Sponsorship – Travelex (i)
A growing number of businesses are being attracted to sponsorship as a means of mass marketing communication. The value of world sponsorship rights rose by $25 billion between 1990 and 2000. Sport is one of the main attractions to sponsors. A total of 1,883,600 minutes of sport was transmitted across all TV channels in 2002 – over 3.5 years’ worth. Football is broadcast most, averaging over 19 hours a day. The top 12 sports account for 755 of total sport transmissions. Charts (i) and (ii) below show how much coverage was given to sports on TV in 2002.
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Sponsorship – Travelex (ii)
Travelex

One company taking advantage of sport sponsorship is Travelex, the privately-owned foreign exchange specialist, best known for its airport kiosks. Travelex has a very small marketing department – just one person, Anthony Wagerman. It also has a simple marketing strategy which focuses almost entirely on sponsorship. In 2003, Travelex spent around     £5 million sponsoring the Toyota Formula One racing team, the Cricket World Cup coverage on Sky, the Travelex season of £10 tickets at the National Theatre and the Rugby World Cup coverage on ITV.

Sponsorship saves money

Wagerman says that the cost of sponsoring these events was far lower than some of the deals involving large sporting events and famous athletes, but the exposure enjoyed by Travelex has been far greater than expected. He claims that sponsorship in 2003 delivered seven to eight times the money spent in terms of brand recognition and increase in the company’s business. 

Company history

Travelex was set up in 1976 with a single kiosk in Southampton Row near to the British Museum. It then gained access to airports and expanded into the USA, Australia and Asia. In 2001, it bought the financial arm of Thomas Cook and it was then that the company started to invest more in marketing. The company made some corporate adverts but quickly realised that they were not very cost effective. So it turned to sponsorship and set up a deal with the Australian cricket team which was visiting the UK in 2001 for the Ashes tour. During that summer Travelex was the second most photographed brand in the UK and, as a result, agreed to sponsor the Australian cricket team for five more years. 

The benefits of sports sponsorship

The £2 million deal brought more benefits than anticipated. This was because cricket fans saw the Travelex brand alongside other sponsors involved in the tours – such as Pepsi which sponsors India and Vodafone which sponsors the England team. ‘You are identified with the company you keep. We don’t have an enormous budget but we are punching above our weight’ says Wagerman. Travelex also struck lucky with the Rugby World Cup which was eventually won by England. Although Travelex did not sponsor the England team, TV audiences grew and grew as the tournament progressed along with England’s success. The coverage was so good that some people actually thought Travelex were the England Sponsors. Wagerman said he had people contacting him, asking for kit signed by Johnny Wilkinson. Travelex’s online business grew ten-fold after the World Cup, Wagerman added.

Travelex’s marketing target
Being recognised as a global player has now become a priority for Travelex. Although most consumers recognise the brand from its airport currency exchange kiosks, 80% of Travelex’s business comes from business services. Much of this involves offering foreign exchange services to the big banks such as Barclays and the Royal Bank of Scotland. Gaining coverage at international sporting events has been important for this part of the business. Wagerman says: ‘People get the reassurance that you are a global player and a big enough brand (for them to do business with).
Source: the Financial Times, 16.March 2004.

[image: image3]
Sample answers 
Question 1
Discuss the benefits to Travelex of sponsorship.

Sample answer

Sponsorship involves a business paying a fee to an organisation such as a sports club or a TV programme maker, for the right to be associated with its activities. Travelex have sponsored the Australian cricket team, the Rugby World Cup and the Toyota Formula One racing team. Sponsorship helps to raise the profile of businesses and improves brand recognition. For example, during the summer of 2001 when they sponsored the Australian cricket team, Travelex was the second most photographed brand in the UK. The £2 million deal brought more benefits than anticipated. This was because cricket fans saw the Travelex brand alongside other sponsors involved in the tours – such as Pepsi which sponsors India and Vodafone which sponsors the England team These are both very high profile businesses and Travelex benefited from being associated with them. Travelex also struck lucky with the Rugby World Cup which was eventually won by England. Although Travelex did not sponsor the England team, TV audiences grew and grew as the tournament progressed along with England’s success. The coverage was so good that some people actually thought Travelex was the England Sponsor.  As a result Travelex online business grew ten-fold after the World Cup. 

Question 2
Explain why sponsorship might be regarded as a cheap source of TV advertising.

Sample answer

Advertising on television is notoriously expensive. However, sponsorship, which is a much cheaper form of promotion, allows businesses to gain TV coverage. For example, during the Rugby World Cup the sponsor’s name appeared on advertising boards around stadiums when matches were televised. Also, when players and other people involved in the sport were interviewed, for example, Travelex logos appeared in the background. It is also likely that the Travelex name and logo would appear in programme adverts for Rugby World Cup matches and in the introductions to televised coverage.

Chart (ii) shows how much time TV gave coverage to different sports in 2002. Each bar shows the total minutes of coverage of a sport in the year 2002 as a whole. The sports were as follows:


  1	Football


  2	Golf


  3	Motor sports


  4	General sports


  5	Cricket


  6	Tennis


  7	Wrestling


  8	Boxing


  9	Motor cycling


10	Rugby League


11	Rugby Union


12	Horse racing








Chart (i) shows how much TV coverage there was for different sports in 2002. Each bar shows the percentage for one sport of the total minutes of coverage in the year 2002 as a whole. The sports were as follows:
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Questions 





Discuss the benefits to Travelex of sponsorship.�


Explain why sponsorship might be regarded as a cheap source of TV advertising.








1

Business Studies free sample pages        
© Q&A Resources Ltd 2006


