
"OUR BRAND IS VERY IMPORTANT to

us and when consumer confidence
is low, getting behind the brand is
key,' says Giles Morgan, head of
sponsorship for HSBC Holdings
[pictured, centre].

"In the past, sponsorship has
taken a hit but we won't see that. In
addition, HSBC is making money
and has a diversity of assets. The
USA has been a tough place, but
HSBC has assets in the Middle
East, Latin America and the Far East
which have made record profits."

More generally, Morgan believes
that the hard-pressed financial
services sector will stand by its
sponsorship properties.

"If this [slowdown] continues as it
is predicted, such a major slowdown
will spread through marketing. But
my sense both in-house and from
the client-side, is that sponsorship
will be more robust than advertising.

"Sponsorship is a long-term
relationship and can't just
be withdrawn in a knee-jerk
reaction. So you may not see mass
withdrawals: sponsorship engages
customers, it's important for brand
loyalty and acquiring new customers.
As a marketing tool sponsorship is
far more understood now and far
more of an applied science.

"In general, the whole point
of sponsorship is knowing your
customers and acting on behalf of
your customers.

"In financial services, we are
obviously concerned with the
competition but also speaking to
customers beyond our goods and
services, and trying to connect
emotionally.

"When times are tough, I
would advocate that it's even
more important to connect with
customers."

For this reason, Morgan
understands the decision by the now
publicly-owned Northern Rock to
commit public funds to sponsoring
Newcastle United and the Newcastle
Falcons.

"Obviously, Northern Rock's
heartland and customer base is in
the North East and maintaining the
sponsorships will inspire confidence.
The customer group hasn't changed
and they need to maintain loyalty
where they can."

HSBC has pulled out of .the
World Matchplay after five years,

SPONSORSHIP IN
RED AND WHITE
Leading financial services brand, HSBC, will continue to
back its varied sponsorship programmes and to invest in
the right sports, despite the credit crunch.

but Morgan explains that this was
for strategic rather than financial
reasons.

"It was an important sponsorship
for us. We targeted golf as a good
metaphor for our business and
threw the kitchen sink at the event.
We've had five good years, but in
the last few years, we were seeing
that golf hits best in Asia, where
it's aspirafional and there's a less
cluttered event market.

"The World Matchplay gave us
the credibility to move assets into'
Asia and has allowed us to run
major international stroke play
tournaments in Asia.

With the match play format, on
the last day there were just two
competitors playing golf for our
clients and customers to watch. With
stroke play, we see all the players
and more golf..."

Globally, HSBC has some 280
sponsorships, explains Morgan,

"all with youth and education
components."

It is a top to bottom approach
which is evident in its support of

HSBC Amateur Match Play and
HSBC Wee Wonders and golf at
grassroots level in both the USA and
China.

But one sponsorship property the
bank baulked at was as a LOCOG
official sponsor. "We looked at
London 2012 but declined. It's a
British sponsorship arid for Lloyds
TSB a more natural bedfellow than
for the 'World's Local Bank'."

Rugby, golf and tennis, he says,
remain "very interesting for our
customers" and he expects many of
them to follow the British and Irish
Lions Tour to South Africa next year
for which HSBC is the Principal
Partner.

HSBC will develop B2B,
consumer and grassroots activity in
the build-up to and during the Tour,
which begins in May 2009.

"We have to be careful about
sponsoring teams, but the Lions
ticks a lot of boxes," Morgan
concludes.

"It connects with rugby followers
emotionally... and, of course, they
play in red and white."

Castrol signed a six-year deal as
a FIFA World Cup Sponsor until
2014, giving the global lubricants
company worldwide rights for the
2010 FIFA World Cup in South Afr ica,
the 2014 FIFA World Cup in Brazil
and the two FIFA Confederations
Cups which fall within the 2007-2014
period.

BP became the sixth Tier One
Partner of the London 2012 Olympic
and Paralympic Games. Under
the deal, estimated to be worth in
excess of £50 million, BP becomes
the Official Oil and Gas Partner and
a Sustainabil ity Partner. BPjoins
existing Tier One Partners Lloyds
TSB, EOF Energy, Adidas, British
Airways and BT. It is unprecedented
to have even a single 'tier one'
sponsor agreed before the previous
games take place.

The Toyota Motor Corporation
extended its partnership with
the International Association of
Athletics Federations [IAAFI after
agreeing to sponsor the twelfth
World Championships in Berlin,
Germany. Under the deal, Toyota
will become the 5th sponsor of the
IAAF for this competit ion and will
be known as the official women's
bib sponsor, on top of its existing
Official iAAF Partner agreement.

The ATP, governing body for the
men's professional ATP tennis
circuit, agreed a deal with South
African Airways (SAA)to extend its
role as the official airline of the ATP
for a further three and a half years
in a deal worth $20 million.

The Sony Ericsson WTA Tour
appointed Peter Johnston as
Senior VP Competition & Member
Relations to enhance the Tour's
operational support for its player
and tournament members.

The Euroleague Basketball
Institute and Nike announced
a new collaboration, adding a
dimension to their existing five-year
partnership that makes Nike the
official basketball supplier for the
Euroleague Basketball competition.

Kodak and the PGA Tour announced
a new competition, the Kodak
Challenge, taking place during the
2009 season, which will see one
playerwalk away with a $1 million
prize.

Manchester City and travel operator
Thomas Cook UK & Ireland have
agreed a one-year extension to
their shirt sponsorship agreement,
covering the 2008-09 season. The
renewal will take the sponsorship
into its sixth year.
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