
Richard Gillis asked the key decision-
makers at professional services firm 
Ernst & Young, asset management 
company Standard Life Investments 
and car manufacturer BMW about the 
rationale for sponsoring next year's 
Ryder Cup golf tournament. 

"THE END OF AMERICA'S 6o-year domination 
of international golf," was the take of Jaime Diaz 
in Golf Digest as he watched the best 12 players 
in the United States fall to a European team on 
home soil for the first time in 1987. 

Fast-forward to 2012 and Europe won in 
America again, coming back from four points 
down on the final day to continue a winning 
streak that now stands at five wins from the last 
six matches, confirming Team Europe as one of 
the great sporting stories of the past 25 years. 

Team Europe's successes have changed the 
Ryder Cup from a polite end-of-year exhibition 
into one of the most intense sporting occasions 
on the calendar. The competition, which pits 24 
golfers from Europe and the US against each 
other in two teams, attracts a potential daily TV 
audience of 500 million across 183 countries, 
according to its rights-holders, the PGA 
(Professional Golfers' Association) of America 
and the PGA European Tour. 

The strength of this story has captured the 
imaginations of the event's list of commercial 
partners, and for Ernst & Young, an official 
partner of the 2014 European team, the Ryder 
Cup at Gleneagles next year has a very specific 
role to play in the company's marketing future. 

"What we set out to do from the word go was 
develop a content strategy around the Ryder 
Cup. We wanted to build a story around it," Tom 
Kingsley, Ernst & Young's account marketing 
leader for Europe, the Middle East, India 
and Africa, told Sport Business International at 
Gleneagles last month at an event to celebrate 
one year to go to the tournament. 

"The principle reason for doing it is to 
powerfully articulate our core position of 
delivering exceptional client service through 
high-performing teams. This is a pure sweetspot 
for that. There are very few rights in the world 
that help tell that story. [Our sponsorship] is not 
a signal that Ernst & Young is about to get into 
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to do the global deal is another important 
message, she says. 

"Not everybody gets to be the first global 
partner, it's a tremendous privilege for any 
company to have. Always first, never second is 
our line of thinking," Walsh adds. "It's a brand 
fit for the messaging." 

Committed to Excellence 
BMW's relationship with golf and sport generally 
is more deeply rooted than some of the other 
Ryder Cup sponsors says Steven Althaus, global 
head of marketing at the car manufacturer. 

"The Ryder Cup and the other events we 
partner, such as the PGA Championship at 
Wentworth, match our brand values - they 
are the pinnacle and we're committed to 
excellence in what we do," he told SportBusiness 
International. "You can't buy heritage. We've been 
in golf for more than 25 years. We are long-term 
and we're interested only in partnerships that 
prove themselves over the long-term. 

"When you enter something as a sponsor 
there is a period when you are earning your 
place, then after time, you become more of a 
partner. If that is a true partnership, it goes 
beyond the money and the transaction, and 
starts to tell you something about the brand. 

"For a big company like BMW, there are two 
things that keep you away from chasing the 
flavour of the month. First, within the company 
we must plan long-term. For a marketer it is 
also important that a long-term investment leads 
to business. We can prove that a platform we are 
involved in and work with yields better returns. 

"Look at Wentworth - anyone can see that 
the way our UK colleagues organise this event 
really works. For that week, we are Wentworth 
so to speak - it goes way beyond the marketing 
or sponsorship departments, it goes across the 
business. It is a part of who we are as a brand, 
and it gives our customers an opportunity 
to experience the brand. If we are doing the 
Frankfurt Motor Show, what is that? It gives the 
opportunity for our customers to sit in the cars, 
have them explained. Both events are a platform 
for our products. 

"The alternative is that we buy some rights, and 
then walk away after a few years to do something 
else. That is less effective. The whole company is 
behind the Ryder Cup. It is way too expensive to 
do this stuff half-heartedly. 

"Whatever you do, value for money is 
everything. There are so-called 'cheap' 
opportunities, but if you don't activate whole-
heartedly, even they are a waste of money." 
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Text Box
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