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BRANDS & MARKETING

GOPRO GOES MAINSTREAM

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 long-
term 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.joining NTT and Asahi.

January’s NHL (National Hockey League) All-Star game saw GoPro 
enter its fi rst 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 All-
Star 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 most-
viewed 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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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 action-
camera 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.” �
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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. 

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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We’ve already had conversations 
with the NFL, MLB and PGA. We 
want to be the definitive, live in-
game solution for all sports. The All-
Star Game was really our first go at this
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