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ESA’s Aims

Setting Standards — Identifying and promoting responsible best
practice and self-regulation.

Improving - Advancing sponsorship competencies, practice and
knowledge.

Promoting - Being an advocate for sponsorship and promoting its
importance, values and ethics.

Supporting - Being an essential resource for sponsorship
information, education/training and relationships.

Engaging — Acting as the advocate, manager and authority on
key policy issues at national government and pan-European level.

Benefiting — Encouraging the role of sponsorship to make a
contribution to society



€Sa

european
sponsorship
association

Members

*ESA currently has 236 members across Europe and close
links to national sponsorship associations in:

. Auétria, Denmark;, Frénce, Germany, Netherlands, Norway,
'/ Sweden ey

sMembership open to all practitioners within the industry:

e Sponsors * Rights-Holders

* Agencies + Independent Advisors
* Legal Firms « Accountants
«-\Venues »Hospitality Companies

Research Companies (* Exhibition/Signage Companies

*Sports & Non-Sports Sponsorship
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Types of Sports Statistics
Required & Collected

*\Who and How Many
@ sEssential for Grass Roots
*Growing in Importance — Corporate Social Responsibility

eAttendance at Events

* Media — Audiences & Programming

j— ¢ Traditional — TV, Print, Radio

* Digital — On-line, Mobile, Social Networks

* Demographics - Basic

* Psychographics— Growing in Importance
- * Matched to Sponsor Target Segments

* Media Usage

*Product Ownership

 Events and Campaigns
» Satisfaction

Experience

* Economic Return

* Past, Present & Future Sponsorship Rights
* Owner, Sponsor, Payment, Term, Scope
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Use of Sports & Sponsorship Data

Used to Maximise Sponsorship Return

“42% of
sponsorship
professionals
predicting ROI
would increase in

importance in
2011”7 *

Purchase

Return on Objectives (ROO) Measurement

Return on Investment

*IFM Sports Marketing Surveys End of Year 2010 Global Industry Survey
Sample 450 sponsorship professionals
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Sources of

Data

Sports Statistics & Research Sources for

Media
Monitoring
Agencies

PR
Companies

Auditing
Companies

e.g. TV
Audiences

Incumbent
Market
Research
Agencies

Published
Sources

Advertising
Agencies

Internal
Research
Departments

the Sponsorship Industry

“92% of sponsorship
organisations
evaluate sponsorship
using a combination
of internal and
external resources” *

*IFM Sports Marketing Surveys End of Year 2010 Global Industry Survey

Sample 450 sponsorship professionals
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Examples of

Sports Data

Sports Participation & Following
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onsorship Deals

TWSM Annual Review 2010

SPONSORSHI

WP S Marating Surveys
S o B AR

a ss O c i a t i O n THE WORLD SPONSORSHIP MONITOR

1.2 Sport Takes the Lion's Share of Sponsorship in Number of Deals and Spend

Of all e 1,008 sponsceships reported workdwide and appearisg in TWEM during 2050, sport
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el Endleerd 2006 ned 2007 vl ls were abse both exatly B per cen. A Sm——

e shares takin by other categories of sponsceship, suh ns Arts & Caliure and Broadeast
Spunsrship ure relutively low, These cafgories hwever do not get the level of rporting s deals

Examples of
Sponsorship
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Examples of

Intelligence

Sports & Sponsorship Intelligence

Back on track?

The outlook for the global sports market to 2013

IFM Sports Marketing Surveys

‘quality research for management action

New Decade, New Media

With accessibility to computers and mobile technology becom-
ing commonplace, it is critical for brands to use digital media to
reach their customers in 2011.

= 82% believed that social media is crucial to CSR campaigns.

= 73% cited social media as a must for all sponsorship campaigns.

= 59% believed that social media can raise the profile and interest in events
more than other communication methods.

= 55% agreed that the use of social media within sponsorship has reduced
the reliance on other more traditional forms of advertising

= 65% already have pages on social networking sites such as Facebook
= 43% often use YouTube to post promotional videos.
With facts like these, it is hard to deny the importance of social media as a
communication platform and its growing importance as we move into 2011
% Often Using Social Media Tools
Pages on soc. netwk sites
YouTube to post prom.videos
Stories / campaigns onTwitter

Viral email advertising
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THE MAJOR SPORTS
EVENTS GUIDE

Staging a second-half comeback
The global sports markst iz achieving &

1l record modeat overall growth
53 the industry rebounds from the deciine
eufferad in 2000. Booeted by ourgee in
spanding in ths FIFA Wrid Cup and Olympic
years of 2010 and 2012 respsctively, total
giekal zperts spanding wil riss from USS1 14
billon in 2008 to US$133 bilion in 2013,
rasenting compound annual growth of 3.8
parcant ovsr th four years

Siripping out tha effsots of major ons-off

giobal spending related to ongaing svents is
Projected to rise steadily ysar by ysar, with
annual growth topping 5 percent in 2013
The economy holds sw
As thess figurss suggest, sconomic conditions
wil remain the main driver for spending on
‘ongoing svents, cutting into gats ravenuss,

‘Chart 1: Value of the global sporia industry
2004-2013

The recovery begins
Within this overall global growth, the reiative
rformancs of the various regions e
lustrated on pags 7. The cvsral picturs s ons
‘of continued modst growih in both the larger
maturs markste of North America
{US and Canads) and EMEA, a= wel s the
‘smaller marketa of Asia Pacfic and Lain
Amrica.

Future challenges

‘The angeing globalisation of the sporta

market, combined with changss in distibution

platforms and svolving commereial and

‘sconmic fastors, means sach component
the markst facse a numbar of challengse

during the period up 10 2013.

emaller brands facing an

Chart 2: Regional performance: Compound
sl Growin

sponsorships near
tarm whil fusling  rebound from 2010
emuards s soonamic conditions mprove.
Long tem contracts will to some degrse

and a2 a result media s the only oategory

Ofympics in 2012 and tha FIFA Werd Gup in
‘South Afrioa in 2070 will boost media righte.

Norih American revenues wil sxpand a1 3.0
he

Giobary,
companant of the sports market after gats
raveauss, and vl bs the fastsst growing
compenent through to 2013 Sincs 2008,
the sconomic downturn has fooused a ficing

biggeat aports brands with giobal rsash and
pulling-powsr. Whis thase have continued

0t massive oponoorenip deals and
strong ravenuse, the miclavs| brands avs
found it harder to atiract major apancors,
whis sponaarship of tha omaliar looal opare
brands has been hit by potential backers
raducing discretionary spend in the sconomic
downturm. Alongaida thie ohif, sponcore ara.
als0 demanding mors clarity and speo

the value they get in ratum for

iargast markat by a wids margin in 2013,
‘ahsad of EMEA, growing at 3 CAGR of

rovenuas, in all regions in the yearo when thay
are held, a3 well 53 helping to support gats

acing
in2000. Howsver, weak condtions in the.
advertising markst havs been limiting renswial
incrsssse 2inos then.

sportcaloom

12009

4.1 peroent. Latin America and Asia Pasifc
i owih of 4.3

perosnt and 3 8 parcsnt respectively ovsr the
four years.

TENNIS

AP T TE
ponorchp. Wi

IFM Inside

thai investmsnt, and the bigger sparts brands
s gensrally mare able to provids this.

Repucom Sponsorshi

Sponsorship Outlook Report 2010

n SPONSORSHIP

Seeding campaigns in blogs / forums

GSLS 4.

Canadian Sponsorship Landscape Study

Mobile apps

Targeted advertising on soc. media sites

B2B discussions on B28 soc. netwks
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