SPONSORSHIP
STRATEGY

Executive Summary
This report explores a potential sponsor that Triathlon Australia should introduce, in hope
to gain contributions towards events and to raise awareness and loyalty among fan
segments. Not only this, but the main driver of this sponsorship is to increase diversity
within the sport of triathlon. We want triathlon to be a sport that is accessible and enjoyed
by all, not just the stereotypical triathlete.
It was decided that Decathlon Australia would be a great fit because of not just the products
sold, but the aligning values, mission and purpose of the two properties. This will have
great benefits for Decathlon Australia, who have only recently expanded into the Australian
market. Triathlon Australia provide the opportunity for Decathlon to directly target various
segments of the Australian market through a range of different strategies. This should
reduce the threat of rivalry for Decathlon in the sports equipment market, with rivals such
as Amazon proving to be largely popular among Australians.
The strategies chosen are as follows:
1. 'Every step of the journey' campaign, an IMC strategy.
2. 'Head start' campaign to align with our Youth Initiative program
3. A combination of 'Kit up' and 'Test the threads' in the form of merchandise stations at
events, meetings and training.
Combined, each of these strategies will build high awareness of Decathlon, not just among
TA members but many other segments of the sports market. Each strategy has been
designed with both companies values at heart, ensuring overall missions can be fulfilled.
The end goal of all of these strategies is to ensure triathlon is more accessible for many
groups.
Ansoff's matrix approach (Ansoff, 1957)
For Triathlon Australia, this sponsorship is a mixture of Product Development and
Diversification. Through existing products, TA is developing a plan to gain more participants
through how they target the market. They are also moving into new markets with new
products, with the introduction of the corporate triathlon, branded Decathlon merchandise
and the start young campaign.
For Decathlon, this is a market penetration strategy, therefore the strategies are focused on
increasing awareness, engagement and use among already existing markets. Decathlon
already provide products to suit TA participants, but need to create greater awareness and
increase distribution because of their limited number of stores.

Who we are
Triathlon Australia
Triathlon Australia (TA) is the official national governing body responsible for the
management, organisation and delivery of the sport of triathlons within Australia. TA have
approximately 22,000 individual members and 180 affiliated triathlon clubs.
Our Purpose
The purpose of Triathlon Australia is to continuously grow, strengthen and connect the
triathlon family and every starting line within Australia.

TA purpose (Triathlon Australia, 2016)

TA Core Brand Values (Triathlon Australia, 2019):

Health

Enjoyment

Belonging

Achievement

Integrity

Respect

Our Fanbase
For triathlon events, the participants themselves make up the majority of the fanbase, as
well as our amazing volunteers and sideliners.
What drives our participants?

Psychological

Physiological

Personal
achievement/Challenge

Social

Fan segments
1. The Sideliner: Spectators including friends and family who are there to support, as well
as our volunteers and local communities. They are typically lovers of sport and we hope
to inspire these to become future triathletes.
2. The Challenger: This may be their first or second triathlon, these are our newbies.
Motives for this group are personal achievement/challenge or psychological. Although not
hugely loyal to TA, the feeling they gain from participating is like no other.
3. The Visionary: This group loves the psychological benefits brought by triathlons and
other endurance events such as marathons. Although they have little identification with the
TA brand, this segment is loyal to some extent because of the benefits we offer.
4. The Social Butterfly: The main motive for this segment is the social benefits we offer as
a group and community. This person will love a variety of sports, yet triathlon is becoming a
larger priority to them as they identify more strongly with the brand over time.
5. The Traveller: This segment has been participating in triathlons for a number of years,
and will often travel nationally to many events with great enjoyment. Competing is a huge
priority for them, but not ever their family. The group will often bring their family along with
them to support because they love the sense of community TA offers.
6. The Devotee: These are the professional, elite athletes. Participation has often been
lifelong, deciding from a young age to devote much time and practice to the sport.

Our Recent Strategies
Given TA’s core values of health, enjoyment, belonging, achievement, integrity and
respect, these strategies have each been developed to further enhance the diversity,
inclusivity and community of the organisation.
TA Youth Incentive Program
We are making triathlons more accessible to children under the age of 19 in
Australia. Children often tend to get ‘sport specific’ and encouraging a ‘multi-sport’
mindset should be applauded. This program can create awareness, attraction and
attachment (Funk and James, 2001) as well as long-term attachment and allegiance.
Results: In the short term, this programme should increase under 19 memberships by 5%
each year through igniting awareness and attraction which should lead to attachment to
triathlons and TA. In the long-term, we should develop loyal, committed, outstanding
participants in the sporting community
Endurance Club Partnerships
Through targeting athletes coming from other endurance sports backgrounds, TA have the
opportunity for high customer acquisition. This particular target group may come from a
running, cycling or swimming background and are looking for a potential change of
direction and hobby.
Results: This strategy should firstly influence participation levels, with athletes often
trying out events before purchasing a membership. Initially, participation will rise slowly
from 2019-2020, and then increase by 10,000 participants per year for the next 3 years. As
a result of more people trying triathlons and enjoying the sport, membership numbers to
TA will also rise as loyalty increases. Membership levels should increase slowly from
2020-2021, then rise by 5,000 per year for the next 2 years.
The Corporate Triathlon
The ‘corporate triathlon’ will help overcome the threat that Australians are more focused
on work with little time for anything else. The TA corporate triathlon will be a niche,
unique team event with large national interest. The variety of corporations that will be
present at this event will have fantastic opportunities for sponsorships and partnerships
with TA. This strategy minimises the social cost of participating in triathlons. TA are also
diversifying their product range which will serve the professional market.
Results: This new product should increase short-term participation levels, as well as
long-term as awareness and exposure to triathlons increases and fans gain a level of
attachment

We are changing the
landscape for triathlons
Our recent strategies have been developed to help the TA brand expand into a more
diverse organisation and further enhances our core brand values.
Each strategy outlined has the ability to transform TA into an organisation that anyone
can be a part of.
We want to reduce the barriers to entry for participants, at each and every level. Not
only are these beneficial to Triathlon Australia, but it will positively impact a multitude
of organisations, companies and events across the nation through an increase in
sports participation in both the short and long term.

"We want triathlon to
be a sport that anyone,
anywhere can
participate in, no
matter what gender,
age, race or class"

TARGET

SPONSOR

Sport sponsorship is defined as the provision of resources such as equipment or money, by an
organization directly to an event or an activity, in exchange for a direct association to this. The
providing organization can then leverage this association to achieve their corporate,
marketing, or media objectives (Sandler & Shani, 1993).

Decathlon
As the world’s largest sporting goods retailer (Decathlon, 2020), the company have over 1,500
stores in 49 countries worldwide. The overall policy of the company is to sell products at the
lowest price possible to ensure sporting goods are accessible to all. Decathlon is focused on
how they can give the most and charge the least, even if this means reduced advertising or
packaging. The company are proud to be able to state that for 40 years, they have made sports
reachable for hundreds of millions of people around the globe (Decathlon, 2020). The company
have a large focus on building long-term relationships with customers and a variety of
stakeholders such as environmental organisations.
Your Purpose
From your first store—opened in Lille, France in 1976—to your global presence today, Decathlon
is united across the globe in a common mission to serve with common purpose and passion.
This is represented in your core brand values (Decathlon, 2020)

Vitality

Responsibility

Your Mission (Decathlon, 2020)

"We aim to sustainably
bring the power of sport to
everyone, everywhere"

Decathlon Australia
Operations
Decathlon Australia
Decathlon opened its first bricks and mortar store in Australia in December 2016, 16 months
after setting up an Australian online store (Mitchell, 2017). Currently, the company has 5
established stores in Australia and plan to continue their expansion and growth in the longterm (Decathlon, 2020). It can be said that they are fairly new to the Australian market with
limited stores, but a greater online presence. The company’s chief financial officer stated
that it plans to position stores as major outlets showcasing a variety of inhouse brands and
products that are offered (Bicycle Retailer and Industry News, 2016).
Australian Mission
The purpose of Triathlon Australia is to continuously grow, strengthen and connect the
triathlon family and every starting line within Australia.

"Our aim is to make sports
accessible and make it cheaper
to Aussies. Your life is so
expensive. So if you're a sports
lover and you can get the same
for less, you should love us."
-Decathlon Australia Chief, Olivier Robinet (Mitchell, 2017)

Sponsorship fit

Sponsorship fit can be described as “the orchestration and implementation of
marketing activities for the purpose of building and communicating and association to
a sponsorship” (Cornwell, 1995).
Values: Your value of Vitality resonates in our values of belonging, achievement and
integrity. We too aim for a community of passion-driven individuals who come
together to celebrate vitality and accomplishment. Your aim for responsibility as a
corporation aligns with our drive for respect, which is further shown in our strategy to
become more diverse and inclusive, allowing those from all walks of life to feel
welcome in our community.
Mission: Our overall aim is to allow triathlon to be a sport that anyone, anywhere can
participate in, with a key focus on reducing barriers to sports. Your products aim to
make this possible too, allowing sports fans to have access to equipment they could
otherwise not afford
Purpose: Our purpose to strengthen and grow sporting communities and unite
passions is align with your purpose to serve these communities with your products.
Decathlon enables those with a passion for sports to come together in their common
passions, and we are the sporting community that can make that possible.

Decathlon Product fit
Lynch and Schuler (1994), discuss and explore the importance of matching characteristics
between the sponsorship, in particular the alignment of products.
Decathlon have a focus on their own branded products, which they name their ‘Passion
Brand’. Each sport or group of sports has a Passion Brand, created and solely owned by the
company itself. Decathlon are dedicated to sports, athletes and developing the best
products that are available for everyone to enjoy, regardless of who or where they are.

Decathlon Passion Brands (Decathlon 2020)

Where Triathlon Australia align
Your product range is expansive- and we want to help boost sales of sporting goods, in
particilar the B'Twin, Nabaiji and Kalenji ranges which target our market in particular.

How your products fit with
our fans
Cycling with B'Twin

B'Twin product range (B'Twin, 2020)

B'Twin is your cycling passion brand. This is the
the world leader in the cycling market with
more than 2.7 million bikes sold internationally
(Decathlon, 2020). Designing best value for
money bikes and equipment is the brands
passion. The brand incorporates the element of
its parent brand through offering low price yet
high quality goods to make cycling accessible
for the many.
As a community of triathletes, cycling is at the
heart of our loyal fans. We have a large
consumer base, including kids, road bikers,
mountain bikers and hybrid bikersHowever, it
can also be extremely expensive, especially in
comparison to the running and swimming
elements. Like you, we want to make bicycles
and cycling equipment more accessable and
affordable to our fanbase, as well as potential
fans. We aim to reduce barriers to sports entry
just like you, and this brand has the potential to
help cycling become more economical and
widely available.
.

How your products fit with
our fans
Swimming with Nabaiji

Nabaiji (2020)

Nabaiji is the Decathlon group swimming brand. The brand’s innovative products and new
ideas are crafted to help everyone to reach their sports objectives and to increase overall
performance (Decathlon, 2020). Whether the consumer is an occasional, regular or intensive
swimmer, an adult or a child, water polo or water yoga fan, the brand has products available
for all.
Triathlon Australia have a range of swimmers, all at different levels and abilities. From
children to the elites, we have a range of events and training sessions to suit all. In
particular, our aquathlon series caters to those with a deep love for swimming, with a
variety of events across the country.
Whether our participants are challengers, visionaries, social butterflies or watching from
the elites, they will be looking for a brand that helps them cross that finish line to the best
of their abilities.

How your products fit with
our fans
Running with Kalenji

Kalenji product markets (Kalenji, 2020)

Kalenji offers products for road, nature, and track running. Since it was founded in 2004,
Kalenji has spent ten years developing their accessibility and intimacy to runners of all
kinds (Decathlon, 2020) Whether it be performance runners or beginners, women or
children, the brands goal is to make running accessible to everyone in the long term (Kalenji,
2020)
At Triathlon Australia, our runners are passionate and determined. Often, running can be the
sport that is most accessible, with many of our fans starting out in this discipline. Whether
it be for a sense of escapism, a challenge, or physiological benefits, we have runners of all
ages and capabilities. We can help make Kalenji top of mind when considering what brands
to purchase for their running equipment. We want to help encourage those considering
participating in endurance events to begin their journey, and we want Kalenji to be a part of
it too.
Your high-quality yet low priced brand can be the first step to encouraging participation.
Not only this, but the brand will gain access to our already passionate Aussies and help
them put on the performance of a lifetime.

Growth Opportunities
With only 5 brick and mortar stores within Australia so far, Decathlon still have a lack of
brand awareness and exposure, with strong competition from a range of external players,
including online-only operators such as Amazon. The companies holding the largest market
share in the Sport Equipment Retailing Industry in Australia being Super Retail Group Limited
and Kathmandu Holdings Limited (IBIS World, 2019).
Triathlon Australia can offer Decathlon the opportunity to create higher awareness among
your new Australian target market. The strategies developed by TA will ensure any affiliated
brand will have access to Australians of different ages, genders, ethnicities, occupations
and athletic abilities. Our participants and fanbase can allow for greater trial, exposure and
use of Decathlons own branded product, spreading Word of Mouth recommendations on
product quality.
Aligning Consumers

The value we will give to
Decathlon
It is highly stressed that sports sponsorships have positive effects on
your brand recall and exposure (Pruitt et al, 2004, Levitt et al 2001). This
is particularly the case when the sponsorship is a good fit, which has
been identified in this sponsorship pack. This is paramount for
Decathlon due to the saturated market that you operate in, and your
recent expansion into the Australian market.
This sponsorship will strengthen favourable associations by building
associative network models (Keller, 1993). Triathlons are extremely
challenging and high endurance events. As a sponsor, your products will
be assumed to be high quality to endure the strain that will be placed on
them.
Referent informational influence (Madrigal, 2000) will be gained. This is
highly relevant in triathlon communities. This refers to when the
community highly trusts and believes any recommendation made by
either other members or Triathlon Australia is credible. Our event
attenders will have full faith in the Decathlon brand and its quality.

Purchase intentions for sponsor goods are higher among fans who are
committed to the sport (Kahle and Close, 2010). Fortunately, our members
and attendees have high committment to the sport and brand which is
evident in our membership figures and event numbers.

Not only will you have access to our most loyal and committed
segments, but you will have greater exposure to a young audience
through our U19 members and new strategy for youths. For Decathlon,
this is an opportunity to gain life-long consumers by targeting them at a
young age and being there throughout their journey.

Sponsorship rights
We propose that Decathlon will be our official partner for Triathlon Australia, both
directly and indirectly (McDonald, 1991). In a direct way, some of your products will be
used in our events across Australia, such as Kalenji trainers. In an indirect manner,
imagery, posters and logos of Decathlon will be used in our events.
Our conditions are as follows:
Triathlon Australia must be the exclusive sporting property partner in the
categories of endurance events, included but not limited to: triathlon, aquathlon,
duathlon, marathon and endurance relays.
We will grant the rights for not just corporate, but philanthropic sponsorship
providing you contribute products for usage by those in need ie children in poverty.
Your logo will become present on a selection of our merchandise and you will gain
20% profit of each item sold.
You will be known as the Presenting Sponsor for Triathlon Australia events where
50% of the associated costs for the event have been paid for by Decathlon.

Overall Objective
We want Decathlon to work alongside us in order to provide access to sporting goods
at affordable prices for people across Australia. Our event organisation and initiatives
will be available to the masses, but we want your amazing products to become part of
our vision. We are on a mission to diversity our fan segments and provide
opportunities for all through our strategies mentioned above, as well as your brand.

Potential Risks
There are many potential threats and risks that must be addressed and taken into account
for all sponsorship arrangements and the way that marketing of the event is approached.

1. Higher than expected costs
Fundamentally, sports sponsorship involves promotional techniques and effective
marketing to signal the affiliation of the company with a sports organisation (Cornwell et al,
2005). Importantly, the initial fee paid by a firm to become the official sponsor is often small
in comparison to the cost of activating and leveraging associations and the sponsorship.
Making an affiliation known can be highly expensive, yet without promotion of the
sponsorship, the firm risks wasting money on the initial rights fees because they do not get
the benefits of recognition.
2. Congruence or incongruence
Congruence occurs when the sponsor and the firm have brand meanings, values and
associations that match-up in the minds of the consumer. Sponsorship is endorsed to be
most valuable and effective when the image of the sport and the sponsoring brand are
congruent (Kahl and Close, 2010). On the contrary, an incongruent match-up is said to
provide weak associations in memory, making it unlikely to be remembered. However, an
extremely incongruent fit has been identified to be effective (Homer and Kahle, 1986)
because of the need in the consumers mind to overcome the incongruence in an attempt to
understand and demystify the fit. Therefore, extreme congruence, whether it be high or low,
receives the best results, while moderate incongruence receives the worst.
3. Clutter
Clutter in sponsorship and events is a situation where consumers are simultaneously
exposed to competing brands sponsoring different properties. It is widely accepted that
clutter impacts brand recall and recognition (Lee & Lee, 2007). In a congruent single‐
sponsor event, the association between the sponsor and its sponsee is perceived as
exclusive, unique and often more congruent (Meenaghan, 1996). If an environment or event
is cluttered by competing sponsors, this can reduce the salience and perceived congruence
of the association. This can negatively effect the consumers evaluation of the fit.

4. Ambush
Ambush marketing is a competitive strategy taken when brand that do not officially sponsor
an event purposely give the perception that they are associated with the event in order to
gain benefits from it, such as awareness. Simultaneously, this strategically diverts attention
away from the official sponsor (Sandler & Shani, 1989). This can highly reduce effectiveness
of the original sponsorship.

SWOT Analysis

TOWS Analysis

Ranking the Strategies

Best 3 Strategies
The 3 best strategies based on their perceived overall effectiveness are:
1. 'Every step of the journey' campaign
2. 'Head start' campaign
3. A combination of 'Kit up' and 'Test the threads' in the form of merchandise stations at
events, meetings and training.
Every step of the journey: IMC Campaign
Instead of sponsor exclusivity, an IMC approach can tap into event anticipation throughout
the whole journey leading up to the event, as well as afterwards. First, social media,
programs and personalised emails can prepare participants and fans for the event. This
creates an experience outside of the event itself, and by understanding the target market, a
win win situation can occur for all parties involves- Decathlon, TA and the fans, where
everyone gains value. The lead up to a triathlon can be nerve-racking, stressful and
exhilarating, therefore a campaign must be adapted to suit the mood of these fans.
Proposed details
After
Shortly after registration, the participants will recieve an email
registering
with 10% off purchases to get them ready for the big day. This will
.
for the event
be an email through TA but with the link to Decathlon- showing
their new relationship
A month
prior to the
event
A few days before

At the
event

A few days
after the
event

Decathlon will send an email to all registered participants with a
program, including 'tips' from start athletes and the company
itself.
Participants will recieve a personalised email wishing them good luck
and letting them know to look out for them at the event, as well as the
'Kit up' stations that will be in place.
Kit up stations, promotions for participants, advertisements, Decathlon
representatives will all be present at the event throughout the whole
journey. Time trackers will have the Decathlon logo printed. Free
Decathlon branded water bottles will be distributed.
Decathlon will send out an email to participants saying congratulations,
stating how they enjoyed meeting TA participants and fans and can't
wait to see them at the next event.

How this overcomes risk: This strategy reduces the risk of ambush by competitors through
implementing an IMC approach that clearly identifies Decathlon as the sponsor. Low cost
advertising methods are used such as email, which reduces the risk of unexpected high costs of
promotion.

Best 3 Strategies
'Head start' campaign for the young

This ties in with the Youth Initiative program offered by TA as a new strategy. The head start
campaign will help children gain access to sporting goods that their parents could not
otherwise afford. This program will run in schools and youth clubs, and Decathlon will be the
official supplier. This strategy will increase the likeliness of media coverage for Decathlon and
TA. It will help to broaden target audiences and life-long loyalty through being aimed at
children. The strategy will also improve brand image through being socially responsible and
helping out a good cause. For TA, it could help improve U19 membership numbers.
How this reduces risk: This reduces the risk of clutter as the event will be ran by TA and
Decathlon alone, and athletes will be wearing and using Decathlon products. Therefore, it is
more obvious to observers that Decathlon are the sponsor. This also unites values to provide
everyone with the chance to play sports, which increases congruency.

'Kit up' stations to 'test the threads'
Targets Decathlon’s key audiences at the Point of Purchase- events. This is where many
athletes will purchase products. The opportunity for product testing can increase positive
brand associations and awareness which can lead to more sales. This can be important for the
elite athletes and be an opportunity for Decathlon to acquire them. Not only this, but sideliners
have the chance to purchase goods while they are volunteering, supporting and watching
participants.
A special promotional offer of 10% off will be offered for event attendees, while TA members
get 15% off products.
How this reduces risk: This strategy largely reduces the risk of ambush. The stations will be
present every 200m, with sales representatives around the area encouraging people to try on
the products. After purchase, customers will receive a bag that is Decathlon branded, which
should in turn men hundreds of people walking around the event with branded bags.

Projected Reach
'This sponsorship has the potential to generate a large amount of reach for all parties involved.
To start, Decathlon will have direct access not just to our 18.000 members, but the 205,000
participants we have at our events each year. Decathlon can target these at the direct Point of
purchase, which can mean significant sales. These participant numbers are expected to
increase in the following years due to our strategies of the Corporate Triathlon and Youth
Incentive program, as well as partnering with endurance clubs across Australia to acquire
athletes.
The youth initiative program is expected to generate high amounts of positive and favourable
which Decathlon can be part of. This is through the philanthropic nature of the strategy, which
aligns with not just our core values but Decathlon's too. We do not yet know exact numbers, but
the program is expected to run in around 170 schools and youth clubs across Australia by 2022.
Not only will you have access to a large amount of students and youths, but their parents,
teachers and families who will be present during the events and in the lead up.
At the moment, Decathlon has stores in just 2 cities across Australia, Sydney and Melbourne.
We can help Decathlon become nationwide through generating larger recognition, exposure
and recall. Merchandise stands at events will be essentially pop up stores that get the word out
about the brand.
Not only will a large audience be reached by products, but they will also be reached through
communication of Decathlon's values. Each strategy represents a combination of values
between TA and Decathlon, showing Australia who we are, why we exist and why we fit
together so well.

'
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