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Received: May 1999 that scheme was that it was a very rounded
scheme covering all aspects of sales and mar-
Introduction keting. There was the direct sales, the tele-
Paul Blanchard joined the SPL in 1998 from phone sales, and there was direct marketing.
NFL Europe and has a background in sports There were also big-brand initiatives, the sales
marketing and financial services. A graduate through appointed representatives, sales
of Leeds University, he joined Sun Alliance through the broker chain, and sales direct to
Insurance Group in 1986, and was appointed customers. So it gave you an opportunity to
marketing manager for Ladbrokes four years look at marketing and sales in its broader sense
later, promoting the company’s retail betting and then to specialise. My specialisation
chain and moving to assume responsibility for proved to be advertising and promotion in the
ClubCall, working with in-stadia betting and branding exercise that Sun Alliance were
football editorial services. After returning to going through at the time.

financial services with the Royal Bank of

Scotland, Paul joined the Scottish ClaymoresBG: You moved to Ladbrokes in 1990 as
and was responsible for marketing American marketing manager. What were your main
Football in Europe. Here he talks to Dr Bill responsibilities?

Gerrard of Leeds University Business School.

PB: At the time that was my dream job
because I'm a huge horse-racing fan. At that
point bookmaking was really coming out of
the dark ages. Some of the regulations were
being relaxed as to what they could actually
do. There was quite a significant fight for mar-
ket share going on between Ladbrokes, Corals
PB: | studied economics and econometrics atand William Hill. The objective was to devel-
university. Although the course was sort of op the Ladbrokes brand and to market it
market and sales driven, and that was reallythrough its 2,000 betting shops. So it was very
the main attraction, realistically you come out much aimed at driving traffic into the shops; a
of university without any definitive idea of very retail approach.

what you want to do. But certainly the pro-

motional side of the economics degree that IBG: And what were the main elements of
did really suggested that that should be thethe promotion strategy?

path | should take. | started with Sun Alliance

in 1986 as a graduate trainee. The beauty ofPB: It was twofold. First, the development of

BG: Your career so far has involved a num-
ber of marketing jobs in the sports industry,
broadly defined, and financial services.
What was it that attracted you to a career in
marketing in the first place?
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the Ladbrokes brand so that if someone islike, bringing the mountain to Mohammed.
looking to have a bet, then you put Ladbrokes Bookmakers always have the problem of try-
in front of them and Ladbrokes becomes theing to drive traffic into their shops. Well here
natural choice. Second, it was price-driven. you are actually bringing bookmaking to the
You had to have very competitive pricing to punters and making it very easy for them. It's
give the best value for those who are specifi-a perfect fit because people go to a football
cally looking for a bet on a particular horse or game and they have opinions. Ladbrokes were
a dog or a football team or whatever. There saying: right, back your opinion.
was a promotional side as well providing
incentives, loyalty schemes and the like. BG: Before your current appointment as
Basically if you are in a situation where there Director of Marketing with the Scottish
are two or three betting shops within 500 yards Premier League, you worked with NFL
of each other on the high street, something thatturope. What did you do with NFL
is very common, you want to provide the point Europe?
of difference that will mean that the punter
goes into Ladbrokes rather than Corals. PB: That was a fascinating three years. The
NFL basically is the biggest thing in the USA
BG: And how did you manage to create butthey are almost at saturation point there. So
that point of difference? to develop the game of American football and
the NFL brand they have to expand and
PB: The point of difference really was created Europe is an obvious market. So what the
by the branding exercise. Particularly on the NFL are trying to do is to develop off-season
back of football, Ladbrokes became a good American football April through to June. This
place to go. We had at the time some veryprovides American football for American
interesting and innovative loyalty schemes audiences to watch as well as obviously mak-
whereby you would go in and have a bet to aing Europeans more conscious of the sport.
certain level. You would be rewarded by points Europe is also used as a feeder league as well
and those points would be redeemed for futurefor the NFL with clubs allocating players to
values or future bets. That was very successfulthe European sides to have a run for three
months and giving the coaches a pretty good
BG: And one of the things that you got guide as to whether or not they can hack it in
involved in at Ladbrokes was ClubCall.  the NFL.
What did that involve?
BG: So how did you set about trying to
PB: ClubCall was bought by Ladbrokes from market NFL Europe given the problems of
British Telecom around 1990/91. The whole American football being a relatively-new
premium rate telephone market was very sport in European terms? Did that create
buoyant. Ladbrokes saw it as an opportunity tosubstantial entry barriers? How much did
move in and to strengthen their position asthe innovative TV coverage of the NFL by
market leaders with regard to football. So the Channel 4 help in promoting the American
brief was twofold. It was to develop relation- football in Europe?
ships with football clubs and develop the edi-
torial services. Both of these were effectively PB: Television is the most powerful weapon
in place so that basically my task was to makeand really no sport can survive without televi-
sure that it was the Ladbrokes brand that wassion exposure. TV brings the sport into peo-
being associated with it and, on the back of ple’s front rooms. Channel 4 has done a very
these relationships, to put in-stadium betting good job with its coverage that, | think, started
into all the major football clubs. It was, if you back in about 1985. So there was a level of
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interest in American football and the NFL. If obviously don’t compare with what is being
you walk around, you see a lot of people sport-put into football, or even rugby for that matter.
ing NFL merchandise so there was a smallBut you have good sponsors on board such as
market there. What we tried to do was basi- KwikFit, Wimpey Homes, Telewest, and
cally take the sport and start it up because there&southern Comfort and people like that. There
were very little grassroots development. were some quality names there.

We effectively planted a team and marketed
it very much as a family sport and as a youth BG: Were the initial sponsors who became
sport. We looked outside the hardcore footballinvolved in NFL Europe mainly companies
market and the hardcore rugby market becausehat were North American-based and hence
if you're a season ticket holder generally that had experience of American football? Or
is your sport and you will stick to it. But there were you, at a very early stage, able to bring
are a lot of people floating about without that on board European sponsors who had had
sort of loyalty to a sport. So we positioned the little or no contact with the NFL?
game as very much family- and youth-orien-
tated. PB: Initially Budweiser were very heavily

It was also positioned as more than just ainvolved and obviously they are an American
game. The game lasts around three hours genbrand. Subsequently they moved out of NFL
erally but that is preceded for two hours with a Europe into basketball because they felt that
party. Itis like a carnival before the game. So basketball offered a more cutting edge, if you
we provided a lot of, if you like, sideline activ- like, urban-type market. After Budweiser then
ities basically aimed at the family or youth it really was a question of developing the
market to pull punters in. If you can get them involvement of European brands. There was
early enough then you have got them. an obvious affinity with American sponsors

and they are still involved. Mr Bonny is
BG: Did the newness of the NFL in Europe  involved this year and also Southern Comfort
create particular problems in trying to and this obviously stems from the American
attract  sponsorship and break into the link. But a lot of UK-based companies such as
sponsorship market? KwikFit and Wimpey Homes have seen the
opportunity to get involved because they like

PB: Yes, the sponsorship market is far more the demographic that the games attract.
difficult than the paying customer market.
Sponsors tended to take a step back and werB8G: Recent research has suggested that the
reluctant really to get involved in that they did- entry of sponsors into new types of sponsor-
n't know how long NFL Europe was going to ship is a follow-the-leader process. From the
be there and how successful or otherwise thepoint of view of the sport trying to attract
league was going to be. Initially they didn't sponsors, this suggests that it is important
know what sort of levels of support, television to get on board early a major sponsor who
exposure and media coverage to expect. Sacts as a leader inducing other sponsors to
there was very much a wait-and-see attitude bycome into that sport. Once a big sponsor has
sponsors who were fairly comfortable with come into a sport, this gives legitimacy to
putting money into local football clubs this type of sponsorship and other compa-
because they knew roughly what they were nies are more likely to follow suit since they
going to get out of it. With NFL Europe teams feel less uncertain about the likely benefits.
there was a reluctance by sponsors to begirDoes your experience with NFL in Europe
with but those barriers were broken down two suggest that sort of dynamic is typical in
or three years into the league. Sponsorshipssport sponsorship?
were not for massive amounts. The numbers
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PB: Yes, that's exactly the point because, as IPB: It is possible. | would suggest that,
said earlier, there was an initial reluctance although it is very early days for the Bank of
because the sponsors were not sure what thegcotland, it is seeing an excellent return from
were going to get out of it. They were not its sponsorship of the SPL. | think that anyone
exactly sure how long the league was going tolooking from the outside will be able to see the
be around. So it was very important to attract asort of return that the bank is getting. So if two
major big-name sponsor. or three or five seasons down the line, the

It makes it a damn sight easier to sell after Bank decided that the sponsorship has run its
that because then you can go into Mr course and it has had what it wanted to get out
Marketing Director of XYZ Co and say look of it, then | don't think that it would be a sig-
“KwikFit are on board”, or “Company X is on nal for other sponsors to be turned off. | think
board”. You're right that it legitimises the they would be looking at the opportunity and
whole thing. It provides a comfort zone for thinking that the Bank has obviously achieved
other potential sponsors who think that “XYZ its objectives, it's time for us to get on board
Co are a big company who do not take thenow. Provided that you manage the sponsor-
sponsorship or marketing decisions lightly: ship correctly and there are clearly visible ben-
they obviously see an opportunity there, and, efits — and so far there has been a lot a visible
therefore, yes, we feel more comfortable with benefits to the Bank of Scotland and the brand-
it". It is an absolutely crucial part of the NFL ing that it has had has been extremely good —
Europe strategy and it is an absolutely crucialthen other companies will see that and will
part of the SPL strategy as well. want a slice of the action.

The SPL were in a position that Bells had
been the sponsors of the old league, and whelBG: Turning to your current position as
the breakaway happened that was the end oDirector of Marketing with the Scottish
the Bells sponsorship. So the SPL went into itsPremier League. The job is about a year old
first season without a sponsor. While people now. The Scottish Premier League is a new
know roughly what they are going to get from league organisation that comprises the top
football sponsorship, the SPL was a new 10 football clubs in Scotland. What were
league and there was very much a wait-and-se¢he motivations behind the creation of this
attitude to see how it would pan out. Is it going new league?
to be exactly the same as before or are the SPL
going to change things? PB: | was not involved with the set-up. | came

So it was absolutely crucial to get a quality on board after the SPL was actually set up.
name on board and | think the Bank of The main motivation was that Scottish football
Scotland is such a quality name, with all due was actually in a trough, it is fair to say, and
respect to Bells or any of the breweries. Thethe top clubs were looking to take control of
Bank of Scotland being prepared to take atheir own destiny, to drive the game forward
chance with the SPL did raise a few eyebrowsand to look at more significant revenue gener-
and proved to be a catalyst for other companiesation opportunities mainly through television
to get interested. but also through sponsorship as well.

Really it was the top clubs saying that we

BG: Do you feel that it may work in the have got to take more control of the game. If
opposite way? If there is a follow-the-leader the game is going to develop and move in a
process of sponsors moving into sport, there similar way to how it has moved in England
could be a follow-the-leader process in then it needs to be driven from the top. So that
sponsors exiting from a sport. If a sport  was the primary motivation. Obviously having
loses a major sponsor can that have a seen the success of the English Premiership,
knock-on effect? albeit five or six seasons down the line, then
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there was fairly good support to suggest thatto make when it set up was to get a corpo-
this was a very sensible route to go. rate logo. How important was your choice
of corporate logo and what factors came
BG: So it wouldn't be fair to describe the into play in making the decision about it?
SPL as just old wine in a new bottle?
PB: Here again | inherited the logo, but basi-
PB: Well, certainly that is not the plan. There cally the approach was “this is a new league so
have been a lot of developments such as ruldgt needs a new identity”. The key words real-
changes and a focus on youth developmently are new, forward-thinking development of
There is also the requirement that memberthe game. The logo had to reflect these new
clubs must have 10,000 covered seats. Ther@lynamics of what the league was trying to
is going to be a commitment to the develop- achieve. The logo that we came up with obvi-
ment of football academies next season. So ausly also had to show that the league is
whole range of initiatives have already been Scottish. It has this swoosh, with the St
put into place that were not happening prior to Andrews Cross representing the Scottish-ness,
the SPL. but the whole thing has got a new and fresh
These developments cannot happenfeel about it. We are very pleased with it, we
overnight and | would suggest that so far thethink it is a good logo. We worked very hard
progress has been good but it has got to conin developing the brand and now we will work
tinue. So that question is probably best hard with the Bank of Scotland effectively to
answered in about two years’ time but the develop a composite brand that allows the
answer, hopefully, is that the SPL is not just Bank’s brand to benefit alongside our brand.
old wine in a new bottle.
BG: In the academic literature there has
BG: As Director of Marketing in the SPL, been much discussion about the attractive-
what are your major responsibilities? ness of a league to fans being partly depen-
dent on the degree of competitive balance.
PB: The major responsibilities are develop- To what extent do you think that this also
ment of the SPL brand, the acquisition and has an impact on the attractiveness of a
management of sponsorship, and the manageleague for sponsorship? If it is important,
ment of the broadcast side of things, as well:does the SPL face a particular problem
the television deal is in place but obviously it given that the two OIld Firm clubs, Celtic
needs to be managed. These are the three kegnd Rangers, have historically dominated
areas. | also have licensing responsibilities toScottish football? Do you think that domi-
develop a programme of revenue generatingnation of two clubs of a national league cre-
licensed products and basically to liaise with ates particular problems, not only for sus-
the clubs to make sure that our member clubstaining fan interest but also for attracting
are getting all the support that they need andsponsors?
ensure that everybody is working together as a
team. It is a good tight-knit team. We meet all PB: There is a huge level of interest. You only
the clubs every two months or so to talk abouthave to pick up the newspapers and there are
a number of initiatives that we have centrally. four or five pages a day on the SPL so there is
We try to provide them with information that certainly no lack of interest. If anything, atten-
will help them sell television ratings and will dances have increased this season so that
hopefully back up their sales and marketing would suggest that the level of interest has
presentations. So it is very much a team effort.increased.
With regard to the dominance of the Old
BG: One of the first decisions the SPL had Firm, if you look at any European league you
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will find two or three clubs that basically can PB: The SPL's media policy provides a mini-
win that league. At the moment in England mum standard of service to the media. We
you have got Manchester United and Arsenalknow that the media are absolutely vital: |
with possibly Chelsea, although | do not think have already mentioned the amount of expo-
many people believe they can sustain that chalsure we get. What we want to do is try to intro-
lenge. It is the same in Italy where you have duce a degree of consistency across the clubs
got Lazio, Milan and Juventus. Spain has and a minimum standard so that the media
Barcelona and Real Madrid. So it is the sameguys will know how they will be treated. It is
clubs that are competing season after season.mainly around match weekends when obvi-
When you look at those leagues, you can sayously the media are looking for material to pre-
realistically there are only two or three clubs view the game.
that have the squad and back-up to actually go There is also access at the game. We want to
and win the championship. So | don't think improve the facilities within each stadium to
that the SPL is unique in this respect. make it easier for the media to do their job. We
also provide minimum standards about the
BG: You have a circle of what are called time and number of players that must be allo-
SPL partners. What is an SPL partner?  cated to the post-match press conference. The
Who are they? media know what they should expect, the
clubs know what they need to provide and so
PB: The main partner on the sponsorship sidefar it seems to have worked very well.
is the Bank of Scotland. We also have a part- We have been looking to extend it to try and
nership with the Scottish Express newspaper.improve facilities and we are also looking at
We have a partnership with Mitre who are the whole photography side of things as well
effectively a technical sponsor, providing all of which was not covered in the original media
the matchballs. The other major sponsor /policy, looking at standards and where photog-
licence partner we have is Panini who produceraphers can go and how they can work. We are
stickers and also trading cards and annuals. just trying to make their life easier because if
It is quite interesting because | think Scottish you make the media’s life easier you will get
football and football in general has had this additional coverage. It's a natural thing. We
Jerry McGuire attitude of “give me the money recognise the importance of the media but it is
and bugger off”. That is the absolute antithe- not purely for their benefit. It is for our benefit
sis of what we are trying to do. If we are going as well because it should lead to more and
to develop the SPL brand, improve our com- hopefully more positive coverage.
mercial values and broaden the appeal of the
game then we have to work very closely with BG: You recently concluded the first major
all of our partners on the sponsorship side andsponsorship deal for the SPL with the Bank
of course, the broadcast side as well. of Scotland. How much is that sponsorship
Television broadcasters BSkyB, BBC deal worth to the SPL and what are the
Scotland, and STV are major partners, as aremain features of that deal?
Radio Clyde, BBC Radio Scotland and Radio
5 Live. PB: It is worth £2.25 million over just over
two seasons and there is a one-year extension
BG: You have mentioned the importance of  for another £1.5 million. In terms of the rights
the press and media several times. One of that the Bank has bought for that money, it is
the things the SPL did initially was to setup  title sponsorship: the league is known as the

a press and media working group to devel- “Bank of Scotland’s Scottish Premier League”.
op a media policy for the SPL. What arethe = We have developed a composite brand, which
main features of the SPL media’s policy? we use on media interviews, backdrop boards
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and the like. In terms of club rights, they have attractive to the financial services? Is it the
a certain allocation of sighage at each ground.case that financial services are perceived as
They also have an allocation of tickets for each“boring” and they want an exciting image
game. There is also hospitality through the and that is why they have linked up with
season. So there are a number of club propersport? Is it that simple?
ties in there as well. Centrally they will get title
sponsorship of SPL publications, other signifi- PB: | think that goes a long way to explaining
cant exposure and links on the web site. It isit. Obviously sport is sexy, very popular and
generally looking to heighten the SPL-Bank of very influential. The brand of a football club is
Scotland brand. a very strong property and has an awful lot of
loyalty attached to it. Financial services prod-
BG: There is an increasing concern that ucts are not the most riveting products on their
whenever a major sponsor takes on a title  own so if they can link up with a sport that is
sponsorship other competing companies sexy, then some of those sexy properties rub
will try to ambush their efforts. Do you off on the bank or other financial institution.
expect those sorts of problems to occur with  What they are doing is buying into the equi-
the Bank of Scotland SPL sponsorship and ties, the very positive equities, the game has
are there steps that you are trying to take as  and using them for their own ends.
an organisation to prevent the Bank of
Scotland’s sponsorship being ambushed? BG: You have worked in both the financial
services industry and the sports industry. To
PB: That's a good point. If the Bank of what extent has working on both sides of the
Scotland’s sponsorship is a successful onefence helped you to have a better under-
which we all expect it to be, then yes, there standing of what the sponsors are looking
could be an element of looking to hijack or for? Can you bring that to bear in your cur-
ambush it. The Bank has complete SPL exclu-rent job as Director of Marketing for the
sivity in financial services. The financial ser- SPL in charge of attracting sponsors?
vices market is quite broad so that takes out a
number of sectors. Although there is no exclu- PB: When | deal with the Bank of Scotland
sivity in financial services with the clubs, there specifically, having spent five years or so in
is a strong understanding that the clubs knowthe financial services industry, | know how it
that the Bank of Scotland is a primary source works so | understand what the Bank is trying
of revenue and therefore should be very care-to get out of the sponsorship. | understand the
ful of anyone trying to ambush the sponsor- distribution channels so therefore it makes it
ship. Obviously from our point of view we are an awful lot easier to talk to the Bank about
very much focused on the Bank of Scotland soachieving its objectives. On a more general
we would not dream of undertaking an initia- level, having been involved on the marketing
tive with, say, the Royal Bank or the side for financial services, then being at
Clydesdale Bank or any other financial ser- Ladbrokes and looking to promote it, and then
vices institutions, building societies or credit- working as a rights holder or owner with the
card companies. SPL and NFL Europe, | know the sort of expo-
sure that companies are looking to get and
BG: The financial services industry has what sports can offer. | can tell from their
been one of the major sources of sports activities the sort of objectives they are trying
sponsorship in the UK and Europe, and to meet. Isit simply brand awareness? Is there
world-wide. You have worked in both an element of hospitality in there? Are they
industries. What is it about sport and sport  trying to drive traffic into the stores? Are they
sponsorship as a medium that is particular  trying to ambush some other company? There
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are any number of objectives that a company isthat must be taken into account for a true eval-
trying to achieve and if you are shrewd enoughuation of sponsorship.
and you check out what their marketing activ- Also, slightly going off at a tangent, spon-
ity is, you should get a very good feel for what sorship evaluation is becoming far more
they are trying to do. You are asking yourself important because the explosion in the televi-
what company X is looking to achieve or what sion market with so many channels has meant
you think company X is looking to achieve. that it is becoming more difficult to target tele-
Then you present them with a package thatvision advertising. We are becoming a nation
hopefully will fit those objectives. You do not of channel hoppers so as soon as you go into
always get it right, but | think the more time an ad break people are hopping over to a dif-
that you spend in the industry it becomes easi-ferent sports channel or a different terrestrial
er to try and determine what the company ischannel. Therefore the effectiveness of pure
trying to get out of any particular marketing or 30-second television commercials is not as
advertising or PR activity. It is, | suppose, strong. If you can do it on the back of a sport
being responsive enough and shrewd enougtthat people are watching then the marketing
to fit your presentation to what they are trying has got far more clout to it.
to get out of it and show them how it will
work. BG: Now that the sponsors need to justify
expenditure on sponsorships to their boards
BG: Do you detect that sponsors are now and the shareholders, how can you help, as
taking a much more scientific approach to  a director of marketing for a sports organi-
try to determine exactly what are the bene-  sation? Can you respond to that need to jus-
fits that they get from the sponsorship tify the benefits of a sponsorship?
deals? Is there a greater concern to try and
precisely quantify the impact in terms of  PB: We will obviously provide a lot of feed-
increased sales and so on? Are you finding back to our sponsors as to what is happening.
that the sponsors are more interested in the We will give them details of the television,
bottom line? radio and press exposure achieved and any-
thing else that has helped develop the Bank of
PB: Definitely. Sponsorship has traditionally Scotland branding. Realistically the Bank, or
been the chairman’s wife syndrome. A com- any other sponsor for that matter, has got to
pany got involved because the chairman, histake an independent view because we will
wife or whoever liked it or it was deemed to be obviously put a spin on it that is very pro the
a nice sort of thing to do. Those days are gonesponsorship. Most companies will be looking
and a company will get involved as part of at some sort of independent monitoring to
their marketing mix because they have a veryactually make sure that the sponsorship is
specific objective to achieve and they believe achieving what they would like it to achieve,
sponsorship of a particular sport or a particularwhether that is market share, brand identifica-
club will make that happen. The techniques tion or whatever. Certainly we will be doing
for monitoring the sponsorship effectiveness our best to provide feedback on the levels of
are becoming far more sophisticated and aexposure.
whole new industry is being built around this
whole monitoring and evaluation side of BG: You mentioned earlier that one of the
things. It is very interesting because you havemajor sources of dissatisfaction to sponsors
got straightforward exposure to which you can in the past was that feeling that the sport
apply immediate value, but a sponsorship is farjust takes the money and runs. You clearly
deeper than that: there are hospitality benefitswant to avoid that and seem to be suggest-
with obvious PR spin-offs, and other factors ing that the relationship between the spon-
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sor and the sport is really a day-to-day rela- BG: In the medium term if the Bank can
tionship that has to be managed. How do see that you are working for them on a day-
you set about maintaining that relationship  to-day basis to meet their needs then obvi-
once the deal has been done, as it was with ously you would hope that this would have a
the Bank of Scotland a few months ago? pay off in two or three years when the spon-
What is required of you on a day-to-day  sorship comes up for renewal. The SPL will
basis to manage that relationship? be much better placed if the Bank feels
more secure about its relationship with you
PB: | meet with the Bank or its representative and the potential benefits.
on a weekly basis and speak to them almost on
a daily basis. Initially we were making sure PB: That's exactly right because what we
that all the properties they were entitled to hadwould like to do is to get into a position where
been put in place, that the signage was in placave are renegotiating in two or three years’
and that their tickets were being distributed time with the level of exposure that the Bank
effectively. Once that process is done then ithas obtained meaning that our commercial
should be self managing anyway, and shouldvalue has increased. Obviously we would be
not be any great problem. So what we arelooking for a bigger investment from the Bank
looking to do is to find ways in which we can and we would be hopeful that the Bank would
work together to help increase the Bank’s be in a position to say yes because it is still
exposure. great value and it wants to continue the rela-

The sort of thing we have introduced are the tionship.
player and manager of the month awards.

These are Bank-sponsored events in that theyBG: There have been some indications
provide the trophy and liaise with the sports recently that sponsors are becoming much
writers to nominate their player and manager more concerned about potential negative
of the month. It generates media coverage on gublicity that can arise from sponsorship

monthly basis. deals. One reported example is that of one

We are also looking at joint publishing ini- of the sponsors of the English national team
tiatives. A very good example of the SPL and being worried about the adverse publicity
the Bank working together occurred with the created by the comments of the former
league championship trophy. It was a sort of England team manager on the disabled. It
one-off hit. We designed and manufactured thewas even suggested that pressure by the
trophy and launched it at a press conference asponsors may have contributed to the sack-
the Bank’s headquarters in Edinburgh. To ing of the manager. Do you think sponsors
enhance the coverage, the trophy did a tour ofare worried about potential down-sides
the Bank’s branches for the 10 days betweenfrom sport sponsorship? Have sponsors, in
the launch and its presentation to Rangers. Sgour experience, responded to that by
the trophy was actually seen in the main insisting on, for example, early termination
branches in Glasgow, Edinburgh, Perth andclauses in their contracts?

Inverness.

The feedback was extremely good. The staffPB: | don’t think it is a major problem. The
loved it, obviously, and it provided a point of sponsor can distance themselves from certain
difference for the Bank allowing its customers activities so if you are the sponsor of a team or
a great opportunity to see the new trophy ata league there are certain positive associations
close quarters. It is initiatives like that that which you will want to capitalise on and there
will help to create a point of difference and are certain negative associations that you will
provide opportunities for exposure with some- wish to distance yourself from. The media and
thing a bit different and a bit more interesting. the fans do not associate the sponsor with deci-
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sions and events that they find unpopular orPB: Rangers and Celtic are always going to
unpalatable. So if the relationship with the be the biggest two clubs. They operate on a
media is managed correctly then a sponsor carslightly different level to the other clubs sim-
attract all the kudos for anything that goes very ply because of their size and their fan base. In
well and carefully distance themselves from terms of the SPL though, we have 10 member
something that they perhaps do not want to beclubs and we try to treat every club the same
associated with. It is a possible problem but | way. A lot of the work that is done is to gener-
don’t think it is a major one from a sponsor’s ate revenue that is distributed centrally. Each
point of view. club will benefit from the deal with the Bank
of Scotland. The revenue from that deal will be
BG: What do you see as your priorities as  divided equally.
Director of Marketing in the SPL over the What we are trying to do is primarily on the
next few months, having just more or less back of Rangers and Celtic, because a sponsor
completed the inaugural season. How do or an overseas television audience or whatever
you see your priorities taking shape? will know Rangers and Celtic as Scottish foot-
ball. We are using them to provide a platform
PB: My main priority is to develop more to showcase the other eight clubs and to say
opportunities to generate revenue — additionalthat we have 10 very good clubs who play
subsidiary or secondary sponsors and additionsome great football. Perhaps, for example,
al license agreements. That goes hand in han#otherwell or Dundee United might not be as
with the development of the SPL brand. well known as Rangers and Celtic, but it can
Obviously the continuing management of the still be as interesting to watch these clubs.
Bank of Scotland sponsorship is absolutely That's an important part of it. We do use
fundamental as well and that will continue to Rangers and Celtic almost as the battering
the same degree that it has done already. rams but it is to allow the other clubs the sort
What | would also like to do is shift some of of exposure that they need.
the focus onto the youth development side of
things. There is a lot of work being done at BG: And in the organisational structure of
league and club level to try and develop thethe SPL, although all 10 clubs are members,
whole youth product. From a marketing point it is the case that you try to ensure repre-
of view we have a challenge to actually market sentation of the different types of clubs on
the Under-21 League. We want to make it the board of the SPL.
more attractive, probably for a sponsor initial-
ly, and then to hopefully get more punters PB: Yes. In broad terms there are three types
through the door to watch it so that it becomesof clubs within the SPL. There is the Old Firm:
quite a valuable property as a second tier to thecurrently we have Eric Riley from Celtic on
main league itself. the board effectively representing the Old
Firm. We also have the middle-ground clubs,
BG: The SPL currently has 10 clubs of very  the Aberdeens and Hearts and Hibs of this
widely different sizes. Does it create partic- world, represented by Stuart Milne of
ular problems when you have two very Aberdeen. And we also have what are deemed
large clubs, the Old Firm, and eight other  the smaller clubs, represented by Geoff Brown
much smaller clubs? In what ways has the of St Johnstone. So within these very broad
SPL tried to develop its organisational definitions each type of club is represented.
structure to allow for the different perspec-
tives and different requirements of its mem-  BG: Would it be fair to say that the 10
ber clubs? clubs, although striving individually to com-
pete to the best of their abilities, do recog-
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nise their interdependency? Is there a real larly surrounding the television market
sense among the 10 clubs that they are because the market changes faster than any-
working together to create the SPL product  thing else does. There are a number of legal
and that Celtic and Rangers need the other cases going on currently. Probably the most
clubs as much as the other clubs need Celtic striking thing recently is the fact that the
and Rangers? BSkyB bid for Manchester United has been
blocked. But really keeping apace with devel-
PB: Yes. Each club is an equal shareholder inopments in the television market is the prima-
the SPL. There does now seem to be far morey problem because at the end of the day it is
unity of purpose between the clubs. Celtic andtelevision that brings in the most substantial
Rangers obviously need a league to play in sochunk of revenue.
they need the other clubs. And | think that
most clubs recognise that the vast majority of BG: How important for marketing do you
the commercial deals are driven initially by consider the Internet and related develop-
Celtic and Rangers. But again we are talkingments such as the convergence of TV and
about all 10 clubs so it is important not to con- Internet technologies? How big a role does
centrate exclusively on the Old Firm and leave the Internet and the setting up of web pages
out the other eight clubs. play for you at the moment, and do you
envisage that that will get a bigger and big-
BG: There has been a real boom in growth  ger part of your job?
in the level of sport sponsorship expenditure
in the last few years. Do you think that PB: The web site is very important. If you
trend is going to continue or do you think it ~ have access to the Internet then wherever you
is getting increasingly difficult to attract are in the world you can get in that and have a
sponsorship and to get the levels of sponsor- look. So we have an opportunity to promote
ship income achieved by other sports the SPL brand and SPL football to anybody
leagues? and everybody who has got access to the web
site. We recently launched our site and the
PB: | think that growth will continue because, number of hits has been increasing exponen-
as | said earlier, sponsorship is becoming moretially, with a huge amount of interest from out-
important and more powerful as opposed toside of the UK.
just your standard advertising, and this will We have recently experimented with audio
continue to be the case. Sport is so phenomeeommentary over the Internet. We had a test
nally popular. It is live sport that basically for the Rangers-Aberdeen game a couple of
drives television subscriptions and ratings. weeks ago and then we promoted it very heav-
There will continue to be a clamour to get ily for the Celtic-Rangers game and then again
involved with sport because sport can be sofor the Rangers-Hearts game with the trophy
beneficial to your business. So | certainly don’t presentation. We take a live feed from Radio 5
see any sign of sport sponsorship expenditureLive and anybody who comes onto our site can
slowing down and | don'’t think it will slow just click on the icon and get digital quality
down. commentary. We are doing it to test a move
into subscription audio, which has proved to
BG: What do you consider to be the major  be very successful for a number of English
problems facing yourself and your fellow  football clubs. We see it as vital. We have a
marketing directors of professional sports  strategy to sell television rights of the SPL
leagues in the next decade? overseas and that is very successful. The SPL
can be seen in around 120 countries. But the
PB: | think that it is the uncertainty, particu- Web provides the opportunity for anybody
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who can get on to have access and know exactrevenue individually but the vast majority of

ly what is going on.
important, initially for audio.

We see that as very clubs would not be able to. It is unlikely that

the sum total of the parts would be anywhere

Broadcast quality television pictures are a near the total that we receive now. So it would
long way off, probably five to 10 years. You have a significant effect. It would cripple the
asked earlier about the challenges we face:Premiership if it happened.

obviously that will make life very interesting

come TV negotiation time five or 10 years BG: Virtual advertising seems to be the
down the line, whenever this technology is new buzzword in marketing. What do you

available.

BG: You mentioned earlier the importance
of the current legal cases. There is the
Office of Fair Trading (OFT) case currently
being heard in the Restrictive Practices
Court about the collective selling of broad-
casting rights by the English Premiership
clubs. Also recently the Monopolies and
Mergers Commission blocked the BSkyB
bid for Manchester United. What sort of
impact do you see for the SPL and for your
job as Director of Marketing if it were to be
decided that TV rights for sports leagues
had to be sold individually by teams rather
than collectively. The SPL currently has a
collective TV deal with its members and
BSkyB. Would individual selling of TV
rights by teams be a catastrophe for the

understand by “virtual advertising” and
how is it likely to impact on the SPL in the
next few years?

PB: Virtual advertising is a very exciting
development. What it basically means is that
you can superimpose a brand onto the televi-
sion pictures. Effectively you can put it any-
where you like. You can put it into the middle
of a crowd or you can superimpose it on an
existing perimeter signage or you can put it on
the side of the field. Currently FIFA and
UEFA regulations forbid any sort of branding,
actual or virtual, on the field of play, so we
cannot go down that route. But there is cer-
tainly no reason why we cannot put it outside
the white lines of the field.

Currently you have a situation where you
find out the amount of perimeter signage at the

SPL? grounds and once that is sold, you have sold
out. Virtual advertising will allow you this
PB: It depends on whether the OFT case goesextra opportunity to brand areas and what you
that way, and it is unlikely, from what | gather, can do is brand the television pictures that go
to be that wide-ranging. But if the case goesto just certain territories. We are looking at an
against the English Premiership clubs thenexperiment for our overseas markets whereby
obviously | would assume that it would affect we would get together with our partners, CSA
us. | do not think that we would necessarily be who sell our overseas rights and another com-
guilty by association but it is probable that the pany that can provide the technology, and look
OFT will look at our deal. My understanding at introducing preferably global brands on a
would be that you could still collectively sell virtual basis. So if you are watching the SPL in
TV rights if it is a voluntary arrangement. | the Middle East or the US or Australia you will
don't believe that the OFT can do anything if see brand X being promoted there.

voluntarily the 10 clubs get together and say The other thing that it allows you to do is
that they would like the SPL to sell their tele- that if you are a worldwide company but have
vision rights. If it goes the route whereby it is different brands that are stronger in different
broken up then the outcome is likely to be territories, you can centrally do a deal with the
exactly the same as would happen in England.SPL but to promote different brands in differ-
A small number of clubs would benefit by the ent territories. It is very easy to substitute
decision and would probably generate moreMars or Snickers or whatever depending on
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which territory you are in. to what is actually happening. So we will con-
Taking that one step further, there are certaintinue to outsource but we still do a lot of work

territories such as France, for instance, whereourselves. A lot of it is very much just person-

the advertising of alcohol is banned. If you are al contacts and you phone up and just chat

advertising alcohol, then you can advertise it through something that went on, or chat

perhaps in 115 of our 120 territories but in the through the coverage in today’s paper, whatev-

five territories where it is banned or is viewed er it is.

as being anti-social or whatever, you can

superimpose something else. You can go withBG: And if it's not too cheeky to ask, what

a different brand. It just gives you so much does the future hold after Ladbrokes, the

more flexibility and so many more commercial NFL Europe and the SPL?

opportunities. The technology is still in its

infancy and there is still a lot of testing going PB: No idea. | am only nine months into the

on but | see it as a very exciting developmentjob. It's a very exciting time so | think I'll just

in the short term. stick around for a while.

BG: One final question regarding the way 11999 Winthrop Publications Limited.
that your functions are organised in the
SPL. Do you do most of the research work
and back-up to your sponsorship and mar-  Biography
keting in-house? Or do you sub-contract Dr. Bill Gerrard is a graduate of the
out and outsource a number of the inputs  University of Aberdeen, Trinity College,
required for your marketing effort? Cambridge, and the University of York.
Currently a Reader in Economics in Leeds
PB: We are a very small team so there does University Business School, his previous posi-
have to be a degree of outsourcing. We have dions include industrial economist in Unilever
company that does a lot of work on our behalf. plc and lectureships at the universities of
On the actual sponsorship management side ot-eeds and York.
things | have undertaken a project with the His main research area is the economics and
Business School at the University of Abertay finance of professional team sports with
in Dundee and they are monitoring some of theemphasis on soccer: his bobkotball, Fans
initial effectiveness of the brand exercising and Financeis to be published in autumn
that we have we undertaken. | have not seenl999.
the results of that yet, so | am not quite sure Dr. Gerrard is a member of the editorial
what the outcome is, but | see it as being veryboards of theJournal of Sport Management
important. Really if you are going to be serious and Soccer Analyst / Soccer Investbte has
about it, you have to have people who aredeveloped a player valuation system and acts
experienced in that field, so you have to look as a consultant to several professional UK soc-
to experts in the evaluation and monitoring of cer clubs and financial institutions. He is a
branding. They have done it before, know home-and-away season ticket holder at Leeds
what they are looking for and can interpret the United and a fully-fledged member of the
data correctly and provide you with a steer asTartan Army.
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