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With the opening of those
two envelopes the shape of
international sport changed
forever.

To Boldly Go...

Frank Borman, Commander of
Apollo 8, once said, “Exploration
is really the essence of the
human spirit.” Sport is another
essence of human sprit and like
Borman back in the Sixties it is
now embarking on a journey to
new frontiers.

In December those of us in London
working on the England 2018 bid watched,
surrounded by the great and the good of
English football, as FIFA President Sepp
Blatter read out the names of the hosts for
the 2018 and 2022 World Cups - Russia
and Qatar. With the opening of those two
envelopes the shape of international sport
changed forever and the monopoly that
the Western world had over the
distribution of major sporting properties
was finally broken.

Russia, already basking in the success of
the IOC's decision to award the city of
Sochi the 2014 Winter Olympic Games,
now has the opportunity to create a whole
new nation of sports fans with the
countdown to Russia 2018. Yes, stadiums
need to be built, infrastructure needs to be
developed and security issues addressed,
but hundreds of thousands of foreign fans
are set to visit the country for the first time
bringing with them credit cards and hard
currency whilst millions of Russians are set
to experience first-hand one of the world's
most enthralling sporting contests.
Hundreds of millions of sports fans around
the globe will tune in and see a new
modern Russia.

International sponsors will invest in
reaching previously untapped audiences
and domestic sponsor brands will have the
first opportunity to play on a global stage.
All thanks to a game played by a team of
22 men and that lasts 90 minutes.

A similar sporting evolution is taking place
in the Middle East.

Sepp Blatter's announcement that Qatar
will host the 2022 FIFA World Cup might
have polarised opinion as to whether or
not the nation will be able to host a
successful tournament in the height of
summer, given the searing daytime
temperatures, and whether or not an
Islamic country, albeit one with less strict
laws than some of its neighbours, can
stage a very Westernised international
football tournament. But no one can argue
that over the last 10 years the entire
Middle East region has undergone a
sporting transformation.

Dubai now markets itself to the outside
world as the ‘undisputed sports capital of
the Middle East.” International governing
bodies, brands and tournaments have
turned to the region, exploiting the eight-
figure investment that the Emirate has
invested in sporting and general
infrastructure, to create a new home for
some of the world’s leading sports events.

Dubai now hosts the Desert Classic PGA
Golf Tournament, the UIM Class One
Powerboat World Championships, the ATP
Dubai Tennis Open, the Dubai Sevens
Rugby Tournament and the Dubai World
Cup horse race to name a few. The Dubai
Department of Tourism and Commerce
Marketing (DTCM) has successfully
leveraged these events, and the
associated international awareness they
bring, to promote Dubai as the ideal
business environment and publicise its
7-star hospitality industry.

Dubai is not the only location in the Middle
East that has aggressively looked to sport
as a means of generating awareness and
attracting investment and corporations.
Formula 1 now boasts two races in the
region and despite recent political
upheaval that has seen the postponement
of the first race of the 2011 F1 calendar in
Bahrain, the Middle East is still very much
the 'go-to’ destination in sport. And with
the organising committee for the Qatar
2022 FIFA World Cup set shortly to break
ground on its multistadia construction
project, this trend is set to continue.

What does the opening up of these new
frontiers mean for sports marketers?

Geopolitics Brands wishing to trailblaze in
these new regions will look to seek strong
assurances from government that their
multimillion sponsorship investment will be
protected from events such as economic
upheaval and regime change.

Different cultural attitudes Alcoholic
drinks brands, long supporters of many
sports, will find resistance to their product
offering.

A new playbook Sports marketers will
have to look to create ways to engage with
new audiences, in a manner that is
culturally and socially relevant.

So in closing, as a proud Englishman
working in London, and despite the
obvious disappointment that football isn't
“coming home” in 2018, sport is about to
embark on a new and exciting journey,
and | for one am going along for the ride.
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Do-Good Duos.

The head of communications at
GlaxoSmithKline recently
lamented about the low levels
of public awareness of why
and how healthcare companies
deliver back to society. This is
frustrating. Why do we not
appreciate the contributions
healthcare companies make to
improve our lives and welfare
and the positive correlations
between good health and
happiness, health and wellness,
health and prosperity?

In typical PR fashion, we must
convert challenges into
opportunities, at the heart

of which lies the potential

for powerful partnerships.

Weber Shandwick’s Social Impact practice
recently conducted a survey of 200
corporate executives in companies with
responsibility for social responsibility or
community relations. The key finding:
having an impact on critical issues is the
number one reason why corporations
invest in such activities. A second reason
given for funding CSR is the opportunity to
see an organisation’s values in action.
Interestingly, these outranked business-
oriented motivations, such as building
customer loyalty and differentiating the
company from competitors.

The survey also asked executives about
their work with NGOs. Sixty per cent said
they fund nonprofits, viewing them as ideal
partners because they make CSR
investments more effective, provide a
critical infrastructure, contribute expertise
and help engage consumers.

The implication here is that corporations
want to be active, substantive partners in
addressing social issues. Nonprofits,
consumers and advocates have an
opportunity to leverage and help direct
resources and expertise from the private
sector to make a meaningful impact.
Moreover, nonprofits will be vital to CSR in
the years ahead, as corporations intensify
their efforts on social issues. The real
opportunity for both sectors is to build

partnerships that create knowledge that
can be shared across industry to maximise
the impact of CSR.

And in the UK, these insights must be
considered in the context of a possible Big
Society. Does this Conservative flagship
policy concept compel us to reconsider
how we approach these partnerships here?
This feels like a moment — that at no other
time in history can the private, public and
third sectors work together to meet health
and social challenges head on.

Why develop strategic partnerships in
health? First, the obvious attraction: shared
financing brings shared commitment - for
companies this is a sound investment that
can be illustrated to shareholders, and for
healthcare providers this could mean
efficient improvements in service delivery.
Private sector involvement often brings
with it innovation that long-standing habit
in nonprofits can stifle.

We can look to the Global Fund for AIDS,
Tuberculosis and Malaria and the GAVI
Alliance for childhood immunisation as
international examples of where private
initiative and an understanding of market
forces have helped to focus efforts of the
global health community on the biggest
killers in the developing world in alignment
with government strategies and needs.

Perhaps a less obvious, and yet important,
benefit of coming together is the
enhanced community support that these
partnerships can engender in local
situations. Uncertainty upon the longevity
of nonprofit programmes can be alleviated
by the perceived level of sustainability
associated with a recognised third-party
such as a pharmaceutical company.

Following are five considerations for those
exploring greater joint working. Above all,
relationships must be based on equal
partnership with the shared goal of
affecting behaviour change, tackling
inequalities, improving access to
medicines and reducing long-term costs.

1. Transparency. This plays a crucial role in
making partnerships work and holding
participants accountable. Disclosure and
sharing of information go hand in glove
with transparency.

2. Core competencies. Partnerships should
be developed in which the core
competencies of both parties are valued
and leveraged. They must create a
shared vision.

3. Results orientation. Both parties should
agree to mutually beneficial SMART
objectives. Agreement on overall goals
and priorities allows the parties to use

result-driven steering mechanisms for
project management. This allows
freedom for innovative and efficient
approaches.

4. Communication. This is essential for
sustaining the shared vision. The more
open the communication channels are
the more they are used, the greater the
prospects for a sustainable partnership.
Map your stakeholders and
communicate early and often.

5. Change of mindset. Probably the
biggest barrier to effective partnerships
is that conventional wisdom doesn't get
challenged. Partnerships are not about
‘pushing product’ although market
expansion may be a commercial goal,
nor are they about accepting charity, but
rather about receiving added value.

| suspect that partnerships will thrive in the
next 10 years. But it may require a change
of corporate strategy — moving from being
a provider of medicines to a facilitator of
health solutions. And it also means
adopting greater willingness to do
business differently. The companies that
know and appreciate this are doing it
already.

Edited version originally published February 2011 in
PRWeek
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