
THE RENEWALS GAME
Contract renewals tend not to make for sexy news
stories. But in the current climate, retaining existing
sponsors has become the number one priority for many
rights holders. By Richard Gillis.

WHEN BRID6ESTONE extended its
title sponsorship of the World Golf
Championships event at Firestone
Country Club for another four
years, PGA Tour commissioner Tim
Finchem couldn't contain his relief.

"For Bridgestone to make this
commitment in a down economy
speaks a lot about the value of
PGA Tour golf and International
Federation of PGA Tour golf from a
branding standpoint, an advertising
standpoint, a global reach standpoint
and a business-to-business platform
standpoint," said Finchem, adding
that Tiger Woods woods also be
appreciative, given the player's
remarkable record in the event;
Woods has won six of the eight
Bridgestone WGCs he's played in.

The decision to renew FedEx's
nine-year deal with the NFL was a
clear endorsement of the success
achieved in integrating the property
in to the broader marketing strategy
of the company.

The FedEx Air and Ground
marketing platform links the brand
to the best quarterbacks and
running backs in the league via a
creative based on weekly and annual
performance awards.

"Clearly, the NFL platform has
done good things for us and vice
versa," said Nancy Altenburg, FedEx
manager of sponsorship, confirming
the rights package remained

unchanged following the renewal.
However, such thinking doesn't
extend to English football, where two
of the major rights holders declined
to renew with long standing sponsors,
in favour of seeking new, higher
paying partners.

The Football League has parted
company with Coca Cola, the title
sponsor of The Championship since
2004, amid rumours that the League
was looking for more than the current
£6 million a year deal.

Above them in the pecking order
there were similar noises coming
from the renewal talks between
the Premier League and Barclays,
following the former's decision, voted
on by the club chairmen, to turn down
Barclays' £72 million offer for the next
three years.

Likewise, one of the most
enduring relationships in sport,
between Liverpool and Carlsberg,
was also severed, with details from
a leaked club prospectus document
highlighting how the behind the
scenes talks proceeded. The
prospectus showed Liverpool had
forecast earnings of some
£14.2 million a season if it had
retained Carlsberg as sponsor, a
figure that represented nearly twice
as much as the existing deal.

Speaking at SportBusiness 360,
the club's commercial director Ian
Ayre, said: "renewal of a deal is

always important - it is much easier
to renew a partnership than to
change one,". However, he said, the
club were very optimistic despite the
credit crunch.

"Last year we made the
conscious decision to prepare for
a longer period than usual when it
came to selling our [sponsorship]
property," said Ayre.

"We were also very selective
when we went to the market - that
is a changing approach, not just in
our sport but in others. And when we
started consultations with Standard
Chartered, it was not about us, it
was about them - what could we
do to give them best value to drive
customers to them over four years?"

Ayre's experience as a former
Total Sports Asia executive played
well in the negotiations with
Standard Chartered, which has
a strong presence in the region
and whose team was impressed

by the numbers from Liverpool's
website and the potential level of
engagement with customers.

"For our summer tour in Asia,
we spent a lot of time planning and
discussing what our partners wanted
to achieve on top of branding and
media exposure," said Ayre.

"In Singapore and Thailand,
we sold 150,000 tickets and every
ticket was bought in an store owned
by [Liverpool's kit maker] Adidas
or a bar where Carlsberg was
represented. It achieved real footfall
for our partners.

"It also gave us a chance to
gather information about who the
consumer is, the chance to capture
their data, and go for further
engagement with them."

He hopes Carlsberg will continue
its relationship with the club,
saying that discussions about how
the relationship might develop
were ongoing. "Both parties see
lots of opportunities to continue
together," said Ayre. "I would be
very disappointed if Liverpool and
Carlsberg did not stay together in
some form."

For their part, the beer brand
moved swiftly to secure its link with
football by renewing its deal with
the Football Association, taking the
'Official Beer' category of both the
England team and The FA Cup.

This new four-year agreement,
which will see the partnership

extended to 19 years, also includes
Wembley Stadium, where Carlsberg
wilt continue as beer pouring
partner. The agreement also grants
Carlsberg title rights to The FA's
Referees Programme.
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