioned, but also like a lost oppor-
tunity to make the most of an astonishing platform.

In the developed world many F1 fans have long 
learned to allow the visual logo brand exposure ben-
efits of the platform to largely pass them by. Eyeballs, 
reach and frequency are becoming something of a 
dinosaur in the West and surely it won’t be long be-

fore the same happens in the developing F1 markets.
Perhaps Coca-Cola’s entry into the F1 market 

will help shake up the landscape? The drink’s gi-
ant’s new multi-year sponsorship deal with the Lotus 
Team aims to raise the global profile of the Atlanta 
behemoth’s energy drink Burn.

Already, elements of the classic F1 vaamniall ac-
tivation have been revealed: the logo for the drink, a 
red flame, will appear on Lotus F1 cars and the team 
have announced branded content and social media 
initiatives will form a core part of the partnership.

The deal will see the brand join an F1 grid that 
also features branding from rival energy drinks 
brands including Red Bull, TNT and Monster.

Emmanuel Seuge, group director for worldwide 
sports and marketing entertainment at Coca-Cola, 
says the brand’s activations around the racing team 
will incorporate “art and music” in a way that will 
“break conventions of traditional Formula One spon-
sorship marketing”.

He adds: “The creativity of teams and the pas-
sion for speed and energy that fuel the sport of 
Formula 1, make a partnership with this iconic sport-
ing property a compelling proposition for the burn 
brand.”

Eric Boullier, team principal for the Lotus For-
mula One team, says: “We are excited to partner with 
Burn to build a new and innovative model for spon-
sorships that will combine experiences, content cre-
ation and social media; an area in which our team has 
been at the cutting edge in Formula 1 for the past 18 
months, recording the highest growth rate amongst 
fans this year.”

It has long been rumoured that Coca-Cola, 
looking at the success of fellow brands in the sport, 
could enter Formula One. Formula One chief ex-
ecutive Bernie Ecclestone admitted earlier this year 
that were Coca-Cola to enter the sport it would be 
through one of their energy drinks brands.

The deal comes at a vital time for Lotus, a team 
that has been looking for some investment recently 
in a bid to compete with more high profile teams 
McLaren and Ferrari. Earlier this month, Boullier said 
the team’s performance this year, which has seen it 
secure fourth place in the constructors champion-

http://www.mercuryprize.com/
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ship, should help it secure more commercial deals 
ahead of the new season.

Coca-Cola branding has previously appeared on 
Czech Republic driver Tomas Enge’s car in F3000 
over a decade ago and the company also sponsors 
the annual 600-mile Nascar Cup.

Activative hopes that when further details of 
the tie-up are revealed January 2013 before the start 
of the new season, that the world’s top marketers 
shakes iup sponsorship activation amongst one of 
the globe’s biggest sponsorship platforms. >

Music Marketers Look To The Crowd

Whether its ‘creation’ or ‘funding’, ‘sourcing’ or 
‘support’, the last few months in music sponsorship 
seem to have been almost all about the ‘crowd’.

Crowd Support: Barclaycard Backs Mercury Music 
Prize > Barclaycard activated its sponsorship of the 
2012 Mercury Music Award by encouraging music 
fans to “voice their support” for the nominated art-
ists by turning their supportive tweets into speech.

A digital, Twitter-based campaign, created by 
Dare, converts tweets by users who register on a 
dedicated website and used the hashtag #voice and 
the hashtag of the nominee.

The conversion creates vocal audio files and 
then the best tweets were cut to vinyl and the fin-
ished track will then be presented to each of the 12 
nominated acts on 1 November’s awards ceremony.

The website also lets fans listen to their tweets 
and browse other public submissions.

 The objective was to raise awareness of the pay-
ment card’s sponsorship of the Barclaycard Mercury 
Prize Albums of the Year Awards Show on 1 Novem-
ber.

Barclaycard began sponsoring the Mercury Mu-
sic Prize in 2009 as part of a four-year sponsorship 
deal.

Gary Twelvetree, global brand director at Bar-
claycard, said the campaign “commemorates the 
12 best British albums of the year by enabling mu-
sic fans the chance to say thank you and give them 
something back”.

A classic example of using digital platforms ger-
mane to the sponsored platform in order to create 
value-added additional layers of interactivity, utility 
and value that engage fans. 

Whilst this campaign in itself is probably not 
enough to generate mass media coverage of the 
event by itself, it is nevertheless another way to sup-
plement and amplify a wider sponsorship strategy. 

Crowd Sourced: Ballantine’s Lyric Competition > 
Pernod Ricard’s Ballantine’s brand, one of the world’s 
best selling blended whiskies, has partnered with 
Spanish pop stars ‘La Oreja de Van Gogh’ on a new 
crowd-sourced creative initiative which gives fans 
the chance to pen the lyrics for the band’s new track..

This whisky-backed consumer song writing 
campaign, part of Ballantine’s ‘Plan B’ marketing ini-
tiative, drives consumers and fans online to a digital 
hub (El Plan Ballantine’s) where they can listen to the 
Grammy-nominated group’s new song (thus far, in 
instrumental-only format). Then they are invited to 

write and submit their own lyrics for the track.
The band members themselves will sieve through 

the suggestions and entries and then select the lyrics 
that will make it into the final track. The final version 
of the song is scheduled for release in Q1 2013.

The site also offers shareable options, so that all 
the consumer lyricists can convert their work into 
audio files and then share them across their social 
networks (Twitter and Facebook). Another feature 
of the initiative enables consumers to co-write their 
own song with their friends.

The digital hub also includes a web-based ‘in-
spiration’ feature which offers lyrical and vocabulary 
tools for synonyms, antonyms and rhymes. A further 
stats feature shows how many other entries have 
used a specific word or phrase in their compositions.

The further grease the campaign’s wheels, the 
group themselves have released a set of online web 
films offering lyric-writing tips.

Thus far the campaign launch video has only 
racked up 6,000-plus views so it remains to be seen 
how many entries the project generates and how 
good they are.

This is part of the Ballantine’s umbrella Plan B / 
Plan Ballantine’s strategy: a music sponsorship strat-
egy which is built on the idea that social media is not 
merely a means of marketing or a channel, but the 
actual marketing itself.

The idea spreads right across the open innova-
tion, co-creation and crowdsourcing space within the 
music industry. Part of the objective is to discover 
talent in a time when record companies and major 
industry players do not invest in new artists the way 
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that they once did.
The brand claims that Plan Ballantine’s is dem-

onstrating how crowd-created, cross-media, brand-
ed content designed to entertain can become part of 
what a brand is and what a brand does rather than 
just part of its marketing strategy.

The initiative has already earned several awards 
in Spain in both the advertising and the music 
spheres. For example, it was won the ‘Sol de Oro in 
San Sebastian Golden Award EFI Effectiveness Me-
dia Award’, as well as winning three nominations for 
Spain’s ‘Top 40 Music Awards’.

In terms of measurement and metrics, according 
to the brand, to date Plan B has 300,000 social net-
work followers, plus 9,200 users subscribed to the 
channel Plan B and a healthy 7.8m video views.

By most measurement standards, thus far Plan B 
has shown itself to be a successful project and there 
is no reason to think this latest initiative won’t add 
further to that success.

There is also a physical CD produced and edited 
by Subterfuge including the best songs from Plan 
B. The album cover also includes an integrated QR 
code that links to a video and interactivity that gives 
the cover, and if you read the cover comes to life.

This is something of a refresh on Ballantine’s 
marketing heritage, which has previously been built 
around traditional brand values focused on authen-
ticity, prestige and flair.

Crowd Funded: Jack Daniel’s Brazlian Birthday 
Gigs > To celebrate the brand’s 162 anniversary, Jack 
Daniel’s is rolling out a series of crowd-funded gigs 

in Brazil.
This crowd-funded initiative, in which Mr Jack 

himself was purportedly the first fan to sign up and 
bank roll 50% of the cost of the concerts ($72,000), 
sees the brand launch a joint initiative with crowd-
funding music organisation Playbook to raise the 
other 50% of the gig costs through music fans them-
selves.

Officially inspired by the back-story that the 
legendary (and sometimes mythical) Mr Jack kept 
a house full of musical instruments for his guests to 
play (despite not being a musician of any kind him-
self), this project sees the brand and the online fund-
ing platform offer 340 refundable tickets at $ 200 
and a further 10 refundable tickets with an open bar 
at $400, in order to raise the additional $75,000 
needed to stage the shows.

The shows themselves are slated to take place 
in a new São Paulo music venue and will feature New 
Zealand’s ‘Ladyhawke’ and Swedish group ‘I’m From 
Barcelona’.

As with most crowd-funded projects, if the col-
laborative funding does not reach 100% of the target 
the initiative will be cancelled and pledged donation 
will be fully refunded. To help ensure that this doesn’t 
happen, those who do sign-up for tickets and pledge 
their own cash are give the social media tools to fur-
ther spread the word about the concerts on Face-
book and Twitter.

This is part of the brand’s wider initiative to reach 
out to younger consumers and echoes some of the 
facets of other Latin American brand-led music ini-
tiatives such as Mexico’s Bandtastic with the addi-

tional of a brand partnering on the project in order to 
generate good will among the target audience.

Crowd Created: Talk Talk’s X Factor Idents > Talk 
Talk is again the lead sponsor of ITV’s top rated show 
X Factor and, like its 2011 campaign, this year sees the 
telecoms brand offer the public a chance to submit 
their own footage and appear in the show’s ad break.

Running under the campaign banner ‘Talk Talk 
TV’, the initiative has been developed by agency CHI 
with directing duo Legs, MPC, and The App Business.

The core idea is that the show’s branded ad 
break bumpers feature performers dancing to music 
with TV screens instead of their heads. And it is in 
these TV screens that user-generated content (cre-
ated by X Factor viewers themselves) is placed.

The campaign revolves around 15 bespoke music 
videos, shot by Legs, conceived to visually function in 
a way that consumers themselves can promote Talk-
Talk’s branded music channel. Each X Factor episode 
features one of these 15 tracks as the programme’s 
sponsor ad break idents.

These videos consist of a dancer moving to the 
music – each dancer’s head has been replaced by a 
TV screen. Viewers are then encouraged to shoot 
and upload videos of their own heads and faces sing-
ing along to the track.

The viewer-created, show-fan clips can be up-
loaded either through a Facebook app, via the dedi-
cated campaign website, or through an iPhone or 
iPad app.

So for each week’s programme a new track and 
accompanying video is unlocked and X Factor fans 
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are then invited to shoot their own consumer-creat-
ed footage of them, their friends, or family singing 
along to the words of the track. These clips are then 
inserted into the TV screens on top of the shoulders 
of the dancers.

Once they have been created these person-
alised promos can be shared via social media plat-
forms and mobile devices and can be submitted to 
the competition to appear as idents during X Factor 
itself. The viewers themselves vote on each video via 
a microsite and, each week, the most popular appear 
in the show’s ident ad breaks.

The tracks include Westlife’s Flying Without 
Wings, Dizee Rascal’s Bonkers, Labrinth’s Earth-
quake, 1 Thing by Amerie or Higher by The Saturdays.

“Key to the success of the project was MPC 
working together with The App Business to develop 
the technology to enable the compositing of videos 
to happen in-software, rather than post-production,” 
says Ben Cyzer, MPC’s head of creative strategy.

Cyzer says that while preview videos are initially 
created in Flash which are comped quickly in real-
time to be viewed by the user online immediately, 
over on the server side, rendered videos are created 
using a bespoke specially-created compositor with a 
much higher resolution. From this data TalkTalk has 
the ability to select videos to be remastered and ti-
tled to go on air, if selected.

“We knew that audiences would love the idea of 
seeing themselves comped into these pop promos,” 
adds Daniel Joseph of The App Business. “But the 
experience had to be lightning fast across mobile, 
social media and PC – and this meant working with 
the team at MPC to develop a ground breaking tech-
nology platform and a set of bespoke apps”.

In addition to promotion via most X Factor activ-
ity, this initiative is also marketed through Talk Talk’s 
campaign Facebook page and Twitter account (@
TalkTalkXFactor).

Talk Talk shows consistency in its commitment 
to ensuring the show’s fans and its own customers 
become a genuine part of the show itself. The me-
chanic neatly matches the show’s content ensuring 
creative synergy between the property and the cam-
paign.

It also helps drive viewing figures as those enter-
ing the competition wait to see themselves on the 
show. This tactic of making the ad break an event in 
itself is also something the broadcaster will appreci-
ate as it sells X Factor ad space.

Other brand partners of this year’s show include 
Rank Group, which has a three-year deal with FME to 
create an X Factor bingo game and a series of mini 
games.

PepsiCo has also signed a sponsorship with The 
X Factor as it further solidified its relationship with 
the X factor franchise and with the music space itself. 
With brands Pepsi Max and Walkers Extra linking up 
with Syco and Freemantle Media on this year’s show 
– the ninth series of X Factor in the UK. Pepsi Max 
and Walkers Extra Crunchy will be joint-brand spon-
sors of the live final of the talent show in Manchester 
in December.

This deal is being supported by X Factor-themed 
in-store, digital and on-pack promotions, which will 
give fans the chance to win tickets to the show every 
hour.

Katharine Baker, UK marketing manager for 
Pepsi Max, says: ‘Following the success of Pepsi’s The 
X Factor USA partnership, we’re really excited about 
extending our relationship with Syco Entertainment, 
FME and The X Factor to the UK market to continue 
our strong music heritage.’

Ashley Mawhinney, brand manager at Walkers, 
said: “Walkers Extra Crunchy and Pepsi Max pro-
vide the perfect accompaniment to a Saturday night 
viewing and The X Factor is the ideal Saturday night 
show to enjoy with family or friends. The occasion is 
key to all three brands and we are proud to be bring-
ing fun and entertaining experiences to our fans.”

PepsiCo’s tie-up with the series follows its spon-
sorship of the US version where its activation saw the 
show’s winner Melanie Amaro appear in Pepsi’s flag-
ship Superbowl slots. Although a PepsiCo spokes-
person has said the company does not plan to rep-
licate its US show headline sponsorship in the UK. >

Cricket Comedy

While the marketing talk during England’s cur-

http://www.youtube.com/watch?v=-VYwmsPSAq4
http://www.youtube.com/watch?v=tsp_yAEb57o
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rent tour of India is dominated by side issues such as 
the test series boycott by international news agen-
cies protesting against the restrictions imposed by 
the BCCI and on Brit Insurance’s decision not to re-
new its sponsorship of the England test team, back 
in the autumn cricket sponsorship was dominated 
by T20 World Cup activation around the Sri Lanka-
hosted tournament.

A heavyweight raft of official global and local 
ICC sponsors partnered the tournament, led by Cas-
trol, Emirates, Hero, Hyundai, LG, MoneyGram, Ree-
bok, Reliance, and the Sri Lanka Tourist Board, plus 
media outfits ESPN and Star Sports, 

But it was perhaps Pepsi, a long term of partner 
of cricket (particularly in India) that ran one of the 
more interesting global ICC T20 World Cup partner 
campaigns.

Pepsi’s Change The Game MBA > Pepsi’s ongoing 
umbrella ‘Change The Game’ approach to cricket in 
India continued for its T20 activation with a focus on 
changing the way the sport is viewed and considered 
by the millions of cricket crazed fans in India.

The work aimed to celebrate the nation’s zeal 
for the sport and more so the Twenty-20 format 
and reflect the fresh, passionate spirit and attitude 
of young Indian T20 cricket fans who enjoy the irre-
pressible and unorthodox excitement of the action-
packed format.

The emphasis is on this new era of no-holds-
barred, high adrenaline, short form cricket with its 
unorthodox shots and bizarre field placing,

Pepsi led its T20 World Cup activation in India 

with ‘MBA CAT’ – a quiz-focused contest offering a 
chance to win a trip to Sri Lanka to see the tourna-
ment live. 

Operating within the soft drinks giant’s ongoing 
umbrella ‘Change The Game’ cricket initiative, this 
T20 campaign’s objective, built around ‘a test of your 
Tameez as a cricket audience’, is to use a mock quiz 
to engage, build Facebook fan numbers and encour-
age them to watch the accompanying TV ads and 
reward their loyalty by offering prizes that included a 
trip to Sri Lanka to watch the ICC World T20 from the 
pitch-side Pepsi Dugout.

Alongside the central microsite, players need to 
‘like’ the page in order to use the campaign’s Face-
book app and then take on the quiz by answering 
five questions in the quickest time possible. There are 
no limits to the number of times any one individual 
can play the quiz.

The questions brain teasers themselves are 
tongue-in-cheek, humour-led questions related to 
Pepsi’s flagship TV work starring Bollywood actor 
Ranbir Kapoor and India cricket captain MS Dhoni. 
The spearhead ad, created by JWT India, starts with 
a shot of the India cricket team bus breaking down 
on a busy street. Dhoni appears (opening a bottle of 
Pepsi) outside the bus, when Kapoor begins to ques-
tion him about some of the tactics he plans to use at 
the T20 World Cup.

The TV work is further supported by online films 
with narrative focusing on Pepsi MBA professors 
teaching the new Tameez (manners/rituals) of the 
game.

The website and Facebook sites include a range 

of additional features: including providing a platform 
to show support for India by sending in consumer’s 
personal quirky cricket rituals, good luck dance 
moves, as well as the quiz itself.

Overall, it is simple, fun and tongue-in-cheek 
campaign that is accessible beyond the cricket com-
munity (not least because it doesn’t require knowl-
edge of the game).

“Pepsi is strongly associated with cricket in India 
and we are delighted to be one of the global spon-
sors of ICC World Twenty20 2012 Sri Lanka – the big-
gest international cricket tournament this year,” says 
Homi Battiwalla, PepsiCo India’s Senior Marketing 
Director

“Our ‘Change the Game’ campaign last year cel-
ebrated everything unorthodox about the way the 
sport is played. This year, we take forward the same 
philosophy and extend it to the millions of cricket 
fans in our country. In true Pepsi style, the campaign 
is irreverent and the Indian cricket fans, led by Ranbir 
Kapoor show how they ‘Change the Game’ off-field”.

“Our latest commercial for Pepsi focuses on the 
excitement and thrill with which the sport is viewed 
by millions of its fans in India and celebrates their 
passion in a never seen before manner,” explains 
JWT India Executive Creative Director Surjo Dutt. 
“Just the way the Twenty20 format has bent the tra-
ditional rules; Indian cricket fans have bent the rules 
to watch the sport in their own irreverent style.”

Cricket Australia’s Vodafone vBook > Comedy was 
also at the forefront of Cricket Australia’s lead spon-
sor Vodafone’s ‘vBook’ marketing campaign promot-

> Click text below for links
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ing Australia’s test series against number one ranked 
South Africa. For cricket fans worried about missing 
any of this summer’s Australian cricket action, Voda-
fone has just the solution – the vBook.

A vBook looks like any old regular book, but it 
has a secret compartment for your phone so it gives 
the illusion to those around you that you are reading 
a regular book, but actually enables you to catch all 
the action.

This slightly silly initiative sees the mobile tele-
coms giant Vodafone activate around its sponsor-
ship of Australian test cricket by helping Aussies 
sneakily follow the cricket whilst pretending to be 
doing something more constructive.

A series of special, sneaky books enable cricket 
lovers to pretend that they are doing something oth-
er than, err, well, watching cricket.

The series of fake ‘vBooks’ all have fascinating 
titles like Backyard Crustaceans, Matchstick Viking 
ships, and Handmade Gifts of Love. But more impor-
tantly they all have a handy hole in the middle for 
cricket fans to insert their smartphone and sneakily 
catch up on the scores via the Vodafone Cricket Live 
Australia app.

The app features the full match schedule, cricket 
news, lives scores, statistics and highlights.

To receive their free vBook cricket fans have to 
enter their details on Vodafone’s website. For those 
not patient enough to wait for their book in the post, 
the covers are also available to download and print 
from the website.

The Getting Away With It campaign, via Ogilvy, 
Sydney, is being promoted with videos of Australian 

cricketers including Michael Clarke, Ben Hilfenhaus, 
Peter Siddle and David Warner talking about their fa-
vourite vBooks in a library.

Of course, the books themselves are little more 
than publicity seeking bits of branded fun.

The real activation here is the live cricket app it-
self.

Of course, what the books do is recognise the 
fact that the brand realises that one of the major bar-
riers fans face when wanting to follow the cricket is 
to find the time and opportunity to do so instead of 
all the things they are actually meant to be doing in-
stead.

So it’s really an exercise in demonstrating under-
standing and goodwill amongst cricket lovers. >

A Friendlier Face For Football

Despite (or perhaps because of) so many nega-
tive headlines about football in recent months (from 
racism to violence), a few sponsors seem to be refo-
cusing their soccer activation strategies around CSR.

Perhaps the aim is to show a more friendly face 
of football?

Western Union’s Europe League Education Initia-
tive > Former France, Arsenal and Inter Milan captain 
Patrick Vieira is appearing as a brand ambassador 
and the front man for Western Union’s new educa-
tional initiative that activates its rights as the new 
Global Partner of the UEFA Europa League..

The scheme sees the Western Union Foundation 
turn every successful pass in this season’s competi-

tion into cash funding to support one day’s educa-
tion for young people around the world.

The financial giant’s new UEFA Europa League 
programme aims to improve education opportuni-
ties for young people around the world.

Western Union and its charitable arm the West-
ern Union Foundation have combined to launch the 
‘Pass’ campaign that will see it donate enough funds 
for one school day for one person for every success-
ful pass the players make during the tournament.

The latest effort from the organisation to sup-
port education globally, the campaign aims to pro-
duce one million school days over the next three 
seasons.

The ‘Pass’ initiative will provide teacher training 
and scholarships for students through non-profit 
organisations, with an initial focus on 11 countries: 
Brazil, China, Colombia, Jamaica, Mexico, Morocco, 
Nigeria, Senegal, Romania, Russia and Turkey.

Vieira led the campaign kick-off during the 
Group Stages on 20 September, 2012.

The background to the campaign and the land-
scape it is trying to change is that sees a total 71 mil-
lion young people across the globe not enrolled in 
secondary or vocational education. Furthermore, for 
774 million people education is a barrier to economic 
inclusion, and shockingly one in five adults are not 
able to read and write.

“Moving money for better is at the heart of what 
we do, and education is one of the main reasons our 
customers send money,” says Western Union Presi-
dent Hikmet Ersek.

“With this campaign the organisation aims to 

> Click text below for links
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harness the power of football to build awareness 
and momentum to instil real change. Football fans 
from across the globe will also be able to add to the 
funding through a range of online and social media 
mechanics.”

The ‘pass the ball’ and ‘pass the money’ brand 
and CSR scheme dovetail convincingly.

Global educational CSR is a neat fit for the brand 
which itself is dedicated to expanding economic op-
portunity around the world.

By linking the inspirational aspect of football 
with its CSR educational programme in the develop-
ing world is a good fit – especially when fronted by 
players such as Senegalese-born Patrick Vieira (play-
er who comes from a background where educational 
opportunities are rare).

Swedbank’s Anti-Bullying Arena Name > Another 
good cause football partnership last Autumn acti-
vated around the opening of the new Swedish nation 
stadium.

Officially opened on 14 November with a friendly 
football match between Sweden and England, the 
ground was originally slated to be called the Swed-
bank Arena. But it has recently been renamed the 
Friends Arena after the bank prioritised its partner-
ship with Swedish anti-bullying charity Friends over 
its own brand.

The giant Swedish bank donated the stadium 
name to the organisation as part of its ongoing, long-
term youth social engagement programme.

Bank CEO Michael Wolf explains that when the 
bank originally signed the contract for the naming 
rights back in 2007 when the decision was taken 
to build a new national stadium, the financial insti-
tution had only recently changed its name from 
FöreningsSparbanken to Swedbank. Back then the 
old management thought the new national stadium 
would be a great way for the bank to promote its 
rebrand nationally.

The bank originally paid more than 50m Kr for 
the naming rights and during the planning and con-
struction process the stadium was referred to As the 
Swedbank Arena. But the current management be-
lieve that everyone in Sweden knows the new name 

of the bank and so the landscape has changed.
Furthermore, since 2009 the bank has changed 

its purpose and has a different perspective on how 
to sponsor and how to market the bank. So by refo-
cusing the naming rights on its relationship with the 
Friends anti-bullying organisation and its principle 
cause, the bank believes it is promoting an emotion-
ally important issue and, in the long term, an eco-
nomically important one too.

“It is now more important to manifest who we 
are and what we believe in. I think this will enhance 
the customers perceptions of the bank and will help 
make our society slightly safer,” says CEO Michael 
Wolf. “And that will benefit both society and the 
growth of society. So we believe it is an economically 
viable strategy too.”

The bank will aim to leverage this CSR naming 
rights initiative through at stadium events and initia-
tives, as well as advertising, experiences and media 
impressions.

“For us at Swedbank, it is important to take re-
sponsibility for the future – our youth – and at the 
same time make a contribution to society,” com-
ments Wolf.

An interesting and admirable tactic by Swed-
bank. It is one of several stand out CSR sponsorship 
initiatives in the football space in recent years – think 
of previous models such as Barcelona and UNICEF 
and Aston Villa and Acorns Children’s Hospice.

With the FA widely reported to be currently in 
negotiations for the naming rights to the most fa-
mous stadium of them all Wembley, can anyone see 
the English governing body and its corporate stadi-
um sponsor going down a similar route? >

Drink To The New NFL Season

As the new NFL season kicked off in the Autumn 
the usual raft of new sponsor campaigns rolled out 
with fresh TV spots and traditional campaigns from, 
among others, Bud Light, Campbell Soup Company, 
Courtyard (by Marriott), Gillette, GMC Trucks, New 
Era, Old Spice, Pap John’s, PepsiCo and Visa.

Of these, it was perhaps the drinks giants Pepsi 
and Bud Light whose campaigns were most interest-

http://www.pepsianthems.com/
http://www.youtube.com/watch?v=gRsdnRIQHIo
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ing and which shone a light on how to make the most 
of the leading American sports sponsorship plat-
form - especially using retail tactics to leverage the 
NFL’s unique female and family reach and its power 
to drive live social gatherings.

Pepsi Double Play & Anthems > The 2012/13 com-
petition saw soft drinks behemoth Pepsi kick off the 
first season of its astonishing new 10-year, $2.3bn 
deal – one of the largest sports sponsorship deals in 
history.

The new partnership sees Pepsi expand its NFL 
from three brands to five, with Tropicana and Quaker 
Oats added to its team that already includes Pepsi, 
Gatorade and Frito Lay.

“NFL has the largest female fan base of any 
league. It’s a family sport,” says Jennifer Storms, se-
nior VP-global sports marketing at PepsiCo. “When 
we looked at renewing, it was a great opportunity to 
bring in other PepsiCo brands, because moms and 
kids are engaging with NFL more and more every 
year.”

PepsiCo’s NFL activation operates under the 
company’s umbrella ‘Power Of One’ approach, and 
is the biggest marketing push ever for the strategy.

Power Of One is PepsiCo’s twin fronted strat-
egy based on a combined food and beverage busi-
ness (as opposed to flagship competitor Coca-Cola’s 
single track drinks business strategy), thus football 
marketing increasingly promotes drinks and snacks 
jointly.

According to Pepsi’s own research with the NFL, 
customers are more likely to be driven to purchase 

PepsiCo products when they display, or are associ-
ated with, NFL logos and marks.

For example, on-pack and in-store retail, which 
unsurprisingly have a major role to play in Pepsi’s NFL 
work, include more permanent season-long displays 
of food and drink in tandem (rather than its previous 
tactics of focusing more on specific game-related 
holidays and on the Super Bowl itself.

This year’s new campaign, which includes digi-
tal displays (but not TV), features season-long ex-
ecutions, such as baseball-themed “Double Play” 
signage touting Lay’s and Pepsi together and other 
initiatives such as pairing Ruffles Max and Pepsi Max 
together in marketing that targets young males.

The 2012/13 season opened with an impressive 
23,000 in-store NFL displays expected to be in mar-
ket at the start of the season (a 30% increase over 
last year).

Retail work is localised by market and team – in 
fact 22 of the NFL’s 32 teams partner with Pepsi – 
and the brand is working with its 50 top customers 
on a localised basis. For example, in the Pittsburgh 
market, Pepsi Max debuted a limited-edition can fea-
turing the Steelers. In total, the company is working 
with 50 top customers on customized in-store pro-
motions-22 of the NFL’s 32 teams 

Blue can Pepsi will once again be front and cen-
tre of Pepsi’s NFL activation (despite last year shift 
towards Pepsi Max to promote that brand exten-
sion’s relaunch) with a highlight on the ‘Live For Now’ 
campaign which launched in May 2012 and which 
looks to capture the excitement of the moment and 
deliver experiences and content that is current in pop 

culture. 
Pepsi is also the official sponsor of the Super 

Bowl Halftime Show (after signing a new four-year 
deal last year) and introducing a marketing extension 
called Pepsi NFL Anthems to promote the music-fo-
cus of the half time show.

Interestingly, this blending of the two genres – 
music and sport – also follows Coca-Cola’s primary 
2012 sports activation which saw its London 2012 
Olympic campaign ‘Move To the Beat’ combine mu-
sic and sport.

The Anthems NFL marketing strand sees musi-
cians such as Kelly Clarkson (Dallas Cowboys), Travie 
McCoy (New York Giants), Ice Cube (Oakland Raid-
ers), Lennie Kravitz (New York Jets), Aerosmith (New 
England Patriots) and Kid Rock (Detroit Lions) hon-
our their favourite teams.

Each artists creates a song inspired by their 
hometown team and faithful fellow fans and is then 
used in local campaign activation and is available for 
free download on the campaign website throughout 
the 2012 NFL season via elements such as on-pack 
redemption codes and the initiative also includes a 
Super Bowl ticket giveaway.

To further bring the Pepsi NFL Anthems pro-
gram to life, Pepsi has created seven 30-second TV 
spots that celebrate each of the original anthems, the 
fans’ passion for their teams and a variety of authen-
tic in-game footage.

TV work rolled out on 21 October with the New 
York Jets taking on the New England Patriots. Spots 
featuring the Aerosmith’s “Legendary Child – Patriots 
Anthem” and Lenny Kravitz’s “Like A Jet” aired dur-
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ing the game broadcast.
The Pepsi NFL Anthems program is also brought 

to life across other channels such as broadcast, digi-
tal, national retail, point-of-sale, in-store and in-stadi-
um activations.  

“Music and football are inextricably linked and 
Pepsi has consistently worked with us to integrate 
music into our fans’ experience in unique and exciting 
ways,” says Keith Turner, NFL’s senior vice president, 
Sponsorship & Media Sales. “The Pepsi NFL Anthems 
program is a testament to that tradition, and we are 
pleased to be working together on this groundbreak-
ing campaign.”

“The synergy of music and sports has never 
been more prevalent, and the effect that music has 
on sports culture is never more present than in the 
NFL,” outlines Pepsi’s sports marketing director 
Todd Kaplan. “The Pepsi NFL Anthems program will 
help bring the NFL’s passionate fan base closer to 
their teams through an authentic musical experience 
— whether it’s listening to the anthem on your way to 
the game, or hearing it blast throughout the stadium 
after a big play.”

Other PepsiCo initiatives include Quaker’s NFL 
Play 360 – a programme launched in early Septem-
ber and fronted by young Indianapolis Colts (and 
first draft pick) quarterback Andrew Luck, rookie 
quarterback for the Indianapolis Colts. As part of 
the program, kids are asked to pledge to be active at 
least 60 minutes per day.

This season’s activation will also include the 
seventh straight year of Doritos’ consumer-created 
‘Crash the Super Bowl’ campaign.

Bud Light’s Bottle Cod Fantasy > Another new cam-
paign from the long list of NFL sponsors was An-
heuser-Busch brand Bud Light’s new season 2012/13 
‘Year Of The Fan’ initiative.

An extensive campaign, key elements included a 
fantasy football promotion using codes on more than 
one billion bottles of beer, new TVCs developed by 
Bud Light’s lead new creative agency Translation in 
New York and covering the paper cartons for Bud 
Light 12-packs of 12-ounce cans with a material that 
feels like the actual surface of a football.

The fantasy football aspect of the campaign, 
under the name Bud Light Fantasy Football League 
sees a section of the main Bud Light website (www.
budlight.com) devoted to the promotion. As well as 
a dedicated competition commercial by Translation.

“Welcome to Bud Light fantasy football,” an an-
nouncer says, “where every bottle is a player.” Actors 
playing fans then describe how they are faring in the 
league, based on the codes on the beer bottle caps 
that they enter on www.budlight.com/ffl.

Of course, not all bottles are winners.
Another new TV ad is about fans, rather than the 

Bud Light fantasy promotion, and features the Stevie 
Wonder song “Superstition”.

It focuses on the oddball and offbeat rituals that 
superstitious fans observe, like crossing their fin-
gers, wearing different-coloured socks, going bare-
foot and touching a banner as they enter a room. As 
the spot closes, the copy reads “It’s only weird if it 
doesn’t work”, while the announcer says “Bud Light, 
the official beer of fans who do whatever it takes. 
Here we go.”

“Here we go” is the Bud Light brand ad theme.
Both TVCs debuted during the season opener 

between the New York Giants and Dallas Cowboys.
Bud Light is running spots across all the US 

channels that show NFL games during the season 
(including ESPN, CBS, Fox and the NFL Network).

Another element of the new Bud Light NFL work 
is the ‘Tickets for Life Sweepstakes’, a promotion to 
encourage recycling. Plus, there are also specific ads 
aimed at Hispanic consumers.

The 2012/13 season is the second year that Bud 
Light, the US’s best-selling beer brand, is the official 
beer sponsor of the NFL.

“We had a very successful Year One - as evi-
denced by a lot of brand health improvement,” says 
Mike Sundet, vice president for Bud Light at Anheus-
er-Busch in St Louis. “Year Two is all about making 
that even bigger and even better by making sure we 
focus on the fans.”

In textbook new world sponsorship order style, 
Sundet says: “It’s not about being a corporate spon-
sor. It’s about making the game more enjoyable for 
NFL fans and Bud Light drinkers.” <
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 It changed public perception of world class 
disability sport. It smashed all previous 

television viewing and ticket sales 
records. It saw its first broadcaster rights 
competitive tender and attracted its first 

Paralympic Games-only sponsor.  It even 
beat the Olympics to top 2012’s Twitter’s 

UK trending topics. Has the staggering 
success of London 2012 changed the 

Games landscape and put the Paralympics 
into the premier pantheon of global sports 

events in its own right? Does its future 
now lie in an increasingly equal Olympic 

partnership or in eventual independence?

London’s Phenomenal 
Paralympics: 

http://www.activative.co.uk/
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Do this year’s 3.8 billion TV viewers, 2.7 million 
ticket sales, £20m Sainsbury’s sponsorship and 
£9m Channel 4 broadcast rights fee suggest 
that future of the Paralympics is as a more evenly 
matched partner with the Olympics? One Games 
with two genuinely equal parts?

Or might London’s commercial success mean 
the International Paralympic Committee can even 
start to think the unthinkable and consider de-
coupling from its International Olympic Commit-
tee partnership and take its own independent 
place at the elite international sports event table?

The IPC/IOC contract, which runs until 2020, 
has undoubtedly brought a set of benefits to the 
Paralympics that no other partnership could have 
provided. When the IOC signed the initial Olym-
pic/Paralympic link deal in Sydney back in 2001 
it seemed hugely generous – with the IPC largely 
giving up decision-making control and sponsor-
ship and broadcasting income rights in exchange 
for a flat capped fee and an association with 
(and the infrastructure behind) the world biggest 
sports events and most powerful sports brand.

But has London’s phenomenal Paralympic 
success put a different perspective on that deal?

Unsurprisingly, the official answer from the 
International Paralympic Committee (IPC) is ‘no’.

“Yes, London was a game-changing expe-
rience. But, no, I don’t believe that after 2020 
we would consider backing away from the ba-
sic structure of our current agreement with the 
IOC”, says IPC commercial and marketing direc-
tor Alexis Schaefer. “After all, this is an amazingly 
valuable partnership which enables us to deliver 
an elite Paralympic Games on a global level.”

But is that ‘no, never’, or ‘no, not entirely’, or 
even a ‘no, not yet’?

After all, the London Paralympics broke 
so much new ground that the landscape may 
be shifting significantly. It’s ability to drive so-
cial change is incredibly powerful. A December 
ComRes survey for the BBC showed an impres-
sive 79% of Britons feel more positive about the 
role of people with disabilities post the Para-
lympics. Furthermore, also in December Twitter 
revealed the #Paralympics hashtag topped the 

table for the most trending British sports event 
in 2012 (with #LFC in second, #MUFC in third and 
#Olympics back in fourth place).

Perhaps more pertinently, a combination of 
brilliant promotion and unprecedented interest in 
performance combined to bring three significant 
Paralympic Games commercial firsts: sold out 
tickets, competitive broadcast rights income and 
Paralympic-specific sponsorship income.

First Ticket Sell Out > On the ticketing front, Lon-
don was the first Paralympics to sell out: Locog 
sold all 2.7 million tickets and generated a very 
healthy £45m.

“The interest in attending the Paralympics 
was been extraordinary,” said Locog chief execu-
tive Paul Deighton. “The fact people would like to 
pay for a ticket and can’t because they’ve already 
been sold is a new phenomenon. The Paralympics 
Games more than washes its face.”

According to Deighton, the affordably-priced 
Paralympic ticketing strategy resulted in ‘extraor-
dinary family atmospheres’. Half the Paralympic 
tickets were priced at £10 or less, three-quarters 
at £20 or less and 95% at £50 or less.

The ticket-sale success is one sign of how 
far the Paralympics have come commercially in 
the past 20 years. Tickets at the Barcelona 1992 
Games were free and while Beijing 2008 sold 1.8 
million tickets it also gave away some 1.6 million.

First Competitive Broadcast Tender > In terms of 
the broadcast revenue, London 2012 marked the 
first time the organising committee ran a compet-
itive tender process for domestic TV rights.

Channel 4’s winning bid for exclusive TV 
rights is widely reported to have generated 
around £9m in income. Considerably more than 
the BBC’s 2012 bid, which was said to be some-
where between £3 and £5m. And far more than 
the ‘nominal fee’ the BBC paid for the 2008 Bei-
jing Paralympics.

With the vast majority of the money paid 
straight to the production company which pro-
vides the coverage, it is debatable whether Lo-
cog or the IPC saw any profit from this broadcast 
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‘To grow the international audience outside the 
host market by nearly one billion in just four years 
is a significant achievement. With the Games taking 
place in South America for the first time in 2016 
we will potentially see more broadcasters in the 
Americas showing the Paralympics either live or 
delayed. If some of the biggest countries come on 
board then I am confident we can break the four 
billion cumulative audience figure for the first time.’

Alexis Schaefer 
Commercial & Marketing Director
International Paralympic Committee
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first. But the implication from the tender pro-
cess suggests that the Paralympics no longer 
needs handouts from organising committees 
or broadcasters because it has genuine media 
value of its own.

In return for its investment, Channel 4 
claimed its 500 hours of Paralympic coverage 
reached a total of 37 million people. Indeed, a 
massive 11.2 million watched the Opening Cer-
emony, making it Channel 4’s most watched 
show in a decade and enabling it to sell out of 
an ad inventory that cost a record £60,000 per 
slot. The other host market peak audience was 
6.3 million for ParalympicGB star bladerunner 
Jonnie Peacock’s gold medal win in the T44 100 
metres. 

On a global scale, November IPC viewing 
statistics (produced by IFM Sports) show that a 
total of 3.8 billion people watched the London 
Paralympic games.

The biggest audiences came from China, 
Japan, Germany and France (as well as host 
country Great Britain) and there were record 
viewing figures for ABC in Australia and major 
growth in Russia too. The sports that most peo-
ple tuned in for were athletics and swimming.

A total of 115 countries and territories 
broadcast the Paralympics in 2012 and overseas 
audiences got to see more than 2,500 hours of 
content.  The IPC says that, despite some big 
markets, like NBC in the USA, restricting TV 
coverage to just a few hours of broadcasting 
and limiting the majority of coverage to online 
channels, the Paralympic audience outside the 
host country was a staggering 3.4bn.

That represents an impressive 37% increase 
on Beijing 2008’s 2.48bn.

“To grow the international audience out-
side of the host market by nearly one billion in 
four years is a significant achievement,” says 
IPC commercial and marketing director Alexis 
Schaefer. “With the Games taking place in South 
America for the first time in 2016 we potential-
ly will see more broadcasters in the Americas 
showing the Paralympics either live or delayed. 
If some of the biggest countries come on board 

then I am confident that we will break the cu-
mulative 4bn audience figure for the first time.”

According to Schaefer, the next priority for 
the IPC is to build on London’s momentum and 
its media penetration to develop Paralympic 
sport throughout each four-year cycle. Just as 
the IOC does.

“We are looking ahead for the next four 
years to work with the foundation that we have 
and to work with our partners now to actually 
maximise the impact that we can have, going 
to Sochi but also going to Rio,” Schaefer says.

“And between those Games look at more 
events – the athletics world championships, 
swimming world championships, major events, 
the alpine skiing world championships and test 
events for Sochi that are coming up in the next 
year – to work on the gaps between the Para-
lympic Games and give the athletes a more con-
tinuous platform, to give broadcasters a better 
story to tell and also make it easier for the media 
to follow the story of the athletes.”

First Paralympic-Specific Sponsor > On the 
sponsorship front there was also a stunning 
(and perhaps surprising) commercial break-
through – the first ever Paralympic games-spe-
cific sponsor Sainsbury’s.

The current sponsorship structure for the 
Paralympics, set out in the IOC/IPC games 
management contract, is slightly complicated 
(and some might now say ‘restrictive’).

As LOCOG CEO Deighton outlines: “All 
of our Olympic sponsors are also Paralympic 
sponsors. It isn’t really an issue of having inde-
pendent Paralympic sponsors. All our sponsors 
make these Games possible.”

According to Deighton at least 15 of the 55 
London 2012 Olympic Games backers also paid 
for extra rights to the Paralympics: these are 
thought to include Acer, adidas, BMW, BA, BP, 
BT, Coca-Cola, Dow, EDF, GE, Lloyds TSB, Mc-
Donald’s, Omega, P&G and Panasonic.  

Even more interesting was the £20m deal 
that saw Sainsbury’s become a Paralympic 
Games-only partner: the first time an organis-
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ing committee had sold specific sponsorship rights 
for the Games.

As per the games management contract, the 
negotiations were handled by LOCOG and the deal 
came despite the limitations on potential retailer 
Games sponsorship - some of which relate to its 
FMCG global TOP sponsors contracts (such as that 
with Coca-Cola). Part of the complexity lies with po-
tential grocers using Games logos and other rights in-
store (thus diminishing existing sponsor in-store cut 
through) and even in connection with grocer own-
brand products (which might include competitors to 
existing FMCG sponsor brand products).

Despite the potential complications, many par-
ties involved in the Paralympics will be keen to see 
similarly successful negotiations in the future.

After all, not only did Sainsbury’s have a power-
ful impact on the Paralympics through the scale and 
quality of its own activation and its integration into 
the broadcasters marketing campaign, but the re-
tailer’s own ROI data and press statements certainly 
suggest the deal was a major success for the sponsor 
itself in terms of meeting its internal and external ob-
jectives, brand goals and sales lift.

A success perhaps reinforced by Sainsbury’s re-
cent decision to renew their backing for the British 
Paralympic Association.

“It is important to have a range of sponsors for 
an event like the Paralympic Games, but it is equally 
as important that within that group you have a couple 
of stand-out partnerships who are leading the way,” 
says Schaefer. “In terms of effort, understanding, 
strategy and creative excellence there is no doubt 
that Sainsbury’s was certainly one of our leaders at 
London 2012.”

Specific Socchi Sponsors & The Road To Rio > But 
will we see more Paralympic-specific sponsors in 
Socchi and Rio?

“Well I certainly do hope we attract more part-
ners with the same level of commitment, national 
reach and activation scale as Sainsbury’s in the future, 
but I would add that the Sainsbury’s example came 
because of a very specific set of circumstances in 
London and it isn’t straightforward to replicate those 
circumstances everywhere else,” explains Schafer.

“You have to understand that within our existing 
IOC contract it isn’t easy or simple to identify poten-
tial partners from outside the IOC’s existing category 
structure who will make genuinely impactful contri-
butions to the Paralympic Games. It may be the case 
that Socchi and Rio perhaps don’t have an equivalent 
to Sainsbury’s in the UK. It is not something that is 
simple to take a blueprint of and just replicate else-
where.”

According to Schaefer, the existing landscape 
simply doesn’t allow the IPC to just come out and say 
it is going to set itself a target of finding a set of 10 
Paralympic Games-only sponsors for Rio and subse-
quent Games.

“Having said that, we do hope to have fresh 
partner options at Socchi and at Rio and to bring on 
board sponsors who will continue to help us and the 
organisers to move the Paralympic Games forward. 
Like Sainsbury’s (and our other sponsors) helped to 
do at London.”

This is something that would seem to be a neces-
sity if the IPC’s vision for the future additional invest-
ment in the Paralympic brand is to be achieved.

“Our vision is to empower our athletes and to in-
spire sporting excellence and to do this we need to 
work with more businesses and sponsors like we have 
here in London,” Schaefer says succinctly.

That IOC/IPC Contract > The first Paralympic Games 
took place in Rome in 1960 and featured 400 athletes 
from 23 countries. It has taken place every four years 
since and enjoyed exponential growth culminating at 
London 2012 with 4,200 athletes from 165 countries 
competing in 20 sports.

Since 1998’s Seoul Summer Games the Para-
lympics has taken place at the same venues as the 
Olympic Games and the first IOC / IPC agreement 
was signed during Sydney 2000.

The IPC’s current relationship and understanding 
with the IOC has effectively been in place since 2001 
and in 2003 the agreement was amended to ensure 
that the organising committee for the Olympic and 
Paralympic Games (OCOGs) pay the IPC a certain 
amount of money for broadcasting and marketing re-
lated to the respective Paralympic Games.

The current ‘one bid, one city’ co-operation 

agreement was signed in June 2006 and in July this 
year was extended to run through to the 2020 Games 
(which will be held in either Istanbul, Madrid or To-
kyo).

At the latest renewal, which saw the IOC and 
IPC sign a new partnership identifying new IOC pro-
grammes and activities in which the IPC could partici-
pate (such as IF development, IOC Olympic Solidar-
ity, Transfer of Knowledge) and an increase in funding 
from the IOC to the IPC as part of an ongoing com-
mitment to help ensure the Paralympic Games’ long-
term future.

Both parties also agreed to discuss further co-
operation in the commercial area and to explore the 
benefits of a closer co-operation.

Of the renewal signing, IPC President Sir Philip 
Craven said it was excellent news for the Paralympic 
movement.

“The agreements secure the continued growth of 
the movement and our members. Since 1988 we have 
benefited from using the same venues, infrastructure 
and levels of detailed planning as the Olympic Games 
and through this agreement it will continue through 
to at least 2020,” said Craven.

“We are grateful to the IOC for their continued 
and growing support. Without them the Paralympic 
Games would not have grown to the superb sporting 
spectacle it is today,” he added. “By working together 
over the coming years we can continue to deliver a 
60 day global celebration of sport.”

As a result of the Co-operation Agreements the 
IPC is represented on several IOC Commissions and 
Committees including the IOC Athletes’ Commit-
tee, the Co-ordination Commissions of the Olympic 
Games, the IOC Medical Commission, the Women 
and Sport Commission, the Press Commission and 
the Radio and Television Commission and there will 
also be greater cooperation in the areas of event 
planning and delivery.

But many of the key commercial decisions, in-
cluding most relating to sponsorship, still lie outside 
of any IPC control.

And, despite the category complications illus-
trated by the Sainsbury deal, the IPC is not playing a 
role in the IOC current review of its TOP partnership 
programme.
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‘I certainly do hope we attract 
more partners with the same level 
of commitment, national reach 
and activation scale as Sainsbury’s 
in the future. But I would add that 
the Sainsbury’s example came 
because of a very specific set of 
circumstances in London. Having 
said that, we do hope to have fresh 
partner options at Socchi and Rio.’
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“We do, off course, have an ongoing dialogue 
with the IOC about the TOP partnership and the re-
view of the programme, but we are not playing an 
active role in the process,” admits Schaefer.

But there are no IPC current plans to make dra-
matic changes post 2020.

“Our current official games management con-
tract with them has been in place since Beijing and 
runs until 2020 and it covers all commercial elements 
such as ticket sales, broadcasting fees and sponsor-
ship,” explains Schaefer.”I would have thought it is 
natural that after such a long and valuable relation-
ship we wouldn’t want to go straight out against this 
contract entirely.”

Future Sponsorship Strategy > Thus, according to 
the agreement, sponsorship rights for the Paralympic 
Games are passed on to the local organising commit-
tee in return for a lump sum. So potential partners ap-
proach the organising committee first and then work 
with the IPC later on. Furthermore, the only possible 

sponsors of the Paralympics are existing sponsors of 
the Olympics.

“All IOC global TOP sponsors have the option to 
buy-in to the Paralympic Games,” explains Schaefer. 
“The IPC is obligated to protect and respect the IOC 
TOP categories. In each category, the only company 
we can work with, the only company we can try and 
work with, is the IOC TOP partner. There is no sepa-
rate tender process for the Paralympic Games.”

So the IPC’s first sponsorship goal is to bring IOC 
TOP sponsors on board. 

“We are in constant dialogue with all the IOC TOP 
sponsors: we have organising committee workshops, 
email, phone and in-person contact,” outlines Schae-
fer. “We try and engage into multi-year agreements 
with IOC TOP partners for the Paralympic Games.”

The IPC currently has four worldwide partners 
for the Paralympic Games: three of which are from 
the IOC TOP programme (Athos, Samsung and Visa) 
and one of which is a specialist equipment supplier/
repairer (Ottobock).

Most of the agreements have already been in 
place for a number of years.

The IPC also has its own international partners 
for activities outside the Paralympic Games – such as 
German banking giant Allianz. The German financial 
giant has alliances with at least 10 different domes-
tic associations as well as with the IPC itself and the 
partnerships supports the development of potential 
future Paralympians, as well as helps spread the mes-
sages of equality, inclusion and aims to change per-
ceptions of people with a disability through sport.

“With some we are successful, with others we are 
still working to convince them,” Schaefer adds. “Of 
course we would like to work with as many IOC TOP 
partners as possible - particularly on the international 
stage. It is part of our plan and, we would argue, is a 
sensible strategic move and a great opportunity for 
them to activate beyond the host country.

While London was a significant step forward in 
terms of partners engaging with and activating spe-
cifically around the Paralympics as well as the Olym-

‘All global IOC TOP partners 
have the option to buy-in to the 
Paralympic Games. With some we 
are successful, with others we are 
still working tom convince them.’
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pics, there were still some brands that missed op-
portunities.

“While I didn’t actually have any specific con-
versations with Olympic sponsors who outright 
admitted that they had lost an opportunity by not 
tying to the Paralympics as well as the Olympics, 
I certainly did speak with TOP sponsor marketing 
heads who told me that the London Paralympics 
had made them change their mind about the val-
ue of the Paralympic Games to their brands and 
businesses,” says Schaefer.

“You know, seeing is believing, and witness-
ing it personally, first hand, is very different from 
looking at video presentations in an office. Sev-
eral TOP marketing bosses and CEOs told me that 
the fact that this year’s Paralympics looked and 
felt like they were on the same scale as the Olym-
pics has now changed their minds about aligning 
with us.”

While the jump from Athens to Beijing was 
a big change for the Paralympics in terms of 
size and scale, London was a step change,” ar-
gues Schaefer. “Especially in terms of spectator 
engagement, atmosphere and excitement, host 
market TV coverage, specific overseas market 
viewing and serious and informed international 
press coverage too.”

“It may be too early to tell quite how many 
extra steps we took at London, but I’d say com-
paring Beijing to London there was at least as big 
a change, if not bigger,” he enthuses. “Everything 
certainly seems to be going in the right direction.”

A Powerful Paralympic Package > Unsurprisingly, 
Schaefer wishes all the IOC TOP companies and 
all domestic Olympic partners would take up the 
opportunity to build a fully-fledged programme 
with the Paralympic Games, After all, he argues, 
sponsoring the Paralympics is a unique and valu-
able opportunity which should not be missed. 

Global Sports Forum commissioner Lucien 
Boyer points to the fact that “the Paralympics 
showcases the best of human spirit and endeav-
our and that the sincerity of its values and ability 
to surprise make it one of the jewels in the sport-
ing landscape for spectators, athletes and spon-

sors alike.”
In the past it may have been perceived as 

a less exciting, add-on event to the Olympic 
Games. But this view is changing. Marketers are 
certainly changing their perception. EDF Energy’s 
2012 programme director Gareth Wynn claimed 
that the London 2012 Paralympics represents “a 
more powerful and compelling opportunity than 
it ever has done before”, while Lloyds TSB’s di-
rector of London 2012 partnership Sally Hancock 
described the Paralympics as the biggest, most 
significant sporting event she has seen.

According to Craig Spence, the IPC head of 
communications, the media coverage and per-
ception matured as the actual Games unfolded.

“Before the Games, the media was writing 
about how athletes might have lost a leg in a war 
or who was born with impairment,” he explains. 
“This changed and the tone went to ‘what a phe-
nomenal achievement it was to swim freestyle 
with no arms and to do 50 metres in 30 seconds’. 
People were just concentrating on the sporting 
achievements and saw the athletes as elite sport. 
And by the end of the Games enough people got 
it.”

The big challenge according to London 2012 
Organising Committee Deputy Chairman Sir Keith 
Mills is the four year void until the 2016 Games in 
Rio and the need to keep making large strides for-
ward and not fall into the trap of going backwards 
now London 201 has finished.

“Maintaining the momentum to continue and 
keep building is key,” says Mills. “People who are 
writing the checks obviously want a return and I 
think if they are investing in the Paralympic prod-
uct, they are most definitely going to get a return.”

So, as well as the 3.8 billion global TV audi-
ence and the 2.7 million live spectator eyeballs, 
what do they get for their money?

In old school sponsorship terms, unlike the 
clean venue policy of the Olympic Games, cor-
porate branding is allowed within Paralympic 
venues. Paralympic sponsor brands were offered 
marketing options such as advertising space 
within venues, on athletes’ bibs and on specific 
signage within the park, as well as on and beside 
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the tracks and circuits.
“For us, stadium advertising is an important 

part of the activation mix. However, we want to 
find the right balance between a cluttered and 
over commercialized field of play and the Olym-
pic clean venue policy,” says Schaefer.

“We follow the principle that commercial 
branding shall be integrated with the official 
look of the Paralympic Games which shall al-
ways represent its primary visual identity. All el-
ements of commercial branding in the competi-
tion or non-competition venues are subject to 
our approval. We are working in close co-oper-
ation with the OCOGs to generate commercial 
opportunities while we also try to protect the 
exclusivity and integrity of the Games.”

Another thing the Paralympics provide 
is an extremely family friendly platform. This 
is partly because of the more accessible pric-
ing structure, but certainly more young people 
watched live Paralympics events and there was 
a greater emphasis on family-oriented experi-
ences. According to Schaefer, this family focus 
is something several TOP marketers comment-
ed on during London.

Stellar Social Success > A further sign of Lon-
don’s phenomenal Paralympics came in De-
cember when online social networking giant 
Twitter revealed that the #Paralympics hashtag 
held off all other sports events, teams and com-
petitions to top the table for the most trending 
UK sports event in 2012.

This feat certainly appears impressive for 
the Paralympics given that #LFC (Liverpool 
Football Club) was in second place, #MUFC 
(Manchester United Football Club) was third 
and  #Olympics was back in fourth place.

“Our aim was to make the London 2012 
Paralympics a truly digital Games and I think 
this is reflected with #Paralympics topping the 
most trending UK sport event table,” says the 
International Paralympic Committee (IPC) di-
rector of communication Craig Spence. “From 
the word go our athletes were encouraged to 
embrace social media throughout the Games, 

tweeting and Samsung Video Blogging from 
behind the scenes.

Arguably, the Paralympics provided more 
behind the scenes access during London 2012 
than any other global sporting event previously.

During London 2012, the IPC’s official Twit-
ter account @paralympic grew by over 1,000% 
and a number of leading athletes also enjoyed 
similar growth in the number of their followers.

Around 50 athletes also took part in the 
Samsung Bloggers project which saw them 
record and post video blogs from behind the 
scenes before, during and after the London 
2012 Games giving fans unprecedented access.

According to Spence: “This success is a real 
team effort with the IPC, London 2012, BPA, 
Channel 4, BBC Radio 5 Live, media, athletes 
and most importantly British tweeters all play-
ing a significant part.”

Stunning Sport + Staggering Stories = Com-
mercial Opportunity > There is little doubt 
that London 2012 was the most commercially 
successful Paralympics in history, While a total 
income of £30m-plus is still relatively small in 
comparison to the overall cost of staging the 
event (consider that the total Olympic/Paralym-
pic budget is £2bn), it certainly shows the Para-
lympics is seeing major commercial growth.

64 years after Dr Ludwig Guttmann invent-
ed the forerunner of the Paralympics at Stoke 
Mandeville Hospital, the London’s Paralympics 
may eventually be seen as more than just a suc-
cessful homecoming and more than just pro-
ducing electric sporting moments that engaged 
the world. It may become the key turning point 
that gave the IPC the commercial confidence to 
begin building a bright, independent future.

After all, while the Olympics and Paralym-
pics both produce world class sporting achieve-
ments, the Paralympics offers viewers and part-
ners alike a combination of stunning sport and 
staggering stories of human spirit. <
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The success of the 2012 Paralympic Games is one of LOCOG’s crowning 

achievements. But talk of secession is premature.

One swallow doesn’t make a summer, and one great Paralympic Games 

doesn’t make a global property.

It’s hard to over-estimate how different one Games is from another – 

culturally, commercially, economically. The UK is a mature market which 

can appreciate the full differentiating value of the Paralympic Games; and 

to the UK’s great credit , LOCOG were exceptionally pro-Paralympics. The 

signs from Rio, so far, are different. An early example: LOCOG achieved 

another first in bundling partnership of the Olympic and Paralympic Games, 

ensuring that all domestic sponsors were sponsors of both - an act which 

Rio hasn’t followed.

Besides, the scale of benefit still weighs heavily on the side of the IPC. 

Without linkage, the Paralympic Games would struggle with the production 

quality that is so evident in venues, ticket management and broadcast. 

Without linkage, the Paralympic Games would lose most of its power to 

bring about social change, most powerfully seen in the host countries. 

Both in China and Russia, the Games have brought about actual legislative 

change to meet the hosting requirements. Without the linkage, we wouldn’t 

even be having this conversation.

Besides, as was the case back in Sydney, it’s in neither party’s interests to 

separate. Were the Paralympics to demonstrate sufficient consumer interest 

to command their own event, TV and commercial partners, then the IPC 

would be in a position where it would have to find a slot in a crowded events 

> Consultant Comment: Redmandarin CEO Shaun Whatling diary, and, ultimately, become a competitor of the IOC.

As Xavier Gonzalez, IPC CEO, told us when we interviewed him for 

‘Working the Olympics’:

“We are like the younger brother. You have one son who is already 

established, who is in some way protected by the heritage the parents 

have built. And you have the little one who is growing and wants to do new 

things. You cannot break that relationship. Ten years ago, when we signed 

the first agreement, some people looked on it as though the IOC was just 

helping us. Now I think there is recognition from both sides that we’re part 

of the same family. Now there is the question of finding out how both of us 

can benefit further from the relationship.”

The younger brother’s burden is to live longer with clipped wings. The 

huge benefit for the IPC is that it is protected from even tougher commercial 

realities than those it already faces. But time is clearly on its side.

Every successful Paralympic Games  - measured in ticket sales, broadcast 

exposure or social change – earns the IPC a stronger negotiating position 

at the broader Olympic family table, and a larger slice of the revenues. And 

more acutely, with every Paralympic Games, the TOP Partners – Coca-Cola, 

GE, Dow, P&G, Visa and Samsung in particular - will find themselves under 

increasing pressure to support not just the IOC but the IPC.

In this one instance, the classic sponsorship defence - that the IOC is a 

good marketing investment and the IPC a bad one – simply isn’t sustainable.<

Shaun Whatling is Redmandarin CEO > Contact shaun.whatling@

redmandarin.com / +44 (0)207931234022 / www.redmandarin.com
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Seamless Or Distinct? 
2 Paralympic Strategies

The core Paralympic Games marketing 
blitz exploited the empty media space 
after the Olympic Games and aimed to 

maintain Olympic excitement by bridging 
the two events. But while some Paralympic 

sponsors, like BT, Channel 4 and Sainsbury’s 
ran distinct, bespoke activity ahead of and 

during the event, others such as adidas and 
BA took a more seamless approach and 

extended their existing Olympic creative 
to align with the Paralympics to form of a 
single London 2012 campaign. Activative 
explores these two alternative strategies.

http://www.activative.co.uk/
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Many of those marketers in the former group who 
backed both the Olympics and the Paralympics 
believed that their sponsorship activation for the 
latter event had a different objective than their 
work for the former.

BT group marketing and brand director Suzi 
Williams said that while the telecoms giant saw 
the Paralympics as being equally as important as 
the Olympics, it does see its job as a partner and 
promoter as very different.

“With the Olympics we are helping people 
celebrate and enjoy and connect to an event that 
is already well known and prestigious,” Williams 
said. “The Paralympics is a challenger brand. Our 
role is to help build and shape that brand and help 
people connect with something that four years 
ago they maybe didn’t understand.”

Other sponsors of both events did not sig-
nificantly change tack between the Olympics and 
the Paralympics, preferring a smooth continua-
tion of a single coms idea – such as McDonald’s 
‘We All Make The Games’ or BP’s ‘Fuelling The 
Future’.

“We have had an integrated strategy right 
from the outset in 2011. There is no change - we 
see it as the same strategy,” explains BP’s David 
Nicholas. “The emphasis will shift towards the 
Paralympians but the profile and the coverage we 
would look for will be the same as the Olympians.’

Thus BP ran digital and traditional out-
door ads wishing brand ambassadors, including 
wheelchair racer Shelly Woods and long jumper/
sprinter Stefanie Reid good luck. The oil giant also 
geared up to run congratulatory ads for any of its 
ambassador athletes who won medals.

Similarly adidas continued its #TakeTheStage 
campaign, whilst replacing its huge Olympic star 
athlete banner on the outside of Stratford’s West-
field shopping centre with one featuring Paralym-
pic swimmer Ellie Simmonds. In addition, adidas 
worked with agency KTB PR to drive sales of 
its special range of Paralympic ‘supporterwear’ 
clothing.

So, whichever of the two strategies a brand 
took, many of them built both creative and tac-
tics around a set of Paralympic athlete ambassa-

dors. Several sponsors evolved their Paralympic 
campaigns as the event approached and then 
unfolded. Many launched work based on their 
remarkable back stories and then later evolved it 
to narrow in on professional excellence and elite 
performance.

Telecoms partner BT was a co-sponsor of 
Channel 4’s Olympic coverage (alongside Sains-
bury’s) and used brand ambassadors (and Para-
lympic Gold winners) including Hannah Cockroft 
and Jonnie Peacock to front a series of personal-
ity-led idents

Official snacks provider Cadbury also used 
social media to build support for its Paralympic 
athletes who included wheelchair rugby player 
Mandip Sehmi, wheelchair tennis hopeful Jor-
danne Whiley and track athlete Richard White-
head.

Utilities giant EDF extended its London 2012 
‘Energy of the Nation’ work to the Paralympics 
with work fronted by Paralympic swimmer Ellie 
Simmonds. Promotions were also part of EDF’s 
activation, including a competition in the Daily 
Mail Paralympic supplement to win £10,000

Lloyds TSB, the only partner to cover both 
the Olympic and Paralympic Torch Relays, also 
rolled out a raft of promotions and competition 
and ran tactical campaigns throughout to heavily 
promote the Paralympic Games, according to the 
bank’s London 2012 lead Gordon Lott.

In addition to outdoor ads featuring Para-
lympians David Anthony (wheelchair rugby) 
and Gemma Collis (fencing), the financial brand 
ramped up Facebook and Twitter activity – in-
cluding a social drive to rally public support for 
Paralympic GB athletes such as Jon-Allan Butter-
worth and Sophia Warner who came through the 
bank’s ‘Local Heroes’ London 2012 athlete devel-
opment programme.

Several brands also dovetailed their Paralym-
pic activation with additional backing for parallel 
organisations and partners: such as BT and Sains-
bury with the British Paralympic Association and 
P&G through its youth sports programme.

Indeed, BT and Sainsbury’s commitment to 
support GB’s Paralympic Team stretches beyond 

http://www.paralympics.org.uk/news/lloyds-tsb-paralympic-torch-relay-nominations
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‘With the Olympics we are helping 
people celebrate and enjoy and 
connect to an event that is already 
well known and prestigious. The 
Paralympics is a challenger brand. 
Our role is to help build and shape 
that brand.’ BT’s Suzi Williams.

‘We have had an integrated 
strategy right from the start of 
2011. There is no change - we 
see it as the same strategy. The 
emphasis will shift towards the 
Paralympians, but the profile and 
the coverage we would look for 
will be the same as the Olympics.’
BP’s David Nicholas.

http://www.adidas.com/uk2012/gb-take-the-stage-launch.html
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2012 up until Rio 2016 (as well as sponsoring the 
annual BT Paralympic World Cup).

IOC worldwide partner and Paralympic do-
mestic partner P&G also sponsored the Para-
lympic fundraising ball and activated there via 
its ‘Thank You Mum’ umbrella initiative. The ball 
itself, which took place at the London Grosve-
nor Hotel, celebrated Paralympian achieve-
ments and raised funds for the work conducted 
by the IPC’s Agitos Foundation (a global body 
that develops sports activities for people with a 
disability) and for the BPA. <

IPC Worldwide Partners Activation Review > 

Atos > Following its role as IT partner at the 
2002, 2004 and 2006 Paralympic Games, early 
2008 saw Atos sign a deal with the IPC to be-
come its official Worldwide IT Partner and a 
main sponsor of the Paralympics.

Under the agreement Atos contributes to 
the development of the Paralympic movement 
through the creation of the IPC’s technology 
platforms. The deal sees Atos work with the 
Paralympic organisation to design and produce 
the IPC website and its technology platform 
which manages everything from athletes’ data, 
biographical details, classification specific infor-
mation and Paralympic results. This technology 
underpins the information system that is relied 
on by officials, athletes and the media. 

For London 2012, the IT services giant, 
which is more B2B than B2C, partnered with 
the IPC on its Games website. The joint team 
worked to ensure the site was developed, and 
kept up to speed with event and technology de-
velopments and aimed to ensure the IPC was in 
a position to be innovative and forward looking 
with its online communication.

At London this included uploading real-
time data and video from the Games onto the 
site an ensured that the IPC could have its own 
Games commentary and analysis style along-
side almost live data and content and simulta-
neously allowing for athlete and consumer so-
cial media integration.

In addition to the site itself carrying Athos 
co-branding throughout the Games, the Atos 
logo and name also appeared on billboards at 
the entrance to the Paralympic Park and the lan-
yards of the accreditations worn by athletes, the 
media, volunteers and officials.

While consumer awareness is of some val-
ue to Atos, the principle objective behind the 
partnership is to leverage the IPC deal in a way 
that establishes and develops business relation-
ships and also to get technical feedback from 
the IPC and its users in order to enable Atos to 
keep improving their products and services.

Samsung > Samsung, which began its Para-
lympic sponsorship at the Torino 2006 Winter 
Games, is a Worldwide Partner of the IPC in the 
category ‘Mobile Telecommunications’. While 
the partnership is an extension of Samsung’s 
TOP Olympic Games initiative, the objective 
behind its Paralympic backing is to support the 
IPC’s efforts to communicate the inspiration 
and excitement of Paralympic sport to a wider 
audience around the world.

The IPC and Samsung worked closely to-
gether at London 2012 in what both sides de-
scribe as an ‘integrated approach’, joining to-
gether in a way that spanned philosophy and 
values, planning and strategy, athlete relation-
ships and activation.

Samsung’s global Paralympic campaign, 
‘Sport Doesn’t Care Who You Are – Everyone 
Can Take Part’, focused on the twin pillars of an 
inspirational online film, a series of ads a 50-ath-
lete Paralympic blog.

The campaign, which rolled out at the end 
of August, saw Samsung work with the IPC 
to develop relationships with a set of athletes 
spanning Paralympic sports and nations. Sam-
sung then invited 50 Paralympians to create 
digital content which was aggregated onto a 
central Samsung branded hub, as well as across 
social media platforms and on both the IPC and 
Locog sites.

Paralympic athletes from 16 countries, in-
cluding Irish sprinter Jason Smyth and Spanish 

http://discover.adidas.co.uk/goallin/news/2012/04/olympic-take-the-stage
http://www.youtube.com/watch?v=y5whWXxGHUA
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cyclist Raquel Acinas, blogged and shot their own 
video using Samsung’s Galaxy Note tablet device 
via a specially developed app. 

To mark the first day of the Paralympics, a se-
ries of ads featuring Team GB Paralympic wheel-
chair basketball player Jon Pollock and sprinter 
Sally Brown were rolled out. While Samsung also 
ran a series of ‘Thank You’ ads after the Paralym-
pics Closing Ceremony to thank fans for their sup-
port of athletes during the London Games.

Other activation included an extension of 
Samsung’s deal with The Times newspapers to 
run a Paralympic-themed cover-wrap to wish the 
British athletes good luck.

Sunny Hwang, vice president and head of 
global sports marketing at Samsung Electronics, 
said the campaign’s aims was to encourage peo-
ple to rethink their attitudes to Paralympic ath-
letes and challenge spectators to “focus on ability 
not disability and simply engage with the sport”.

Amongst the sponsor’s key internal cam-
paign objectives was to ensure that the central 
campaign viral was seen by  one million people. 
This was reached and surpassed easily, with the 
webfilm currently having racked up five million 
plus YouTube views alone (not including views on 
other sites, or of the accompanying ‘making Of’ 
film).

This Paralympic activity is an extension of 
Samsung’s global blogger initiative that saw 100 
bloggers from 20 different countries use Sam-
sung products to create content and produce a 
daily online show throughout the Olympic Games.

Samsung has announced plans to extend this 
blogger programme to Rio 2016 and hopes to in-
volve up to 60 participating nations in the activity.

Visa > Visa was the first global sponsor of the 
IPC and has backed five Paralympic Games since 
2002. It is the official Paralympic payment service 
and only card accepted at all Paralympic Games 
venues to purchase Paralympic tickets, official 
Games merchandise, or food and beverages in 
venues.

Under the deal Visa retains exclusive market-
ing and promotional rights within the Payment 

Services category and activation opportunities 
for financial institution clients and merchants 
throughout the world.

In fact, the IPC partners with both Visa Inter-
national and Visa Europe. These are two separate 
(but obviously related) organisations bound to-
gether under a licensing agreement.

Visa Europe predominantly used the London 
Paralympics as a hospitality opportunity, to en-
gage with clients and potential clients and show-
case their products. Indeed, the IPC worked with 
the brand to help it through a number of strands, 
such as helping bring the right Paralympic stars 
into their spaces and events.

Visa International, which also activated sepa-
rately in the USA, partnered with the IPC as pre-
senting partner of the ‘Paralympic Hall Of Fame’. 
The brand and IPC worked together on the pro-
cess for selection and induction into the Visa Hall 
Of Fame as well as on the promotion.

The virtual Paralympic Hall of Fame aims to 
ensure that a permanent record and institutional 
memory is kept of top Paralympic athletes and 
coaches of all-time, thus honouring the perform-
ers who achieved a high and sustained level of 
success.

According to the brand, by engaging in dia-
logue, raising awareness of existing Visa products 
and services (eg online banking and bill payment) 
through its activation and via the Visa Paralym-
pic website, and by developing new technologies 
specifically for the needs of persons with a dis-
ability (eg voice-activated and Braille ATMs), ex-
tending issuance, and creating an affinity with Vi-
sa’s global network of financial institution clients, 
Visa aims to provide the community with greater 
access and choice.

However, the payments partner did see some 
criticism during the Paralympics – such as that 
from the Royal Institute of Blind People for failing 
to provide cash machines which could be used by 
people with sight impairments.

Otto Bock > Otto Bock, a leading supplier of 
prosthetics and rehabilitation services, is a World-
wide Partner of the IPC in the product categories 

http://www.driveproductions.co.uk/portfolio/british-airways-paralympic-projection/
http://www.youtube.com/watch?v=Dl7wgdyquTk
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‘Therapeutical Medical Devices’ and ‘Rehabilita-
tion and Mobility Healthcare Products’.

The company has a long track record for 
supporting the Paralympics and back at the 
1988 Seoul Paralympics it first put together a 
four-person service centre mechanics team to 
provide free technical service to athletes.

By London 2012, Ottobock’s Paralympic 
maintenance and repair service for prostheses, 
orthoses and wheelchairs includes on-site re-
pair shops at all three Paralympic Villages and 
at several specific competition venues too. The 
staff of 80 technicians from 18 countries works 
in shifts running from 7am to 11pm seeing more 
than 200 repairs per day - mostly on wheel-
chairs, but also splintered running blades.

This service has now extended to several 
other major competitions such as the IPC Ath-
letics World and European Championships.

According to managing director Phil Yates, 
the objective of the partnership is to raise 
awareness of what the business does and grow 
its reputation as an innovator.

2012 saw Otto Bock and the IPC link on the 
‘Passion for Paralympics’ Exhibition Roadshow 
– designed to create excitement for the London 
2012 Paralympic Games and spread the Para-
lympic values of courage, determination, inspi-
ration and equality.

The exhibition visited Glasgow, Manchester 
and Cardiff in the build-up to the Games and 
featured British and International Paralympians 
as it aimed to encourage visitors to show their 
support for all the Paralympic athletes and for 
the Games. The exhibition also included a his-
tory of the Paralympic Games (from its begin-
nings in Stoke Mandeville right up to London 
2012) and displays included state of the art 
technology which enables Paralympians to 
compete, including hand cycles and running 
blades, as well as technology which helps am-
putees with everyday life.

Interactive exhibits also enabled visitors to 
feel for themselves just how strong Paralympic 
athletes who use running blades have to be, as 
well as the chance to participate in a handcy-

cling speed trial.
The handcycle racetrack enables VIPs to 

experience first hand the skills and strength 
necessary for the sport and also to compete 
with friends and strangers via an online leader 
board and winners competition.

Visitors could also make a statement of 
their own Paralympic passion in the exhibition’s 
photobox which enabled members of the public 
to upload their pictures to their own social sites 
as well as to the central online gallery.

This tour is now extending to both Russia 
and to Brazil. <

> CONTENTS

http://passion.ottobock.com/
http://www.youtube.com/playlist?list=PL18B60DA5938C5C29&feature=plcp
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http://http://atos.net/en-us/olympic_games/paralympic_games/default.htm
http://www.youtube.com/watch?v=y5whWXxGHUA
http://www.youtube.com/watch?v=X9MmZT2t4Hk
http://www.samsung.com/uk/london2012/everyones-olympic-games/paralympics/take-part.html
http://www.samsung.com/uk/london2012/everyones-olympic-games/team-samsung.html?pid=uk_olympichub_banner_team-samsung_2012
http://www.paralympic.org/Athletes/Halloffame
www.ottobock.com/paralympics
http://www.paralympic.org/
http://www.paralympics.org.uk/
http://www.bpusathletes.com/


In the great, grand sweeping story of the 
London 2012 Games it will be a mere 

minor footnote, but when Sainsbury’s 
was controversially unveiled as the first 

ever Paralympic-only partner it signalled 
a significant sponsorship moment. The 

Tier One Paralympic deal saw Sainsbury’s 
become not just the first brand to be a 

specific stand-alone Paralympic sponsor, 
but also the first supermarket to be an official 
Games partner of any kind.  Actvative spoke 

with Sainsbury’s sponsorship head Jat 
Sahota about its Paralympic success story.

Paralympic-Specific 
Sainsbury’s

http://www.activative.co.uk/
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Some saw Sainsbury’s multi-million pound invest-
ment as risky, especially considering that no one 
really knew quite how the Paralympics were go-
ing to be greeted by the British public and the 
global audience. Yet, for a fraction of the price 
that others had paid for Olympic rights, the UK 
retailer was able to enjoy most of the benefits of 
associating with London 2012. Was it the most as-
tute London 2012 deal of all?

By most calculations it has been a great 
success: reflected not just in the hard and soft 
metrics Sainsbury’s set up to measure its own 
Paralympic performance, but also in its bottom 
line, till ringing sales figures. According to Kantar 
WorldPanel supermarket figures, the Paralympic 
sponsor increased sales by 5.6% year-on-year in 
the 12 weeks recorded period during the Para-
lympics, while the figures from Sainsbury’s own 
Quarter Trading Statement for the Paralympic 
period showed a 1.9% rise in like-for-like sales 
(significantly outperforming great rival and UK 
supermarket leader Tesco which posted a mere 
0.2% growth).

Sainsbury’s itself, its rival supermarkets and 
most industry experts all agree that this trading 
boost was dramatically driven by Sainsbury’s 
Paralympic sponsorship.

Paralympic sponsorship success may have 
surprised some, but not Sainsbury’s chief execu-
tive Justin King, or sponsorship director Jat Sa-
hota, 

“I think it is clear now that we did see some-
thing that others didn’t - something special,” 
claims King. “When you enjoy the good will which 
we have from our association with the Paralympic 
Games, we’re undoubtedly already seeing some 
payback as a business through our customers 
and colleagues. But the ROI is not just measured 
in pure sales and marketing terms - but in chang-
ing social perceptions of disability and in our rela-
tionships with customers.”

In terms of measurement Sainsbury’s set up a 
scorecard framework consisting of both hard and 
soft metrics. Amongst its hard metrics its internal 
colleague tracking survey showed 98% aware-
ness and 89% enthusiasm, while its consumer 
brand sentiment studies also showed significant 

gains.
“In fact, this whole programme was unlike 

anything we had ever been involved with before,” 
attests Sahota. “The results beat all of our previ-
ous advertising and marketing campaigns results. 
They were simply far better than anything that we 
have ever done before.”

It’s not just the sponsor themselves who 
make the case for stellar success. The rights hold-
er seems delighted too.

“Our first ever Paralympic-only sponsor cer-
tainly had a very powerful impact on the Games: 
Sainsbury’s commitment, the sheer scale and 
creative quality of its activation, its integration 
into broadcaster rights holder’s campaign and its 
impressive reach (especially to younger demo-
graphic groups) were a vital part of what was a 
phenomenal Paralympics,” says the IPC’s com-
mercial and marketing director Alexis Schaefer.

“When you look at everything the Paralym-
pics got from the partnership and then add Sains-
bury’s own data and statistics, their press cover-
age, their consumer feedback and their recent 
sales figures, this sponsorship achieved its inter-
nal and external ROI objectives and brand goals 
and was without a doubt it was a great success.”

Convulated Negotiations > Of course, it could 
have turned out very differently indeed if the con-
voluted and complicated negotiations between 
Sainsbury’s, Locog, the IOC and some of its TOP 
sponsors had taken a different turn. After all, back 
in the mists of time when the organising commit-
tee first began speaking to all the major UK gro-
cery and supermarket brands, Sainsbury’s initial 
focus was not initially primarily focused on the 
Paralympics.

 “It would be wrong to say that even back 
at this very early stage we were only focused on 
the Paralympics and never on the Olympics too,” 
admits Sahota. “But as discussions developed we 
soon came to feel that actually the Paralympics 
represented a better brand fit for us, as well as of-
fering better commercial opportunities.”

He points to the fact that the Paralympics of-
fers sponsors more ‘open space’ than the often 
overcrowded Olympic Games. “From a marketing 

http://www.j-sainsbury.co.uk/media/events/2011/20110910-sainsburys-super-saturday/
http://www.youtube.com/watch?v=FAw0kCBUfbM
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dollars point of view, we felt the Paralympics 
was something of a gift,” he explains. “As we 
could activate in the relatively quiet post-Olym-
pics landscape with an emotionally powerful 
global platform and get a huge share of voice at 
an economic price.

As the talks evolved Sainsbury’s also says 
that realised that as a brand and a business it 
felt more affinity with the Paralympics as an 
event - in terms of its principles, ideals and its 
participants too – than it did with the Olympics. 
When the ‘Paralympics homecoming’ story an-
gle was added to the mix, Sainsbury’s eventu-
ally decided that it could actually do more with 
the Paralympics than it could with its more fa-
mous partner event.

“As far as the negotiations were concerned, 
all credit to Locog and to the IOC for working 
through the complications,” says Sahota. “The 
very fact that we are the first supermarket to 
be a sponsor of either the Olympics or the Para-
lympics shows just how complex a space it was 
to navigate. I felt that the IOC took a very prag-
matic approach and Locog were fairly creative. 
Both should be credited for making it happen. 
But there is no question that it was a fairly pro-
tracted process. It certainly took some time.”

The negotiations were certainly said to have 
disturbed some at the IOC (who were reported 
to be uneasy that the supermarket might enjoy 
the associated Olympic benefits without paying 
full Olympic rates) and some TOP FMCG TOP 
partners (who feared the supermarket might 
use games-related iconography on its own 
brand products in direct competition with TOP 
partners own packaging). It is thought the issue 
is still the subject to ongoing discussion among 
senior IOC and IPC officials.

In the long term Sahota hope that those ne-
gotiations created something of a blueprint for 
the future - a model others can follow.

“Not only is it important and mutually ben-
eficial for the Paralympics to have its own dedi-
cated sponsors, but the Games in general can 
certainly benefit from a retailer/grocer partner-
ship,” argues Sahota. “Because businesses like 

ours are not simply about products, but are 
actually about physical spaces that consumers 
frequent during their everyday lives. This intro-
duces a new set of in person, physical touch 
points and opens up a new strand not of mar-
keting and promotion, but also of engagement 
and experience.”

Sahota, perhaps not surprisingly, claims 
that a supermarket can, and often does, sit at 
the everyday heart of a community and that 
because of this has the ability to connect with 
consumers on a daily and weekly basis on the 
ground, in person, in-store that others brands 
often do not. He argues that this opens up a 
new, practical element to games activation.

Negotiation Tipping Points? > Were there any 
specific tipping points at these negotiations 
and within the Paralympic rights offering that 
ultimately persuaded Sainsbury’s to put pen to 
paper? 

Towards the latter stages of the negotia-
tions, Locog announced Channel 4 had won the 
first ever competitive rights tender to be the 
Paralympic broadcaster and while Sahota says 
that this was not a ‘decisive tipping point’ for 
Sainsbury’s, he does say that they welcomed 
the news that a separate commercial broad-
caster had won the rights.

“Not only did it offer an additional layer of 
flexibility and commercial opportunity for us, 
but we also knew that it meant a whole new 
company would be behind a major Paralympic-
specific push,” he recalls. “Don’t get me wrong, 
the BBC’s coverage of the Olympics was phe-
nomenal, but Channel 4’s coverage of the Para-
lympics was something truly exceptional.”

Of course the Paralympics also offers other 
additional commercial opportunities, especially 
branding ones, which are not available to Olym-
pic sponsors. These included in-stadium and 
perimeter advertising space (such as on-track 
in the velodrome), plus sponsor logos on ath-
lete’s bibs and backdrop sponsor signage be-
hind press events.

“These are all good bonuses for a Paralym-
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pic-only sponsor and are not to be ignored,” says Sa-
hota. “But they are not the kind of benefits that would 
tip us in to doing a deal. They are more the icing on 
the cake, rather than the cake itself.”

More important to Sainsbury’s, it seems, was that 
its own research uncovered that the Paralympics has 
a higher level of resonance with its own customers 
than the Olympics.

“During this research phase, we talked to our 
colleagues and our customers and what was partic-
ularly interesting and powerful to us was that, even 
though they were excited about the Olympic Games, 
time and again customers told us that the Paralympic 
Games intrigued them most.

“Our research showed customers felt that some-
how that the Paralympics were closer to their own 
lives,” outlines Sahota.

The Paralympics really resonated with mums in 
particular – who are, of course, our primary customer 
group. The research found mums feel the Paralym-
pics genuinely teaches their own children really valu-

able life lessons. The felt the Paralympics are about 
what you can do, not what you can’t do. That they are 
not simply about elite performance and results, but 
about being as good as you can be.”

In the course of its partnership Sainsbury’s 
worked in several different ways with key audience 
groups mums, who are who are ‘extremely support-
ive of disability issues , including working with Mum-
snet bloggers.

Jahota also points out the extra community 
engagement the Paralympics can bring: “almost all 
Paralympic athletes train in their communities. They 
are directly supported by their family and friends and, 
of course, they tell us something about ourselves in 
terms of whatever challenge you might face, you can 
still be the best that you can be.”

These are the key drivers which led Sainsbury’s 
to the conclusion that the Paralympics were closer to 
the business’ own values as an organisation.

Colleagues & Kids > Sainsbury’s integrated, multi-

part and multi-platform campaign aimed to connect 
with three main target groups: Sainsbury’s staff and 
stakeholders, British children and the wider UK pub-
lic.

“We started several years out with an internal 
colleague focus, to make sure all of us were fully 
engaged of the Paralympics as a business,” recalls 
Schaefer. “Our staff took part in introduction, infor-
mation and education sessions to the Paralympics 
and to disability sport.”

Sainsbury’s staff took part in a range of disability 
sports that were going to feature in the Games and, 
in addition, a sizable Sainsbury’s staff team went on 
secondment to Locog (as well as 150 staff volunteer-
ing as Games Makers).

This colleague involvement phase ran right 
through the games themselves, culminating in one 
day when Sainsbury’s practicality took over the 
Paralympic basketball arena and turned it brand or-
ange as 5,000 members of staff went to wheelchair 
basketball (at least one member of staff from every 
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single Sainsbury’s store, shop, office and depot).
On the kids-focused phase of the activation, 

Sainsbury’s ran individual strands like organising 
coaching sessions for disabled children using FA 
coaches, but at its core Sainsbury’s built out from 
its existing Active Kids programme. This is its 
flagship, nationwide children’s engagement initia-
tive that aims to support kids lead healthier and 
more active lifestyles.

Dovetailing its Paralympic programme with 
Active Kids certainly makes sense when consid-
ering the incredible reach of the existing initiative 
which has 49,000 members and the greatest chil-
dren’s reach of any programme outside the Minis-
try Of Education itself.

Thus Sainsbury’s developed its Paralympic ‘1 
Millions Kids Challenge’ which gave children right 
across the UK a chance to participate in Paralym-
pic sport. This scheme saw Sainsbury’s get 2.5 
million British children playing Paralympic sport 
(a quarter of all the kids in the country).

“This is one of the things I am most proud of,” 
says Jahota. “The fact we got so many able kids 
to enter the world if disabled sport, because so 
often works the other way round.”

Pre-Paralympic Games Activity > While Sains-
bury’s ongoing relationship with Locog was pri-
marily focused on facilitating and clarifying the 
rights that had been agreed, the retailer says that 
certainly connected with other sponsors during 
our Paralympic planning.

“We shared plans and ideas and experienc-
es with others such as Cadbury, P&G and Chan-
nel 4 of course, but that wasn’t just restricted to 
talking,” says Jahota. “For example, to celebrate 
one year to go before the Paralympics, we held a 
Super Saturday Concert and worked with other 
partners and suppliers such as Universal Music 
and the FMCG sponsors such as Cadbury, Coca-
Cola and P&G who were all at the event.

The concert experience was great and it was 
really something to see acts like The Wanted, The 
Saturdays and Dappy trying their hand at some 
Paralympic sports.

In the immediate build up the Paralympics 

Sainsbury’s worked with DRP Group to activate 
its rights around the Paralympic Torch Relay 
largely through a customer and staff programme. 
One of three presenting partners of the Paralym-
pic Torch Relay (along with BT and Lloyds TSB), 
this five day event comprised a series of nation-
wide Flame Festivals and a 24-hour Torch Relay 
procession of 580 Torchbearers. 

This began in December 2011 with the cus-
tomer and colleague Torchbearer community 
champion nominations via in-store and online 
forms) and ended with 100 members of the pub-
lic and 35 Sainsbury’s workers from across the UK 
selected as Torchbearers (and a further 10 mem-
bers of staff selected to take part in Flame Fes-
tival lantern processions). A Sainsbury’s vehicle, 
made to look like an old fruit and veg delivery 
truck, travelled as part of the torch convoy, with 
staff handing out fruit and branded hand clap-
pers to waiting crowds.

At each of the Flame Festivals a dedicated 
Sainsbury’s showcase area was set up offering 
free activities like face painting, circus skill work-
shops, balloon modelling and an interactive video 
experience, which allowed members of the public 
to simulate carrying the Paralympic Flame and 
lighting the Paralympic Cauldron.

The supermarket also had a 20-minute main 
stage show slot which it used to premiere the 
Sainsbury’s Games-time ad, announce Sains-
bury’s Million Kids Challenge winners and which 
aalso saw X Factor winner Joe McElderry enter-
tain the crowds. Sainsbury’s also hosted a cel-
ebration dinner for all the torchbearers to meet 
and share in the experience and excitement of 
taking part, presenting each of them with an of-
ficial Paralympic Torch, DVD and photos of their 
moment in the spotlight as a thank you.

Sainsbury’s also used the Paralympic plat-
form to promote its healthy living campaign with 
local store colleagues handing out free fruit and 
in-store Paralympic Torch photo opportunities.

Here’s To Extraordinary > As a teaser to Sains-
bury’s main ‘Here’s To Extraordinary’ Paralympic 
campaign, the supermarket reconnected with its 

‘This whole programme was 
unlike anything we had ever 
done before. The results beat all 
our previous advertising and 
marketing campaigns. They were 
simply far better than anything we 
have ever done.’

Jat Sahota
Head Of Sponsorship
Sainsbury’s

https://activekids.sainsburys-live-well-for-less.co.uk/
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former advertising front man David Beckham 
and invited him to train with the Paralympics GB 
Visually Impaired Football Team. The resulting 
session was filmed and formed a pre-Paralym-
pics online teaser which racked up more than 
two million views to date.

“We got back in touch with David Beckham 
and found he shared our passion for Paralympic 
sport and the Games and we were delighted he 
came on board as part of our campaign,” recalls 
Sahota. “We set up a partnership with Paralym-
pic GB blind football and flew the team out to 
LA to play with David. It was an amazing thing 
to see and the viral really helped communicate 
a powerful message.

The central campaign’s creative aimed to 
make stars of the Paralympians themselves and 
told the stories of many of our brand ambas-
sadors: who included many of Paralympic GB 
most successful superstars such as Ellie Sim-
monds, David Weir, Johnnie Peacock and Han-
nah Cockroft. Beckham was then used to follow 
up their stories and tie the central campaign 
together.

Spearheaded by a TVC debuting on 15 Au-
gust and featuring Paralympic GB athletes and 
Beckham, the AMV created campaign aimed 
to draw parallels with the ‘dedication’ and ‘de-
termination’ of the athletes and ‘everyday mo-
ments’. The TV worked was backed by in-store 
promotions as well as tactical activity around 
specific athletes on its social media channels 
and through print adverts.

The campaign also aimed to create an up-
lift in people watching the Games on Channel 
4. “A good games for us is as many of our cus-
tomers being not just aware of our ties to the 
Games but ultimately turning them into watch-
ing the games on Channel 4,” said Jahota. “We 
want people to watch and celebrate the feats 
of our Paralympic team and for them to realise 
that Sainsbury’s has been closely involved with 
sponsoring such a spectacular event in Lon-
don.”

Sainsbury’s partnership with the British 
Paralympic Association, which we have recent-

ly renewed to take us up to Rio 2016 (working 
with fellow BPA sponsor BT), helped us to build 
relationships with a set of Paralympians who 
represented a range of sports, stories and re-
gions,” explains Jahota. “It allowed us to form 
great relationships with Paralympic stars like 
Ellie Simmonds. Ellie, who is perhaps our most 
famous Paralympian, was an ambassador for 
Sainsbury’s active kids long before the London 
2012 Paralympics came along. She has been ab-
solutely fantastic for us.”

“You just have to go in to a school with 
someone like Ellie Simmonds to see the influ-
ence she has on all children – how well she com-
municates with them,” says Jahota. “It is ex-
tremely moving and very powerful.”

Sainsbury’s also launched a dedicated web-
site spotlighting Paralympics GB team mem-
bers through short films, an online game that 
lets users ‘play’ blind football. Other activation 
ran across both traditional and non traditional 
media platforms – from in-store to owned me-
dia (like its Paralympic truck paintwork).

“The BPA and the brand ambassadors are 
also working with Sainsbury’s as part of one of 
its main legacy initiatives – Active Kids For All. In 
fact, grass roots programmes form the core of 
Sainsbury’s legacy work post games.

Active Kids For All is its main post-Para-
lympics programme. Sainsbury’s is investing 
£1m between 2012 and 2016 to train 20,000 
teachers across Britain to run Physical Educa-
tion classes in an inclusive manner for both able 
bodied and disabled pupils and those with spe-
cial educational needs by 2016.

Research shows that 80% of all UK disabled 
children currently attend mainstream schools 
and that many are not fully included in physical 
education classes. Sainsbury’s is working with 
the Home Nations Disability Sport Organisa-
tions on a training package to give all PE teach-
ers the confidence, skills, knowledge and com-
petency to delivery sport to able and less able 
children together.

Sainsbury’s is also involved in backing the 
School Games initiative – which is related to, 
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but not a specific core part of its Paralympic pro-
gramme.

“What you see now when you go to the 
School Games are mixed teams of able bodied 
and disabled athletes competing from each coun-
try – one after another,” outlines Jahota. “It is in-
credible to watch.”

Sainsbury’s, like most Games sponsors, also 
ran a ticket giveaway programme and reports an 
impressive one million competition entries - which 
simply required customers to shop at Sainsbury’s. 
This resulted in 10,000 customers winning tickets 
to the Paralympics and the retailer also paid for 
travel and transport for those outside London.

Two-Way Benefits > “Some of the letters of 
thanks that we have received back from custom-
ers since the Paralympics, such as many from 
competition winners, I kid you not, they made me 
cry,” admits Jahota. “In fact the umbrella level of 
warmth and engagement we achieved through 
our Paralympics partnership is like nothing we 
have ever done before.”

He also points out that just as the Paralym-
pics opened up a wider dialogue about disability 
right across the UK and encouraged people to 
open up and talk freely about ability and disabil-
ity, it did the same within Sainsbury’s itself.

“I could give you a number of anecdotes 
about how people internally, from the shop floor 
to the head office have opened up a refreshing 
dialogue about disability. There is no doubt it has 
changed perceptions at Sainsbury’s.

Jahota argues that Sainsbury’s Paralympic 
partnership was genuinely a two way street: “We 
certainly benefitted a great deal from the incred-
ible Paralympic warmth and I have been told by 
many of those involved, from organisers to ath-
letes, that our work genuinely benefitted the 
Paralympics too”.

He feels strongly that the Paralympic Games 
truly came of age at London 2012 and points to 
two major step changes.

“Firstly, at London it genuinely reached the 
mass market and was particularly powerful as a 
family focused event,” he states. “The Olympics 

typically has a higher proportion of women en-
gaged than most other sports events, but the 
Paralympics takes this trend even further and 
provides what I would say is a unique family ex-
perience.”

Secondly, Jahota argues that the Paralym-
pics came of age as a mainstream commercial 
proposition. 

“We made a significant financial investment 
– no doubt about it. But from our point of view 
there is no doubt that the awareness and positiv-
ity generated for our brand has been extremely 
helpful to our business,” he argues. 

“When we first began discussing the idea 
of being a Paralympic-only sponsor we felt that 
the Paralympics was an event that was inevitably 
overshadowed by the Olympics,” admits Jahota. 
“But we have come out of the experience firmly 
seeing and believing that London 2012 was one 
Games with two equal parts.” <

http://www.youtube.com/watch?v=-BBQaNVTYho
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With its £9m winning competitive 
tender bid, 11.2 million viewers for the 

Opening Ceremony (and accompanying 
£60,000 ad slots), a record 37 million total 

audience and the award-winning ‘Meet 
The Superhumans’ marketing campaign, 
Channel 4’s Paralympic coverage helped 

change perceptions about disability, 
disability sport and the Paralympics as a 
commercial property. Activative talks to 

Channel 4 about how they did it, what they 
have learned and what it might all mean 
for the future of the Paralympic Games.

Channel 4’s Super-
Human Strategy

http://www.activative.co.uk/
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Channel 4’s public service remit, passed down by Parliament, is 
unique and clear. The objective is to reflect the cultural diversity 
of the country, to reflect diverse opinion and to be innovative. This 
brief seems almost purpose built for the Paralympic Games.

“The Paralympics is spot-on in terms of covering the ob-
jectives of the remit,” agrees Channel 4 marketing director Dan 
Brooke. “The UK is a very progressive country and our belief was 
that we could cover the Games in an innovative and fresh way.”

Certainly the Channel 4/Paralympic partnership seems like an 
even more perfect fit than the broadcaster’s other major success-
ful sports properties like cricket and horse racing.

“The Paralympics are a perfect fit for Channel 4 because of 
our public service remit,” says Channel 4 partnership leader Rob-
ert Ramsey. “We felt that it was something that Channel 4 could 
genuinely bring a fresh perspective to: an event that had deep 
connections to the country’s culture.”

First Paralympic Competitive Broadcast Tender > ‘This remit 
may have been the primary driving reason as to why Channel 4 
threw itself into the broadcast rights competitive tender for the 
Paralympics in such a committed way, but it had to go hand-in-
hand with commercial success.

“We had to be very confident that the project would wash its 
face financially (primarily through advertising and sponsorship), 
but this was tough in itself as there was very little clear, informed 
data available to analyse the Paralympics as a commercial prop-
erty and to help inform our decision making,” recalls Ramsey.

“Obviously we looked at as many of the stats from Beijing and 
Vancouver as we could find and worked these into our calcula-
tions. But, to be honest, there was something of a lack of historical 
commercial data which made the bidding process a tough task.”

Future broadcasters’ pitching for the Paralympic rights will 
be better informed. As, after London 2012, Channel 4 (along with 
other businesses such as Sainsbury’s and BT, as well as the rel-
evant organising bodies like IPC and Locog) have now produced a 
more comprehensive set of commercial data.

The Paralympics may have taken some marketers by sur-
prise, as reflected in the late rush to buy Channel 4 ad space, but 
it seems unlikely quite so many advertisers will be caught by sur-
prise next time.

“So when it came to putting in our tender, it was a fairly sim-
ple equation of ‘what we could afford’ vs ‘what revenue we felt 
we could generate’,” explains Ramsey. “Financially, we certainly 
wanted to show a real commitment to the property with our bid.”

Another complication was that the broadcaster’s team had to 
take a view on the economy. At tender the time the UK was in the 

‘We had to be very confident that 
the project would wash its face 
financially (primarily through 
advertising and sponsorship), but 
this was tough in itself as there 
was very little clear, informed data 
available to analyse the Paralympics 
as a commercial property and to 
help inform our decision making,  
Obviously we looked at as many of 
the stats from Beijing and Vancouver 
as we could find and worked these 
into our calculations. But, to be 
honest, there was something of a 
lack of historical commercial data 
which made the bidding process a 
tough task.’

Robert Ramsey
Partnership Leader
Channel 4

http://www.youtube.com/watch?v=kKTamH__xuQ
http://paralympics.channel4.com/news-pictures/news/newsid=1233432/index.html
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middle of a deep, deep recession and yet the 
London 2012 financial powerhouse was shining 
ahead in the distance.

Some have suggested that there was an 
element of risk involved in Channel 4’s winning 
bid – which was widely reported to be around 
£9M (around £4m more than the BBC had put 
on the table).

“There was obviously some risk,” admits 
Ramsey. “But Channel 4 is about risk taking. It’s 
a big reason why some of us work here.”

Collaberation & Partnership > After Channel 4 
had won the bidding war with the BBC, it began 
planning with an understanding that both hon-
est partnerships and the lead-in period would 
be crucial both in refining its own delivery and in 
introducing the property to the public.

Channel 4 appreciated the lead-in time to 
get to know many of the different groups and 
organisations in the disability sport diaspora.

“Our approach, right from the pitch stage, 
was that we would treat it has sport first and 
foremost and then the issue of disability would 
be secondary,” explains Ramsey.

Talk to anyone at Channel 4 and they will 
stress how no one can over emphasise the scale 
of the project for them. Indeed, the Channel is 
very clear that the sheer size of the Paralym-
pics meant that partnerships and collaborations 
were essentially to overall success.

From partnerships with organisations such 
as Drum, IMG, Maxus and Sunset + Vine, to 
broadcast sponsorship with BT and Sainsbury’s, 
the team says it was clear that the project would 
live or fail depending upon the success of open, 
transparent partnerships with all involved.

In fact the broadcaster states clearly it had 
a very open and collaborative relationship with 
sponsors and production partners alike and is 
keen to emphasise that collaborative honesty 
really helped the process.

“Sit down with your partners, be open, be 
flexible and develop a comprehensive plan to-
gether,” says Ramsey. 

Sponsorship Strategy > “When we started our 
sponsor search it was around two and half years 
out and Locog had yet to finalise its complete 
sponsor roster, but we needed to get moving 
because of the scale of the project and the im-
portance of the lead-in period,” recalls Ramsey.

In terms of sponsor targets, the broadcast-
er understood it needed to work with compa-
nies that had Locog rights and assets and dur-
ing those initial negotiations Channel 4 spoke 
seriously with around eight potential partners.

Why did the broadcaster settle on two 
partners?

“We felt that because of the size and scale 
of the project that it was a big, big ask for just 
one single brand, and yet we also felt that hav-
ing more than two might turn it into something 
of an F1-style branding and logo exercise,” out-
lines Ramsey. “With the knowledge we have 
now gained, perhaps next time we could have 
more partners. Because now we know where all 
the various spaces are and what the appropri-
ate platforms are and which  aspects and chan-
nels engage which parts of the audiences (and 
when).”

The Channel 4 team met with both partners 
most days and says that the sponsors were in as 
many meetings as the commissioning editors.

Another sign of how important relation-
ships were was the fact that the broadcaster 
team built personal relationships not only with 
it’s partners’ sponsorship heads, marketing di-
rectors and media buyers, but also with CEOs.

By signing up both BT and Sainsbury’s fairly 
early in the process, at least compared to other 
Channel 4 sponsored properties, it enabled the 
team to really understand the objects, needs 
and culture of their collaborators and to build 
them in to the planning process pretty much 
from the start. This applied across the board 
from strategy and tactics, to creative and digital 
build.

“No way was it about slapping logos on 
products and content that was already fin-
ished,” states Ramsey. “It was about working 
together right from the planning stage.”
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Not only did Channel 4 support its sponsors 
in their activation work, but it introduced them to 
various production partners for their own creative 
and helped both BT and Sainsbury’s extend their 
partnership through initiatives such as short ad 
funded films and creating additional Channel 4 
programming such as ‘That Paralympic Show’ to 
provide additional platforms and opportunities.

According to Ramsey it was a real 360 degree 
thing in terms of co-operation and the sponsors 
also came up with great ideas too. He describes 
BT and Sainsbury’s as a ‘powerful combination’.

“Of course, we also benefited greatly from the 
skills our sponsors brought to the table too,” says 
Ramsey. “We certainly learned a great deal from 
BT because of its pre-existing deep knowledge 
of disability sport. Indeed, we courted BT partly 
because we were aware of the company’s expe-
rience and knowledge of disability sport. In fact, 
BT taught us as much about Paralympic sport as 
anyone else did through the entire process.”

BT, the official communications services part-
ner for the London 2012 Olympic and Paralympic 
Games, has a history of support for UK disability 
sport spanning more than 20 years. Indeed, it be-
came the first commercial partner of the British 
Paralympic Association (BPA) back in 1989. 

Ramsey also points to the valuable knowl-
edge and skills that Sainsbury’s, the official su-
permarket of the London 2012 Paralympic Games 
and the first Paralympic Games-only sponsor, 
brought through its huge Active Kids programme 
and via its 23 million in-store customers.

Stories & Short Films > “I’m not sure what the op-
posite of The Long Tail actually is (The Big Nose 
perhaps?), but we knew from the outsets that the 
long lead-in period was going to be crucial for us 
and our partners,” explains Ramsey. “So we fo-
cused on this and understood that it wouldn’t be 
straightforward to gain traction directly against 
Olympic build up.”

The initial Channel 4 approach was based on 
hooking people in with powerful stories about the 
athletes: focusing on inner-emotions and intense 
story-telling that their captured inspirational jour-

neys in ways that would resonate with the public
“We also understood in our planning that, 

back then, simply by using the word Paralympics 
in the title of a programme ran a the risk of losing 
a portion of your potential audience. Something 
that is most certainly not the case now: which I 
hope is a sign of the success of all those involved 
in London 2012’s Paralympics,” says Ramsey “So 
our focus was on sport and stories.”

“In fact, stories were key for us right through 
the project,” says Ramsey. “Take Oscar [Pistorius] 
for example, his story, the legend, the records, 
handing over the sprint baton in London to John-
nie Peacock at London was perfect for us. It was 
full of personality, drama and had a full story arc.”

Ramsey particularly highlights the pre-
games success of the short form, ad funded film 
series that Channel 4 ran with its sponsors BT and 
Sainsbury’s.

“These films told incredible athlete stories of 
dedication, sacrifice and success,” he says. “The 
plan was to focus on compelling film content first 
and then once they were engaged we begin to 
talk more specifically about the Paralympics.”

These short form, ad funded films ran in 2011 
and aimed to introduce top British Paralympic 
Athletes (such as Danielle Brown, Dave Clarke, 
David Smith, Ellie Simmonds and Stephen Miller) 
ahead of the actual broadcast of the London 2012 
Paralympic Games.

“We were delighted to partner with Channel 
4 on these fantastic films and they form a key part 
of our wide-ranging marketing plan to celebrate 
Sainsbury’s sponsorship of the Paralympics,” ex-
plained Sainsbury’s sponsorship head Jat Sahota. 
“The films really capture the values of courage, 
determination, inspiration and equality embod-
ied in the Paralympic Games. We hope they will 
get the nation behind our athletes and help make 
London the best Paralympic Games ever.”

Ramsey feels that the team really did some-
thing special with those short films and says that 
it has certainly created a route in terms of brand-
ed content in the future for Channel 4.

“We have done a bit of this before, but noth-
ing of this quality or on this scale. It has convinced 
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us that these kind of brand partnership can 
clearly result in very compelling content,” says 
Ramsey. “Short-form ad funded content was 
something of a first for us, but it certainly is a 
blueprint we can and will follow in the future. It 
is a big takeaway, one of our key learnings.”

Ramsey believes that this format genuinely 
can deliver powerful, yet subtle messages and 
they are flexible for a variety of corporate col-
laborations. After all, he says, in the Paralym-
pics they were very well for two very different 
brands in BT and Sainsbury’s with two different 
needs and objectives

“It helped us focus and understand how to 
unlock compelling product placement creative 
content and in the future it can really work for 
us as a TV company.”

Digital Platforms > BT and Sainsbury’s also 
sponsored Channel 4’s dedicated website for 
the Paralympic Games, as well as programming 
on 4oD and TV video-on-demand.

“We are primarily a TV company and cre-
ating brilliant, compelling and challenging TV 
is what we do,” says Ramsey. “It doesn’t actu-
ally matter what platform it is on or what device 
viewers consume it on. Whether it’s the won-
derful short films, or the Sainsbury’s one year 
out Super Saturday live music event, it is all 
about the craftsmanship of the content.”

As well as its website (www.channel4.com/
Paralympics), Channel 4 also launched dedicat-
ed Paralympics apps for both mobile and tablet 
devices - compatible with iOS and Android. The 
apps, which were free to download, enabled 
users to review the latest Paralympic action 
with comprehensive catch up clips of events. 
The tablet app also allowed users to watch live 
streamed action.

The website was also be the place for on-
demand highlights of the major action as well 
as the key news stories, personality-driven live 
text commentaries, results and medal tables, in-
dividual profiles of all ParalympicsGB athletes, 
video guides to particular sports and a lively 
and entertaining social media presence on Twit-

ter (@C4Paralympics), Facebook (Facebook.
com/C4Paralympics) and YouTube (YouTube.
com/C4paralympics).

Not only did Channel4 use the site for live 
streaming, but also as a hub to store all the on-
line content it had built up through the lead-in 
period and as the Games themselves unfolded.

Channel 4 live streamed events online in 
the lead up to the Paralympics, competitions 
such as the Paralympic World Cup, which not 
only introduced the sports and the stars, but 
also was part of their own learning process.

“We knew we probably wouldn’t get huge 
online audiences for these lead-in events, but 
we needed to do this not just to show our com-
mitment and start introducing our audience to 
the sport and the people, but also to get our 
team valuable training and education,” says 
Ramsey. “We needed to learn too.”

Talent Search > The importance of test events 
live was also key because so many of Channel 
4’s on-air team needed to build up experience.

While a handful of the Channel 4 on camera 
team – such as Ade Adepitan and Clare Balding 
– had a great deal of relevant specific experi-
ence of covering events on the size and scale 
of the Paralympics, many of the others did not.

This was largely because the broadcaster 
held a Talent Search initiative in the lead-in to 
find disabled reporters, commentators and ana-
lysts and then sent them to boot camp training

As part of Channel 4’s pledge to bring dis-
ability sport to a mainstream audience and add 
authenticity, knowledge and experience to the 
coverage, it launched a nationwide talent search 
in September 2010 to identify the best new dis-
abled sports reporters and commentators to 
front the London 2012 Paralympic Games.

Channel 4 committed £500,000 to the 
search to reach its Games target of 50% dis-
abled onscreen talent. Hopefuls from around 
the country were able to apply to the talent 
search by answering the question: “If you had 
three minutes of Channel 4 air time, what would 
you fill it with?” 
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Entries were submitted as YouTube videos.

Superhumans > Another key element of Channel 
4’s Paralympics was, of course, its award-winning 
‘Meet The Superhumans’ marketing campaign.

Despite the big budget marketing innova-
tion that rolled out across the UK and around the 
world throughout London 2012, it was perhaps 
the ‘Superhumans’ work that has been the most 
admired and successful advertising initiative.

It has won many industry awards, such as the 
Promax Awards, the British Television Advertising 
Awards – and it also won the prestigious ‘Cam-
paign of the Year’ title from Campaign magazine.

“When we showed the central campaign film 
to our sponsors Sainsbury’s and BT they simply 
said ‘wow’ and they wanted copies straight away 
so they could show it to their boards,” recalls 
Ramsey. “The first time I saw it I had to step out of 
the room because of the emotion it generated.”

The campaign was so good that, according 
to Ramsey, it gave us all the confidence the Chan-
nel 4 team needed to go into that final delivery 
month full of energy and commitment.

“As a call to arms it was invaluable.”

Future Learnings/Changing Perception > “There 
is no doubt we will benefit a great deal from the 
experience,” predicts Ramsey confidently. “In di-
rect terms we will be able to apply a lot of our 
learnings, strategies and tactics to related con-
tent - such as horseracing.”

Our response was simple and straightfor-
ward. We are a commercial channel and advertis-
ing is what it takes for us to bring you such great 
content – they are necessary for us to deliver the 
Paralympics in such high quality.

Ramsey says that the broadcaster’s own 
tracking studies showed clearly that viewer per-
ceptions of Channel 4 changed as the 11 days of 
the Paralympics rolled out.

“Any early negativity about us having ads (in 
contrast to the BBC’s Olympic coverage) soon 
disappeared and this is backed up by tracking 
data,” he says. “We ran a research programme 
before, during and after the Paralympics and the 

data turned up amazing results. The arc of the 
public response and reaction was incredible.”

This applies to sponsorship work, as well as 
to Channel 4 itself. Ramsey points to the audience 
reaction to Sainsbury’s own main Paralympics 
campaign. Citing that the data shows that before 
the Paralympics started, the initial audience reac-
tions were that it was great that David Beckham 
was fronting the campaign and that it showed 
they should pay attention and that it was going to 
be a serious event. But by the end of the Games, 
our research showed that people were saying 
they felt David Weir should front that campaign 
because he was a bona fide sporting super star.

A perfect story arc, according to Ramsey.
“We all helped change perceptions - of Para-

lympic sport, of Paralympians of the Paralympic 
relationship with the Olympics and from market-
ers too,” says Ramsey. “The content, the cover-
age and the sponsorship combined to change 
perceptions – what people think about disability.”

According to Ramsey, during those 11 days 
the atmosphere in the Channel 4 headquarters 
was really buzzing.

“The Paralympic Games vibe was something 
very special indeed,” he says. “This building was 
incredible to be in. People love pushing boundar-
ies, changing perceptions and taking risks here. 

Unsurprisingly, Channel 4 is working on 
building its own Paralympic legacy with bids for 
further Paralympic events.

But when it comes to the big picture Para-
lympic future, Ramsey talks about ‘momentum’ 
rather than ‘legacy’.

“If the momentum continues from London 
then I see no reason why the Paralympics can’t 
establish its own independent position at the top 
table. The IPC, BPA and C4 and sponsors all have 
to help maintain the momentum,” says Ramsey. 
“I honestly believe that in the future the Paralym-
pics cold build a commercial position to become 
more independent.” <
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London 2012 was such a success that , with 
hindsight, brand managers would have 
fought over the chance to be LOCOG’s 

official tiddlywinks partner or the sponsor 
of GB’s conkers team. Build up talk was 

about organisation, venues and athletes, 
but since the Olympic circus left town 

the key takeaway is that it was actually 
the spectators who made the Games. 

Uncannily, it wasn’t just McDonald’s who 
understood this insight. The cleverest 

2012 sponsors built activation not around 
brands or products, but around consumers 
and enhancing the consumer experience.

Olympic Strategy Shift: 
Brand To Consumer

http://www.activative.co.uk/
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In fact, London 2012 saw something of an activa-
tion revolution take place – one primarily focused 
on enhancing the consumer experience. From a 
sponsorship strategy perspective, you might even 
call this year’s Olympics ‘The People’s Games’.  

The London Olympics are already becoming 
a distant memory, but only now, after the magic 
dust has disapated, can we take a step back and 
look at the 2012 activation with rational, detached 
logic.

Old Tactic: Product Benefit Messages > This 
may have been labelled the first real social media 
Olympics, but that didn’t mean many consum-
ers were left bewildered by the blizard, the sheer 
volume of traditional media ads from sponsors 
featuring the same athlete brand ambassaddors 
over and over again.

With big names such as Jessica Ennis (the 
host nation’s face of the Games) and Usain Bolt 
(the international face of the Games), appearing 
in executions for so many brands (Adidas, Aviva, 
BP, British Airways Jaguar, Olay, Omega, Pow-
erade for Ennis and Gatorade, Hublot, Nissan, 
Puma, Soul, Virgin Media, Visa for Bolt), it is hard 
to imagine their print ads really cutting through.

Indeed, much of the traditional print work 
seemed based around typical old fashioned, 
brand-backed messages focused on classic 
brand-biased product benefits.

For example, Ennis-fronted BP executions 
told us ‘It’s What’s Inside That Counts”, while Bolt-
led Virgin ads trumpeted that Branson had “dou-
bled broadband speeds”. Thus both approaches 
focused on the brand, the product benefits and 
the athlete’s abilities and yet largely ignored the 
actual consumer.

 In fact, these ads weren’t that different from 
so many executions from the previous London 
Olympics back in 1948. Back then it was product 
benefit led tactics that dominated. With a Coo-
pers Y-Front Underwear press campaign prom-
ising ‘Comfort In Action’ and Ovaltine ads claim-
ing that national teams used the product at their 
training camps for ‘Strength, Energy and Endur-

ance’ (and not, strangely, for a good night’s sleep’.
Indeed, some 2012 sponsors even drew their 

own direct parallel between how little things had 
changed between London 1948 and London 2012.

Omega, for example, used London 2012 cam-
paign to celebrate its 25th round as an official 
Olympic sponsor and even released an iPad ap-
plication called ‘Birth Of Modern Timekeeping’ 
highlighting the  history of the brand and of the 
London Olympic Games in 1948 and in 2012.

The subject of this beautifully produced app 
was a tribute to “the technology and innovative 
creations that Omega introduced in order to cap-
ture these Olympic moments”.

While the brand’s promotional material 
claimed the iPad app enabled users to “dive into 
the timekeeping world and discover the stories 
and explanations behind the innovations the 
brand has introduced to the Olympic Games 
over the past 80 years”, all it really proved was 
that some sponsors are still capable of adopting 
old-style, brand-centric tactics based on product 
benefits despite adopting their work for the most 
modern of media platforms.

But the cleverest Olympic sponsored used 
London 2012 not as a continuation of their previ-
ous approach, but as a fulcrum for an entirely new 
strategy.

Now Consumers Come First > The IOC itself was 
well aware of the changing landscape.

“For Olympic sponsors there’s a shift from 
‘awareness’ to ‘engagement,” says Timo Lumme, 
TV & Marketing Director at the IOC. “Beijing’s 
key partner strategy was led by ‘here we are and 
here’s what we do’ awareness. In London the ap-
proach was ‘here’s how we can add value to your 
lives and enhance your experience’ if you engage 
with us. It’s a whole new consumer-centric strat-
egy.”

The scale of the change in strategy between 
Beijing and London is thrown into relief by Coke’s 
Olympic work. 

From creating just 10 individual content 
pieces for the Beijing 2008 Olympics, Coke’s con-

> CONTENTS

http://www.omegawatches.com/spirit/sports/london-2012


55Strategy > London 2012 Olympic Strategy Shift > From Brand To Consumer

> CONTENTS

tent output exploded in London 2012 where it’s 
‘Move To The Beat’ campaign included 100-plus 
campaign content pieces.

Part of the brand’s much-trumpeted ‘Liq-
uid and Linked’ marketing strategy, at London 
2012 Coke led the way in switching its Olympic 
approach from a style-led ‘brand creative’ to a 
content-led ‘consumer experience’. It focused 
on creating content that enhanced and aug-
mented the experience of those who engaged 
with the Games.

The scope, scale, breadth and depth of 
the Coke Olympic experience was immense. It 
was grounded in a musical experience and the 
brand itself created an array of different content 
pieces across many different platforms/chan-
nels. Led by a Mark Ronson Games-inspired 
song, this content included documentaries, TV 
shows, concerts, apps, social media platforms 
and both communal and personal musical ex-
periences, as well as adverts.

But the core focus was always less about 
using new technologies and alternative media 
platforms, and more about creating consumer 
experiences – building platforms for consumers 
themselves to create content and share it with 
one another.

Analysis of the switch in fellow IOC TOP 
partner McDonald’s strategy between Beijing 
and London, like Coca-Cola’s, also reveals a ma-
jor change in approach.

Indeed, while McDonald’s work during Bei-
jing’s 2008 saw the brand leverage new tech-
nologies and alternative media platforms, the 
main objective behind its campaign remained 
steadfastly old school.

McDonald’s impressive ‘Cheer For China’ 
multi-platform initiative, despite its supporter-
led theme and its innovative use of digital me-
dia (not to mention its astonishing statistical 
results), focused on a very traditional brand-led 
objective.

“McDonald’s ‘I’m Loving It’ marketing slo-
gan has the highest consumer awareness of any 
company ad message in the world and  our Bei-
jing 2008 sponsorship activation aims  to en-

sure we have this level of awareness in China, 
across Asia and around the world,” stated Mary 
Dillon, McDonald’s Global Marketing Chief, back 
in 2008:

But just four years after Beijing, McDonald’s 
had turned volte face with its ‘Everyone Makes 
The Games’ London campaign. The fast food 
giant’s 2012 initiative not focused on the brand 
or even the sport, but on ‘us’ - the people who 
make the Games.

McDonald’s work revolved around the idea 
of communal sharing and participation and 
didn’t focus on the sporting excellence of the 
athletes, but on the collective whole that comes 
together to create the unique atmosphere of the 
Games: on the public, the fans and the volunteer 
Games Makers (plus McDonald’s own Olympic 
Champion Crew). It was based on the idea that 
these are the people whose pride, passion and 
enthusiasm make the Games such a spectacle.

This integrated, multiplatform creative 
evolved as the Games unfolded and moved 
with the events in almost real-time. Its creative 
was constantly re-cut and refreshed with the 
previous day’s Games action - but the focus re-
mained on the spectators and the games mak-
ers rather than on the sports stars.

Consumer-Focused Real-Time Content > Both 
McDonald’s and Coca-Cola’s London 2012 
‘Move To The Beat’ campaign was great exam-
ple of a brand acting like a consumer-led, real-
time content creator – in other words, behaving 
less like an advertiser and more like a broad-
casting business or a media company. 

“Olympic brands are now adopting a news-
room mentality,” argues Marc Pritchard, Head 
Of Global Brand, P&G. “[Sponsors now] plan 
with open-minded flexibility and prepared-
ness. They look at what is happening live and 
consider how to create content that makes your 
brands/values more relevant in light of this live 
action. It’s the right approach. Be ready when 
something happens and jump on it in as close to 
real time as possible.”

It wasn’t just P&G’s viral work, or even the 

http://www.coca-cola.co.uk/olympic-games/move-to-the-beat-london-2012-mark-ronson.html
http://www.youtube.com/watch?v=D4qYObhyMD4
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Royal’s Mail’s brilliant two-hour turnover for re-
leasing new stamps feature Team GB gold medal-
lists (or indeed its next day winners home town 
gold-painted post boxes), that highlighted the im-
portance of real-time everyman relevance.

At London 2012 we saw several brands work-
ing to deliver live, or near-live content. Some even 
inserting almost real-time Olympic action into 
their traditional creative, while others used live 
social media data.

One great example of the former was USA 
Olympic Team sponsor AT&T. It’s umbrella Olym-
pic campaign, called ‘My Journey’, revolved 
around a series of web films on each of AT&T’s 
US Team member ‘Olympic brand ambassadors’. 
These films explored each athlete’s personal jour-
ney to reach London 2012

To support the films, AT&T created a series of 
almost-live TV ads. These commercials featured 
real footage of each ambassador athlete’s Lon-
don 2012 performance& details about their times, 
results, medals and the like. These were worked 
in to a consumer-focused storyline - a narrative 
about inspiration and the future.

Each ad ran then ran as the first spot in the 
first break after each athlete’s event was shown 
on NBC.

“These are the first real-time Olympics: ev-
ery stumble, stride or dive is seen, recorded and 
commented on instantaneously. Everything is 
streamed live: we never miss a thing: we are al-
ways updated and in-the-know,” says David Gra-
ham, Head of Digital Strategy, Havas. “So spon-
sors risk being seen as slow and off the pulse if 
they don’t adapt and deliver work that responds 
to what’s happening in real-time.”

Consumers As Stars > In fact, there were signs 
everywhere in London that this old brand-centric 
route is being confined to the past and that new 
consumer-centric sponsor strategies are the fu-
ture.

Adidas’ mammoth ‘Take The Stage’ Lon-
don 2012 campaign was a fine illustration of this 
change. It was the brand’s biggest single-country 

marketing campaign ever and its core objective 
was to inspire, encourage and support talented 
youngsters with an opportunity to showcase 
their talent and use the London Olympics as their 
chance to take the world stage. It reached out be-
yond the sports arena to aspiring musicians, art-
ists and photographers, as well as athletes.

Its powerful launch TVC narrative tells the 
story of how you can go from the top deck of 
the bus to the top of the charts and follow up ex-
ecutions and initiatives across multiple platforms 
aimed to demonstrate how adidas can help peo-
ple take the stage.

It was notable that alongside posters of the 
brand’s star Olympians, adidas also plastered 
London with executions of local, unknown talent-
ed youngsters who were taking the stage through 
the campaign.

Even when Adidas used its big name brand 
ambassadors in its London 2012 tactical cam-
paigns, the initiatives tended to focus on enhanc-
ing the consumer experience.

For example fans wearing Team GB kit posing 
for ‘patriotic support’ photos in a Westfield photo 
booth were given a surprise of a lifetime when Ad-
idas ambassador David Beckham surprised them 
and joined them for the passport pictures.

Of course, as with so much experiential acti-
vation these days, Adidas adopted the ‘if you are 
doing it, then film it’ mantra and the resulting web 
film, which emotionally captures the priceless re-
actions of the shocked fans certainly benefited 
from both viral spread and media chatter.

The photo booth stunt gaining webfilm 3.5m 
YouTube views and an estimated £15m in earned 
media.

Adidas clearly understands the importance 
of using its rights to create experiential activity 
(and associated positive PR) to bring the brand 
closer to consumers during the Games

“Take The Stage is a showcase for consumer 
talent. We aim to provide consumers with once 
in a lifetime opportunities to change their lives,” 
explains Adidas marketing director Nick Craggs. 
“Our aim is not about ‘inspirational’ brand ads, but 
about offering a real programme that provides a 
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real platform for consumer talent.”

Social Bridges Personal & Communal > Adidas 
was one of the Olympic sponsors that stretched 
its consumer-centric strategy beyond market-
ing and into its actual products themselves. 

Its customisation line, Adidas ‘All Origi-
nals’, celebrated the great moments of London 
2012 within the umbrella Take The Stage idea 
through almost live trainer customisation. Each 
day on the adidas Facebook page people could 
nominate their favourite moment of the day at 
the Games. The winning moment was then in-
terpreted through a customised shoe created 
overnight.

Working with some of the best customis-
ers around, whom they stationed in a London 
Adidas workshop, each day the event or per-
formance that consumers nominated the most 
was fashioned into a unique pair of London 2012 
footwear which were actually won by one of the 
successful nominees.

Winning creations included the ‘Made Of 
Gold’ trainer in tribute to Jessica Ennis, ‘The 
Beast’ shoe for Jamaican sprinter Yohan Blake 
and record breaker David Rushida’s ‘The War-
rior’.

In fact, using social media to connect the 
ultra personal with the wider communal shared 
Olympic experience was a tactic that several 
sponsors tried to master at London 2012.

One of the challengers for Olympic mar-
keters is to bridge the gap between the current 
communications trend for personalisation and 
customisation, with the fact that the Olympic 
Games is one of those events at which the com-
munal, shared experience makes the games 
more than the sum of its parts.

Connecting these seemingly contrasting 
approaches presents a major challenge. After 
all, few will dispute that both marketing and me-
dia are increasingly tailoring content and mes-
sages to specific individuals. By London 2012 
we had already entered the world of hyper-per-
sonalisation and by Rio 2016 it seems likely that 
this will have gone mainstream.

Both content creators and marketers (there 
is, of course, increasing crossover between 
these two groups), are using data (particularly 
digital data – including live location and person-
al preference-relevant information, as well as 
individuals interests and past purchase/search 
records) to operate on an increasingly personal 
basis. For many, the ultimate dream is one-to-
one targeting: tailoring marketing and products 
to each and every individual’s specific wants 
and needs.

“People want to be treated as individuals 
and are heading for platforms/companies that 
understand this. It’s the era of hyper-personal 
marketing,” argues Andreas Weigend, formerly 
Chief Scientist at Amazon and now a Stanford 
University Professor.

Hyper-personal is seemingly both the mar-
keting and media holy grail.

“Individualisation of what viewers see/hear 
is now reality. Perceptive media is using person-
al data – preferences, control tools, social media 
and location data – to create personal channel,” 
claims BBC R&D Chief Matthew Postgate, 

But how does ‘hyper-personalisation’ sit 
alongside the fact that the Olympic Games is 
a communal/shared experience? After all, Mc-
Donald’s has staked its reputation on the idea 
that ‘We All Make The Games’ and the national 
shared emotions across the UK during London 
2012 backs up the tagline.

Much was made of London 2012 being a 
unique, almost magical, shared community ex-
perience. Indeed, the idea of each and every 
person ‘Being Part Of The Games’ was a key pil-
lar of its success to the extent that when speak-
ing with the public, Games Makers at the Olym-
pic Park were careful to use the words ‘Thanks 
for being part of the Olympic Games’.

As well as Adidas social media-driven 
unique shoe customization, other sponsors 
used social media initiatives to connect individ-
ual consumers to athletes and teams, to make 
them feel part/be part of the Olympics and en-
hance their Games experience.

IOC TOP partner and USA Olympic Team 

http://www.youtube.com/watch?v=3cIhL4sfePQ
http://www.youtube.com/watch?v=t0wkPO7TKNA
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sponsor Samsung took something of a ‘six de-
grees of social separation’ approach with its  
‘Olympic Genome’ project. The campaign was 
based on a Facebook app that combines the 
six-degrees of seperation idea with social gam-
ing.

The campaign connected eveeryday con-
sumers to US Olympic athletes - iinitially via 
existing Facebook profile data (place of birth, 
home town, age, school and university etc) and 
then through further links via taste-led connec-
tion questions about music, films, likes and dis-
likes. The connected data was then maapped 
to draw connections and relationships between 
individual users and star athletes.

Elements of other sponsor campaigns also 
cleverly blended the mass market with the indi-
vidual niche experience.

For example, official London 2012 air-
line British Airways also used social to bridge 
this personal/communal divide and create 
enhanced experiences for consumers. These 
played out not only through a customisable 
app that created personalised versions of the 
brand’s central London 2102 TV ad.

The airline’s fairly memorable ‘Home Ad-
vantage’ campaign included a mass market TV 
ad showing a BA aircraft driving to the Olym-
pic stadium past iconic London past landmarks 
(accompanied by The Clash’s “London Calling“). 
With a personal, controllable twist via Facebook 
& Google StreetView, consumers could enter 
their own postcode and then see a webfilm ver-
sion of the same ad that included images of the 
plane going down their own street, passing their 
own local shops and even their own house.

In another collective element of its ‘Ho-
meAdvantage’ work, BA commissioned a social 
media driven, composer- and consumer-creat-
ed ‘Team GB Support Symphony‘.

The Social Symphony derived notes, bars 
and muscial phrasesfrom tweets, posts and 
messages on Twitter and Facebook sent in sup-
port of GB athletes. These then produced a 
sound wave score, which got bigger and louder 
depending on the live level of user activity. Fur-

thermore, users could also filter the symphony 
by specific athlete, event or venue.

When the social media activity grows, then 
the symphony moves towards a gold medal 
driven crescendo, but when fans are more re-
trained, the music quietens. Viewers could 
watch a live graphic of the music presenting on-
line in the form of a scaled sound wave.

Creating Shared Events From Personal Posts > 
EDF was another sponsor to use social media as 
the fuel that drives a shared communal Olympic 
event/experience.

As part of its ‘Energy Of The Nation’ cam-
paign, it created ‘How Are You Feeling Today 
Great Britain’ – a piece of live branded enter-
tainment that expressed the communal Olym-
pic feeling.

The initiative harnessed both its LOCOG 
Tier One rights and its sponsorship of the mas-
sive London Eye Ferris Wheel. The brand set up 
a social team to mmonitor UK Twitter and Face-
book posts to measure the UK’s daily Games-
related mood and then express how the coun-
try is feeling about Olympics with a London Eye 
lightshow.

The programme tracks relevant Olympic 
hashtags and then measures positivity- this 
level of positive/negfative feeling is intepreted 
nightly by lighting up the London Eye in a way 
that reflects how happy the country is. Colours, 
patterns, and intensity aree all used to reflect 
day feelings – culminated in the entire wheel 
lighting up gold on the most positive days.

New technologies increasingly offer mar-
keters the chance to aggregate, collate and 
hartness niche consumer-created content to 
create a shared, communal experience.

Eco, Emotion & Entertainment: Road To Rio > 
Of course, not all London 2012 sponsors based 
their strategies predominantly around enhanc-
ing the consumer experience of the Games.

Visa’s “We are proud to accept only Visa” 
campaign, for example, could be accused of 

http://taxi.ba.com/
https://apps.facebook.com/socialsymphony/
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making London 2012 a tougher and more chal-
lenging Olympic experience for some consumers.

Surely Its “NFL Prefers Visa” approach would 
have been preferable and wouldn’t have run so 
contrary to so many of the principles behind con-
temporary sponsorship activation? 

How many sponsors will still be running 
brand-centric campaigns by the time Rio 2016 
comes around and what might be some of the 
main drivers of consumer experience-enhancing 
strategies in Brazil?

After all, it’s not only global trends that affect 
strategy, but also a set of specific socio-cultural 
and economic host city, home country factors 
that are often key.

Some Olympic insiders are already arguing 
that marketers will genuinely prioritise CSR in 
2016. 

“In Rio, I predict a major role for CSR-focused 
strategies,’ speculates IOC TV & Marketing Direc-
tor Timo Lumme.

“Ecology and sustainability, as well as socio-
economic development are such huge issues in 
today’s developing BRIC markets like Brazil. A 
company’s commitment to societal change and 
its ecological and economical footprint is set to 
be a key element of Rio 2016 activation.”

Some may say that London 2012 saw the 
birth of sponsor CSR strategies with several part-
ners, such as BP, Coca-Cola and McDonald’s,  ac-
tivating under a ‘zero emissions’ policy.

Indeed, oil and gas sponsor BP’s Olympic 
campaign almost entirely revolved around the 
brand’s sustainable/eco commitment to the 
event: with messaging built around lasting contri-
butions and sustainability, plus fuelling the Olym-
pic car fleet with sustainable bio fuels, and carbon 
offsetting spectator and athlete journeys.

Hands up who used the BP QR code tabs that 
came with their tickers to have the brand offset 
their Games journeys?

But while Coca-Cola used 100% recyclable 
materials at the Games and McDonald’s Olympic 
Park restaurants were entirely sustainable and re-
usable, some might argue that all three of these 
brands turned to CSR because they are subject to 

one form of corporate criticism or another (from 
health and obesity issues to environmental dam-
age and disaster).

Will Rio see all sponsors put CSR at the heart 
of their consumer-experience focused work?

Another area widely predicted to be vital 
in Rio is focusing on emotional entertainment 
experiences. Both LOCOG itself and many 2012 
sponsors used the London Games to provide 
‘entertainment experiences’ – from the organis-
ers’ jugglers and jesters to BA’s ‘Park Live’ in the 
Olympic site itself to BT’s ‘London Live In Hyde 
Park’ and P&G’s ‘Family Home’.

But many of these were fairly standard, va-
nilla, festival-style entertainment events.

“Rio will ape London’s sports presentation 
flair. With in-venue TV/music & in-park bands & 
street performers, London enhanced the whole 
enjoyment, changed the climate & lit things up,” 
says Mark Adams, Director Of Communications, 
IOC.

“Rio will build on and improve on this be-
cause they have a long cultural history of commu-
nal street party and carnival celebration and they 
are more in touch with their emotions.” 

By the time Brazil comes around sponsors 
look set to focus on more technically sophisticat-
ed and more emotionally sensational entertain-
ment experiences.

Now that it something to look forward to! <
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> Click text below for links

Adidas > ‘Take The Stage’ > Website

AT&T > ‘My Journey’ > Website

BT ‘London Live’ > Website

Coca-Cola ‘Move To The Beat’ > Website

Samsung ‘Genome Project’ > Website

BA ‘Social Symphony’ > Website

EDF ‘Energy Of The Nation’ > Website

BP ‘Fuelling The Future’ > Website

Omega London 2012 > iPad App 

McDonald’s ‘We Make Games’ > Website

Royal Mail ‘Gold Medal’ > Website

http://www.adidas.com/uk2012/
att.com/myjourney
http://www.btlondonlive.com
http://www.coca-cola.com/theolympics
http://www.samsung.com/us/register/olympics2012/
http://homeadvantage.ba.com/symphony/
http://www.edfenergy.com/energy-of-the-nation/how-it-works.shtml
http://www.bplondon2012.com/
https://itunes.apple.com/us/app/omega-timing/id542163595?l=fr&ls=1&mt=8
http://www.mcdonalds.co.uk/ukhome/Sport/olympics-history.html
http://www.royalmail.com/bethefirst/gold-medals?campaignid=goldmedalstamps-redirect
http://www.bptargetneutral.com/london2012/
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Real-Time Marketing > London 2012 certainly 
proved that we now operate in a live communi-
cations environment, so activation needs to be 
real-time.

Traditionally ‘live’ has been the preserve 
of the in-stadium spectator and the TV viewer 
and certainly the UK TV viewing figures for the 
2012 Opening Ceremony were impressive –with 
a 27.3m peak (an 82% share).

This comfortably beat the equivalent num-
bers for previous Games:

> Beijing 2008 - 5.06m
> Athens 2004 - 8.68m
> Sydney 2000 - 4m
> Atlanta 1996 - 1.1m
> Barcelona 1992 - 11.3m
It even exceeded the most watched UK 

Olympic moment ever: when the 1984 gold 
medal performance by ice-dancers Torvill 
and Dean at the Sarjevo Winter Olympics was 
watched by 23.95m.

Indeed, the 2012 Opening Ceremony was 
the UK’s 13th most watched TV programme 
ever - an impressive feat in this fragmented me-
dia world.

Indeed, perhaps more impressive still is the 
fact that the London 2012 Closing Ceremony 
racked up the BBC’s biggest cumulative com-
bined TV and digital peak audience (across all 
platforms) ever at 34.6m.

This total actually exceeds the UK’s all-time 
record for the biggest audience for a single pro-
gramme. Which is 30.5m for EastEnders on 25 
December 1986 (and back then the figures were 
compiled differently at the time).

This shows how the audience embraced 
the BBC’s various live Olympic platforms.

Red Button was watched by 24.2m 
throughout the Games (42% of the UK popu-
lation) and every single Red Button stream re-
ceived 100,000+ viewers

The 24 online live streaming channels saw 
106m online platform video content requests 
during the Games (peaking at 820,000 for 
Andy Murray Tennis Singles Final).

On mobile the BBC received 12m live video 
requests from mobile browsers (9.2m from mo-
bile browsers and & 2.3m tablet browsers) and 
racked up 1.9m mobile app downloads 

BBC online delivered staggering 2.8 pet-
abytes of data on its busiest day (that’s 1m giga-
bytes, or more than entire 2010 World Cup) and 
its peak moment was 700 gb/s when Bradley 
Wiggins won Gold 

Social Media Stats > Many have described Lon-
don 2012 as the socialympics and certainly dur-
ing the four years between the two events the 
main social networks expanded at an astonish-
ing rate.

At Beijing 2008 there were just 3m on Twit-
ter and 100m on Facebook. By London 2012 
there were 500m on Twitter and 900m on 
Facebook.

Official statistics from LOCOG’s own social 
media channels and accounts are astonishing 
and includinded:

> 4.7m LOCOG#London2012.com followers
> 1.8m LOCOG Facebook likes & 49m users 
> 1.9m LOCOG Twitter followers
> 150m LOCOG Tweets 

http://www.youtube.com/watch?v=rL6TqomrFTg
http://www.edfenergy.com/energy-of-the-nation/how-it-works.shtml


Understanding the path to purchase is essential 
for engaging customers and consumers.  The 

ability to understand, predict and harness 
shopping habits, behaviours and emotions, as 

well as identify the many touchpoints along 
this journey is a fundamental part of driving 
decisions, purchase and brand growth.  The 

idea of Shopper Marketing may be new to 
some in sponsorship, but this is marketing 

based on real insights into people as shoppers. 
Arc recently conducted its new PeopleShop 

global study into shopping habits, behaviours 
and motivations and it reveals the potential 

for a powerful role for sponsorship in shopper 
decision making and purchasing behaviour.

Sponsorship’s 
Evolving Retail Role

http://www.activative.co.uk/
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Brands are already busy connecting with their 
consumers within the retail space, so how can 
sponsorship play a role in differentiating prod-
ucts in different categories and even help differ-
entiate products in a new Risk Reward purchas-
ing behaviour model, whereby the category 
differences drive consumers to adopt very spe-
cific strategies for brand search, consideration 
and decision-making? 

This is an important area in the develop-
ment of sponsorship and moving consumers 
along the path to purchase.

The Summer Of Integration > A moment of re-
flection on summer 2012, and a trip to your local 
supermarket really brought home the impor-
tance of the retail channel to the many brand 
sponsorships whether around the Diamond 
Jubilee, UEFA European Championships or the 
London 2012 Olympic and Paralympic Games 
or even new film releases.

Our supermarket aisles were decked in 
brand and product messaging from sponsors 
like Nivea, Mars, Carlsberg, P&G, Heineken, Na-
ture Valley, Cadbury and Coca-Cola, plus Sam-
sung mobile phones and Omega watches, all 
of who recognise the importance of the retail 
channel to driving ROI from their sponsorship.

Indeed, even non-sponsor brands, such as 
Haribo, Gordon’s, Hovis, Pimms and Pringles 
were capitalising on the sense of national pride 
with Union Jack packaging to entice shoppers.

P&G showed us how to take the Olympics 
in-store and were arguably the most visible 
brand in retail over the summer which saw them 
undertake three different London 2012 in-store 
merchandising and promotions with Tesco, 
Sainsbury’s and Waitrose respectively.

Let’s Raise A Glass > Arc asked shoppers which 
product categories they are most likely to ex-
periment with. With the exception of spirits, all 
alcohol categories ranked highest with wine 
topping the list - 71% of consumers like to ex-
periment with different wine brands, compared 
to cider (68%), beer (56%) and lager (56%).

The study identified that the lack of loyalty 
and tendency to experiment with different alco-
hol brands is largely attributed to the mind-set 
that shoppers approach the categories with. In 
all instances, shoppers are highly price sensitive 
and display different saving mentalities. For ex-
ample, the typical shoppers of wine, lager and 
beer are characterised by Arc as Penny Pinch-
ers – these customers do not enjoy shopping, 
they’re not concerned with quality and are not 
brand loyal.  They simply make their brand deci-
sion based on price.  This provides a clear op-
portunity for brands using their sponsorship as-
sets and activation in-store helping to move the 
brand decision beyond just price.

This can provide additional context for why 
the likes of Heineken, Budweiser, Strongbow, 
Stella Artois activate their sponsorships in-store 
to provide that differentiation and stand-out.  
Of course, the retail space is just one of the 
many touchpoints encountered by shoppers, 
but arguably it’s the most essential.  

Heineken’s sponsorship of the UEFA Cham-
pions League is activated in numerous chan-
nels and touchpoints, such as match perimeter 
boards, broadcast sponsorship, PR, Stars ex-
perience, digital engagement, as well as prod-
uct packaging and SKUs in-store. For London 
2012, Heineken’s focus on winning VIP tickets to 
the Team GB celebration, as merchandised in-
store with Sainsbury’s provided them with retail 
stand-out and allowed them to carry their mes-
sage through Games time. 

Those who like a glass of wine also seem 
to like a bargain as well, with 71% of consumers 
saying they shop for wine in a bargain hunting 
frame of mind.  Maybe First Cape Wines’ spon-
sorship of the British Lions next summer will 
give shoppers a bit more to think about.

Number Of Touchpoints Varies By Category > 
One of the biggest challenges for brand mar-
keting directors is ‘Where do I spend my mar-
keting budget?’ and clearly there is a variation in 
the effect of the influence of different marketing 
touchpoints across FMCG product categories.

Agency > Arc > Sponsorship’s Evolving Retail Role
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Some of the most active sponsor catego-
ries tend to have the most marketing touch-
points before making a purchase: carbonated 
soft drinks (7.5), flavoured alcoholic drinks (7.4), 
chocolate (7.1) and cider (6.9) lead the way.

Shoppers are in a complex and competitive 
world – choice is abundant, research channels 
are multiplying and retailers are fighting tooth 
and nail for custom. Whilst technology has em-
powered us to become a nation of savvy, deal 
hunters, the psychological pressure to make the 
right purchasing decision is enormous.

While the majority of us are primarily mo-
tivated by price, there’s a multitude of other 
influences that shape every purchase decision. 
Different products elicit very different emotions 
and thus behaviours, so if brands and retailers 
want to compete, an understanding of shop-
pers’ mindset, needs, occasions and touch-
points is a must.

The number of touchpoints used for each 
category correlates closely to both the per-
ceived risk and emotional reward of purchasing 
the product. So, the categories where shoppers 
use the most touchpoints, rank as emotionally 
rewarding purchases. When a product is not re-
warding to shop – as is the case for instant cof-
fee, spirits or computer printers - it is deemed as 
high risk due to its perceived high price.

In these instances, shoppers will invest 
more than the average time comparing brands 
and prices, in order to make the right purchas-
ing decision.  This could provide an opportunity 
for sponsorships to help make the purchase that 
bit more emotional and engaging.

The Importance Of In-Store Display > Whilst 
the use of each touchpoint varies dramatically 
across each category, on average in-store dis-
play came out as the most commonly used 
marketing touchpoint in the path to purchase, 
being used on average in 39% of all purchases. 
It’s followed by word-of-mouth (34%) and TV 
advertising (32%). QR codes and tablets came 
bottom, only used in 2% and 4% of purchases. 

Another consideration for brands is the role 

sponsorship can play in securing shelf space 
and store display with retailers.  With an ever 
increasing array of marketing touchpoints avail-
able, it’s more important than ever that brands 
understand the impact different influencers on 
a shoppers’ path to purchase, and sponsorship 
has a role to play. 

The PeopleShop study shows no two prod-
ucts are alike – for every category, shoppers are 
influenced by a range of different psychological, 
physiological and social factors. If brands want 
to communicate effectively with their audience, 
an understanding of shoppers’ mindset, needs, 
occasions and touchpoints is a must. 

Does Social Media Influence Shopping > The 
role and influence of branded social media 
pages has long been a bone of contention for 
marketers; according to the PeopleShop study, 
social networks are on average used in 10% of 
purchases – meaning, on average, in-store dis-
play is almost four times as effective.

However, the channel’s influence is signifi-
cantly more important for certain product cat-
egories than others, particularly so for video 
games and video game systems, which is unsur-
prising given the digital nature of the category.

It may come as a surprise that when it 
comes to purchases of lager and wine, only 2% 
of shoppers cite social networks as an influence, 
making them comparable to hot savoury snacks 
and yoghurt (1%).

This highlights why it’s important to have 
real clarity over the role social media performs 
for brands, and therefore how brands use it.  
Clearly, the examples of the Holland Heineken 
House or Heineken UEFA Champions League 
Facebook pages are not trying to sell beer, but 
it does let you into their world. 

New Breed Of Deal Savvy Shopper Emerges > 
The recession and technology has bred a new 
type of shopper – the Strategic Saver. Account-
ing for over a third of Brits (35%), these savvy 
shoppers shun quality and loyalty in favour of 
using technology to research the best prices 
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and deals.
Far from there being just one universal type 

of price-sensitive shopper, the study has, for the 
first time, identified three distinct archetypes 
of savers:  the ‘Strategic Saver’ is joined by the 
thriftier, ‘Penny Pincher’, which makes up 16% of 
the population and the more free-spirited, ‘Op-
portunistic Adventurer’, who thrives on the thrill 
of hunting that elusive bargain or deal (22%). 

There are so many added value offers and 
promotions now, that sponsorship activations 
in-store can provide that essential point of differ-
ence with offers to the consumer whether this be 
through buy one get one free, 8 for the price of 6, 
win tickets, incentives, merchandise or trips.

Only 28% of the population aren’t concerned 
about price, of which, 4% are classified as ‘Qual-
ity Seekers’ – those individuals that buy on qual-
ity alone. The ‘Habitual Sprinters’ among us (17%) 
default to a handful of tried and trusted brands, 
while the ‘Passionate Explorers’ (7%) simply love 
to shop regardless of price.

Which Type Of Shopper Are You? > If you know 
people with short arms and deep pockets, there 
is a good chance they could be a Gamer. People 
who buy video games are the most price-sensi-
tive shoppers and the group most likely to exhibit 
‘Strategic Saver’ traits when shopping. Video 
games are also one of the products most likely to 
be bought because of a special promotion (71%).  
The current campaign for ‘Hitman Absolution’ is 
just another example of a brand building up those 
many consumer touchpoints on the path to pur-
chase with its broadcast sponsorship on Sky TV.

Shoppers are living in a complex and com-
petitive world – choice is in abundance, research 
channels are multiplying and retailers are fight-
ing tooth and nail for custom. Whilst technology 
has empowered us to become a nation of savvy, 
deal hunters, the psychological pressure to make 
the right purchasing decision is enormous.  Dif-
ferent products elicit very different emotions and 
thus behaviours, so if brands and retailers want to 
compete, an understanding of shoppers’ mindset, 
needs, occasions and touchpoints is a must.

Of course, there are some categories that 
people just do not enjoy shopping for and consid-
er products to be the most boring purchase, and 
this includes table sauces, carbonated soft drinks 
and computer printers.  So, maybe HP sauce’s link 
with Movember, supported by their new packag-
ing, or indeed the carbonated soft drink market, 
led by Coca-Cola, can help make the difference.  

All eyes should turn to Barr’s IRN BRU and 
whether they will remain true to irreverent brand 
values for their forthcoming activation of the 
Glasgow 2014 Commonwealth Games.

Reasons To Be Cheerful > It comes as no surprise 
that chocolate (83%), spirits (74%), wine (71%), 
cider (70%) and flavoured alcoholic drinks (70%) 
top the nation’s favourite treats.  Even what, on 
the surface, may seem like a relatively simple pur-
chase - such as a chocolate bar - is in fact shaped 
by a multitude of psychological, physiological and 
social influences.

In summary, the role of sponsorship has fun-
damentally evolved from that of purely brand 
building to a strategic brand investment which 
can both enhance brand health and drive pur-
chase.  Sponsorship already plays a significant 
role in creating multiple touchpoints for brands to 
connect with consumers, and driving this through 
to retail is important, especially when shoppers 
are faced with so much choice and messaging 
across so many categories.  Brands are increas-
ingly looking for ROI and there can be no more 
powerful measure than a direct increase in sales <

Rob Mitchel is Head Of Sponsorship at Arc > For 
more information please contact:

E - rob.mitchell@arcww.co.uk
W - www.arcww.co.uk

Arc’s PeopleShop study is based on a study of 
15,000 consumers from the US, Canada, France, 
Germany, Italy, Spain and the UK. In the UK, a na-
tionally representative sample of 2,000 consum-
ers were surveyed.  There will be further waves 
conducted in 2013.  If you would like to know 
more, please contact Rob Mitchell. 

‘Sponsorship already plays a 
significant role in creating multiple 
touchpoints for brands to connect 
with consumers, and driving 
this through retail is important, 
especially when shoppers are 
faced with so much choice.’

Rob Mitchell
Head Of Sponsorship
Arc

http://www.arcww.co.uk


Ice Skating 
Sponsorship Soars

When Somerset House first opened its ice 
rink in 2000 few imagined it was going to 
start a London winter skating trend. Since 

then the number of spectacular skating 
venues across the UK’s capital city has 

exploded through the Christmas period. 
From iconic venues like The Tower of 

London, Hampton Court Palace and the 
Natural History Museum, to public spaces 
such as Hyde Park, Hampstead Heath and 
Greenwich, as well as seasonal shopping 
meccas like Westfield. There are now 18+ 
ice rinks in London with a capacity of 4.5 

million skaters. Little wonder that sponsors 
have quick to strap on their skates. 

http://www.activative.co.uk/
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As the cold weather begins to bite, London is 
again seeing an increasing number of brands 
seeking winter partnerships and experiential op-
portunities turn to ice skating. Indeed, ice skat-
ing is rapidly evolving from an innovative pop-up 
partnership phenomenon into a regular seasonal 
feature of the British sponsorship landscape.

Whether based around branding oppor-
tunities, sampling programmes, obvious prod-
uct function synergies, or simply seasonal sales 
pushes and product launches, the last 10 years 
has seen major growth in the number of ice rink 
seasonal sponsorship across the UK.

It is, of course, an increasingly attractive op-
tion for brands that have obvious relevance to 
winter activities: such as hot drinks chains and ice 
cream brands (eg Starbucks and Green & Blacks 
at the Natural History Museum Rink). Further-
more, they can provide thematic- and seasonal-
ly-relevant direct engagement opportunities for 
brands targeting families (eg Ice Age 4 at Hyde 
Park Winter Wonderland), or couples in romantic 
environments (eg Tiffany at Somerset House Ice 
Rink).

Others are using ice rinks as clever ‘compare 
and contrast’ opportunities - such as Dyson’s 
sponsorship of Ice At The Tower (at the Tower Of 
London) to promote its Dyson Hot heating fan

But now brands from a wide range of sectors 
and with less obvious links to skating and ice have 
also jumped on the rink partnership bandwagon 
in recent years: including Sega and Lidl at Hyde 
Park’s ‘Winter Wonderland’, Andrex at Hampton 
Court’s ‘Ice at the Palace’ and 7UP at Dublin’s gi-
ant Winter Wonderland.

Many brand marketers are simply looking for 
fresh and fun opportunities to drive awareness 
and sales during the crucial Christmas trading 
period.

Of course, in the US ice rinks have long been 
a quintessential festive season attraction and 
none more so than the famous skating rink at 
Rockefeller Centre.

The Rockefeller rink, with its traditional Christ-
mas tree and open-air dining, turned 75 this year 
and is an established Christmas tradition for New 

York City skaters. During that time it has part-
nered with a host of brands and businesses from 
TV shows like ‘Saturday Night Live’ to Broadway 
musicals like this year’s ‘Charlie Chaplin’.

This year, once again the Rockefeller rink 
linked with one of the more unusual skating 
branded partnerships in the form of Ocean 
Spray’s ‘Cranberry Bog’ – a 1,500-square-foot, 
free-standing cranberry bog. At the event Ocean 
Spray growers demonstrate the harvest process, 
discuss the taste, health, and heritage of the 
cranberry, share tasting secrets in ‘Taste and Tell’ 
video booths which offer berry, juice and cocktail 
sampling and video testimonials (which can be 
shared via Ocean Spray’s Facebook and Twitter 
sites) and offer consumers the chance to enter a 
competition to win $100 Ocean Spray gift packs.

Increasingly, UK marketers are also looking 
for more innovative approaches to activate their 
rink sponsorships.

There are, of course, the usual press and me-
dia mentions, vanilla brand and logo benefits of 
rink-related collateral, classic perimeter board 
and rink-side screen advertising rights, coupled 
with online, email and on-ticket brand excises, 
data collection, sampling and entertainment op-
portunities.

Stylish Synergy - Ice & Ice > The one that started 
it all, Somerset House (described by Time Out as 
“London’s most glamorous ice rink”), continues to 
enjoy a long term association with Tiffany & Co.  
Now in its fifth year, this is an elegant brand fit and 
it is beautifully executed.

To complete the platform and brand synergy, 
stands around the rink come in the desirable Tif-
fany box shapes (complete with white bow) and 
the ice itself is even coloured classic Tiffany robin 
egg blue.

Last year, both parties jointly presented a 
smart and engaging activation plan. It includes 
‘Teatime with Tiffany’ – an afternoon tea event 
with ice dance demonstrations, and tea dance 
music. The brand also makes full use of the rink 
during off-peak times with other events such as 
lunchtime skate work outs and the brand also 

http://www.rockefellercenter.com/events/2010/10/19/ocean-spray-cranberry-bog/
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backs a stunning opening night event as well as accompanying 
online web film and press promotion.

Twitter Ticket Competitions > In a classic ‘winter warmer drink 
link’, global coffee chain Starbucks is again supporting the Natu-
ral History Museum Ice Rink. In addition to badging on the main 
rink, there is an accompanying Café Bar open to all visitors where 
consumers can enjoy a range of Starbucks drinks - including your 
festive favourites - Eggnog Latte, Gingerbread Latte, Toffee Nut 
Latte, Praline Mocha.

Starbucks is also supporting the partnership with a Twitter 
ticket giveaway. This competition is linked to chain’s Red Cups 
Tour – an initiative linked to its holiday-themed red cups which are 
introduced in-store every year in early November.

To promote this, Starbucks is running a ‘Red Cups Tour’ of the 
UK which visits many of the country’s most famous landmarks.

Every Friday, Starbuck’s tweets a picture of one of its Red 
Cups at a different UK landmark and the first 40 customers per 
week who reply stating where the red cup is (the landmark and 
the location) receives four free tickets to the Ice Rink.

Hot & Cold > In 2011, Dyson Hot, in a neat ‘opposites clash’ twist, 
sponsored ‘Ice at the Tower’ (Tower of London) to raise aware-
ness of the latest Dyson Hot fan heater. The innovative brand part-
nered with PWR Events (which runs the Tower’s ice rink) and ran 
product demonstrations at one of the busiest and most beautiful 
ice rinks in London with the stunning Tower of London and the 
Thames as a backdrop.

The campaign saw Dyson ‘heat up’ the skate change marquee 
for spectators and skaters alike to bring the sponsorship to life. 
The initiative, which gave both skaters and interested members 
of the public to get their hands on new heater fan which uses Air 
Multiplier technology to heat a space fast and evenly. Dyson use a 
thermal camera to show visitors the smooth and even heat distri-
bution around the room and themselves.

The promotion even saw the brand email visitors their very 
own personal thermal image thus including both an ongoing en-
gagement mechanism incentivised by an interesting event keep-
sake which they could use and share.

The initiative, which also used touch screen technology to en-
able both skaters and visitors to enter a draw to win a Dyson Hot 
fan heater, was just one part of a wider Dyson event tour (which 
included events, exhibitions and consumer shows across the UK) 
showcasing its technology and educating the public about the 
company’s philosophy and how its engineers go about solving ev-
eryday problems.

> Click text below links

EyeSkate London Eye > Website

Hyde Park Winter Wonderland > Web

Ice At The Palace > Website

Ice At The Tower > Website

Natural History Museum Ice Rink > Web

Parker ‘Write Big’ > Website

Rink At Rockefeller Centre > Website

Somerset House Ice Rink > Website

Skate Somerset House > YouTube

7Up WinterWonderland > Web

http://www.londoneye.com/Eyeskate2012
http://www.hydeparkwinterwonderland.com
http://www.hamptoncourticerink.com
http://www.toweroflondonicerink.com
http://www.nhm.ac.uk/visit-us/whats-on/ice-rink/index.html
http://http://www.parkerpen.com/#/en/writebig/gallery/4
http://www.patinagroup.com/restaurant.php?restaurants_id=74
http://www.somersethouse.org.uk/ice-rink
http://www.youtube.com/watch?v=eBESwucms28
http://7upwinterwonderland.ie/
http://www.tiffany.co.uk/About/News/Article.aspx?id=30
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Winter Wonderland - Hashtags To Naming 
Rights > London’s biggest outdoor ice rink, situ-
ated around the iconic band stand in Hyde Park’s 
‘Winter Wonderland’, attracted Samsung Galaxy 
as a title sponsor in 2011. Like Starbucks, Samsung 
also ran a Twitter-led ticket competition as part of 
its sponsorship activation.

Alongside Samsung’s at-event signage and 
event hospitality elements, in the run up to last 
Christmas the electronics giant also ran a com-
petition giving away ice skating tickets for Hyde 
Park’s Winter Wonderland and a new Galaxy SII 
smartphone. The competition ran online and also 
included a double dip entry offer for those who 
followed @Love_London on Twitter and who 
Tweeting a link to this competition alongside the 
hashtag #TLLWTLGalaxy.

Simon Stanford, Samsung’s Managing Direc-
tor for Mobile UK & Ireland said: “Over 2.2 million 
people visited Hyde Park Winter Wonderland last 
year - so we want to use this opportunity to high-
light our range of devices to this audience. Winter 
Wonderland is a family event which has some-
thing for everyone – just like our family of Galaxy 
devices.”

In fact, this local London ice skating activa-
tion was part of a wider umbrella Samsung Gal-
axy Winter Wonderland campaign. This initiative 
also saw Samsung team up with Rovio on an in-
teresting partnership with Angry Birds to pro-
mote the Galaxy Note. This campaign included 
a campaign-specific website (http://note.angry-
birds.com/), an animated online video, an online 
competition and a new playable campaign-spe-
cific gaming level in the ‘Angry Birds Advent Chal-
lenge’.

This Christmas the rink has linked up with 
20th Century Fox to sell its 2012 naming rights. 
This year the rink will carry the name the “Ice Age 
4 Ice Rink” in order to leverage the destination’s 
reputation as a popular family Christmas attrac-
tion and link that to the release of the film’s Triple 
Play and DVD release on 10th December.

Parker Pens’ Personal Messages > For premium 
pen brand Parker, a classic ‘gift’ product busi-

ness, the Christmas season is vital so its history 
of ice rink sponsorship through the festive period 
provides a participatory engagement platform 
through this key retail period.

Despite In 2010, when Parker Pens partnered 
with the Tower of London’s ‘Ice At The Tower’ as 
part of its festive season sales push, a more per-
sonalised element was added to the brand’s skat-
ing competition. As part of the deal, Parker ran 
a competition offering winners a chance to have 
their own personal message carved into the ice 
on the rink.

Alison Potter, trade marketing manager for 
Parker, explained: ‘Every morning between 1 and 
24 December, a different winner will be selected 
to have their Christmas message skated into the 
fresh ice by a professional skater.’

Alongside this, the brand launched a series 
of national press competitions in the run up to 
Christmas which offered tickets to an ‘exclusive’ 
Parker Party, on 10 January.

Perhaps even more innovative was its activa-
tion around the brand’s Natural History Museum 
Ice Rink sponsorship which was based on an inte-
grated campaign called ‘Write Big’. This included 
an online competition offering two people the 
chance to win a prize of a trip to New York’s Mu-
seum Of Arts and Design.

Parker invited the winner to New York to see 
their message projected onto the Museum of Arts 
and Design via an innovative 3D video mapping 
initiative. The winner will also receive a Parker Pre-
mier Black Fountain pen, an overnight bag, a pen 
case and, somewhat strangely, a key ring).

The work, which also includes traditional ad-
vertising, invites consumers to submit personal 
messages on a dedicated website to enter the 
competition. Messages can be a maximum of 
50 characters and begin with the age old classic 
‘What if…’ (as in “What if you could save a life with 
a pen?”)

The site also includes an online gallery to in-
spire people to be creative and imaginative with 
their entries.

 In addition to a filmed museum projection 
launch Big Write event, other promotional activ-

http://www.dyson.co.uk/fans/fansandheaters/heaters.aspx
http://www.sponsorship-awards.co.uk/news/samsungs-galaxy-sponsors-rink-winter-wonderland
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ity spanned PR work, a press executions in UK 
titles (including the Guardian, Financial Times, 
The Economist and Wallpaper).

Parker also launched national competitions 
in the press for people to win tickets to attend 
skating events and lessons.

Ice Tour Partnerships > In terms of strategy, 
brands are keen to engage with consumers in 
a festive environment, with opportunities to 
showcase products and brand around the rinks, 
as well as entertaining clients and consumers.

Disney on Ice sells 25 million tickets per year 
and has been touring for 20 years. This year’s 
UK tour, which is visiting Sheffield, Nottingham, 
Newcastle, Birmingham, Dublin, Belfast and 
London, sees Disney leveraged their experience 
beyond the ice itself with an innovative partner-
ship with Kinect for Xbox.

This is part of an eight month partnership 
between Disney UK and Microsoft to support 
the launch of the Disneyland Adventures Xbox 
360 game series and is the very first time that 
Disney has collaborated with an external brand 
to promote its live shows.

The campaign targets children and families 
and runs across several Disney-related media 
and retail properties (from The Disney Chan-
nel to Disney Stores, as well as advertorials in 
Disney magazines and websites), as well as out-
door. It includes the roll out of Disney on Ice’s 
‘Worlds of Fantasy’ and ‘Princesses and Heroes.

Every venue on the tour is equipped with 
Xbox 360 Kinect for visitors to play the game, 
while the campaign also includes a range of 
competitions, with prizes such as Disney Store 
vouchers and family holidays. 

Ice Melts, But Is Longevity Key? > Ice rink spon-
sorships provide a fantastic opportunity for 
brands to showcase and connect with a festive-
minded audience during the peak shopping 
season. In the past, skating sponsorships have 
tended to be a strong short term and a tactical 
sponsorship opportunity, designed to leverage 
the emotional triggers, and purchasing habits of 

the winter festive season.
The challenge rights holders face is turning 

this into a long term partnership (eg Skate with 
Tiffany & Co) to create a memorable sponsor-
ship and lasting, repeat experiences that con-
tinue to affiliate with the events and engage. <

Hannah Hanley (Account Manager) and karen 
Morris (Managing Director) at BrandMeets-
Brand > For more information please contact 
Karen Morris:

E - karen@brandmeetsbrand.com
W - www.brandmeetsbrand.com

Set up in 2003, brandmeetsbrand is a boutique 
sponsorship agency that specialises in deliver-
ing creative, commercial solutions for a range of 
clients. We work closely with each client, initially 
by valuing their assets and then tailor making 
compelling sponsorship propositions that are 
leveraged for maximum commercial value.

http://www.brandmeetsbrand.com
http://www.parkerpen.com/
http://www.londoneye.com/


Two sets of data published in late 
2012 showed a healthy picture of the 

sponsorship industry’s past and future, 
but differ on the regional details. The 
European Sponsorship Association 

(ESA) retrospective stats show a 14% rise 
in the size of the European sponsorship 

sector – with 2011’s total reaching €27.15bn 
($36.19bn). While IEG’s forward-looking 
annual Sponsorship Report projected 

North American sponsorship spend to 
grow 5.5% in 2013 to $19.9bn (€14.93bn). 
William Fenton, of BrandMeetsBrand, 
offers a snapshot statistics summary. 

Data & Statistics:                    
Numbers Looking Good

http://www.activative.co.uk/
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Oddly, although the two bodies use differing meth-
odologies, the combined ESA/IEG total for the 
world’s two biggest markets, at $51.12bn, is not that 
dissimilar from IEG’s worldwide figures which point to 
a 5.1% rise in 2012 to $51.1bn and predict 4.9% growth 
in 2013 to $53.3bn.

And yet IEG’s figures predict that economic fac-
tors in Europe will restrict 2013 growth down to just 
2.8% (compared to its own 4.7% European rise in 
2012).

While it forecasts that growth in China, India and 
Russia will contribute to a healthy 5% growth in Asia/
Pacific for 2013, IEG is somewhat downbeat about 
Central and South America and predicts growth to 
slow to 2.6% in 2013 despite the effect of Brazil’s 2014 
World Cup and 2016 Olympic Games. 

ESA’s figures show that the year-on-year uplift 
was not at all uniform across all individual countries – 
with understandable downturns reported in markets 
with extremely tough economic conditions (such as 
Greece) – it does report that Europe benefited from 
hosting a suite of a major international events and 
also expects the next set of European data to remain 
buoyant as the full effect of the London 2012 Olympic 
Games and the UEFA European Football Champion-
ship is seen felt (and the early signs of investment in 
the Sochi 2014 Winter Olympics start to appear).

ESA Value Of European Sponsorship Market (Euros)
Categories   2010 2011
Europe Countries   22.8bn 25.2bn
Pan-Europe Events   0.5bn  0.7bn
Global Events - Europe   0.03bn  0.6bn
Total                 23.3bn    26.5bn
% Year-On-Year Change      +14%

ESA’s data, which covers all forms of sponsor-
ship (excluding activation spend) across 50 European 
countries, shows that the ratio of sport to non-sport 
sponsorships was 67:33. Compared to its previous set 
of figures, this suggests a continuing trend towards 
non-sport sponsorship as the industry continues to 
take a wider view of the partnership landscape.

According to the latest IEG report, the statistical 
breakdown suggests that industry growth is being 
driven by marketers’ willingness to spend significant 

sums on major integrated sponsorships that deliver 
substantive benefits and that such partnerships are 
redefining traditional sponsorship (and in some cases 
even making the old word obsolete).

In other words, that sponsorship is moving out of 
its once isolated silo and become a core part of the 
mainstream marketing conversation.

IEG North America Sponsorship Spend
Year Total Spend (US$)
2009 16.5bn
2010 17.2bn
2011 18.1bn
2012 18.9bn
2013 19.9bn

Indeed, the IEG data suggests that the sponsor-
ship growth rate in the USA once again surpasses 
that of traditional advertising. It cites data that ad 
spend is expected to grow only 2.6% in 2013 accord-
ing to the worldwide media and marketing forecast 
produced by GroupM (the global media investment 
management operation of WPP Group plc and the 
parent company of IEG).

It also highlights that sponsorship growth will 
outstrip that 3.2% rise in spending on consumer and 
business-to-business promotions such as direct mar-
keting, sampling, and trade shows (as predicted by 
the Communications Industry Forecast published by 
private equity firm Veronis Suhler Stevenson).

IEG’s annual report thus argues that the crucial 
element in driving positive sponsorship growth is a 
fresh recognition at the highest echelons of corpo-
rate governance that sponsorship is a potent solution 
to the challenge of how to build attention and main-
tain loyalty in a marketplace that is becoming increas-
ingly hostile to traditional marketing.

The paper claims that sponsorship has become 
“elevated to the corporate strategic planning con-
versation and is more likely to be discussed in the 
context of integrated marketing programs that can 
take advantage of the reach of traditional advertis-
ing as well as the emotional and experiential benefits 
earned through partnerships with sports, entertain-
ment, cause and cultural entities”.

One IEG conclusion is that “the sponsorship pie is 

growing, but being cut into fewer pieces. The largest 
slices are reserved for properties that can meet the 
high standards required by a new breed of corporate 
partner”.

This proposition may be tested further in the 
next few weeks when we will see the latest set of an-
nual figures from Repucom’s The World Sponsorship 
Monitor. This report will offer even more insights into 
the health of the industry and provide metrics such as 
average deal durations, top sponsoring industries of 
2012 and further explore where the money was spent 
and who spent it.

Whatever those TWSM numbers show, and 
whether they back up the IEG proposition or not, one 
thing is certain – activation levels and grassroots in-
vestment were major trends in sponsorship during 
2012.

The breadth of innovation in these sectors – from 
BMW’s innovative in-stadium remote control Mini cars 
and P&G’s broad and deep ‘Mom’s Olympic work, to 
Carlsberg’s own brand Pub Cup and, perhaps most 
notable of all, the stratospheric rise of Red Bull Stra-
tos and social media – has been impressive.

One positive trend we have tracked though 2012 
has been the use of research to make more genuine 
and deeper connections with customers by under-
standing the attitudes and behaviours of precisely 
defined groups of people.

A good example of this was research in the USA 
showing that women influence 80% of all car buying 
decisions and purchase 40% of all cars in the USA. 
Car sales operation TrueCar Inc is attempted to tap 
into this insight by signing women racing drivers in 
motorsports such as the British-born IZOD IndyCar 
Dragon Racing driver Katherine Legge.

We are looking forward to a great 2013 with ever 
more sophistication and flair going into sponsorship 
and we applaud the efforts of the European Sponsor-
ship Association (ESA) whose second intake of stu-
dents started work on their Diplomas in January. <

William Fenton is a consultant at BrandMeetsBrand 
> For more information please contact:

T.  +44 (0)207 482 6635
E. william@brandmeetsbrand.com
W. www.brandmeetsbrand.com

http://www.brandmeetsbrand.com/
http://www.brandmeetsbrand.com/


“By three methods we may learn wisdom: 
First, by reflection, which is noblest; 

second, by imitation, which is easiest; and 
third by experience, which is the bitterest.” 

So said Confucius.  A wise guy indeed.  
Education, learning, training - whatever 
you want to call it – is like an insurance 

policy aimed at improving our skills and 
reducing the chance of making mistakes. 

But clearly life has a habit of endlessly 
proving that there is no teacher like 

experience. We all make mistakes; after all, 
to err is human. 

Education & Training:                
Stay The Course
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In our personal lives these are often non-consequen-
tial and correctable, but in business they often reso-
nate more ominously.  Perhaps that’s why life coach-
ing struggles to gain a foothold, but business training 
is booming……..

Certainly in my career I learned on the hoof.  
Sponsorship was in its infancy and we were crusad-
ers, we invented best practice mainly by common 
sense and intuition.  There weren’t too many guide-
lines; there were no instructional manuals, so we 
wrote our own Idiot’s Guide.  Scarily that was 25 years 
ago.  If I was starting out again now I wouldn’t survive.  

Our industry has matured beyond recognition 
and is now regulated, evaluated, measured and awash 
with best practice; for a reason, of course.  Sponsor-
ship, more than any form of marketing has had to 
prove its worth.  An industry that often ‘seduced’ cli-
ents to spend money via the lure of glamour, urgently 
needed to prove a return on investment to maintain 
basic credibility.  Sponsorship is now a science and 
ever-evolving.  It proved its worth and now sits more 
comfortably at the marketing table, but only if done 
properly and in harmony with a cohesive strategy 
that underpins business profitability and success.

In my day, training wasn’t an option, basically 
there wasn’t any.  Not because there was no desire to 
teach, it was just that no one knew enough about our 
industry to be able to create a meaningful syllabus.  
Simply there were no resources, so we learned on the 
job.  Equally, companies did not embrace training.  It 
was seen as a luxury, a bit of a waste of time when 
you could be working.  What I know now is that if I’d 
had the benefit of the training that’s available today 
it would have taken me only 2-3 years to learn what 
took me a decade to absorb then.  This is one of the 
reasons why those people starting out in sponsorship 
today are going to be far better equipped to revo-
lutionise our industry than we ever were.  And woe 
betide anyone who isn’t keeping up………..

But in sponsorship where is that training?  Yes, 
we have a representative body that champions best 
practice, yes we have endless conferences and yes 
we have a media landscape that embraces and de-
bates our art; all of which deliver.  But sponsorship 
has never had an academic qualification that facili-
tates a basic understanding of the key principles, that 

pulls together all of the many strands that now make 
up the industry’s landscape and that offers up many 
examples of best practice in action.  Until now…….

The new European Sponsorship Association Di-
ploma (ESAD) was not conceived through guilt, more 
out of expediency.  That notion of ‘if only I knew then 
what I know now’ has driven us on to put something 
in place that offers sponsorship practitioners the 
chance of getting up to speed quickly.  Perhaps, as 
instigator, my biggest personal desire was to create 
something that would enable people to understand 
how sponsorship works from all angles.  If a rights 
holder only understood what makes a sponsor tick, 
if a sponsor only understood why an agency might 
be irreplaceable and, if only, an agency knew how to 
work empathetically with a rights holder how much 
more connected we’d be……..

Furthermore, how narrow thinking becomes 
when you only work on sport or the arts; the chal-
lenges provided by the many other sponsorship in-
terfaces and approaches expand the thought pro-
cess and open the mind up to many more strategic 
possibilities.  Equally, the learning available from the 
complexity (or simplicity) of campaigns in the heart-
land of sport and the arts is, of course, essential to a 
fundamental understanding.    

Also, an understanding of how sponsorship re-
lates to, and works with, all of the available marketing 
disciplines is vital knowledge to be able to maximise 
spend and achieve overall commercial objectives.  
Seeing ‘the big picture’ can only improve awareness 
of what it is our industry is trying so hard to achieve.

The Diploma covers all of this and more.  It quite 
deliberately gives the student a comprehensive range 
of materials (much of which has been contributed by 
a whole range of experienced industry practitioners 
and sources – truly ‘the industry training itself’) to 
broaden thinking and range of experience.  The sylla-
bus deliberately enables the student to dig as deep as 
he or she requires and embrace broader knowledge 
thereby developing far greater understanding and 
empathy with the workings of our industry.

It is wrong to think that the Diploma is only of 
relevance to those starting out.  It has been deliber-
ately designed to offer different outcomes for people 
at different stages of their careers.  The sheer breadth 

of the content allows for people to access the learn-
ing at whatever level they feel comfortable.  Different 
people will take different learning away with them.  

The Diploma has a distance learning structure 
deliberately to enable those in full-time work to ac-
cess the course readily.  As with any worthwhile edu-
cation this involves sacrifice, but demonstrates com-
mitment.  Time has to be found outside work to study.  
We have tried hard to make the course challenging, 
yet enjoyable, and to leave the student with a feeling 
of accomplishment and pride in attaining a qualifica-
tion that will undoubtedly equip them for a long and 
prosperous career.

The first year students have given the course a 
big thumbs up.  They found it hard work but reward-
ing (in a post-course questionnaire 93.2% of students 
rated the Diploma as 7 out of 10 or higher in terms 
of the usefulness and relevance of the course con-
tent to their educational needs).  They manfully ac-
cepted their role as guinea pigs for the structure and 
performed admirably (3 Distinctions, 13 Commended 
and 18 Passes).  They also made useful suggestions for 
modification.  So the 2013 Diploma will be ‘new and 
improved’; perhaps slightly less onerous but focussed 
even more on advancing learning and stimulating en-
thusiasm for producing the best possible work from 
whatever angle sponsorship is approached.

Clearly I’m open to the obvious accusation ‘he 
would say that wouldn’t he’, but I robustly believe that 
this qualification offers today’s sponsorship practitio-
ners a passport into becoming tomorrow’s thought 
and industry leaders.  I commend it to anyone who 
seriously has aspirations to know more about spon-
sorship and to seriously advance their knowledge 
and career development. <

Peter Raymond is ESA Diploma Course Director

About Us > The 2013 ESA Diploma commences on 
January 7th 2013.  Further information and registra-
tion details are available from the ESA website, or  
contact Peter Raymond at:

T.  +44 (0)20 8390 3311
E. peter@noproblem.net
E. esaoffice@sponsorship.org
W. www.sponsorship.org/content/qualifications.asp

Anyone who is serious about 
a future in the sponsorship 
industry, or just wants to be 
better informed, needs to do 
this course. 

Peter was Head Of Spon-
sorship for Orange for eight 
years (1995-2003) and devel-
oped Orange’s popular arts 
based sponsorship portfolio 
including being responsible 
for creating Orange Wednes-
days.

He has been director of 
two promotional marketing 
agencies and worked on many 
major and award winning 
sports and arts sponsorships.

http://www.sponsorship.org/content/qualifications.asp
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This article considers potential VAT 
issues that may sometimes arise from 

sponsorship: particularly some of the key 
complications and most important knock-
on effects. Of course, sponsorship is a very 
broad term, widely applied and meaning 
different things to different people.  So to 

determine the VAT position it is necessary 
to look carefully at the particular facts in 

each case in order to clarify what each 
party - both the sponsor and the recipient 
- provides and/or receives pursuant to the 

sponsorship arrangement. 

Law & Legislation:                
VAT On Sponsorship
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Outright Donations Made By A Sponsor > If a spon-
sor makes an outright cash donation, that is the spon-
sor receives nothing (or an “insignificant benefit” – see 
below) from the recipient in return for the donation, 
then the recipient makes no supply for VAT purposes 
to the sponsor and therefore the recipient should not 
charge any VAT to the sponsor.

Similarly, if a sponsor makes an outright donation 
of goods or services (rather than a cash donation), 
that is the sponsor receives nothing (or an “insignifi-
cant benefit”) from the recipient in return for the do-
nated goods or services, then the recipient makes no 
supply for VAT purposes to the sponsor and therefore 
the recipient should not charge VAT to the sponsor.

Does The Recipient Provide Anything To The Spon-
sor? > Merely labelling cash, goods or services that 
are provided by the sponsor to the recipient as a “do-
nation” does not, of course, always mean than that the 
sponsor has made an outright donation in the sense 
outlined above.  It is necessary to check whether, in 
fact, the sponsor receives anything in return. 

If the sponsor receives any form of “significant 
benefit” (see below) in return for its sponsorship, 
then the recipient will be treated for VAT purposes as  
making a supply to the sponsor and the recipient will 
generally have to charge VAT to the sponsor at the 
standard rate. 

Of course, if what the recipient supplies to the 
sponsor is a type of supply that is exempt from VAT, 
for example, cultural services such as the supply by 
a “public body” or by an “eligible body” (both as de-
fined in VAT legislation) of a right of admission to a 
theatrical or musical performance, then the recipient 
should not charge any VAT.

There may sometimes also be cases where what 
the recipient provides to the sponsor falls outside the 
scope of UK altogether – see further below.  Thus, 
even where the recipient provides a significant ben-
efit to the sponsor, it will not necessarily be the case 
that the recipient will always have to charge VAT.

Significant Benefit Received By A Sponsor > In 
their published guidance, HM Revenue and Customs 
(“HMRC”) indicate that any of the following will be 
considered as “significant benefits” received by the 

sponsor (resulting in a VATable supply by the recipi-
ent to the sponsor):

> Naming an event after the sponsor
> Displaying sponsor’s logo or trading name
> Participating in sponsor’s promotions/ads
> Allowing sponsor to use names or logos
> Giving free or reduced price tickets to an event
> Allowing special event access: premieres/galas
> Providing entertainment or hospitality facilities
> Giving sponsor priority booking rights

The list is by no means exhaustive and there are 
many other examples and situations in which a spon-
sor may receive tangible benefits.

Insignificant Benefit Received By Sponsor > In con-
trast to the above, HMRC accept that a sponsor may 
receive “insignificant benefits” from the recipient 
without there being any supply for VAT purposes by 
the recipient to the sponsor. 

> Giving a flag or sticker
> Listing of supporters in programme//notice
> Naming a building/university chair after donor
> Putting donor’s name on back of a theatre seat 

The Importance Of Correct Legal Documents > The 
legal documents must properly reflect the true nature 
of the arrangements between the parties.

As mentioned above, it will be dangerous simply 
to rely on mere “labels”.  Instead, the correct approach 
should be:

> To consider carefully the facts of each case to 
decide whether the sponsor is providing an outright 
donation or whether the sponsor is receiving a signifi-
cant benefit in return; and then

> (If the recipient is providing a significant ben-
efit) to determine whether the recipient has to charge 
VAT to the sponsor.

Only after the above have been clarified should 
the correct legal documents be drawn up.

Using the wrong kind of legal document and/or 
applying incorrect “labels” to the arrangements can 

be costly: is likely not only to result in errors in VAT 
treatment, but may also result in challenge by HMRC.

Seperation Of Outright Donations From Significant 
Benefits Provided By The Recipient > So far the dis-
tinction between outright donations by the sponsor 
and cases where significant benefits are provided 
to the sponsor have been described in all or nothing 
terms.  In practice, however, many sponsorship ar-
rangements can involve a mixture of: 

> Outright donations by the sponsor; and 
> The making of other payments (or provision of 

goods or services) by the sponsor in respect of which 
the recipient does provide a significant benefit to the 
sponsor, for example, advertising. 

A danger with such mixed arrangements is that 
HMRC may try to treat the whole sponsorship ar-
rangement as giving rise to a VATable supply by the 
recipient to the sponsor.  

This risk can, however, be reduced significantly 
by careful use of correct legal documents. In practice, 
to minimise the risk of VAT on the outright donation, 
the sponsor should aim for a complete separation 
of the outright donation from the other parts of the 
sponsorship arrangements.

In particular, two separate agreements should be 
put in place; one for the outright donation, the other 
in relation to the benefit (eg advertising) provided 
to the sponsor.  Each agreement should also clearly 
quantify the amount(s) paid under it.

Significant Benefit Provided To Foreign Sponsor > 
If a UK based sponsor receives a significant benefit 
from the recipient, the recipient will usually make a 
supply for VAT purposes to the sponsor on which the 
recipient has to charge VAT.  

However, if the sponsor is foreign and has no 
UK permanent or fixed establishment, depending on 
the type of supply made by the recipient, the place 
of that supply may be outside the UK and therefore 
not be subject to UK VAT.  For example, if the recipi-
ent supplies advertising services to a sponsor based 
in the Channel Islands, then there will no UK VAT on 
those services.

‘If the sponsor receives any form of 

“significant benefit” in return for its 

sponsorship, then the recipient will be 

treated for VAT purposes as  making a 

supply to the sponsor and the recipient 

will generally have to charge VAT to the 

sponsor at the standard rate. ‘
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When Does A Sponsor Have To Charge VAT To A 
Recipient? > So far, this article has only considered 
whether the recipient might make a supply for VAT 
purposes to the sponsor.  Are there circumstances in 
which the sponsor may make a supply for VAT pur-
poses to the recipient?

Clearly, if a sponsor just makes a payment to a 
recipient, there is no supply by the sponsor to the re-
cipient.  

If a sponsor provides goods or services to a re-
cipient in return for a significant benefit provided by 
the recipient to the charity, then the sponsor is receiv-
ing consideration in kind for its supply of goods or 
services.  In this situation, the benefit will need to be 
valued and the sponsor will then need to charge VAT 
on the value of its supply of its goods of services to 
the recipient.

If the sponsor makes an outright donation of ser-
vices to the recipient, that is the sponsor receives no 
significant benefit from the recipient in return, then 
the sponsor should not charge VAT.

If the sponsor makes an outright donation of 
goods to the recipient, that is the sponsor receives no 
significant benefit in return, the sponsor may some-
times be required to charge VAT under the special 
rules for business gifts.  (Details of the rules for busi-
ness gifts are, however, outside the scope of this ar-
ticle).

Who Bears The Burden Of VAT? > If a sponsorship 
arrangement is silent concerning VAT and the recipi-
ent is treated as providing a VATable supply to the 
sponsor, then the amount or value received by recipi-
ent is treated as VAT inclusive, thus reducing the net 
after VAT amount  remaining for the recipient.  

For example, if the sponsor pays £12,000 to the 
recipient, then the recipient would (at current UK VAT 
rates) have to account for £2,000 to HMRC out of the 
£12,000 and would therefore be left with £10,000 af-
ter VAT.  That might well not be what the recipient 
and sponsor had intended.

Provided this reflects their commercial inten-
tion, the sponsor and recipient can ensure that VAT is 
added on top of the amount(s) provided by the spon-
sor to the recipient by including in the sponsorship 
agreement a statement that the amounts payable by 

the sponsor under the agreement are expressed ex-
clusive of VAT.

VAT Invoices > If a sponsor and/or recipient makes a 
VATable supply to the other, then the person(s) mak-
ing the supply should remember to issue an appropri-
ate VAT invoice. <

Vanessa Barnett is a Technology and Media partner 
and Amanda Solomon is a partner and Head of Cor-
porate Tax  at Charles Russell LLP

About Us > For further information on our adver-
tising, marketing and sponsorship practice, please 
contact Vanessa Barnett. For further information 
concerning VAT and sponsorship - other tax aspects 
affecting your business - please contact Amanda 
Solomon:

T - +44 (0)20 7203 5000
E - vanessa.barnett@charlesrussell.co.uk
E - amanda.solomon@charlesrussell.co.uk

> Click text below for activation links

Website > www.charlesrussell.co.uk

Website > www.cr-law.co.uk

Address >  5 Fleet Place  London EC4M 
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78Co-Publisher > Law & Legislation > Charles Russell > VAT On Sponsorship

> CONTENTS

http://www.charlesrussell.co.uk


As the music industry seeks alternative 
revenue models amidst the new digitised 

industry landscape, the relationship 
between musicians and brands is 

changing rapidly. The role companies have 
with singers and bands is altering beyond 

recognition. Activative talks to Chris 
Rawlings, Group Brand Director at James 

Grant Group, about how these relationships 
are evolving, the secrets to finding the right 
partnerships, how to solve the crucial issue 

of credibility and how music sponsorship 
may unfold in the future.

Talent Management:                
Music & Brand Alliances
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Intreview Q&A: Chris Rawlings Of James Grant 
Group >

Activative (AV): Do you feel that musicians and 
brands are now taking a more considered approach 
to finding the right partner for their offering?

Chris Rawlings (CR): Musicians are, on the whole, 
definitely taking a more considered approach. Times 
are hard, particularly inside the industry, and so artist 
management teams are increasingly alert to outside 
opportunities. Credibility, however, is very important 
for both sides of the equation.

AV: Are these alliances increasingly built on the 
twin pillars of ‘credible partnerships’ and ‘mutually 
beneficial relationships’?

CR: Yes, any partnership or alliance of this nature 
needs to be built on these two pillars. If the relation-
ship does not work for both parties then it is a part-
nership that will not last. A credible partnership must 
deliver on both parties interests and ambitions.

AV: Do brands and companies have a genuine 
role to play in the creative side of the music industry, 
or are they better off limiting their role to the music 
distribution space?

CR: The creative for a campaign must be natural; 
a song cannot be forced and it’s my belief that the 
best examples of a brand utilising a song is when it 
identifies an artist that fits in with their audience.

An example of this is the recent Professor Green/
Relentless adverts.

Another angle of this kind of relationship is Qui-
ksilver. They are a brand that have taken an active role 
in music, in particular Quiksilver For Women who en-
dorse an artist that I manage, and a handful of other 
young talented musicians. Together we have put to-
gether videos for YouTube and other social media.

The artist has the material; the brand can help 
in creating the content in to a marketable package, 
away from direct label-to-consumer products.

AV: Record labels are creating new departments 
to focus on brand partnerships, while talent manag-
ers are increasingly actively seeking brand alliances, 
but should the creative idea behind these initiatives 

always come from the artists themselves rather than 
from the companies and the marketers? Who are the 
main decision makers?

CR: I believe it is of paramount importance that 
the artists themselves buy in to the partnership pre-
sented to them. They should be the main decision 
makers, under advisement from their management/
talent manager(s).

I do, however, feel that opportunities should be 
explored and that if there is a unique opportunity that 
this should be considered in all circumstances.

An artist’s main job is to create; they may not al-
ways be as open-minded to outside factors when the 
team around them will (should) be. The artist needs 
to be in a space where they trust those around them. 
The brand needs to fully understand the artist and be 
sure that they are a good fit for their target audience.

AV: Might we eventually see a rise in more per-
sonal relationships directly between artists/musicians 
themselves and brands/companies (rather than deals 
organised through record labels, music studios and 
management agencies)?

CR: The importance of a record label is still there. 
Although an increasing number of artists are inde-
pendently releasing their own music; organising their 
own touring, etc., new bands and acts still very much 
need the backing of a record label to prosper.

The legwork and support that a label offers 
shouldn’t be under appreciated in the current climate. 
It does, however, stand to reason that a number of 
relationships will discount a third party, (i.e. the label) 
if it isn’t required.

An example I have experienced of this in recent 
times is an artist I manage who has a unique relation-
ship with The Body Shop. This began in the most 
organic way possible; a senior manager within The 
Body Shop was a fan of my artist and got in touch 
about meeting her and this took on shape when we 
discussed ideas about how best we can complement 
each other’s skill sets and opportunities moving for-
ward. For over a year now we have worked closely to-
gether, organising sponsored tours and, in the com-
ing a months, an exclusive charity release single

AV: What role does/should artist management 

play in this shifting landscape?
CR: Artist managers are, theoretically, the most 

trusted element of an artist’s team. They certainly 
should be. Their interest is purely based on their artist 
and so it makes perfect sense that they would want 
to secure only the best affiliation for their artist. A 
downside of this is perhaps the expertise may not al-
ways be there to identify said opportunity.

AV: Is this new trend being genuinely led by fresh 
perspectives and creative innovation, or simply by the 
fact that record sale revenue is declining so musicians 
and their advisors are more prepared to compromise 
their creative independence?

CR: There has been a definite shift in recent times 
that has seen artists perhaps give up a little of their 
independence. I’m not sure if this is directly their cre-
ative independence, when considering brands, but 
there has been a realisation that outside help (if you 
can call it that) is needed. 

When signed to a major label, for example, one 
could argue that a great deal of creative indepen-
dence is given away, anyway. With a brand on board, 
this should not be the case, and so it could be argued 
that if anything the creative process is actually given 
back to the artist somewhat by the forming of these 
relationships. What they sacrifice is their time and 
perhaps commitment to other things. Their creativity 
should be what the brand want to accentuate.

AV: Why is this kind of alliance no longer simply 
seen as ‘selling out’?

CR: The reality is that music has changed and 
that the methods of getting music to the consumers 
have changed entirely. These changes have neces-
sitated an adjustment in approach from artists and 
labels alike.

AV: It is often cited in the wider sponsorship 
world that long-term relationships and commitment 
is the foundation of a successful partnership, does 
this adage ring true in the fast moving/always-chang-
ing world of contemporary music?

CR: In some respects yes, there needs to be a 
sense of loyalty and longevity. In other respects I think 
there is ample opportunity for campaign (music; say 

‘I think it is possible for 
musicians to genuinely 
partner with a brand and 
retain their credibility. 
The campaign needs to 
be considered and the 
brand needs to be maade to 
understand the artists that 
they want to work with and 
why they will bring real value 
to the campaign beyond the 
chequebook.’ 
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an album) specific initiatives. A long-term relation-
ship can grow from this, but the sense of capturing a 
unique opportunity for a campaign is a strong start-
ing point.

AV: What are your key tips on successful music/
brand partnerships?

CR: Transparency between brand and artist rep-
resentatives, be it management or label. This trans-
parency, and in turn honesty, is essential in building a 
successful partnership in anything, but perhaps none 
more so than with an endorsement; the artist needs 
to know that they are, in effect, supporting something 
they can trust: and likewise the brand. Authenticity is 
a vital part of this.

AV: How do musicians go about ensuring this 
credibility and mutual benefice?

CR: It’s important for artists to engage with the 
right brand activities to help them achieve their per-
sonal and artistic goals. Credibility is decreased when 
an artist either reticently takes a cheque from a brand 
that doesn’t fit, or if the aspirations and ambitions of 
the campaign aren’t managed by the brand in a trans-
parent way.

Artists today are smart, and those with clear eth-
ics and ambitions are able to navigate this territory.

Live music content specialist LoveLive for ex-
ample ensures that these principals sit at the heart 
of their execution of a campaign making sure that 
all artists are paid fairly in both exposure/marketing 
and financially by the brand, and that the artists are 
engaged in a strong creative proposition that under-
mines neither the brand message or their own per-
sonal artistic integrity.

For example, there have been historically crass 
examples of this from the likes of Michael Jackson 
and Pepsi in which he changed the lyrics of Billie Jean 
to be about a cola which can undermine the art, but 
the same principal has been well executed in rela-
tively recent history by Nike who commissioned LCD 
Soundsystem to make a piece of music to “work out 
to” to entirely brilliant artistic effect and with a cred-
ibility boost for brand and artist.

AV: Is it even possible for musicians who are ac-

tively engaged in major brand/corporate alliances to 
genuinely avoid eroding their credibility?

CR: I think it is possible for musicians to genu-
inely partner with a brand and retain their credibility. 
The campaign needs to be considered and the brand 
needs to be made to understand the artists that they 
want to work with, and clear on why they want to 
work with them, and why they will bring a real value 
to their campaign beyond a cheque.

For example, another fantastic project from 
LoveLive was the work with Ford on the Bands In 
Transit campaign. This focuses on supporting credi-
ble breaking new artists, promoting them before they 
start out, and supporting their touring endeavours by 
loaning them a Transit van to tour in. This offers a real 
and credible connection to music and a demonstra-
ble value beyond simply a cheque. <

Chris Rawlings is Group Brand Director at James 
Grant Group.

About Us > James Grant Group provides manage-
ment and professional services for media, music 
and sports clients. Chris heads up the Group’s brand 
activity focusing on developing relationships with 
brands and companies both domestically and inter-
nationally..

For more information please visit our website or 
contact Chris at:

E - chris@jgg.co.uk

> Click text below for links

Website: www.jamesgrant.com

http://www.jamesgrant.com
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It’s time to start working on your entries 
for the Hollis Sponsorship Awards 2013. 

The Hollis Sponsorship Awards recognise and reward the very best 
sponsorships across all sectors and industry categories. 
Our website www.sponsorship-awards.co.uk will provide you with all 
the information required to put in the best possible entry and give you 
the best chance to carry away a coveted trophy. Visit the site to see 
who won this year and who made it to the shortlist – and why your 
organisation should get involved.

www.sponsorship-awards.co.uk also features news as and when 
it happens and will shortly profile and archive best-practice case 
histories. Recently launched is jobs@sponsorship from where you can 
search for your next position or post a vacancy. Special offers are on 
offer to sponsorship-awards site users so visit our site today. 

To ensure that you receive our weekly news bulletin, the 
Hollis Sponsorship Bulletin, and are on our mailing list for the 
Hollis Sponsorship Awards, please email us your details to 
info@sponsorship-awards.co.uk. 

Also please add us to your press list – news@sponsorship-awards.co.uk 

We look forward to hearing from you. 

CONTACT US: Tel: 020 8891 1067  /  Email: info@sponsorship-awards.co.uk  /  www.sponsorship-awards.co.uk 

Sponsors

The Sponsorship Awards are supported by:

Final Entry Deadline: January 21st 2013
Gala Dinner: March 26th 2013.  Book Now!
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http://www.sponsorship-awards.co.uk/


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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Subscribe to Activative before the end of January 

2013 and enjoy a 25% discount on 12 months of 

sponsorship inspiration and analysis.

Your subscription will include both:

> Activative Platform: our quarterly interactive 

magazine & online access to the digital archive

> Activative Source: our 24/7 database resource of 

activation case studies & weekly email newsletters

Visit www.activative.co.uk or email contact@

activative.co.uk for full individual, agency and 

company prices and details. <

Add some Activative insight and intelligence to your thinking for 2013 >
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