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Sports-Event Management Seminar Case Study
1. BACKGROUND
The case focuses on analyzing the multi-layered partnership that was formed between The Eagles, American Automobile Association (AAA) and Marvel to celebrate the retirement of Brian Dawkins, an Eagles star. The partnership aimed at attracting 70,000 people to spectate the live event while 7million fans were expected to watch the event on television and live videos. Before the off-field events of 30th September, NFL through the New York Giants had planned to have a game with the Eagles on 30th September before Dawkins announced his retirement plan (Gary, Norm and Ed, 2016). Eagles wanted to show off their prowess over the large market rival. This great marketing opportunity was also seen by AAA and coincidentally, the AAA400 NASCAR race was scheduled on the same day, 30th September 2012 at 2:00pm.

`
On September 30, 2012, the National Football League (NFL) had a 19-17 victory over the New York Giants. On the same day, The Eagles had made a partnership in sponsorship activation with AAA, NASCAR and Marvel to commemorate the retirement of one of their most prominent players, Dawkins. All these partners had their unique aims in the partnership program with a common goal being to achieve their marketing objectives (Andreeva, 2012). AAA aimed at reaching out to The Eagles fan base to help promote their automobile services as well as support the team that they had long sponsored. NASCAR, a stock car racing league aimed at featuring the sports legend Dawkins in one of their car races. On the other hand, Marvel, an entertainment company aimed at combining their superheroes with the athlete in producing a comic book to reach sports fans and comic book readers.

2. PROBLEM STATEMENT
`
For the sponsorship activation to be successful, for both the sponsors and the property, (The sponsors are The Eagles, Marvels, NASCAR and AAA while the property or sponsee is Dawkins.) activation activities need to be provided. All the sponsors aim at achieving their marketing objectives through a combined event graced by Dawkins on 30th September 2012. These objectives should be achieved at Dawkins Retirement ceremony at the SNF game and the AAA400 NASCAR race held on the same day (AAA Mid-Atlantic, 2012). Achieving all marketing objectives for all the sponsor companies is important because it helps them promote their business, helps the raise revenue, build good relationships with each other as well as it will enhance the growth of the sports industry. On the other hand, gracing and achieving the marketing objectives for the companies will be an added advantage to Dawkins, the sponsee as it enables him to generate revenue through the process of selling rights fees to the sponsors. If this problem is ignored, not only will marketing objectives fail to be met but also, the partnership and good relationship between the sponsors shall be greatly damaged negatively affecting their fan base and target audiences.  

3.  SWOT ANALYSIS
Having analyzed the facts within the case study and clearly defined the problems, there are various strengths, weaknesses, opportunities and Threats that the sponsorship activation Programme presents.

 Strengths

· By combining sponsors, the sponsorship activation programme attracts a large fan base and reaches a bigger target audience. The program aims at reaching 7million fans. On analysis of the Television Network NBC alone, it reached a fan base of 20.7million people in the 2011-2012 television seasons (Heitner, 2014). All other sponsors have their fan bases and thus, by combining them, the event will attract new fans to the sponsoring programs.

· The event will raise revenue and profits for the sponsors and the property as people will be dong massive research during and after the event.

· Marketing objectives of individual sponsors will be achieved at a lower cost and effective manner as the degree of fan loyalty will increase in seeing the wonderful event.

· The event raises awareness and makes people appreciate sports.

Weaknesses

· The program is time consuming. Getting all sponsors to agree at a particular item is tedious since they have to be consulted at all implementation stages of the program.

· The program is over reliant on online communication through telecommunication channels forsaking traditional communication channels.

· Combining two events for an elderly person may seem overwhelming. Thus, delays in the program may occur.

· If the program fails, a lot of funds and time shall go into wastage while relationships between the sponsors may become negative due to blame games.

Opportunities

· The program provides Dawkins with an opportunity of economic prosperity through sale of rights.
· Dawkins career as an influencer may begin at this point as other sports companies may hire him for promotional activities.
· The program provides sponsors with a chance to partner for even greater things like joint business ventures when the event becomes successful.
· Larger fan bases shall be created as well as team loyalty in the case of the success of the sponsorship Programme.

Threats

· Due to Homerism, fans may chose not to support other activities in the sponsorship activation program.
· Fan attendance may be limited to economic challenges making it hard to achieve the goal of 70,000. While all the sponsors are billionaires and Dawkins a millionaire, fans are neither millionaires nor billionaires, they are dependent on their little income to support leisure activities. Thus, economic challenges may make them, fail to come to the event or even push the sponsors to lower ticket fee leading to losses in an attempt to reach the 7million goal.
· Lack of uniform media and content distribution in broadcasting the event may bring about questions that affect the brands image.
· Watching live events from home competes favorably with being in the pitch. Most people prefer watching from home posing a threat.

4.  ALTERNATIVE SOLUTIONS
Some alternative solutions include:
· Each company to hire Dawkins on a specific day. The advantage is that Dawkins will concentrate on promoting the unique brand and the event will run as per the demands of the brand. The disadvantages are that it is expensive and attracting a large fan base will be difficult.

· The companies to continue with their initial plans and look for other marketing strategies. The advantages of not interfering with schedules are that short-term goals shall be achieved as well as the company’s activities will not be interrupted (Forbes, 2016). However, fans shall be divided on the events to follow as well as such a marketing opportunity takes time to arise.

· The companies to partner but carry out their plans on separate days. This will attract a large fan base and give the companies an economic advantage due to shared costs. The disadvantages of this solution are that rivalry may develop as well as funds raised may differ from one company to another.

· The sponsors to ignore the marketing opportunity. The advantage is that it will cut on additional costs and save time. The disadvantage of ignoring is that they may lose their fans as well as their brand image and loyalty may decline.

5.  CONCLUSION AND RECOMMENDATION
               Based on an analysis of this case, I would recommend that the companies continue with the sponsorship activation program of 30th September 2012. They should sit down and write rules and regulations governing the partnership.  Each of the partners should strictly follow the set guidelines for the activation to be successful. The rewards are that upon the successful completion of the event, all parties shall have benefited and created more business opportunities. However, in the case of failure, the parties are prone to undergo massive financial loss with loss of fans.
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