IEC in Sports’ IF Forum White Paper
Leveraging value in the current TV Marketplace

“Back to Basics”

IEC’s firm belief is that International Federations and Rightsowners can leverage the most value from their media offering by going back to basics and getting the fundamentals right.

We feel that a number of the absolute fundamentals for sports events are often overlooked, even at the highest level and by some of the world’s foremost sports governing bodies.

Broadcasters often approach us with a request for “reliable” programming. Events which are hard to schedule, difficult to communicate (in terms of profiling), suffer from constant changes or do not feature the biggest names in the sport often get left by the wayside. There is an awful lot which Federations can achieve at a very basic level to improve the external view of their Events and Sport. 

These fundamentals are viewed by us as a leading international sports agency representing a large portfolio of rights to broadcasters in all corners of the globe, as being:

· Calendar – Sporting / Event Calendar should be provided as early as possible as the fight for airtime intensifies. IF’s should also stick to their Calendar as changes cause major headaches for broadcasters
· Timings – IFs need to provide and stick to timings as soon as possible to allow broadcasters to schedule their events

· Event Hierarchy / Profiling: it is important for broadcasters (and more importantly their viewers) to understand the Hierarchy and Profile of different Events in a sport – where does a World Cup differ from a World Championships and in turn from a Tour or Champions Trophy?

· IFs should carefully consider how to guarantee the stars of their sport participate on a regular basis. IEC suggests the careful use of appearance money, ranking points, late cancellation penalties as potential measures to be used to help this.

· “Fill your venue” – it is too often the case that venues appear half or nearly fully empty and this in turn reflects poorly to the viewer at home. A starting point is to fill the seats immediately in front of the main camera(s). Promotion in schools and youth clubs can also be used to give spare tickets away and ensure capacity crowds.

· It is equally important for IFs to promote Stars and Role Models for their sport. 
· Rights: The most important issue with rights in our view is control, both domestically in the Host City and Internationally whether done in-house or through an Agency.

· Production: Control over Production is also a fundamental to any event seeking international coverage, exposure or revenue or any combination of the three.

Misconceived Costs

A common misconception amongst IFs nowadays is that certain items are associated with untenable costs when the reality is that a number of crucial media initiatives can be achieved at a relatively reasonable cost when addressed via the appropriate channels. A few examples of these are:

· News Feeds: which can often be achieved through leveraging support from a Host or International Broadcaster or by using already existing Economies of Scale to keep costs down

· Highlights Shows: once again, the cost of a “broadcastable” highlights show does not have to represent millions of dollars of budget and a simple cost/benefit analysis will show this in more cases than not.

· International Production: this is another example of an item of the media strategy which IFs often automatically dismiss as being too expensive when in fact a simple production plan can be achieved at a very reasonable cost through effective research, use of suppliers and the assistance of a third party.

Where does an Agency make a difference?

In our opinion, objectively, an IF should look for the following when considering the total or partial appointment of an agency, in any domain including Television but also Sponsorship, Event Management, Licensing, PR and any other Marketing or Management Function:

· Does the agency have an appropriate knowledge of and understanding of the Sport?

· Does the agency recognize the IF’s objectives for our organization and sport?

· Is the agency prepared to assign the appropriate resources to our IF and sport?

· Is the agency going to work with innovation and conceptualization and will it encourage our IF and sport to develop?

· Does the agency complement our existing practices and strategy?

· Most importantly, does the agency bring “added value”?

For further information, please contact Nick Haigh, Director, Television Properties, IEC in Sports (nick.haigh@iec.se) 

