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UP PERISCOPE
Video streaming apps Periscope and Meerkat offer a new and
controversial way to view live sports content. Is this the start of
another piracy battle, or should they be embraced to create new
revenue streams? Matthew Hochberg reports.
JUST AS SPORTS teams, leagues and rightsholders have started to get on top of the
commercial opportunities and challenges
presented by social media platforms Twitter,
Facebook and Instagram, a new phenomenon
has come along and shifted the goalposts.
Live-streaming apps – the most popular
currently being Twitter-owned Periscope
and rival platform Meerkat – allow users to
broadcast live video filmed on smartphones to a
following on the social network. When it is used
behind-the-scenes with sports teams – or the
smartphone is put in the hands of a high-profile
athlete – the platforms give fans never-seenbefore viewpoints.
Though Periscope and Meerkat have been
around for just a few months – Twitter bought
the start-up company behind Periscope for a
reported $100 million in March, launching it the
same month – they have already been the cause
of much conversation, or consternation, in the
sports industry, depending on who you speak to.
“We’ve seen a lot of Q&As with players,
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behind-the-scenes looks into lockerrooms, workout routines…lots of different
and creative uses,” a Twitter insider told
SportBusiness International.
Currently, Eight English Premier League
clubs – including Arsenal, Manchester City and
Southampton – have official Periscope accounts,
using the platform to provide fans with such
unique content.
However, despite the benefits, Twitter does
state Periscope is in a “highly experimental”
phase, and it has been subject to a significant
amount of negative attention.
Breaches of copyright are the main point
of contention. Periscope, Meerkat et al
are different from established online video
platforms such as Google-owned YouTube
and Twitter-owned Vine because of their live
element; YouTube, for example, automatically
scans new uploads using Google’s Content
ID system, enabling the rightful owner of the
copyright to block content as appropriate.
However, if sports content goes out live and

millions of people tune in to watch, by the
time it finishes it could well be too late for the
copyright owner. The obvious stakeholders that
see this as a danger are the TV broadcasters who
pay significant rights-fees for the same content
that can be accessed on the platforms, albeit at a
lower-quality, for free.
A prime example of this was the ‘Fight of
the Century’ between Floyd Mayweather and
Manny Pacquiao last month, which took place
in Las Vegas and was available on pay-per-view
(PPV) in the United States for a record $99.
The fight went on to shatter PPV records
– generating $400 million from 4.4 million
domestic buys across the States – however it was
also filmed by certain members of the crowd
on Periscope. In fact, the word ‘Periscope’ was
mentioned on Twitter more than 91,000 times
and over 43,000 streams were broadcast on the
day of the fight, the highest number since the
launch of the app.
According to ESPN, certain streams of the
fight had more than 10,000 viewers at their peak.
“We clearly state in our contract policy
that copyright infringement is against our
community rules. The accounts of users who
do this repeatedly face termination, judged on a
case-by-case basis,” says the Twitter insider.
“In the context of the Mayweather-Pacquiao
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We clearly state that copyright infringement is against our community
rules. The accounts of users who do this repeatedly face termination
fight, we actually did get notices from rightsholders and we were able to act on 30 of the
live streams. With the remaining ones, either
the stream ended or was no longer available. We
were able to respond within minutes.
“We had people on staff on the Saturday
night of the fight; in most cases, we were able to
act mid-stream or disable the replay if the user
had enabled one.”
The Winner?
Meerkat’s founder Ben Rubin also said his
company “worked closely with the content
owners and contacted users they alerted us
about” during the fight.
Curiously enough, however, Twitter CEO
Dick Costello’s own tweets don’t appear to
align with Periscope’s guidelines. Following the
fight – which many sports fans considered to be
anti-climactic from a sporting perspective – he
tweeted: “And the winner is…@periscopeco”.
Gearóid Godson, social insight manager
at media agency giant MEC, points out that
Costello may have been referring to Showtime,
the American broadcaster that was a rightsholder for the event and using Periscope to
stream scenes from Pacquiao’s dressing room
pre-fight. However, he admits it may not have
been the wisest thing to tweet.
“In light of the copyright claims that would
follow post-fight it seemed a little foolish,”
he adds. “However, the pre-fight usage was
an excellent case study for Periscope to show
its usefulness in engaging with an audience,
building up an appetite for the fight and perhaps
persuading a final few people to sign up for a
PPV subscription.”
The Twitter insider is keen to emphasise
Costello was speaking personally rather than
on behalf of the company: “No one speaks for
Dick but Dick. That wasn’t from an official
Twitter company account – that was from his
own personal Twitter account…Periscope is not
excited about piracy.”
The new apps have reignited an old storyline
when it comes to rights-holders looking to keep
on top of its video content in the new digital
world, which many see as a game of ‘whack-amole’; just as the Premier League has vigorously
pursued and successfully shutdown thousands of
illegal streaming websites, hundreds more popup within days.
Twitter, however, says if it is a game of
whack-a-mole, Twitter is the one that is holding
the mallet.
“I can’t say whether [whack-a-mole] is
accurate or not,” the insider says. “We respond
to notices that are filed. We’re not proactively
monitoring streams, unless the rights-holder
reaches out in advance of the event. Our process
is: we respond.” n

WHAT COMES NEXT?
Sports leagues have begun to take
stances on fans using platforms like
Periscope and Meerkat to film live
sports footage.
The NHL (National Hockey League)
has gone to one extreme, banning fans
from using them at games.
“Without limiting the generality of the
credential language, any streaming
of footage in violation of the NHL’s
Broadcast Guidelines – including, for
example, live streaming inside the
arena less than 30 minutes before
the start of the game – is expressly
prohibited,” said deputy commissioner
Bill Daly at the end of April.
Golf’s PGA Tour, meanwhile, revoked
the credentials of Sports Illustrated golf
contributor Stephanie Wei for the rest of
the season when she used Periscope
to show golfers teeing off in practice
two months ago at the World Golf
Championship (WGC) Match Play event
in San Francisco.
Wei had previous, having used her
Instagram account to post video clips

of Tiger Woods practising at an event
earlier in the season.
PGA Tour chief marketing officer Ty
Votaw had strong words for Wei and
anyone else looking to live-stream
“unlicensed content” using platforms
such as Periscope and Meerkat.
“Who owns those rights? We do, not
you,” he said. “If you want access
to those rights, you have to pay for
it. When [Wei] posts unauthorised
videos, she’s stealing. I don’t
understand how you can’t get that
through your head.”
The NBA (National Basketball
Association) and NFL (National
Football League) also have policies
in place that prohibit both reporters
and fans from live-streaming footage
of games using phones. However,
Major League Baseball (MLB) is
taking a different approach as –
perhaps in line with its efforts to
engage and revitalise interest with a
young fanbase – it has said it will not
take action against those who livestream games n
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CENTER OF ATTENTION
Matthew Hochberg spoke to Brett
Yormark, CEO of NBA (National
Basketball Association) franchise
the Brooklyn Nets and its Barclays
Center home, about criticisms
around his marketing strategy for
the Nets and new Barclays Center
tenant the New York Islanders.
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BRETT YORMARK has a lot to be pleased about.
As chief executive officer of the Brooklyn
Nets and Barclays Center he runs a franchise
valued at $1.5 billion and an arena worth $1
billion. This October, meanwhile, the Barclays
Center embraces a new sport, ice hockey, when
the NHL (National Hockey League)’s New
York Islanders move in.
Formerly the New York Nets (1968-1977)
and New Jersey Nets (1977-2012), the basketball
franchise became the Brooklyn Nets when it
moved into the Barclays Center three years ago.
The move was masterminded by real estate
developer Bruce Ratner, the man behind the
Barclays Center, who acquired the Nets in 2004
for $300 million before selling an 80 per cent
share to Russian billionaire Mikhail Prokhorov
for $200 million in 2009.
Yormark joined the Nets in 2005 and
oversaw all aspects of the team’s move to
Brooklyn, including the rebranding, marketing,
and sponsorship sales. The positive impact
Yormark’s had on the Nets right from the start
is undisputed: Modell’s, the team’s official

sporting goods retailer, sold more merchandise
on the team’s first trading day as the Brooklyn
Nets than it had done in the team’s whole final
season as the New Jersey Nets.
In the Brooklyn Nets’ inaugural season,
moreover, the team came fourth in league
merchandise sales according to the NBA,
compared to 31st the previous season.
However, three years on and there has been
a wave of criticism against Yormark and his
marketing strategy from certain fans and areas
of the media; they accuse him of focusing on
the overarching Brooklyn brand too much while
ignoring the need for quality talent on the court.
Irritated Nets fans have even come up with
a term, ‘Yormarketing’, which is used when
taking a swipe at the team’s chief executive on
social media.
Owning New York
For Yormark – who recently expressed his
desire to trump the ultra-popular Knicks by
“owning this city [of New York]” – things also
do not seem as bright as they once were in
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the marketing sphere, as for the first time ever
while in Brooklyn, the team can’t be found in
the NBA’s official list of top 10 team jersey
sales. Crosstown rivals the Knicks, meanwhile –
despite having the worst season in their history
in 2014/15 with the league’s worst record –
rank seventh.
“When the Nets arrived in 2012, I think they
did steal some fans from the Knicks. But now,
as Nets officials are talking about owning the
city, it just sounds kind of hollow,” Howard
Beck, Bleacher Report’s NBA senior writer, told
SportBusiness International.
“It’s one thing to come to Brooklyn on day
one with all of that lustre and shoot high, but
now we are three years in and they’ve been a
very uninspiring team that hasn’t had much playoff success.
“There might be a time when the Nets
carve out a bigger share of fans in the city, but
it won’t be until years down the road because
they didn’t put a good enough team together to
make that impression.”
Attendance numbers are down for Nets
games at the Barclays Center, too. After
creeping up to 16th in average home game
attendance in the team’s first year at the
Barclays Center, the Nets are now in the
bottom 10 in terms of average attendance.
Yormark says he is aware of the criticism
he faces, but that he is looking to achieve the
magic balance both on and off the court that
he believes equates to a long-term successful
business that delivers trophies for the fans.
“What validates the promise every day for the
brand is the product itself,” he told SportBusiness
International. “We can continue to evolve into
a lifestyle brand, but I do think there has to be
a happy medium. The brand needs to stand for
things beyond wins and losses, but ultimately,
wins and losses do validate the brand promise.
“Not that I need championships, but you
want to be competitive year in and year out –
you want to create a winning tradition. Fans
want that. They require that.”

on Long Island. We did not want to alienate
them, we wanted them to feel as welcomed in
Brooklyn as Brooklynites,” says Yormark.
“We felt we would pay homage to the
tradition. What we are saying to Long Islanders
is ‘come to Brooklyn, and all of those traditions
you grew up with are going to find themselves a
new home’.
“In Brooklyn, we have more of a casual
fanbase that we are educating about hockey.
So we focused on appealing to them in a way
that they can become emotionally connected to
something they can call their own.”
Though Yormark says the campaigns have
performed well, there have been some issues.
Not all Islanders fans – in fact many of the
hardcore fanbase he mentions – were pleased
with the team leaving Long Island, given it has
played at the Coliseum for 42 years, winning
four Stanley Cups there.
Yormark says he has personally been reaching
out to fans unsure or opposed to the move to
Brooklyn: “I’m out there twice a month, hosting
season-ticket holders, learning from them and
understanding what their reservations might be.
“I also use social media, because a great
number of Islanders fans follow me on
Twitter and use that to communicate with me.
Sometimes it’s good, sometimes it’s not so good,
but it’s educating.
“Many of them have talked about the logo
and the uniform because they were thinking
we were going to change it, which we are not.
We are going to introduce a third jersey, which
is black-and-white, but the primary jersey, and
away jersey, will not change.”
Beck, however, raises the point that if many

When the Nets
arrived in 2012,
they did steal
some fans from
the Knicks. But
now Nets officials
are talking about
owning the city, it
just sounds hollow
Nets fans are either fed up with the organisation
or simply do not care enough as casual
supporters, how can anyone be confident with
Brooklyn’s willingness to take on the Islanders?
“As long as the Islanders are still called
the ‘New York’ Islanders, and as long as the
Islanders are still in their traditional colours, I
don’t see that people in Brooklyn are going to
view them in the same way they view the Nets,”
he says. “They won’t even connect the two in
their own minds, except for the fact they play at
the same arena.
“There’s not a natural connection there
and without that ‘Brooklyn’ across the chest, I
think the Islanders will, in some ways, be less
appealing in Brooklyn – what drew people to the
Nets was, in part, the idea that this was ‘their
team’. It’s a harder sell.” 

A New Home
The New York Islanders take up permanent
residency at the Barclays Center this October,
moving from the Nassau Coliseum on Long
Island, the venue it has called home since 1972.
Yormark and his creative team developed
two slogans to welcome the Islanders and their
fans into the home of the Nets: ‘Tradition has a
New Home’ is being used to ensure the existing
fanbase stays committed, while ‘Brooklyn Scores’
is being rolled out as an attempt to attract an
entirely new Brooklyn fanbase for the Islanders.
“We started doing focus groups and research
both in Brooklyn and Long Island, and what we
realised is that there is a big, hardcore fanbase
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SHORTSTOP
 VISA: The global payments processor
signed a five-year extension to its
partnership with the National Football
League. Visa has been a major NFL
sponsor since 1995, and its deal will
run until at least the 2019 season.
 SERIE A: Telecoms company Telecom
Italia (TIM) secured an extension to
its long-running partnership with the
top-tier football division in Italy, which
encompasses the title sponsorship
of the league and other competitions.
The agreement is for the next three
seasons, from 2015/16 to 2017/18.
 EURO 2016: French recruitment
agency Proman signed up as the
second national sponsor of the UEFA
national team football tournament
in France. Along with promoting its
business at the month-long event,
Proman will assist in the recruitment
of personnel for the organisation of the
10 competition venues.
 SAMSUNG: The mobile phone
manufacturer struck a partnership with
the National Hockey League. Under
the deal, Samsung smartphone users
will be able to access content via the
NHL application that is not available to
iPhone and BlackBerry users.
 JVC KENWOOD: The Japanese
electronics manufacturer renewed
its sponsorship of the World Touring
Car Championship. JVC Kenwood
has partnered the series since 2009
and the new terms are for two years,
covering the 2015 and 2016 seasons.
 SWAROVSKI: The jewellery
manufacturer signed up as a global
partner of the World DanceSport
Federation, becoming the main partner
of the WDSF’s GrandSlam Series –
a six-leg campaign comprising 12
premier tournaments in Latin America
– and the Standard dances.
 CREDIT AGRICOLE: The banking
group was named the third national
sponsor of UEFA Euro 2016. Credit
Agricole will be the official bank of the
tournament, building upon a longstanding association with football in
France which saw it partner the 1998
FIFA World Cup organising committee.
 ALDI: The supermarket chain agreed
a partnership with the British Olympic
Association to support its preparations
for the 2016 Games. Aldi will serve as
Team GB’s official supermarket partner.
12 SportBusiness International • No.210 • 04.15

JUST THE JOB

A new partnership between the United States Olympic Committee (USOC)
and DICK’s will see Team USA athletes working at the sporting goods
retailer’s outlets across the country. Matthew Hochberg reports.
EVEN WORLD-CLASS athletes need to pay
the bills.
In 2008, American retailer The Home Depot
ended a sponsorship of the USOC to cut costs,
bringing to a close a deal that had run since 1992.
However, it wasn’t your typical sponsorship
– part of the deal saw The Home Depot provide
jobs for hundreds of Team USA athletes,
allowing them to work part-time, flexible hours
for a full-time salary and health benefits.
While rigorously training for the Olympic
Games, it is just about impossible for athletes to
have typical, daily lives. Without a part-time job
option, the majority of the Olympians – most
of whom do not receive the fame or personal
endorsements of a Michael Phelps or a Lindsey
Vonn – would struggle to support themselves,
and in some cases, their families.
“The Home Depot allowed me to train and
compete without the stress of fitting in multiple
workouts around a 9-to-5 work schedule,”
former winter Olympian Bree Schaaf said in
2010. “More importantly, it eliminated the stress
of accumulating credit card debt to pay for
bobsled equipment, travel, and just the cost of
living year round.”
“After our relationship with The Home
Depot ended in 2008, we realised we couldn’t

go without a job programme. We worked
with our career services partner Adecco and
started a new initiative that launched in 2010,”
USOC chief marketing officer Lisa Baird told
SportBusiness International. “However, we wanted
to continue to build on that because there are so
many athletes that need jobs.”
In addition to Adecco, the USOC managed
to get other sponsors – such as Coca-Cola,
Hilton and General Electric – to provide jobs to
athletes in the wake of The Home Depot’s exit.
But it hasn’t been enough.
That’s where DICK’s come in, and the
Pennsylvania-headquartered company signed
with the USOC this February. The American
sporting goods retailer, which has more than
600 locations nationwide, says the deal is a
first of its kind for the company and will see
it hire an undetermined amount of Team
USA athletes to work at its stores, beginning
in Colorado Springs store near to USOC’s
flagship training centre.
DICK’s has plans to expand to locations near
other Team USA training centres in Chula Vista,
California and Lake Placid, New York, according
to its chief marketing officer Lauren Hobart.
The DICK’s deal also brings in muchneeded sponsorship revenue to USOC, with
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This is a special opportunity for
DICK’s because of what they are
uniquely able to do for athletes
The Home Depot’s four-year deal worth
between $15 million and $20 million. USOC is
one of the few national Olympic committees
worldwide to not receive government funding,
aside from a “small amount” of funding for its
Paralympic programme, according to Baird.
Beyond securing jobs for athletes, DICK’s
will also be offering sponsorships and sports
equipment to both Team USA athletes and
Team USA training centres.
DICK’s will benefit significantly from the
deal, in addition to the positive PR of being
the knight in shining armour coming in to
underpin the lives of Team USA athletes. Aside
from being able to use the Olympic rings in its
marketing campaigns, DICK’s will also have the
well-known faces on the ground floor chatting
passionately with customers about the sports
they excel in.
“This is a very special opportunity for
DICK’s because it is something they are
uniquely able to do for athletes,” says Baird.
“Athletes can speak with expertise and
credibility about sporting equipment. DICK’s
is really committed to this and think they can
help with flexible employment opportunities

and really customise it around the athletes’
training schedules.”
USOC’s deal with The Home Depot lasted a
colossal 16 years. Though DICK’s declined to
comment on how it will be judging the success
of the partnership – and did not provide any
details of its future ambitions of working with
the USOC – Baird is certainly confident that
it can look to replicate the longevity of its
partnership with The Home Depot.
“The contract we have signed is just through
to 2016, but we are hoping it goes beyond that,”
she adds. “We wanted to get something that was
the right size and the right terms for DICK’s and
us, and something we can get started and get
initial successes with.
“Obviously we hope to renew it. We don’t
have a specific goal [of the number of athletes
they can get working at DICK’s stores] – that’s
hard to forecast, because athletes have to be
physically near the store and have to want to
be employed. Who knows where their training
will be?
“But I’d like to be aggressive and say how
about we can get all of them employed at
DICK’s?” 

MATTHEW GLENDINNING
EDITOR

Toyota acquired International
Olympic Committee (IOC) TOP
(The Olympic Partner) rights
in the new ‘mobility’ sector
category, previously sold at a local
organising committee level.
What’s the deal?
It will run for eight years from
2017 to 2024. Toyota will also have
marketing rights in Japan with
immediate effect – this is because
the joint marketing period between
the Japanese Olympic Committee
and the local organising committee
(LOC) for the 2020 Olympic Games
in Tokyo started this year.
How big’s the deal?
Sports Sponsorship Insider
understands that the deal is
substantially bigger than the
$200m-per-quadrennial asking
price the IOC had sought for its
TOP deals to date. The size of
the deal means the Tokyo 2020
LOC will receive a payment in
proportion with the market value of
a car sector deal had it been sold
by the LOC.
Why has the category gone global?
The car sector has been sold at
an LOC level since TOP launched
in 1985. Timo Lumme, managing
director of IOC TV and marketing
services, told Sports Sponsorship
Insider that the achievement
of such a market value was a
prerequisite of removing the
category from the LOC.
“Toyota was determined to be
involved as an exclusive car partner,
but once it started looking at the
mobility platform, it quickly decided
global made more sense,” he said.
Toyota’s promotion of fuel cell
vehicles and driverless cars also
dovetails with the sustainability
objectives of IOC president Thomas
Bach’s Agenda 2020 initiative.
So Toyota has shut out its rivals
until 2024? Nice.
Actually, no. Incredibly, Toyota
will not have car sector exclusivity
at the 2018 Pyeongchang winter
Games where the local market
is dominated by one local
manufacturer – Hyundai 
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SHORTSTOP
 RED BULL AIR RACE: GPS technology
firm Garmin announced a sponsorship
deal for this year’s Red Bull Air Race
World Championship. Garmin became
the series’ official action camera
sponsor, starting with last month’s
2015 season-opener in Abu Dhabi.
 MILLER LITE: The beer brand was
named title sponsor of mixed martial
arts series Bellator MMA. The deal
covers all Bellator MMA events in 2015
and is the first title partnership ever
agreed by the series.
 DICK’S SPORTING GOODS: The United
States Olympic Committee (USOC)
struck a sponsorship deal with the
retail organisation that will run until
at least the 2016 summer Olympic and
Paralympic Games in Rio de Janeiro.
Dick’s Sporting Goods will serve as the
official sporting goods retail sponsor of
the USOC and Team USA.
 G.H. MUMM: The French Champagne
producer agreed a three-year
partnership with the Kentucky Derby
horse racing event and its host venue,
Churchill Downs. G. H. Mumm will be
the official champagne of the Kentucky
Derby and Churchill Downs from this
year’s race in May through to 2017.
 DB SCHENKER: The German
logistics firm agreed a partnership
with the Mercedes Formula One team.
The deal runs from the forthcoming
2015 season until the end of 2018.
 2015 EUROPEAN GAMES: Spanish
football club Atlético Madrid agreed a
sponsorship deal with the organisers
of the 2015 European Games in Baku,
Azerbaijan. Under the deal, the logo
of the multi-sport event will receive
exposure on the team’s shirts for
the remainder of the 2014/15 UEFA
Champions League campaign, as well
as several domestic matches.
MILLENNIUM BCP: The Portuguese
banking group reached a longterm agreement to become the title
sponsor of the new Estoril Open ATP
(Association of Tennis Professionals)
World Tour event. Tournament director
João Zilhão said the deal provided the
necessary financial support for the
Estoril Open to be established.
TOKYO 2020: Canon, NEC Corporation
and Fujitsu were unveiled as the latest
gold partners of the Olympic Games,
joining NTT and Asahi.
14 SportBusiness International • No.209 • 03.15

GOPRO GOES MAINSTREAM
January’s NHL (National Hockey League) All-Star game saw GoPro
enter its first partnership with a mainstream sports property. Matthew
Hochberg asked the mountable camera giant why now is the right time,
and which other properties it has spoken to about similar agreements.
SPORTS LEAGUES AND teams who recognise
the rapidly growing technological society
around them can open up new revenue streams
when they embrace innovation.
It is not without its risks, but it can lead to
new breakthroughs when executed properly,
and that’s exactly what a recent partnership
between ice hockey’s NHL and mountable
camera manufacturer GoPro has done.
The NHL and NHLPA (NHL Players’
Association) teamed up with GoPro to provide
never-before-seen content at the league’s AllStar Weekend in January. The deal saw GoPro
mounted onto the heads of players and referees
and hoisted around the rink. Broadcasting
partners NBC and Rodgers were given the
content from GoPro free of charge, integrating
it into their live TV coverage, while highlights
of the game from the perspective of the
GoPros were put on the camera manufacturer’s
YouTube channel, one of the top five mostviewed channels on YouTube in 2014.
For California-headquartered GoPro,
which underwent an IPO in June 2014 that
valued the company at just under $3 billion,
the NHL deal was new territory, GoPro having
traditionally partnered with action sport
athletes and motor sport drivers. Members
of ‘Team GoPro’ currently include skiing’s
Lindsey Vonn, snowboarder Shaun White and
surfer Alana Blanchard.
According to Todd Ballard, GoPro’s senior
director of lifestyle marketing, the NHL deal
could be one of many that are in the pipeline
with “mainstream” sports.

“We’ve already had conversations with the
NFL (National Football League), MLB (Major
League Baseball) and the PGA (Professional
Golfers’ Association),” Ballard told
SportBusiness International. “We want to be the
definitive, live in-game solution for all sports.
“Obviously, it has to make sense for both
sides – and we don’t come in as your normal,
typical sponsor – but I think the NHL is a great
platform for us to prove our concept not only
from the perspective of compelling content, but
also from the eyeballs we can bring to the game
by leveraging our consumer base.
“The All-Star Game was really our first
go at this and it is a great proof of concept. I
think all parties involved, from the NHL and
NHLPA to the broadcast partners, see the
potential that comes with broadcasting from
the players’ perspective in-game.”
Gliding on Ice
Ballard says there are numerous reasons why
ice hockey and the All-Star Game were a good
fit for GoPro.
“The fact they are gliding on ice really
makes for compelling footage – no-one is
running and there’s not a lot of jolting. Gliding
on ice creates a better beauty shot for our
cameras,” he adds.
“After meeting with the NHL, who
obviously trail behind some of the bigger
acronyms in major team sports, you can tell
they are a little hungrier. They are willing
to take a few chances at this point, they are
willing to be innovative and show the game in
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DEAL OF THE MONTH
MATTHEW GLENDINNING
EDITOR

Japanese printer manufacturer
Epson signed a three-year deal,
from 2015 to 2017, with the
Formula One Mercedes team.
What’s in the deal?
The Epson logo will be visible on
the rear wing of race cars, along
with branding on the helmet visors
and race suits of the team’s drivers
Lewis Hamilton and Nico Rosberg.
Epson will also supply the team
with inkjet printers, scanners, 3LCD
projectors and wearable technology
including smartglasses and health/
sports sensing products.

We’ve already had conversations
with the NFL, MLB and PGA. We
want to be the definitive, live ingame solution for all sports. The AllStar Game was really our first go at this
a new perspective. Those are the things that we
were looking for.
“The NHL looks at us as a marketing partner,
not just a sponsor, so the ability to bring more
eyeballs to the game of hockey by leveraging
GoPros, social media and distribution platforms
was a big of piece of the pie.”
Though Ballard acknowledges it may be too
early to gauge the success of the partnership,
he says he is happy with what he has witnessed
on social media.
A video released shortly after the
announcement of the sponsorship, featuring
NHL players wearing GoPros, has amassed
over two million views at the time of writing,
with the GoPro All-Star Game highlights video
on 217,000 views.
“The social media impressions and
engagements and media impressions overall
are great proof that this is something hockey
fans want to see,” he says.
Market Share
GoPro’s decision to delve into partnerships
with mainstream sports comes at an interesting
– and competitive – time for the company.
Though it has challengers in the shape of the
Garmin Virb and Polaroid Cube, GoPro
still holds a 94-per-cent-share of the actioncamera market.

However, its newest competitor is on an
altogether different level, making it more
important than ever for GoPro to find new
ways to defend its market share.
In mid-January, just a week before
the NHL and GoPro officially announced
their partnership, it was reported that
consumer software giant Apple – the same
Apple that reported net profit of $18 billion
for its first fiscal quarter on January 28,
the biggest ever by a public company –
received a patent to begin making wearable
cameras suitable for sports equipment such
as motorcycle helmets and scuba masks.
Following the news, GoPro’s share price
plummeted 13 per cent in a day.
“We’ve been in the game of action sports
and motor sports for four or five years and
we’ve done a really good job with that
audience,” says Ballard.
“But mainstream sports allow us to speak
to a bigger audience that will allow our brand
to grow. Everything we have done has been an
independent decision on what works for our
brand, whether it’s partnering with an athlete
or an event.
“It’s not all about the camera, it’s what the
camera is enabling people to do, which is the
bigger business of GoPro – capturing, creating
and sharing.” 

Why has Epson returned to F1?
Epson was a primary sponsor of
the Tyrell Formula One team in
the early 1990s, a move aimed at
raising awareness of the Epson
brand globally.
Ian Cameron, Epson’s general
manager of brand, marketing,
communications and digital media,
said that Epson achieved its
objectives with Tyrell and moved
out of the sport to focus on more
tactical sponsorships.
At that time, the brand was
also developing an environmental
strategy, which made Formula One
less relevant. However, Mercedes’
hybrid Formula One car, which was
over 30 per cent more fuel efficient
than its predecessor, removed any
environmental reservations about
returning to motor racing’s highest
profile event.
What are Epson’s objectives?
Branding remains a key objective
in Epson’s emerging markets.
However, the sponsorship will be
directed primarily at a B2B market
on a global level. The locations of the
20 Formula One race events closely
reflect Epson’s global footprint.
How does the deal fit in Epson’s
sponsorship portfolio?
It has been a premium partner of
Manchester United since 2010,
and an official sponsor of the
Asian Football Confederation for
16 years. Cameron said the three
properties provide the strategic and
geographical coverage the brand
requires from sponsorship 
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Bud Light’s #UpForWhatever campaign featured a real-life Pac Man - Anheuser-Busch

SUPER STORIES
Matthew Hochberg looks at the best and worst of the
2015 Super Bowl advertising campaigns, and why
there was a more solemn tone around this year’s spots.
“THE SUPER BOWL is a gathering,” says Bill
Winchester, chief creative officer of advertising
agency Lindsay, Stone & Briggs.
“It’s a time when people can come together,
spend time with each other and talk about the
ads. The game is obviously there, too, but a lot
of the discussion is around the ads.
“Way back when, the ads weren’t a big deal.
It wasn’t until companies started to recognise
that there were so many eyeballs on the game
that it began getting so much attention.”
The 2015 Super Bowl drew an average TV
audience of 114.4 million viewers becoming,
once again, the most-watched televised
programme in United States’ history; the
audience shattered the previous record, which
took place – you guessed it – during the 2014
Super Bowl. In fact, the 22 TV programmes
with the largest audiences in the United States
have all been Super Bowls.
American broadcast network NBC charged a
Super Bowl-record $4.5 million for a 30-second
advert this year. Despite the hefty price, all
spots sold out, exemplifying how much – and
how many – brands value the Super Bowl as a
worthwhile investment to either step into the
national spotlight or gain more relevancy from it.
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Each year, as Winchester describes, the
commercials take up much of the Super Bowl
conversation – and now that conversation extends
to both before and past the game’s action through
the blogosphere and Twitterverse.
Thirty seconds is never enough time to
spread across an entire message, which is why,
in most cases, companies use Super Bowl
ads both before and after the game as part of
campaigns to capitalise on the effect of their
multi-million dollar ad investment.
“Factoring in the sheer volume of people
watching, all the buzz it receives, everyone
sitting on their couches with their phones
and sharing their thoughts, the Super Bowl is
really one of the only events for advertisers
who want the whole world to see and talk
about an ad,” Jonathan Lewis, account
director at McKee Wallwork & Company, told
SportBusiness International.
“That doesn’t happen anywhere else.
Consumers are so cynical and sceptical that
to have them give the brands their undivided
attention – and then talk about it with their
friends – justifies the cost.
“Companies use the Super Bowl as a
springboard for their ads. Often they are the

beginning or part of an ongoing series of ads.
Smart advertisers release behind-the-scenes
videos and use creative campaign devices, such
as the hashtag in the Like A Girl spot.”
Lewis is referring to the Super Bowl
advertisement by Feminine care brand Always,
which discouraged referring to certain activities as
doing it ‘like a girl’, promoting equality between
the sexes. The campaign began last summer with
some traction, but did not realise its full potential
until Super Bowl Sunday. More than 510,000
tweets contained the phrase #LikeAGirl between
February 1 and February 2 alone.
The feminine hygiene product company
wasn’t the only brand to come out with a win
on the big day, says Winchester: “There needs
to be more than just a hashtag to generate some
social media buzz. You need something waiting
on the other side. Snickers’ Brady Bunch ad
was great. It caught the nostalgic demographic
and used an ongoing campaign – ‘you’re not
you when you’re hungry’.”
Making a Splash
As great as these ads may have been and as viral
as they may have gone, Lewis believes innovation
trumps all. In an ad meant to disturb the peace
of Super Bowl commercials, Heineken-owned
beer brand Newcastle Brown Ale provided the
best mix of memorable, creative and hilarious by
creating a ‘super ad’ that also advertised 37 other
brands in the space of a minute.
“It was pretty hysterical,” says Lewis.
“Newcastle crowdfunded the ad and the buzz
it was able to get leading up to the Super Bowl,
culminating with the one spot during the game,
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Newcastle crowdfunded the ad, and the
buzz it was able to get leading up to the
Super Bowl is a great example today of
what it takes to make a splash

is a great example today of what it takes to
make a splash. Newcastle kind of crashed the
Super Bowl. It’s far more than just buying time
and making a silly ad. It’s really a co-ordinated
effort on all cylinders.”
Despite the successes, there were also
companies that bought ad space and flopped
on Super Bowl Sunday, such as insurance giant
Nationwide. Its spot featured a young boy,
morbidly noting the milestones in his life he will
never be able to experience.
Why? “Because I’m dead,” he says at the
end of the ad.
“There were a lot of people on social media
saying things such as ‘way to bring us down,’
‘way to make the Super Bowl a bummer,’ or
‘wow, talk about a depressing Super Bowl,”
says Lewis.
“You hear people say that any press is good
press, but I don’t think that is the case here.
It’s definitely more negative. I would expect
Nationwide to go in a different direction the next
time it is looking at its creative options.”
Of the 250,000 or so mentions the advert got
during the game on social media, 64 per cent
were negative, 24 per cent were neutral and just
12 per cent were positive, according to digital
advertising company Amobee.
However, Nationwide claims its does not
regret the ad and expected it to stir conversation.
“[The] intention of the ad was actually not
to sell insurance, it was to raise awareness of a
cause that we’ve been championing for decades
at Nationwide, which is to keep kids safe from
preventable accidental injuries,” said Nationwide
chief marketing officer Matt Jauchius 

NEW YEAR, NEW TREND?
Super Bowl ads are notorious for poking
fun at groups of people, showing women in
revealing clothing and frequently hovering
at the border of what is acceptable and
what isn’t.
This year, however, there was a much
more solemn tone in the majority of the
commercials – a noticeable shift from
previous years.
“There was an air of seriousness this year
that really changed the flavour of the Super
Bowl. Brands were trying to tug on our heart
strings,” says Lewis.
“People are calling it the ‘Daddy Bowl’
because of how some of the ads targeted
dads and put them in a positive light. [Car
manufacturer] Dodge had an ad that featured
100-year-old people giving advice (pictured)

– that was pretty touching. Usually, elderly
people and fathers are the butt of jokes, but
that wasn’t the case this year.
“The serious tone is probably in response
to criticism through the years, but when
you see that many advertisers all hitting on
the same thing, it could definitely mean it’s
a theme. But, at the same time, you might
see a change next year if some advertisers
felt self-conscious due to the similarity in so
many commercials. They might switch it up
and try to be different.”
“I think it’s just fashionable to do more
serious commercials right now,” adds
Winchester. “Let’s face it – it’s really, really
hard to pull off a really funny ad. It’s safer
to keep them more serious. The ads tend to
reflect public sentiment, and it might have
just been that sort of year.” 
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SHORTSTOP
n ESPN: The sports media giant’s
Caribbean arm acquired exclusive
broadcast rights for live coverage
of the Nagico Super50 cricket
tournament. ESPN Caribbean will show
the one-day international competition
from 2015 to 2018.
n UFC: The mixed martial arts
property was reportedly in talks
with German broadcasters RTL and
ProSiebenSat.1 after a five-year TV
broadcast ban was overturned. The
Administrative Court in Munich ruled
the ban by the Bavarian State Media
Authority (BLM) as “illegitimate”.
n INDIAN PREMIER LEAGUE: The
Twenty20 cricket league will put digital
rights on the market this month.
They will be offered from 2015 until
2018, covering internet and mobile
platforms, and both Multi Screen Media
and pay-TV broadcaster Star India have
expressed interest.
n KEEMOTION: The sports production
company was acquired by a consortium
of investors led by David Abrams.
Keemotion has developed the capability
to autonomously produce live sporting
events, eliminating the need for an onsite production team.
n UCI: The International Cycling Union,
the sport’s international governing
body, revealed the 2014 edition of its
Mountain Bike World Cup generated
record viewing figures. Fifty-three
channels in 19 countries broadcast
coverage, generating a total audience
of 37m viewers across live, highlights
and news coverage.
n SOMMET SPORTS: The New Zealand
free-to-air channel was exploring a
crowd-funding initiative to resurrect
the platform following its collapse in
December. Sommet folded 18 months
after launching, stating that anticipated
funding for the venture failed to
materialise, leaving the company to
deliver a nationwide broadcast channel
“on one third of the finance.”
n SAMSUNG: The National Basketball
Association and Red Bull Media House
signed as content partners for the
Korean electronics company’s new
virtual reality video platform, Milk
VR. Samsung said that its ‘Milk’ suite
of entertainment services will be
expanded, including new platforms
beyond mobile for Milk Music and Milk
Video as well as the debut of Milk VR.
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STREAM-CATCHERS
Rogue websites illegally streaming top-flight football cost
UK broadcasters alone an estimated £10 million a year.
Matthew Hochberg looks at the latest moves to tackle the problem.
THE ENGLISH PREMIER League is popular. So
popular, in fact, that its fans around the globe
have gone online, in their droves, in search of
illegal services to watch their favourite clubs and
avoid paying TV subscription fees.
According to the London-based Police
Intellectual Property Crime Unit (PIPCU),
illegal streams – which also enable football fans
in the UK to watch live matches that aren’t
televised – cost the UK broadcasting industry an
estimated £10 million each year.
The Premier League began the New Year
by finally forcing a leading illegal streaming
website, Wiziwig.tv, to close down.
“Today is a sad day for all fans of live sports
streaming, as we at Wiziwig have to announce
that we’re forced to close our website, at least
for now,” a statement read on the website,
citing a threat of a €600,000 fine forced them
to stop operating.
The central issue with sites such as Wiziwig
stems from their potential to undermine the
Premier League’s existing lucrative deals with
broadcasting companies across the world.

“It is only through legitimate investment
in our broadcasting rights that we can put on
a world-renowned football competition, and
support and invest in the entire English football
pyramid and beyond,” a Premier League
spokesman told SportBusiness International.
“This model is threatened by piracy, whether
in the form of illegal internet streams showing
Premier League football, or unauthorised
broadcasts of our matches in UK pubs. We do
a huge amount of work to combat that threat,
including through partnerships with Net Result,
Irdeto and ID Inquiries.”
Fruitless Task?
Last season, the Premier League blocked 45,000
streams that were illegally showing Premier
League footage, and successfully took legal
action against certain websites, in both UK
courts and overseas.
While forcing Wiziwig to cease operations
under legal pressure was certainly considered a
victory, how big of a win was it? Within hours
of the site’s closure, its loyal user base was

DEAL OF
THE MONTH

It’s a case of hunting down as
many illegal streamers as you can

RICHARD WELBIRG
SENIOR REPORTER
Spanish telecoms operator Telefónica
acquired domestic and international
broadcast rights for two Primera Liga
clubs – Celta Vigo and Real Sociedad – for
the 2014/15 season.

already being directed to dozens of other sites
offering illegal streams. The war between leagues
and broadcasters against rogue websites has been
referred to by many as a game of “whack-amole” – the more sites get shut down, the more
sites continue to pop up.
Location is one issue that makes it so hard
to close, and even prevent these sites from ever
being created. It may seem odd that Wiziwig
was operating out of Spain for its duration,
but when looking at copyright laws, it makes
complete sense: in comparison to the UK,
Spain’s former copyright legislation allowed
Wiziwig to continue its business despite constant
pressure from the Premier League. But starting
on January 1 this year, Spanish regulations
changed and put Wiziwig’s owners at risk for
fines and a potential prison term of up to six
years if they continued operations.
“[The] Main threat has been the English
Premier League, who’ve tried literally anything
to shut our website down, to cease our
revenues, spread false accusations and who has
constantly been chasing us down,” Wiziwig
wrote to users in its goodbye message on the
site. “Needless to say that this has cost us a lot
of time and money to fight against these fake
claims and fake accusations.”

Global Problem
The Premier League isn’t alone in its fight
against the illegal streamers. A key part of
Roshan Gopalakrishna’s job is to find and take
down these sites as head of legal and business
affairs at Copyright Integrity International. He
works closely with the International Cricket
Council (ICC) to ensure viewers are tuning in
through the proper channels.
“I think it’s just a case of hunting down as
many [illegal streamers] as you can,” he told
SportBusiness International. “I think for cricket,
it’s happening all over Asia, in India, Pakistan,
Sri Lanka and Bangladesh.
“That issue is being addressed, at least in
part, by the fact that in cricket, STAR India is
making available a free, high-quality live stream
on its website. So there are two kinds of services
– one is the free service that operates with a fiveminute delay, and there is a paid TV service. I
think, to a certain extent in cricket, this is taking
care of the problem of live [illegal] streams.”
Gopalakrishna says that the reason
broadcasters have begun to supply more options
may be because of a “cultural acceptance” when
it comes to the public’s approach to illegallly
streaming live sport.
“I think it’s probably that fear, or maybe
that prospect, that’s led broadcasters to start
providing content free on their websites,” he
says, adding that it wouldn’t be surprising
if STAR India’s strategy to allow premium
broadcasts online free-of-charge will soon be
emulated by other broadcasters and rightsholders across the globe.
“The fact of the matter is that internet piracy
is here to stay.
“On the website you don’t really deal with
an entire gambit of adverts popping up when
watching a game. And it’s a really high-quality
feed. The only drawback, so to speak, is that
there is a five-minute delay. But if you want
to watch good quality cricket on the web, it’s
probably the best around.” n

What about the other 18 Primera
Liga clubs?
The Catalan agency Mediapro snapped up
2015/16 rights to 16 Primera Liga – and all
the Segunda division – clubs by summer
2014, without facing any competition
from Telefónica or other players. It was
expected to complete deals with the other
four Primera clubs in due course.
Telefónica’s late entry to the market
means the two will go head-to-head
over the two clubs whose rights for next
season remain up for grabs: Barcelona
and Espanyol.
Why has Telefónica got involved now, but
stayed out last year?
The situation has changed. In October,
Mediapro – backed by beIN Media Group
– beat Telefónica to the UEFA Champions
League rights from 2015/16 to 2017/18.
Those rights are currently held by pay-TV
operator Canal Plus, which Telefónica
took 100-per-cent-ownership of last year.
Suddenly, it appeared the only way
to ensure top football on Canal Plus
from 2015/16 would be to sublicense the
domestic rights from Mediapro. Agreeing
some club deals improves Telefónica’s
negotiating position with the agency.
What about Barcelona and Espanyol?
Political factors seem to favour
Telefónica’s chances of a deal with
Espanyol. The club believes it would
be overlooked by Mediapro, which
has very close relations with its city
rival Barcelona. The closeness of that
relationship means experts think it
unlikely that the telecoms operator could
lure Barca away from the agency.
Why just 2015/16? Aren’t the cycles
normally longer?
They are. Almost all the clubs are on
three-year deals with Mediapro or Canal
Plus that expire at the end of this season.
The 2015/16 season stands alone because
it will be the final season in which clubs
sell their rights individually – from 2016/17
rights to the Primera and Segunda
divisions will be sold collectively by the
LFP (Liga de Fútbol Profesional), which
administrates the two leagues n
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