Tuesday, november 8, 2022

Best practices workshop

SPONSORSHIP

Paris 2024 Activation strategies




Speakers of the day

Sylene Chevalet Stéephanie Dartevelle
Head of communication VP Major Sport Events
Paris 2024 partnership & Everyday Experiences

Decathlon Accor



SPONSORSHIP

THE TECHNIQUES
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Partnership techniques

Sponsorhip Patronage

Motivation Commercial valuation of the brand Societal valuation of the company

Goal Creation of links between a brand and a | Search for an image for the company as
media event an institution

Message Marketing Institutional

Direct commercial development of the
Exploitation event: before, during and after its
occurrence

Discreet “spiritual” enhancement, with
low commercial intent

In short and medium term In medium and long term




Fleurissement du Grand Carré au Jardin des Tuileries
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KENZO PARFUMS didas

Réaménagement de la Galerie d’Apollon
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PATRONAGE SPONSORSHIP

LE LOUVRE REMERCIE SES MECENES

Remerciements aux donateurs
de I'année 2021
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SPONSORSHIP

THE FUNDAMENTALS



Build a brand image ‘

Promote a product

Animate your sales network
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Increase its notoriety Y S ‘ Ty




A three-step process

i THE SPONSORSHIP s THE PARTNERSHIP sl THE SPONSORSHIP e
STRATEGY AGREEMENT ACTIVATION
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Activation Levers

Visibility

Press and public relationships

Content production

Website or the dedicated page

Traditional communication media

Advertising and promotion



SPONSORSHIP

THE NUMBERS
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Sponsorship is accepted by the French

% of French people saying "it doesn't bother me"

Billboards around a sports field 66%
Marks on an athlete's jersey 66%
Advertisements in magazines or in the press
Naming of a stadium or a sports competition 45%

Sports advertising on television

Banner advertising on the web




Sponsorship investments are increasing

Evolution of the amount of the 10 sponsorship contracts
In France the most important

» millions €
millions €

2011/2012 2021/2022

Source: Nielsen Sports Sponsorlink 2022 quarterly barometer of Nielsen Sports since 2012



TOP10 sponsors

Sponsors + associated with French sport
IN spontaneous notoriety
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Coca-Cola Orange
Orange Coca-Cola
BNP Paribas Uber / Uber Eats
EDF EDF
Red Bull BNP Paribas
Crédit Agricole Crédit Agricole

Renault Lidl
Carrefour Renault
Emirates Carrefour
Peugeot Groupama

Source: Nielsen Sports Sponsorlink 2022 quarterly barometer of Nielsen Sports since 2012



SPONSORSHIP

IN PRACTICE



UBER EATS

Ligue 1 Uber Eats £ @LiguelUberEats - 25 oct. 2021
er (® Vous aussi, comme Mégane hier soir, devenez le GOAT @ubereats fr

d'une rencontre de #LliguelUberEats !

EG tS Pour participer mpg.football/app/uber-eats
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LIGUE 1
Uber

DE L'OLYMPIQUE DE MARSEILLE
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RED BULL

RED BULL

BRASIL FC
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FERRERO

Kindarena

Métropole Rouen Normandie

Théatre des Arts Rouen m
faassan 72 530

Belges” Rouen
Pasteur’ Rouen
Luciline * Rouen

&
Mont-Riboudet e @@ @ ess 5291

Kindarena’ L] P+R
Fond du Val Rouen ';+

Mont-Saint-

Campys Aignan
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Menu ‘!]JWJJP Politigue International CheckMews Culture Idées

Accueil f Sports [ Rugby

Les «Dim Dim Giris» piratent Ia
Goupe tu Monde te rughy

La célebre marque de sous-vétements a lancé une campagne de charme
dans les tribunes des stades de la Coupe du monde. L'IRB, l'organisme
qui gere les droits commerciaux, n'était pas prévenu. Et n'apprécie pas

du tout.




BURGER KING BL

chaque fois |
qu’ils mordront




Sponsor brands

V 462 M$

252 M$

Emirates

N

228 M$

119 M$
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Red Bull 114 M$




SPONSORSHIP

BEFORE PARIS 2024




PRRIS 202\

R i ok ; . WILACA 555 Ras it A £ Y
T 'f o : | ] RN R A - ' S T
2 G R i = ' l “H—&ﬁ{ il ! ﬂ': ~z~,§;¢_ L,,pa//







Partenaires Mondiaux

@ airbnb <2 Alibaba Allianz@ ATOS "‘

Caatily : : @) .
!_ng-:? Deloitte. ntel gy Panasonic

sAMsune TOYOTA VISA

Partenaires Premium
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DXC Technology  Egis  Enedis  Myrtha Pools  OnePlan
Optic 2000 Ottobock Randstad Salesforce Sodexo Live!
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Actlvatlon Ievers

Co- brandlng

Internal COM

Hospltallty / Excluswlty
Media buylng

Press relatlonshlp
Products / supplles



Reminder of constraints

IT IS NOT POSSIBLE TO

» Use the Olympic symbol

» Use the terms “Olympic Games”, “Olympiads”,
and their neologisms

» Reproduce distinctive Olympic signs, photos
relating to the Games or logos

« Communicate on the theme of Olympism directly
or indirectly if you are not a partner of the IOC or
the CNOSF.

« Communicate about athletes participating in the
Olympics over a period of 2 weeks before the start
of the Olympics and up to 3 days after the
Olympics.




“ It's not the event
that's important, it's
the way we recreate
It...each In our own

w99

Jean-Luc Godard
Franco-Swiss filmmaker
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