Sponsorship Exercise 9a
Postevent Evaluation (Joyce Julius & Associates Methodology)
Group Members
________________________
________________________




________________________
________________________

Instructions: The information provided in the following scenario will allow you to develop assessments of the financial commitment, leveraging expenditures, and the value of the exposure provided to the sponsor via media equivalencies.  For Parts B & C, you are to use the Joyce Julius & Associates methodology to develop an estimate of the value of the exposure and evaluate the sufficiency of that value relative to the financial commitment.  For Parts D & E, you are to apply the standard rule regarding MINIMUM expenditures on leveraging for the collateral; support (and activation) of the sponsorship. (The numbers below are hypothetical.)
Post-Event Valuation – Comparable (Equivalent) Value

Consider the following scenario where Honda was the official title sponsor for the “Honda Classic” Golf Tournament in Palm Beach Gardens, Florida, in 2010.  The sponsorship fee paid by Honda for the 2010 event was $ 2,350,000 in cash.  Another requirement called for Honda to provide the free use of automobiles for players, caddies, PGA officials, and tournament directors during the week that the event was being staged.  The best estimate is that this service was worth approximately $150,000.  The contract provided Honda with the right of first refusal for next year’s tournament.  Honda has exercised that option and will again be the title sponsor in 2011 even though the anticipated rights fees for 2011 will be approximately $3,000,000.  There is a single title sponsor, but there are several other sponsors with signage at the event.  However, the title sponsor is granted category exclusivity.
In an effort to tie their brand to the event, Honda aired a total of 30 commercials during the four days during which the tournament was broadcast on national TV.  The average cost for each (30-second ad) was $60,000.  Honda decided that the two free pages of advertising in the program that they were provided were insufficient, so they purchased two more pages at the standard rate of $5,000 per page.  In one additional effort to draw the local public’s attention to the sponsorship, Honda dealerships placed posters featuring key players – such as Phil Mickelson – who were competing in the tournament in their showrooms in the Southern Florida market.  They also placed a plasma TV in each showroom and aired both live and video taped reports from the tournament (along with Honda commercials).  The estimated cost for these dealer-based promotions was approximately $700,000.  In the absence of this sponsorship, Honda would not have engaged in these point-of-sale promotions (or the TV ads).
In an effort to reduce the positive impact for Honda, Cadillac had four players who endorse their cars wear hats and other clothing that featured the Cadillac logo.  As a result, the Cadillac logo appeared on TV for a total of 261 seconds during the broadcasts.  They were also mentioned by the announcers 12 times during the broadcasts.  These results were impressive, but they paled in comparison to Honda’s exposure.  The Honda logo appeared on the screen for a total of 1,725 seconds.  The Honda brand was also mentioned by the announcers 47 times during the broadcasts.  During a post-event interview, the winner of the tournament, Camilo Villegas, never mentioned Honda.
A) What was Honda’s total sponsorship commitment (rights fees only) for the 2010 event?

B) What was the estimated equivalent value provided by the sponsorship?

C) Given the results from A & B, was the decision to be a sponsor a good one? (Explain your reasoning).

D) How much did Honda spend on leveraging?

E) Given today’s standards, was the leveraging effort adequate? (Explain)
