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GETTING AHEAD

A short guide

Your challenge is to put your sport in front of the biggest possible audience, to promote it and, if possible, make some money along the way. 

First a statement of the obvious - sport is dominated by football. Deal with this fact and do not try to change the way the world goes round. You won't succeed.

Secondly, you have a dedicated fan base - make sure you serve their needs to the maximum as this is where you must start. To serve them you need to know who they are - their age, their social profile, their gender, and very importantly, their media habits. Are they the mobile phone user of the surfer generation, or the office worker catching a glimpse of their favourite sport on a PC in the office during lunch-break?
Once you know this you can start serving them. Put your content in front of them - highlights of key events, interviews with leading players, easy to view archives. The web is a good place to start and allows you to build up a relationship with your fan base. Build up a clear profile of this fan base as it will allow you to approach advertisers in the future. 

Now you have to expand beyond the converts and reach a broader audience through radio and television. 

For radio, another statement of the obvious - you need to have a good speaker available for interview. If you don't have a good speaker, train someone. Target the stations you approach. You must have a reason to be on air - a competition in the area or a visiting star. And think local - audiences like to hear about people from their town, region and country. Once you get on air, promote your web-site brazenly.

Television is and will be the preferred medium for the foreseeable future. And just because there is a lot of football around, doesn't mean you have no chance. It might mean you want to schedule your events away from the 'major sports' times that already exist. 

In television, the key is how you approach it. 

First lesson is technical quality. Television gets very self-important about technical quality and you certainly don't want your sport to look like the poor relation at a wedding party. So don't go out there with a 100 dollar camera from the local store. 

Secondly, don't let any passing producer cover your sport. Your sport is your passion. You understand it better than any one else - the moves, the angles, the stars - and that all has to come across on the screen. 

Thirdly, try to create a regular stream of content. Programme editors like a regular update on a sport, rather than receiving a package once in a blue moon. And don't forget to give the newsroom an edit of the best bits - news audiences are potentially massive

How will we make it pay? You probably won't, at least in the short term. You are trying to promote your sport, money comes later. Here are some guiding principles you may want to consider:

Keep control of your property - know who is showing what and where, keep premium content for your preferred outlets like your web-site or prestige TV programming.

Think of merchandising around your site - so maybe allow recommended equipment suppliers to advertise there. To do this you need to be able to tell them who they will reach, so know your fans.

Don't charge for viewing - you're not football. Yet

Good luck !

Peter Vickers

Head of Marketing
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Sports rights - Sports news  - Sports television distribution

Sports television production - Sports streaming

Contacts

marketing@eurovision.net
t: +4122 717 2866
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