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BRANDS & MARKETING

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 much-
needed sponsorship revenue to USOC, with 

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 long-
standing 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.Team GB’s official supermarket partner.

JUST THE JOB
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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?” �
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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 �

MATTHEW GLENDINNING
EDITOR

DEAL OF THE MONTH

This is a special opportunity for 
DICK’s because of what they are 
uniquely able to do for athletes


