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Liam Weseloh: Hi. My name’s Liam Weseloh. I am Regional Vice-1 

President for Spectra. And I’m here to talk to you a 2 

little bit about sponsorship - sponsorship 3 

innovations and game day marketing. Ah, before I 4 

get into the topic, what I’d like to do is sort of give 5 

a bit of background on myself and ah, and - and 6 

Spectra as a whole. Um, just give you a sense of 7 

sort of the - the experiences that I’ve gone through. 8 

So, I have been with Spectra for approximately 9 

eleven years. Um, I have sold for minor league 10 

hockey. I have sold for minor league football - and 11 

that is the arena football league. And I’ve even sold 12 

for some municipal marketing accounts. So, people 13 

like the - the city of Daytona Beach, or Pinellas 14 

County, where - where you have some - some 15 

different assets that the city controls, as opposed to 16 

a sports and entertainment team or venue. Ah, I’ve 17 

been with a - with… Spectra for - for about eleven 18 

years. I’ve been in the industry for about 20 years. 19 

Um, again, in - in minor league sports, and ah - and 20 

also selling for a - a hot air balloon festival um, 21 

which - which is pretty unique and - and - and 22 

certainly it gave me some experiences that ah, I 23 

wouldn’t have found elsewhere. So, I - I’m here to 24 

talk about sponsorship innovations and game day 25 

marketing. And I - I think one of the first points I 26 

want to bring up is, the topic of who controls the 27 

inventory? So when you look at a sports venue - 28 

um, and I’m here in Philadelphia at the Wells Fargo 29 

Centre. So I’ll use this as my example. In this 30 

building, there’s - there’s several tenants. So, the 31 
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Wells Fargo Centre has the Philadelphia Flyers, the 1 

Philadelphia 76ers, and - and then, a few other 2 

minor league sports. The sponsorship sales for the 3 

building um, the team that does that is also the same 4 

team that sells for the Philadelphia Flyers. So, they 5 

have one sales team selling across multiple 6 

properties, if you will. And then, the 76ers have 7 

their own sales team. So in this building, you have 8 

two different sales teams selling similar assets. So, 9 

where - where the difference comes into play is 10 

whether inventory is permanent, temporary, um, or - 11 

or has the ability to be rented out. So, in - in this 12 

building as I said, the Flyers and the Wells Fargo 13 

Centre sales team control all the assets for the 14 

Flyers. So, dasher boards, in ice, digital, ah, game 15 

day promotions, LED scoreboard - and then, 16 

everything with the building. So, permanent 17 

signage, naming rights, sub-naming rights. When 18 

the 76ers come into play, they control all of the 19 

assets that are within their single game. So, they 20 

would control perhaps some inventory on the 21 

concourse - so, maybe 10 by 10 booths. Um, the 22 

ability to hand out samples or coupons before and 23 

after the game. And then, anything within the game 24 

experience. So they might have sideline signage, in 25 

game promotions, scoreboard - um, those types of 26 

things. So it’s really important to sort of understand 27 

from a sponsorship standpoint, who controls the 28 

assets. Um, this building compares to something 29 

like - like the Western Hockey League or Ontario 30 

Hockey League, where the tenant and the building 31 
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are two different sales teams. So you might have 1 

um, the - the London Knights selling sponsorship 2 

assets for their games. And then, you have the 3 

building, the Budweiser Gardens, selling assets that 4 

are permanent in nature. So, as I said, naming 5 

rights, sub-naming rights, and - and signage on the 6 

concourse. So, it’s important to just understand who 7 

- who controls the inventory, and - and what team is 8 

- is doing that. So, what I induce today is I’ll - I’ll 9 

go through a few… um, highlight a few questions 10 

from a sponsorship innovation standpoint, game day 11 

marketing standpoint. And I’m gonna try and use 12 

the building here as a… as a demonstration of how 13 

to answer some of those questions. So, I hope you 14 

enjoy. (3:38) Hi there. So, the - one of the first 15 

questions that always comes up is, why 16 

sponsorships? Why sports marketing? When you’re 17 

going in to pitch a new - a new company in the 18 

market, what - why are they gonna buy your - your 19 

team, your hockey team, instead of traditional 20 

media like print, like TV, like digital - those kinda 21 

things? And I’ve - I’ve got a great answer for that. 22 

So, what I try and tell my entire sales staff is, as a 23 

salesperson for a venue or a team, you have 24 

something for everyone. You have an asset within 25 

your portfolio that can drive traffic, that can 26 

increase this person’s business. So, what do those 27 

elements look like? From a sponsorship standpoint, 28 

there’s - there’s traditional branding and awareness. 29 

And you’ll see that in the background with Toyota, 30 

where they have traditional advertising, right? You 31 
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walk in, and it’s just about getting your brand out 1 

there. [Clears throat] You have engagement. So, 2 

when people come to your event, people come to 3 

your building, they are engaged, right? Sport is one 4 

of those few, fast-forward proof, PVR/DVR proof 5 

events. People still wanna see the live experience. 6 

So you’re getting people engaged, you’re getting 7 

people at that point of passion um, in their team, in 8 

their sport. And what a - what a great time to sort of 9 

tie in your brand with that passion. So here at Wells 10 

Fargo, they do a great job with the Flyers. Um, 11 

people come in, there’s an experience to - to meet 12 

some of the players who might be injured, on the 13 

injured reserve list, or things like that. So, you’re 14 

engaging with the brand, you’re engaging with the 15 

consumer. And - and that’s really powerful. Third is 16 

ah, a call to action. Right? So you have these 18 17 

thousand fans that are here. And you have the 18 

ability to drive them back to your location, whether 19 

it be with - with tickets, a call to action. Um, you 20 

know, the Raptors have done a great job with their 21 

hundred points and free pizza at Pizza Pizza, to the 22 

point where people in the stands are cheering, 23 

“Pizza, pizza,” um, when they’re in the 90s - 95, 96, 24 

97 points, the people are so excited, so engaged - 25 

and as soon as they get the hundred points, you 26 

know the next day they’re going back to Pizza Pizza 27 

to - to get a free slice of pizza. Um, next - next is 28 

the integration. Um, getting your brand into the 29 

flow of the game, into the flow of the building. Um, 30 

you know, one - one thing then, you’ll see in the 31 
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background with - with Lundy Law, is the “Please - 1 

please drive home safely.” And, sort of integrating 2 

your - your brand with a message um… for the 3 

building or for the team. Ah, you might see it with a 4 

power play. You might see it with um, a - a specific 5 

sub-naming rights opportunity. Um, but you’re 6 

integrating your brand in a sort of a natural way, 7 

with the building and again, being natural makes it 8 

effective. Um, next is sort of the social and digital, 9 

and that’s really taking off now, where - where 10 

brands want to get more engaged on the social side, 11 

with… um, all the different platforms and making 12 

sure they’re - they’re up to date. (6:25) And again, 13 

with that touch point, with the - the passion, fan 14 

base um, can be really effective. And then, of 15 

course you still have the traditional marketing 16 

media assets. Um, most teams - most buildings have 17 

radio, TV, outdoor, print - all those kind of assets 18 

that the team has already purchased or is working 19 

with the local media company. Um, you have the 20 

ability to tie in with that. Um, so at the sports, I 21 

think it’s one of those really rare opportunities for 22 

brands to - to hit every single asset. Um, so with - 23 

with those six or seven lists, as a sales person 24 

exports, you have the ability to approach any 25 

company and solve at least some of their marketing 26 

needs. Um, a great recent example that we went 27 

through was with ah, a local furniture company. 28 

Um, and sat down with them, and this is one of my - 29 

my sales reps, sat down with them. And they talked 30 

about sort of… branding of the box office. So it 31 
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became the… XYZ furniture box office. And it was 1 

a three-year deal. After two years, ah, the brand 2 

came back to us and said, “Hey, we’re - we’re not 3 

really happy with the - the amount of traffic that 4 

was coming back to our location.” And we went 5 

back and looked at the - at the proposal and the 6 

contract, and said, “Hey, this - this really didn’t 7 

match up.” Ah - um, a box office naming rights, 8 

which is probably more on the branding and 9 

awareness side - so when people call in, it’s the… 10 

“That company’s name box office, how can I take 11 

your order?” Um, that really wasn’t driving people 12 

back to their location, but that’s also not what it was 13 

designed to do. Um, so we just had to sort of go 14 

back and - and look at the assets that we had and 15 

said, “All right, if - if driving traffic to your location 16 

is really the… um, the most important part for you, 17 

let’s look at doing something different. Let’s look at 18 

making sure that the - the backs of the tickets have a 19 

25 percent off, or something like that. Or let’s bring 20 

in your furniture and have it be in that box office 21 

area um, and have it be sort of a free lounge, and 22 

make sure there’s Wifi, so people know that there’s 23 

um, that opportunity. They’re sitting in your 24 

product. It’s a great way to come back and um, and 25 

test it out and - and purchase some at home.” So 26 

um, ah sports is - is really a unique beast, in that it 27 

has something for everyone. It’s just - as a 28 

salesperson, it’s - it’s making sure you - you ask the 29 

right questions. And ah - and - and find out what the 30 

- what the brand is - is looking for, what their 31 
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challenge is. (8:41) So, next - next question is you 1 

know, what - what are some of the new sponsorship 2 

assets, or - or innovations in this space? And 3 

certainly when you start looking at - at the - the pro 4 

level teams, they have the money to spend on - on 5 

the new bells and whistles. So, you’re - you’re 6 

gonna see a lot of those kinda things coming from 7 

those four or five different leagues. Um, but I 8 

wanted to highlight a couple here. And I think - I 9 

think the - the first one I wanna touch upon is - is - 10 

is looking at your assets in actually smaller 11 

increments, or smaller inventory. So, you’ll see the 12 

- it’s the Maple Leafs and Canadians and a few 13 

other NF - NHL teams actually replacing dasher 14 

boards in between periods. So, they might have you 15 

know, a - a Subway brand on it for the first period. 16 

And then, as soon as that first period’s over, they’ll 17 

come out and they’ll peel it off and they’ll put down 18 

a… um, Duramax Batteries. And they’ll have it for 19 

a period. So, you have the same amount of 20 

inventory. You have your 46 dasher boards. But, 21 

because you’re not selling them on an annual basis, 22 

you’re selling them on a period basis, you can 23 

increment that by - by three times, potentially um, 24 

to sell some of that stuff. Um, same type of thing, 25 

on - on the suite side, you’ll see the suites back up 26 

in - in behind me, in - in here. Um, you know, ah, 27 

our old CEO, Peter Lukow, sort of joked many 28 

years ago, that when he first got in the industry, he 29 

has a - a hundred plus suites. And he had a hundred 30 

plus clients. That was just how it was, back in the 31 
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day. And you - you look at it now, fast forward 10, 1 

15 years later. And you still have the same number 2 

of suites, you have a hundred suites. But you might 3 

now have three hundred clients. Right? They’re - 4 

they’re sharing suites. Um, they’re looking to - at 5 

smaller increments. So you can buy a partial plan 6 

um, or - or a half a season, or a quarter of a season 7 

even, and split up that inventory that way. From - 8 

from a sponsorship standpoint, um, you know, if - if 9 

you watched some of the - the World Cup, there 10 

was some interesting innovations in that. Um, you - 11 

you could see the - the dasher boards were actually 12 

um, all digital. So if you’re watching it on TV, 13 

every single dash board in the arena was - was 14 

Nike, for example. Ah, and then after 30 seconds, it 15 

- it would switch over to a - to a different brand. So, 16 

those were obviously TV elements. And when you 17 

are in the building, you had your - your traditional 18 

40 or 50 dasher board sponsors. But from a TV side, 19 

they were - they were selling that inventory as well. 20 

The other digital component with um, with the 21 

signage, is you’re - you’re seeing again, more um… 22 

more virtual signage. So during the game, if you’re 23 

watching a hockey game, you might see some - 24 

some digital signage, or some virtual signage 25 

behind the net. So, in the background here, you 26 

might - you might see some signage, either back in 27 

here, what looks like behind the glass, or in the 28 

corners even, behind the glass. Um, I think I even 29 

saw the Washington Capitals have it be… oh - over 30 

on this side, near - near the benches. So you’re 31 
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seeing a lot of those - those brands now start to do 1 

TV assets that are just avail - visible during the 2 

game. Um, as - as opposed to just focusing on - on 3 

the - the permanent, static signage, what - what’ll be 4 

really interesting to see is, in the coming years with 5 

regards to a rate card - um, you know, those dasher 6 

boards might go for a hundred thousand dollars a 7 

year, because they do carry a lot of exposure during 8 

the games. But they also carry a ton of exposure on 9 

the TV side. Well, if - if they’re now selling those 10 

dasher boards to TV-only viewers, like the World 11 

Cup, um, what does that do to the price of a 12 

traditional dasher board where you’re only getting 13 

exposure within the building. So ah, I don’t have 14 

the rate cards for the World Cup, but I’d be curious 15 

to see what the rate card was for a static dasher 16 

board that was not getting any TV exposure, 17 

knowing that the Nikes and the - and those larger 18 

partners were - were taking all the digital assets. 19 

Um, the other thing, if you look at the scoreboard 20 

behind me, you - you’re seeing a lot more teams 21 

just adding on to their - their traditional scoreboard. 22 

So, here - here at the Wells Fargo Centre, you might 23 

have had this - this original piece. Ah, and then it’s 24 

been added on and added on. So you’ve got an LED 25 

ring right here. You’ve got three more screens up 26 

here. And then, you’ve got another ring up at the 27 

top. So, there’s just a ton of digital, LED inventory 28 

for - for brands to now sponsor within the game. 29 

And certainly the - the in-game experience um, you 30 

- you’re starting to see a lot more brands. Um, but 31 
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what happens with all these inventory pieces, when 1 

they all turn to the same brands? So, picture - 2 

picture Pizza Pizza on every component here, with 3 

the Pizza Pizza logo here, here, here, here, and then 4 

here, it becomes really impactful. Right? You sort 5 

of um, you have domination ah, for that particular 6 

asset. (13:19) And certainly at our buildings, when 7 

you do the domination with the ribbon, the 8 

scoreboard - ah, it - it becomes really impactful. So 9 

um, been interesting to take a look at that. Um, the - 10 

the other - the other sort of innovation piece that I 11 

want to highlight, and we - they’re doing it here at 12 

the Wells Fargo Centre is - is Beacon technology. 13 

And [clears throat] what they’re doing is, they’re 14 

basically putting in um… sort of beacons 15 

throughout the venue that can track um, some of 16 

your engagement with different brands and areas of 17 

the building. So, as we explained - as it was 18 

explained to us on the tour, if - if you’re going 19 

through and you might stop at a Toyota sign and 20 

look at it and just read it, um, they’re able to track 21 

that delay and say, “Oh, this person stopped at the 22 

Toyota dealership.” Ah, next time you’re - that 23 

Toyota sign, sorry, the next time you’re driving past 24 

the Toyota dealership, you might get a push 25 

notification through your Flyers app, that says, 26 

“Hey, we - we know you’re looking at the Camry. 27 

There’s a great deal on Camrys and here’s the local 28 

dealership.” So, they’re really able to tie in a lot of 29 

the - sort of that um, the newer technology, see 30 

where people are, and - and how to engage with 31 
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them. And again, that - that can be really effective 1 

because you know exactly what people are 2 

interested in, and you can shoot them an offer as 3 

soon as they’re within range. (14:35) So the other - 4 

really, part about sponsorship innovation and 5 

engagement is - is the game day marketing piece. 6 

And one of the big pushes right now is for brands to 7 

start looking at less sponsorships, but making them 8 

more effective. Um, so when you buy a sponsorship 9 

or you - you buy the rights for a particular asset, 10 

um, there’s oftentimes another spin that goes along 11 

with that, to make sure that your partnership is 12 

effective and successful. So, what I’ll do is I’ll sort 13 

of walk you through the - the Stub Hub piece back 14 

here. Um, and - and sort of show you a little bit 15 

about what - what Stub Hub as an example is doing 16 

here at the Wells Fargo Centre. (15:13) So you can 17 

see they’ve got this - this portable kiosk um, at the 18 

Wells Fargo Centre. And one of the things they’re 19 

doing here is they’re - they’re asking for fans to 20 

come by and actually test out the product. So you’re 21 

getting a chance to actually go onto Stub Hub. And 22 

they’re providing with the - the tablets to do so. 23 

And of course, it is Stub Hub branded. And you 24 

know, you can see four - four different kiosks here. 25 

And then - and then, some of the - the other stuff. 26 

As I said, the important legal stuff there. So, this - 27 

this is right in the main lobby of the Wells Fargo 28 

Centre. Um, so it’s one of the first brands that 29 

people see when they come in. And - and that’s - 30 

and when it’s - it’s pretty impactful. Right? You - 31 
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you walk in, it - it looks like a neat thing to try. And 1 

you wanna come in and - and test it out. So - so as 2 

you can see, from - from Stub Hub and - and 3 

certainly, there’s - there’s other examples 4 

throughout the building, throughout the - the 5 

country, ah, is brands are really looking to do more 6 

with - with what they have. If - if you go back to 7 

even 25 years, and - and look at some of the - um, 8 

the highlights from previous games, from NHL 9 

games, um, you - you’ll see very little signage on 10 

the ice. So that’s - that's when it’s - it’s just taken 11 

place over the last 25, 30 years. And - and getting 12 

more engaged in making sure that your partnerships 13 

are um, actually engaging to the fans, is - is really 14 

important. So, from an activation standpoint, you’re 15 

- you’re probably looking at anywhere from you 16 

know, a one-to-one ratio of sponsorship to 17 

activation. Um, I’ve heard as high as four-to-one, 18 

for certain brands. So if they’re spending a hundred 19 

thousand dollars on this sponsorship, to own the 20 

assets, own the rights, own the marks and logos, 21 

they might be spending upwards of four hundred 22 

thousand dollars to activate that partnership. Yeah. 23 

As I said, there’s - there’s plenty of examples of - of 24 

brands out there that are doing less sponsorships. So 25 

rather than doing a hundred sponsorships um, 26 

poorly, or - or not very… um, not very effectively, 27 

they’re looking to do maybe five or ten really good 28 

ones. And make sure they’re getting a ton of 29 

branding, a ton of exposure. And - and making sure 30 

it’s hugely successful. Um, another really good 31 
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example of an activation piece was what Telus did 1 

um, with the world junior championships - and I’ll - 2 

I’ll try and include a - ah, a video on that later on. 3 

But um, from an activation standpoint, they did a 4 

tremendous job with that - with that partnership and 5 

ah, it - it’s - it’s really exciting to see that, when you 6 

- when you see a sponsorship like that, um,  that 7 

engages fans, that does a little bit of everything that 8 

we talked about on the - the sports branding, um, or 9 

the sports activation site, so the branding 10 

engagement called to action integration - social ah, 11 

and then, even some traditional, it - [stammers] it’s 12 

really… it’s really exciting to see those. But the - 13 

the industry is taking notice and the industry is - the 14 

marketers are starting to get really savvy with how 15 

they’re promoting the brand. (18:02) So the next 16 

question is, what - what makes an effective 17 

partnership? Right, so - so many things go into 18 

sponsorship, so many things go into you know, 19 

creating a package that’s customized for a sponsor, 20 

but what - what really makes a - a partnership 21 

successful? And I think one of the big pieces is, ah, 22 

knowing your audience. Um, so knowing what your 23 

product is, knowing where to find your audience is - 24 

is pretty important. So, we - we talked about some 25 

of the different advertising assets, here in a 26 

building. And, sometimes it can get a little 27 

cluttered. I don’t know, if there’s 46 dasher boards 28 

and there’s a hundred signs up, how - how do you 29 

take your brand and really stand out? And - and do 30 

it effectively? So it’s not just about standing out, but 31 
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it - it’s getting in front of the right audience. So ah, 1 

as you’ll see in the background here, it’s the - the 2 

Labatt Blue Zone. Um, looking on - Labatt has - has 3 

been a partner here for a while. They - they know 4 

who their audience is, they come to Flyers, Sixers 5 

games - and every now and then, there’s some beer 6 

consumed. And what - what better place to engage 7 

with your consumers, than having a - a specialized 8 

area for that um… for that consumer? And ah, I - 9 

I’m willing to bet they probably have some 10 

discounts up in - ah, in the Blue Zone for Labatt 11 

Blue customers and things like that. So, to me, this - 12 

this is the one of the ones that sort of makes it - 13 

makes ah - ah, an impression. And when you come 14 

to the - the building, you - you sort of have to go up 15 

these escalators if you’re up in the upper levels, and 16 

you’re staring at that Blue Zone partnership signage 17 

for - for a good 30 seconds as you’re going up the 18 

stairs. So um, it’s constantly reinforcing that brand 19 

and when you’re sitting in your seats waiting for the 20 

game to start and you wanna get a beer, this is sort 21 

of the last thing that pops in your mind. (19:36) 22 

Here’s another example of a - of a really effective 23 

sponsorship and - and knowing your audience, but 24 

also knowing sort of where you are in a given year. 25 

So um, right behind me is a - a Toyota kiosk. 26 

They’ve had this kiosk for many years. And they 27 

always have cars on display. So when people first 28 

walk in - this is the main atrium, people walk in, 29 

they see the cars, they’re reminded that Toyota’s a 30 

great brand. There’s an opportunity for you to 31 
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engage - maybe sit inside the car, talk to a Toyota 1 

rep. Um, get all that information so when you’re 2 

going back to your local dealership, you already 3 

have all the information you need. Now, one thing 4 

Toyota has done this month, with it being um, 5 

Cancer Awareness Month, is they’ve - they’ve 6 

taken a bit of a - a tweak to their traditional car. 7 

And you’ll see here, they… they have a completely 8 

wrapped, pink vehicle um, that talks about one of 9 

their other initiatives, Lights for the Cure. Um, 10 

which - which is ah, a local event designed to raise 11 

funds for - to fight cancer. Um, so Toyota not only 12 

is - is having that first point of engagement with the 13 

fans and with the audience, but when they come in, 14 

they’re also seeing that their um… affiliated with 15 

this great initiative, to - to help people and - and 16 

research, fight cancer. Um, so Toyota’s getting a - 17 

ah, a huge boost in just their exposure. But also the 18 

um, the level awareness and um, the affinity to their 19 

brand because of what they’re doing. So… it’s not 20 

just a great advertising play. Um, they’re - they’re 21 

doing great work. Um, they’re supporting great 22 

causes. And people get to hear about that, and that 23 

makes them feel better about Toyota. (21:07) So, 24 

two - two other sponsorships ah, that in my mind 25 

are - are really effective is because they stand out. 26 

Um, they’re both many years old and I still 27 

remember them. Um, one actually really start - 28 

reaffirmed why I got into sports. [Clears throat] The 29 

first one was um, down in Tampa, the - the Lighting 30 

I thought had a really effective sponsorship with the 31 



   Liam Weseloh_smaller 
 

Transcribed by Consentia Inc.               www.Consentia.com 16 

local bank. And they didn’t have a ton of branding, 1 

they didn’t have a ton of signage. But what they did 2 

have was um… a - a partnership that really made 3 

sense. So, whenever the Lighting - and keep in 4 

mind, this was a couple of years ago, whenever the 5 

Lightning go on a five-on-three power play, that 6 

power play is brought to you by Fifth Third bank. 7 

Um, and they - they flash their logo up on the 8 

screen. They do the - the PA announcement. You 9 

get to see the actual logo Five Three um, all over 10 

the place. So, it really ties in well I think um, with 11 

what the asset is. And I think you’re - you’re 12 

starting to see more and more brands do that, where 13 

they’re taking their sort of core - either name, or 14 

initiative, or sort of culture and attaching it to 15 

something that’s similar within - within a building, 16 

within a game, to make a logical extension. Um, so 17 

walking away from that game, if they have a five-18 

on-three power play, there was probably also some 19 

sort of um, cult action, where you can take ah, your 20 

ticket into - into the local Fifth Third bank and get 21 

some sort of discount or coupon or um, opening up 22 

a chequing account. So from that standpoint, I 23 

thought that was really effective and utilizing the 24 

brand um, message with the product. The other 25 

example - ah, and this was right when I was in ah, 26 

in grad school, um, was the Chicago White Sox. 27 

And what they did was they - and I - I believe it was 28 

for 250,000 dollars at the time, all of their weekday 29 

games - which were 7:05 start times, they - they 30 

changed the start time, and it was brought to you by 31 
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a specific sponsor. So ah, they had to go and 1 

petition the start - changing the start time to the 2 

league. And the - the league approved it, but they 3 

changed their weekday games from 7:05 to 7:11. 4 

And 7/11 spent a good amount of money um, to 5 

brand that opening pitch and that first… um, the 6 

first start of the game. And a really effective, really 7 

creative way to do that. It didn’t cost a lot, in terms 8 

of the activation, in terms of putting up signage and 9 

putting up um, exposure. It was just a very natural 10 

tie-in with what they were doing with the start of 11 

the game. So, you knew on a Tuesday through 12 

Thursday - Monday through Thursday, that ah, that 13 

the opening pitch was right at 7:11 - and again, I’m 14 

sure there were opportunities to - to bring your 15 

ticket back to the local 7/11 and get a - a Slurpee or 16 

a hot dog or whatever the case may be um, to sort of 17 

engage with that brand even further. So um, those - 18 

those sort of four, I think, are - are - are brands that 19 

have done a really good job in terms of making a - 20 

an effective sponsorship. Um, knowing who your 21 

audience is, making sure your sponsorship or 22 

partnership is rememberable - um, memorable. And 23 

ah, yeah. So those are - those are four good ones. 24 

(24:09) Next, I wanna talk about naming rights. 25 

You’re probably seeing this in the news quite a bit. 26 

Ah, fairly commonplace at the pro level. Um, so 27 

MLB, NFL, NBA, and - and NHL. Most - most of 28 

those venues I think have - have naming rights, save 29 

a few - Yankee Stadium, um, Fenway - a few of 30 

those places. Um, [clears throat] but you’re really 31 
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seeing this taking off in minor league sports - and 1 

especially in municipalities. So, where smaller 2 

communities or - or cities have particular assets, be 3 

it a community centre, a rink - um, even - even 4 

parks, um, are - are actually getting named it, 5 

nowadays. So you’re - you’re seeing a lot of these 6 

10-plus year, 10-year, 20-year terms with - with 7 

local brands or regional brands that wanna have 8 

ownership of a specific asset. And I think the reason 9 

this is happening is because you are seeing so much 10 

more commercialization within venues. Walking 11 

through the building, you’re gonna see 50, a 12 

hundred - maybe a 150 different sponsors. And, it - 13 

it can get a little bit cluttered from time to time. So, 14 

you’re seeing brands really wanting to take 15 

ownership. Ah, we saw the Labatt Blue Zone, 16 

where they own that space. Ah, the next level of 17 

that is - is owning the entire building. So, looking at 18 

some of the benefits of naming rights, both from a 19 

venue, but also from a sponsor’s standpoint, I - I 20 

think the benefits for the venue is obvious: long 21 

term revenue. Right? You’re signing a partner for 22 

10 or 20 years. And you have that money on the 23 

books for that long time ah, probably with 24 

escalators. Um, maybe a two or three percent 25 

escalator um, every few years um, to keep with the - 26 

the economy. The other - the other benefit for them 27 

is - is really tying your brand with a… hopefully, 28 

reputable, community oriented type brand. So, 29 

you’re - you’re taking the Flyer’s name and you’re 30 

expanding that to the Wells Fargo banks in the area. 31 
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[Clears throat] And - and hopefully, that can really 1 

um, amplify your message and amplify your brand 2 

through other branches, other stores - ah, and other 3 

opportunities. The benefits to the sponsor are a little 4 

bit different. Um, traditionally, naming rights, deals, 5 

get massive exposure. Um, somewhere in the three-6 

to-one to four-to-one ratio from what they spend. So 7 

if they’re spending a million dollars to name the 8 

building, they’re probably getting at least four or 9 

five million dollars in - in total media value for that 10 

partnership. [Clears throat] And that’s measured in 11 

a number of different ways. It - it’s measured by the 12 

impressions of the people that are coming to the 13 

building. It’s measured of the impressions of people 14 

watching the events at the building. Um, it - it’s 15 

certainly some hospitality within the venue. Um, I 16 

think I know of only one naming rights partnership 17 

that did not have a suite with their - with their 18 

agreement. Um, so they’re getting to entertain their 19 

clients, their employees, their customers. Um, their 20 

prospects. And - and that can be really effective. 21 

[Clears throat] Excuse me. Um, so they’re getting 22 

all this exposure, and they’re paying a portion of 23 

that to - to secure it. Um, but they’re also tying 24 

themselves to sort of that feel-good event, which is 25 

what I talked to you earlier, about that passion. Um, 26 

so in this case, Wells Fargo is - is tying their brand 27 

to the passionate people that are coming to the 28 

games, the events - the Sixers fans, the Flyers fans, 29 

the Sol fans. Um, concert goers - Adele, Madonna, 30 

et cetera. So, you're tying your brand to that feel-31 



   Liam Weseloh_smaller 
 

Transcribed by Consentia Inc.               www.Consentia.com 20 

good experience where it - it almost doesn’t matter 1 

the outcome of the game, is if the experience is - is 2 

outstanding. People are walking away feeling pretty 3 

good about… their experience, their event. And - 4 

and hopefully as well, feeling about the - the brand 5 

that they… they were um, associated with. It 6 

usually also gives them exclusivity. Um, so again, 7 

here at the Wells Fargo centre, they are the official - 8 

they are the exclusive bank in the building. You 9 

won't see another bank um, advertising their 10 

message here. Ah, other banks may have the 11 

opportunity to purchase suites, club seats, um, 12 

things like that. But you won't see branding from 13 

another - another brand in that category. Um, so 14 

with that spend, generally speaking, they have 15 

ownership of the category, and can assure 16 

themselves that there - there won't be any guerilla 17 

marketing um, in their venue. We talked about 18 

hospitality a little bit. Um, I - I think that’s a really 19 

underutilized asset within some of the naming rights 20 

packages. Um, using your suite to entertain - 21 

certainly customers, certainly employees, um 22 

certainly prospects are - are pretty normal. Um, but 23 

there’s a lot of games. If - if you own a suite here at 24 

the Wells Fargo centre, um, that probably includes 25 

about two hundred plus events throughout the year. 26 

So that’s Sixers, Flyers, Sol - um, the Wings used to 27 

play here at lacrosse. There’s probably 50 concerts. 28 

Um, there’s - you know, the NCAA Tournament, 29 

there’s wrestling. There’s all sorts of things coming 30 

through this building. And that’s an opportunity for 31 
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you to utilize your suites and entertain people. But 1 

that also gets a little cumbersome to manage that 2 

many tickets for that many events. So what we are 3 

seeing is some of those suite holders, [Clears throat] 4 

if they’re not sharing their suite with other partners, 5 

um, they have the ability to donate those tickets 6 

back to a local charity, a local initiative um, where - 7 

where that's helping the - the brand, um, at least the 8 

appearance of the brand, and - and doing good in 9 

the local community. It - it also secures the marks 10 

and logos for the team. So, you have the ability - the 11 

exclusive ability in your category - to - to market 12 

that you are the official partner of the… in this case, 13 

Flyers. And - and that can be really effective. Um, 14 

in a market like Philadelphia, where people are very 15 

passionate about the Flyers, being able to utilize 16 

that brand in your marketing um, goes a long way. 17 

People sort of trust that Flyer brand, and therefore, 18 

they trust the Wells Fargo brand. Um, and then 19 

lastly, the opportunity to sort of be affiliated - be in 20 

front of [clears throat] a once in a lifetime event. 21 

Um, things like the - the Super Bowl. Things like 22 

the - the Memorial Cup. Um, events like that that - 23 

that come along once every 20, 30, 40 years 24 

perhaps. And if your naming rights, partnership is - 25 

is 10 or 20 years, you can never bank on having one 26 

or two of those events in the term. Um, but it - it’s 27 

nice when it happens. And the amount of exposure, 28 

if - if you name a um… an NFL stadium, and 29 

you’ve got the Super Bowl, that’s massive 30 

international exposure for your brand. So um, 31 
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naming rights is - is really one of those sort of ways 1 

to make sure you’re getting [clears throat] massive 2 

exposure back for your brand. And - and if you luck 3 

out and get a few of those um, international-type 4 

events, that’s gonna be even - even more so. So, 5 

lastly, I wanna just talk about sort of where we’re 6 

going in this industry. From a sponsorship 7 

standpoint, what - what’s next? You know, we - in 8 

30 years, we’ve seen arenas and stadium go from 9 

completely unbranded and - and naked, if you will, 10 

um, to being almost overly commercialized. Signs 11 

everywhere, everything being named - suite levels, 12 

club levels, lounges, smoking areas, non-smoking 13 

areas - everything has a bran - has a brand 14 

associated with it um, because people are trying to 15 

stand out from the crowd. [Clears throat] So where 16 

are we going? Um, certainly on the hockey side, I 17 

think the - the next step is - is obviously, the - the 18 

jersey patch. And I think that will probably happen 19 

ah, in the next few years. I - I don’t think it’ll be 20 

quite as in your face as some of the European 21 

leagues are doing it. But it - it wouldn’t shock me at 22 

all to see you know, a - a small patch ah, on the left 23 

or right side of the jersey that shows… a company’s 24 

brand. I - I don’t think they’ll ever take away the - 25 

the center logo um, and replace it with a brand. I 26 

could be wrong. Um, but I think the - ah, I think the 27 

next logical step is - is to see some of those um, 28 

assets on the jersey start being sold. There’s - 29 

there’s just too much revenue um, at play for these - 30 

for these teams and these buildings, um, to sort of 31 
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let that go by the wayside. Um, you know, 1 

obviously you’re - you’re seeing some of the 2 

practice jerseys go already - um, I think New York 3 

has a partnership. Um, so you’re - you’re seeing this 4 

happen already from a practice standpoint. Ah, and 5 

you see it in some of the minor leagues already. So 6 

it’s - it’s not that far off. And I - I think you’ll see 7 

that. Ah, I believe the NBA’s doing that - I think it 8 

got approved, I think they’re doing it this year. Um, 9 

so that - that’s the next logical step. Ah next, I think 10 

you’ll see a lot more on the digital and virtual 11 

aspects. As we talked about earlier, you’ll - you’ll 12 

see more of the um, the TV only inventory - so the - 13 

the digital dasher boards, virtual dasher boards um, 14 

signage behind the nets - those kind of things I think 15 

will continue to be in play. Um, the one caveat there 16 

is what does that do to the rate card of the team’s 17 

inventory? So, if you can no longer sell your dasher 18 

board for 100,000 dollars, because there’s no TV 19 

exposure, [clears throat] then whatever revenue 20 

you’re getting from the TV component needs to at 21 

least offset and make a little bit more than um, the 22 

reduction on the - the dasher board side. So that’ll 23 

be interesting to see how that goes. Um, I also think 24 

you’re gonna see a lot more ownership of - of 25 

specific assets. So a lot more sub-naming rights, a 26 

lot more naming rights. Um, and probably less on 27 

the stand-alone signage, if you will. [Clears throat] 28 

So, when - when we’re talking to sponsors at most 29 

of our buildings um, the signage is almost the last 30 

thing they wanna hear about. Yeah, they understand 31 
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that the - you need to have some branding 1 

component with your sponsorship. And it’s still 2 

important, but it can't be the centrepiece of - of a 3 

deal. So um, if - if they’re gonna name the box 4 

office, they wanna know all of the other things 5 

they’re getting, in addition to the branding. [Clears 6 

throat] So, will they be on the back of every ticket? 7 

Will they be on the back of every envelope? When 8 

people call the box office, will it say the company’s 9 

name um, and - and ask, “How can I help you?” 10 

Will it put you on all email signatures? Those - 11 

those kind of things are getting more and more 12 

important. And it’s less about the - the signage. So I 13 

think you - I think that trend will continue. Um, and 14 

I - and I think you’re gonna see just more of um, 15 

more of what we’re seeing now, from - from 16 

companies like Telus. Um, and I mentioned that 17 

earlier, [clears throat] where you’re taking multiple 18 

assets from a partnership and making it all tie in 19 

together. So it’s very - very 360, very turnkey. 20 

[clears throat] And I can't show the video, but what 21 

I wanna do is at least - at least highlight what Telus 22 

did with that world cup. So ah, if you get a chance 23 

um, check online - it’s at Vimeo Dot Com back 24 

slash 123966525. Um, so V-I-M-E-O Dot Com, 25 

back slash 123966525. Um, or you can just type in 26 

sort of Telus World Junior Championships 27 

sponsorship. And you should get a pretty good 28 

sense of sort of how more brands are gonna start 29 

doing those types of things. And - and Telus did a 30 

great job as I said, with - with activation and 31 
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making sure that all of their messages were um, 1 

consistent across the platforms. [Clears throat] So 2 

you’ll see a lot more of those types of partnerships. 3 

And - and I think that’s the direction we’re going. 4 

(35:34) So that’s it for me. I hope it was interesting 5 

and informative. Ah, I - I welcome your feedback, 6 

and if anyone has any questions ah, please feel free 7 

to reach out to me. Um, my email address is 8 

probably the best way. Ah, it’s Liam - underscore 9 

Weseloh, at Comcast Spectacor Dot com. So that’s 10 

L-I-A-M_W-E-S-E-L-O-H, at Comcast - C-O-M-C-11 

A-S-T - Spectacor, S-P-E-C-T-A-C-O-R Dot com. 12 

Look forward to hearing from you. Thanks a lot. 13 

Bye-bye. 14 

END OF RECORDING: 36:08 15 


