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SANTANDER: The Spanish bank
unveiled a five-year sponsorship
deal with Italian Formula One team
Ferrari. The deal will run from 2010
to 2014. Santander President Emilio
Botin cited increased visibility
on Ferrari cars and tapping into
markets where the Ferrari brand
is particularly popular such as
Brazil and Germany as the rationale
for the deal. Santander also
extended its three-year association
with Ferrari's F1 rival McLaren.
Santander generated a predicted
€5 for every €1 invested in its
sponsorship of McLaren.

NBA: The New Jersey Nets signed
a deal to have PNY Technologies,
a manufacturer of computing and
digital imaging products, sponsor
their practice jersey, the first NBA
team to do so. Like the NFL, the
NBA this year allowed teams to
sell practice jersey sponsorship
deals for the first time as the
league continues to mine additional
revenue streams for its clubs in
difficult economic circumstances.

SEAT: UEFA, European football's
governing body, announced that it has
signed an agreement with Seat for the
Spanish car manufacturerto be the
first-ever Presenting Sponsor of
the Europa League. The three-year
agreement, brokered by the TEAM
Marketing agency, runs from 2009 to
2012. SEAT joins adidas (Official Ball
Supplier) as a Europa League partner
and concludes the sponsorship sales
cycle for the tournament.

WTA: Chief executive Stacey
Allaster highlighted the strength
of the WTA property she heads up
by pointing out it lost only one of 51
title sponsors during 2009, a year
of recession for some of its biggest
markets. Allaster added that the tour
would see three new tournaments on
the circuit in 2010, in Copenhagen,
Kuala Lumpur, and an event San
Diego switched from Los Angeles.

DBS: Financial services company
DBS Group signed as the official
banking partner of the Singapore
2010 Youth Olympic Games. The
company will provide branch
banking services, and, in
association with Visa, ATM services
and pre-payment cards at the
Olympic Village and other Singapore
2010 venues.
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A CALCULATED GAMBLE
The world's leading advertiser is bullish on the Olympics; or at least on the
US Olympic Movement. Barry Wilner on P&G's decision to back the USOC.

JUST WEEKS AFTER signing a multi-year
contract with the NFL, the Procter & Gamble
Co., which spends nearly $8 billion a year on
advertising, joined forces with the US Olympic
Committee.

The Group that features Tiger Woods and
Roger Federer in a series of commercials for its
Gillette brand, has offered its financial support
to American athletes at a delicate time for the
US Olympic family. Estimates range from $14
million to $15.5 million on the deal, which
brings 17 P&G brands into play for the USOC.

Why the Olympics then, particularly at a time
when the USOC has undergone managerial
upheaval that has brought its leadership skills
into question?

For one, P & G believes the proximity of the
Vancouver 2010 Winter Games to the States
should attract enormous attention in the US.
The audience for the Olympics always includes
a heavy dose of women, teenagers and 1840-34
adults, all key consumer demographics.

"We always talk about meeting our
consumers where they are, and this is certainly
where they are," said Kirk Perry, P & Gs vice
president for North America.

P & G also manufactures products of interest
for young Olympians, particularly personal and
beauty products; oral care products; and cold, flu
and stomach remedies that are not banned by
the IOC. If the athletes competing in the Games
are using and endorsing such products, the
carry-over effect should be substantial.

There is also added value to be gained with
the IOC choosing the Host City for the 2016
Summer Olympics this year. Should Chicago be
chosen, P & G will have a strong toehold with
the USOC heading toward what many believe
could be the most lucrative Olympics Games
ever held.

While one USOC executive called the contract
"very significant," the organisation's CEO,
Stephanie Streeter, went further.

"Our partners provide us with the resources,
both monetarily and with in-kind products, to
support the US Olympic Team and, in turn, they
have the benefit of partnering with the most
positively viewed sports property in the United
States, and the sports brand with the strongest
overall appeal."

The P & G deal for 2010 and the 2012
London Games was critical for the USOC
because it recently lost General Motors and The
Home Depot as sponsors, while Fortune 500
companies Bank of America and AT & T have
yet to renew. Although the USOC has reached
agreement with Adecco, Deloitte, Ralph Lauren
and Acer on deals of lower value, P & G is the
big prize thus far and will bring famous brands
like Tide, Crest and Pringles into the fold.

It will also build on P & G's US Olympic
presence as sponsors of the gymnastics team,
a move which was greatly enhanced by the all-
around gold medal winning performances of
Carly Patterson and Nastia Liukin at the 2004
and 2008 Olympic Games respectively.
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