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AWARDS SPONSORS

ESA

ESA is the professional association of the 
sponsorship industry with members throughout 
Europe. It exists to inspire, educate and raise 
standards within the sponsorship and wider 
industry. The Association believes in the power of 
sponsorship to inspire more engaging marketing. 
ESA runs a part-time online sponsorship Diploma 
and an arts sponsorship Certificate, organises 
education events, provides access to best 
practice material and is working to develop the 
next generation of marketers.

ICON 

ICON creates and delivers award-winning brand 
and live experiences around the world. We are 
trusted by both regional companies and global 
brands in sport and retail and across the business 
and public sectors. We not only brand venues, 
but often dress host cities for events such as the 
Olympic and Paralympic Games, the FIFA World 
Cup, the UEFA Champions League, the Ryder Cup 
and Formula E. For all sectors, we produce world 
class, digital print graphics – in any size, on any 
material, for any purpose. We transform spaces 
and create spectacular visual events for clients 
to connect directly with customers, generating 
that vital social media interaction and content. 
We provide an outstanding, tailored, end-to-end 
service to help our clients generate revenue, raise 
awareness and create lasting impressions with their 
customers. We bring brands to life. 

For more information, please contact 
Andrew Hodson on +44 (0) 7931 382262 or 
Andrew.hodson@icon-world.com

Inkerman

Inkerman is a distinctive British brand specialising 
in a range of beautifully designed corporate and 
personal gifts and offering a bespoke service 
producing gifts, trophies and awards to your 
requirements. 

Inkerman is the designer and sponsor of the 2016 
UK Sponsorship Awards.

 

SMG INSIGHT

SMG Insight / YouGov provides a fresh approach to 
sports and sponsorship research and consultancy, 
bringing together YouGov’s in-depth knowledge 
of consumer insights and relationship with brands 
with SMG’s understanding of sponsorship and 
rights ownership. A new generation sports research 
company,enabling world-leading sports governing 
bodies, sponsors and sports investors to meet their 
strategic and business objectives.

SPONSORIUM

Sponsorium offers PerforMind™ as a software-
as-a-service product you access through the 
Cloud. PerforMind™ is the most effective, robust 
sponsorship and community investment evaluation 
solution in the market.

Contact Mark Cornish for more information 
mark@sponsor.com

SPECIALIST SPEAKERS

Specialist Speakers, the speaker bureau, is 
highly delighted once again to support the UK 
Sponsorship Awards. This year we present Viv 
Groskop, writer, broadcaster and comedian, as 
host for this evening. She writes on arts, TV and 
culture for the Guardian and Observer as well 
as for The Times, Telegraph, Independent and 
Financial Times and is Red magazine’s literary 
editor. Viv is also the Artistic Director of The 
Independent Bath Literature Festival.

For any speaker, host or presenter call us on 0203 
002 4125 – we are at www.specialistspeakers.com



www.sponsorship-awards.co.uk 3

AWARDS SUPPORTERS

ACTIVATIVE
Activative is a sponsorship activation intelligence and insights company that 
helps clients – rights owners, brands, agencies and professional services - stay 
at the forefront of this evolving landscape. Through consulting, monitoring 
and publishing, we focus on emerging strategies and tactics, original and 
innovative ideas, future facing media and new technologies across the 
sponsorship and partnership space - from sports, music,arts and culture, to 
education, ecology, cause andcorporate social responsibility

ARTISTA
Artista’s dedicated professional front of house team can assist your event 
whether it is a product launch, conference, major sporting event, private 
dinner or charity party. Our reputation has been built on supplying an 
intelligent team who do more than just ‘look the part’. Please do not hesitate 
to pick up the phone (01488 648763), or visit our website www. artistaevents.
com and read for yourself the testimonials from some of our regular clients: 
www.artistaevents.com/testimonials

BUSINESS IN THE COMMUNITY
At Business in the Community, the Arts & Culture programme sparks new 
partnerships between commerce and culture. We connect companies and 
individuals to cultural organisations and provide the expertise and insight for 
them to prosper together

INCORPORATED SOCIETY OF BRITISH ADVERTISERS
ISBA is the only body which solely represents the interests of responsible UK 
advertisers across the industry, government and EU.  
Our remit covers all marketing and media communications and we are 
a highly influential and respected organisation with over 450 brands in 
membership, protecting a media spend to the value of £10 billion.  In addition 
and as part of membership, we support our members with exclusive services 
to help enhance marketing effectiveness and get the best value from their 
agency spend. ISBA is unique as we only allow advertisers into membership, 
hence our members receive impartial and objective guidance and advice.

CORPORATE CITIZENSHIP BRIEFING
Corporate Citizenship Briefing: News and analysis on responsible and 
sustainable business  CCBriefing is probably the world’s longest-running 
regular publication on responsible and sustainable business issues. Sign up at 
ccbriefing.com or follow us @CCitizenship to receive daily news roundups, as 
well as insights. 

ISPORTCONNECT
iSportconnect is the largest global private network of sports business 
executives where membership is exclusive and follows a strict door policy. 
iSportconnect.com provides great opportunities for online business 
networking, news, market data & analysis, columns, discussions, listings 
of events and jobs. There are no introductory fees and no limits on 
communication. The online platform is complemented by exclusive and 
members only events such as the Directors’ Club, which consists of director-
level sports business executives who have the opportunity to network face-to-
face and discuss relevant topics with a panel of experts. 

THE PUBLIC RELATIONS CONSULTANTS ASSOCIATION
The Public Relations Consultants Association is the voice of public relations 
consultancies in the UK and represents over 70 per cent of fee income for UK 
public relations consultancies. All members have to pass the independently-
audited Consultancy Management Standard, a quality mark of sound 
business, professional management and strong creative capacity. For more 
information please visit www.prca.org.uk

SPORTBUSINESS GROUP
SportBusiness Group has been supporting sport business professionals for 
20 years, with a reputation for high quality, integrity and global insight, our 
information services are relied upon by the industry year after year. We 
connect and engage with some of the most influential figures from sporting 
federations, governing bodies and key rights holders to leading sponsors, 
broadcasters and sport marketing companies. Our services are valued and 
trusted worldwide and include: SportBusiness International, Sports Sponsorship 
Insider and TV Sports Markets.

THE SPORT & RECREATION ALLIANCE
The Sport and Recreation Alliance (formerly the CCPR) is the umbrella 
organisation for 320 national governing and representative bodies 
of sport and recreation. Its members, who range from The FA to 
the Ramblers, represent 150,000 clubs and around 8 million regular 
participants across the UK.

SPORT ENGLAND
Sport England is focused on helping people and communities across the 
country create a sporting habit for life. We will invest over £1 billion of National 
Lottery and Exchequer funding between 2012 and 2017 in organisations and 
projects that will:
Create more opportunities for young people to play sport Nurture and 
develop talent Provide the right facilities in the right places Support local 
authorities and unlock local funding Ensure real opportunities for communities.

SPORTCAL
Sportcal is the most comprehensive provider of sports market intelligence.  
Based in Wimbledon Village, we have been at the forefront of the sports 
industry for 25 years with in-depth market news, data, analysis and insight.  
Our product suite consists of our Intelligence Centre, premium platforms 
Media; Sponsorship, Events and Bidding, as well as our Insight service 
combining News, Calendar, Directory and quarterly magazine Sportcal Insight.  
Sportcal also produces the annual ‘Global Sports Impact Report’ which 
analyses the impact of major world championships and multi-sport games 
each year on their host cities and nations.

SPORTPRO
SportsPro has served the global sports industry since 2008, providing high-
level content on the commercial, political and organisational aspects 
of global professional sport, across a variety of platforms. Its acclaimed 
monthly Magazine, available in print and via a dedicated app, offers 
expert commentary and opinion, and is established as the industry leader 
for high-level profiles, features and in-depth interviews. Nothing else is as 
comprehensive.

THINKBOX
Thinkbox is the marketing body for commercial TV in the UK, in all its forms. It 
works with the marketing community with a single ambition: to help advertisers 
get the best out of today’s TV.
Its shareholders are Channel 4, ITV, Sky Media, Turner Media Innovations and 
UKTV, who together represent over 99% of commercial TV advertising revenue 
through their owned and partner TV channels. Associate Members are 
Discovery Networks Norway, Disney, London Live, RTL Group, TalkTalk, Think TV 
(Australia), TVB (Canada), TV Globo (Brazil), TV2 (Norway) and Virgin Media. 
Discovery Channel UK, UTV and STV also give direct financial support.
Thinkbox is here to help you get the best out of TV, and there are lots of ways 
we try to do that: from presentations and training, to events, research insights, 
press enquiries, publications and TV planning advice. See website for more 
detail. www.thinkbox.tv

THINK! SPONSORSHIP
Think!Sponsorship Ltd delivers sponsorship intelligence to the UK sponsorship 
marketplace. Our products and services are used by sponsors, sponsorship 
agencies and sponsorship seekers from across the sports, arts, charity, 
entertainment, broadcast, local council, music & media sectors.

UK SPORT
UK Sport is the strategic lead body for high performance sport in the UK. It 
invests Exchequer and National Lottery funds in Britain’s best Olympic and 
Paralympic sports and athletes to maximise their chances of success on the 
world stage. To find out more about UK Sport please visit www.uksport.gov.uk/

WOMEN IN SPORT
Women in Sport is a charity that aims to transform sport for the benefit of every 
woman and girl in the UK. We draw upon our unique insight and more than 
30 years of experience to champion the right of every woman and girl to 
take part in, and benefit from, sport: from the field of play to the boardroom, 
from early years and throughout her life. By increasing the visibility of women’s 
sport, in the media and in everyday life, we want to inspire people to play 
their part at every level and make sport normal for women and girls. www.
womeninsport.org

Supporters
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ARTS AND CULTURAL SPONSORSHIP
SUPPORTED BY BUSINESS IN THE COMMUNITY

    

SHORTLIST

Alexander McQueen; Savage Beauty, in partnership with Swarovski
Entered by the Victoria and Albert Museum

This superb retrospective highlighted Alexander McQueen’s extraordinary 
craftsmanship and involved immersive scenography. Swarovski came on board 
at an early stage to make this ambitious project a reality and optimised every 
opportunity to leverage its privileged relationship.

AXA PPP Health Tech & You
Entered by The Design Museum

Health Tech & You showcased the best in personal health technology 
innovations and presented them in an engaging way to the public. Over the 
first year the partnership provided AXA with a sustained platform from which to 
implement activation, corporate and internal engagement. 

Magna Carta 800: British Library and Linklaters
Entered by The British Library

Magna Carta 800 was the biggest exhibition in the library’s history involving 
a year of anniversary celebrations. For Linklaters, it provided a platform to 
meet and engage with clients and other stakeholders while also proving 
opportunities to inspire and involve over 2000 Linklaters staff members.

Ray-Ban #Campaign4Change
Entered by Fuse Sport + Entertainment

This strategy involved a partnership with global music platform Boiler Room. 
The goal was to bring Ray-Ban’s summer campaign #Campaign4Change to 
life, thereby maintaining Ray-Ban’s cool and desirable status and using the 
partnership as a vehicle to drive consumers to Ray-Ban.com.

Samsung and the Royal Shakespeare Company
RE:Shakespeare
Entered by Samsung and the RSC

RE:Shakespeare transformed young people’s engagement with Shakespeare 
and their attitudes to his work, by utilising Samsung’s expertise as a pioneer of 
virtual reality. The campaign also leveraged Samsung’s technology credentials 
to demonstrate its commitment to young people.

The Fever Venue Partnership 
– Almeida Theatre and The May Fair Hotel
Entered by the Almeida Theatre

Sponsored by The May Fair Hotel and entered by the Almeida Theatre, 
this partnership was about bringing to life May Fair’s close association with 
the London theatre scene. By becoming the venue partner for Almeida’s 
production of The Fever, the May Fair achieved something bold and surprising 
that made it stand out from its competitors as an enabler of creativity.

WINNER 

Alexander McQueen; Savage Beauty,
in partnership with Swarovski
Entered by the Victoria and Albert Museum

During its run, Savage Beauty attracted unprecedented media coverage 
and almost half a million global visitors. VIPs included Lady Gaga and Kim 
and Kanye West. Making V&A history, the exhibition opened through the 
night to accommodate demand. Swarovski activated the partnership 
brilliantly across online, instore, direct marketing, database and educational 
channels.

HIGHLY COMMENDED

Ray-Ban.com #Campaign4Change
Entered by Fuse Sport + Entertainment

ENTERTAINMENT & EVENTS SPONSORSHIP

SHORTLIST

City Hack – Desperados
Entered by LiquidThread SMG

City Hack brought together DJs, artists, designers and promoters from London, 
Bristol and Manchester for a six month competition in which they had to 
showcase their skills and prove they could hack their stomping ground like 
no other. Through content across paid, owned and earned channels, millions 
watched the crews go head-to-head with each other in a campaign that also 
involved AEI’s base music brand UKF. 

Nissan UEFA Champions League: Berlin 2015 Final
Entered by Fuse Sport + Entertainment

This partnership provided a perfect arena to showcase Nissan’s strategic 
platform of Engineers of Excitement to customers, consumers and employees. 
Nissan’s Electrify Berlin campaign messaging and inclusion of 40 electric 
vehicles in the guest experience fleet also helped established it as the 
automotive brand for UEFA Champions League.

SSE Energising Entertainment 
Entered by Material_UK

Energising Entertainment is the name given to SSE’s title sponsorship of the SSE 
Hydro and SSE Arena. A highly-visible sponsorship, it has created a powerful 
platform to deliver SSE’s customer retention and acquisition strategy, and also 
influenced positive brand perceptions by offering unique customer benefits.

Tennent’s Lager - At The Heart Of T In The Park
Entered by Material_UK

This was a brand new integrated campaign that breathed life into the T In The 
Park sponsorship. ‘Lager at the Heart of TITP’ smashed all targets, propelling 
awareness of Tennent’s’ sponsorship to an all-time high, generating spikes 
in consumer engagement, brand health levels, likelihood to consume and 
reclaiming the brand’s stature as founding partner of TITP.

Wear the Rose Live - O2
Entered by M&C Saatchi Sport & Entertainment

Wear the Rose Live was about bringing together O2’s two biggest sponsorships, 
The O2 and England Rugby, in support of England’s participation in the Rugby 
World Cup. A hugely impactful campaign it delivered across all media and 
provided a powerful platform through which to reward O2 customers.

WINNER 

City Hack – Desperados
Entered by LiquidThread SMG

The City Hack sponsorship brought to life Desperados’ brand positioning 
of ‘going your own way’. With widespread coverage on digital and 
mainstream media such as BBC Radio 1, it smashed Desperados’ pre-
campaign targets and had a big impact on the brand’s approval ratings 
among its target demo.
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CHARITY & CORPORATE COMMUNITY 
ENGAGEMENT
SPONSORED BY SPONSORIUM

    

SHORTLIST

Bisto’s Spare Chair Sunday, delivered through Paddy McGuinness’s 
Sunday Dinner
Entered by The Story Lab & Carat

This partnership saw Bisto and Contact the Elderly launch a nationwide initiative 
aimed at combating the growing problem of loneliness amongst older people, 
This campaign followed a Bisto-commissioned YouGov poll showing that a third 
of people over the age of 70 in the UK eat alone every day.

Johnnie Walker - Join the Pact
Entered by JMI Motorsport

This campaign was about using the brand’s association with Formula 1 and its 
drivers to encourage people to never Drink and Drive. Since Johnnie Walker 
was announced as the Official Whisky of Formula One, over one million new 
commitments never to drink and drive have been collected and 1.5m KM of 
safe rides home have been delivered via various initiatives.

M&S and Macmillan
World’s Biggest Coffee Morning Partnership 2015
Entered by Macmillan Cancer Support

The World’s Biggest Coffee Morning is an annual event that ensures more 
people in the UK have the support they need in their own community, so that 
no one has to face cancer alone. The 2015 edition achieved a huge hike in 
donations.

O2 & War Child: Passport Back To The Bars
Entered by FRUKT

Passport Back To The Bars is a week of one-off events offering access to 
some of the biggest names in music – all supporting War Child after an 
unprecedented year of violence for children in war zones. Tickets were 
made available via a text draw, with proceeds going to the charity. This was 
supported through a campaign of PR and social media reaching out to music 
fans.

WINNER 

M&S and Macmillan
The World’s Biggest Coffee Morning Partnership 2015

A series of innovative activities in M&S stores had a huge impact on the 2015 
Coffee Morning. Highlights included a 65% increase in staff fundraising, a 
150% increase in store fundraising and a 400% increase in the amount brought 
in from in store regional collections. By building a strong joint-branded identity 
M&S and Macmillan doubled the income raised compared to 2014 and 
achieved significant uplifts in PR.

HIGHLY COMMENDED

Bisto’s Spare Chair Sunday, delivered through Paddy McGuinness’s 
Sunday Dinner
Entered by The Story Lab & Carat

EDUCATION AND LEARNING SPONSORSHIP

SHORTLIST

BUCS Deloitte Leadership Academy
Entered by BUCS

Sponsored by Deloitte and entered by BUCS, this prestigious Academy sets out 
to enhance the leadership credentials of students who play sport at university, 
improve their employability prospects and attract a high performing talent 
stream to the Deloitte graduate programme.

Magners, Celtic FC and Celtic FC Foundation: Goals for Charity
Entered by Material_UK

This partnership with Celtic FC’s charitable arm delivered one of their most 
successful programmes ever. It had a tangible and positive impact on the lives 
of those participating, helping them develop the skills and confidence they 
needed to get back into work and do something that they really enjoyed.

McDonald’s Teacher Education Programme
Entered by EdComs and McDonald’s

The teacher education programme seeks to build trust in the McDonald’s 
brand among two key audiences - young people and teachers - by improving 
perceptions of the brand and increasing understanding of McDonald’s as a 
business and an employer. It provides curriculum-linked resources that bring 
McDonald’s real-world experience to teaching for students aged 14+.

Samsung and the Royal Shakespeare Company
RE:Shakespeare
Entered by Samsung and the RSC

This partnership made Shakespeare relevant for a new generation by providing 
an innovative new way to experience his work. The use of contemporary 
lyricists and artists such as Professor Green helped boost engagement 
significantly.

WINNER 

McDonald’s Teacher Education Programme
Entered by EdComs and McDonald’s

The McDonald’s Education Programme exceeded reach targets that had 
been set for its first year. It had a big impact on teachers, with 78% who used 
the resources saying they felt more positively about McDonald’s as a result 
of the experience. Students also felt more positive, with significant increases 
in those describing McDonald’s as quality and trustworthy. The campaign 
also improved perceptions of McDonald’s as an employer and a responsible 
business.

HIGHLY COMMENDED

BUCS Deloitte Leadership Academy
Entered by BUCS
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SUSTAINABILITY SPONSORSHIP 

SHORTLIST

DHL Formula E Sponsorship
Entered by Bright Partnerships

This programme with Formula E is about contributing to environmental 
protection and an improved quality of life on our planet, whilst also enhancing 
the success of business partners. DHL became a founding partner of the series 
to help inspire the world to address today’s pressing issues of sustainable 
technologies and behaviours in an engaging way.

11th Hour Racing’s sponsorship of Land Rover BAR
Entered by 11th Hour Racing/Land Rover BAR

This partnership was an innovative attempt to link elite sailing and sustainability. 
11th Hour Racing, a programme of The Schmidt Family Foundation, establishes 
strategic partnerships within the sailing and marine communities to promote 
collaborative systemic change for the health of coastal, offshore and 
freshwater environments.

Nissan UEFA Champions League: Electrifying Berlin
Entered by Fuse Sport + Entertainment

This programme was about showcasing Nissan’s leadership in electric vehicles 
(EV). At the Champions League Final in Berlin, fans and delegates were given 
a full EV experience as Nissan sought to ‘Electrify Berlin’ raising the sustainability 
profile and performance of EVs as well as Nissan’s overall commitment to 
sustainability.

WINNER 

DHL Formula E Sponsorship
Entered by Bright Partnerships

DHL achieved a number of positive brand metrix as a result of this partnership 
with Formula E. 86% of people surveyed were positive towards DHL’s 
partnership with Formula E and 56% agreed that DHL is a leader in supporting 
the technological development of sustainable solutions. The partnership also 
achieved high levels of media and employee engagement.

TV SPONSORSHIP – LARGER BUDGET 
SUPPORTED BY THINKBOX

    

SHORTLIST

Aunt Bessie’s I’m a Celebrity sponsorship
Entered by The Story Lab and Vizeum

This sponsorship of I’m A Celebrity was a huge success for the brand. Activated 
across numerous platforms and channels using an amusing creative approach, 
it delivered improved brand image and a significant uplift in product sales.

Helluva Tour - Foster’s
Entered by LiquidThread SMG

Sponsored by Foster’s and entered by LiquidThread SMG, this humorous and 
well-targeted campaign used Channel 4 comedy to achieve its objectives. 
With four young people sent off in a pimped up camper van to drive from the 
UK to Australia, the end result was that people who saw the sponsorship were 
87% more likely to make Foster’s their No.1 lager than non-viewers.

Serving up excitement with Domino’s and Hollyoaks
Entered by Arena Media

Sponsored by Domino’s and entered by Arena Media, this campaign used 
clever integration with Channel 4’s Hollyoaks to reward loyal Domino’s 
customers and grow the company’s customer base. The sponsorship provided 
a powerful unified marketing platform for the company’s 900 franchisees.

SSE - Sounds of Victory
Entered by Fuse Sport + Entertainment and OMD

#SoundsofVictory was launched with a world first – specially engineered, 
custom-made sound bottles that used state-of-the-art technology to capture 
the atmosphere from key moments in rugby history. An innovative campaign, 
Sounds Of Victory provided a boost to SSE’s brand image and awareness.

Stella Artois Cinematique
Entered by The Story Lab and Vizeum

Cinematique helped re-establish Stella Artois’s status as a leading premium 
beer in the UK. The campaign used a TV ad break to add value to the Channel 
4 film fan’s viewing experience. In doing so, it increased premium perceptions 
and contributed to significant year-on-year sales growth for Stella.

WINNER 

Serving up excitement with Domino’s and Hollyoaks
Entered by Arena Media

With sponsorship idents shot on the Hollyoaks set and social media showing 
the cast eating Domino’s Pizza, the response from fans was huge. Over 
three quarters of those who recalled the sponsorship said they were likely 
to purchase a Domino’s product, higher than the norm. Domino’s was also 
able to attribute a large spike in sales to the sponsorship.

HIGHLY COMMENDED

Aunt Bessie’s I’m a Celebrity sponsorship
Entered by The Story Lab and Vizeum
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TV SPONSORSHIP – MEDIUM TO SMALLER BUDGET
SUPPORTED BY THINKBOX

    

SHORTLIST

Camelot Gogglebox Partnership
Entered by The Story Lab and Vizeum

The Gogglebox Partnership was devised to rekindle interest in the Lotto. By 
partnering with the families from hit TV show Gogglebox, Camelot sought to 
inform its audience that Lotto was making more millionaires than ever before.

Casillero Del Diablo Sponsors Legendary Movies on Sky Movies
Entered by SPP Media

This well-integrated and well-targeted partnership provided year round access 
to the right audience in the right frame of mind for drinking Casillero wine. 
The result was an increase in sales despite the fact the wine was selling at a 
premium price.

Lambrini TV Sponsorship 
Entered by Discovery Communications

This campaign took advantage of the strong fit between the brand and TV 
channel TLC’s female audience. By partnering with a channel whose core 
audience was similar to its own, Lambrini was able to promote its fruit perry 
range very effectively, leading to a significant growth in sales.

One Day Acuvue Define contact lenses 
sponsors ‘Eye Catching’ content on E!
Entered by MEC Access

This sponsorship sought to raise awareness of Acuvue Define contact lenses 
among a discerning female audience. MEC & Sky Media worked together 
to build a 360-degree partnership with E! Entertainment, centred on a major 
TV sponsorship deal that also incorporated promotions, experiential and 
competitions.

Sega - Football Manager
Entered by Sky Media

The cleverly-integrated campaign generated excellent results for the client. 
By linking up Football Manager with Sky’s popular Transfer Window coverage, 
Sega managed to shift an impressive 110,000 units in its first week on sale in the 
UK.

The Royal Bank taking on Scotland’s Scammers
Entered by ZenithOptimedia

This campaign helped the people of Scotland avoid falling foul of scammers 
through an Ad Funded Programme on STV called Stopping Scotland’s 
Scammers. It was so successful that a new series was commissioned and ITV 
decided to greenlight a similar show for the rest of the UK

WINNER 

The Royal Bank taking on Scotland’s Scammers
Entered by ZenithOptimedia

Scammers was the most watched consumer affairs programme across any 
channel in Scotland during 2015. Key brand measures such as ‘proud to be an 
RBS customer’ and ‘RBS is a bank I can trust’ rose by 9% and 8%, respectively 
among viewers to the show. All of this is helping to deliver against the bank’s 
objective to be No.1 in Trust by 2020.

HIGHLY COMMENDED

One Day Acuvue Define contact lenses 
sponsors ‘Eye Catching’ content on E!
Entered by MEC Access

PRINT AND RADIO SPONSORSHIP

SHORTLIST

Kellogg’s Buy A Box Give A Bowl
Entered by The Story Lab and Carat

This programme leveraged media partnerships to raise awareness of child 
hunger in the UK and educate people on how they can help the cause. 95% of 
people found the initiative to be a good cause with this translating through to 
85% of people wanting to purchase a pack of Kellogg’s cereal.

Priority Tickets partnership - O2 and Global Radio
Entered by O2 and Forward

This campaign involved a partnership with Global Radio to promote regular 
Priority Tickets campaigns. The media partnership was an innovative structure 
that allowed O2 to use the full range of Global’s brands, turn around 
multiplatform campaigns in 48 hours and support everybody from Adele to ZZ 
Top. This supported O2’s long-running loyalty scheme, contributing to churn 
reduction and sustaining customer satisfaction.

SuperSubs – recruiting for the Royal Navy in real-time
Entered by MEC Access

This was an attempt to explain the role of the Royal Navy Reserves to the 
target audience. This objective was achieved by making a link to the idea of 
substitutes in a game of football. The RNR was positioned as the equivalent of 
the Navy’s subs bench through media such as talkSPORT Radio and The Metro.

The Christian O’Connell Breakfast Show with Wickes
Entered by Absolute Radio and The Story Lab

The DIY brand’s partnership with The Christian O’Connell Breakfast targets two 
distinct core audiences; tradesmen on their way to their first job at 6am and 
a more casual DIY audience on the later morning commute. Blending long 
term strategic brand messaging with tactical promotional campaigns, the 
partnership has driven sales for Wickes and also led to a big increase in positive 
perceptions of the brand.

WINNER 

SuperSubs – recruiting for the Royal Navy in real-time
Entered by MEC Access

The RNR’s substitution analogy really resonated with its audience.
Research with The Metro showed that, among those exposed to the 
campaign, there was a 25% increase in brand awareness and a 39% increase 
in brand knowledge. In the month after campaign launched, the Royal Navy 
received its highest number of contacts in a single month. Enquiries to the 
call centre, the website and attendances at recruitment events all jumped 
significantly after the campaign.

HIGHLY COMMENDED

Priority Tickets partnership - O2 and Global Radio
Entered by O2 and Forward
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DIGITAL ACTIVATION - BUDGET OVER £200,000

SHORTLIST

#wimblewatch – Evian
Entered by MEC Access

#wimblewatch was part of Evian’s overarching relationship with Wimbledon. 
Designed to reinforce the connection between the two, it was a 13-part 
digital content series, featuring celebrities and tennis fans. The people-centric 
approach increased consumer proximity and showed people having fun with 
Evian. The content was watched by more people than the ladies final.

AIG’s Haka 360° Experience
Entered by Octagon

The Haka 360° Experience was a fully immersive digital VR experience that 
allowed fans to take their place on the field with the All Blacks and face their 
electrifying pre-match ritual. The digital campaign was at the heart of AIG’s 
global RWC programme and was used to engage employees, customers and 
fans.

Canon Rugby World Cup & ‘Unique Perspectives’
Entered by Bright Partnerships

Unique Perspectives was about reaching a young, adventurous global target 
audience. The mission was to invite rugby fans to engage with the Canon 
brand via a range of image-related initiatives. The result was a truly integrated 
digital campaign with a single message that reached over 10 million fans.

Casio G_SHOCK: The Indestructibles
Entered by The Story Lab and Vizeum

This campaign set out to step-change awareness and consideration of the 
G-SHOCK range of products among core fans as well as a new older, broader 
group. Interweaving digital, social, branded content, product placement and 
TV sponsorship, the campaign achieved ROI of around 11 to 1.

Samsung School Of Rugby - Digital Activation
Entered by Samsung

Sponsored and entered by Samsung, School Of Rugby is based on the key 
insight that the more you understand something, the more you will get out of it. 
Because rugby is a complicated game - the aim of the School of Rugby was to 
demystify the sport through the use of humour and athlete endorsement.

Very.co.uk - The Official Fashion Partner of The X Factor 2015
Entered by The Story Lab and Vizeum

This collaboration with The X Factor was designed to build awareness, credibility 
and purchase intent among the target audience. By utilising the synergy of XF 
and Very and leveraging the reach, social conversation and kudos of show, 
Very wanted to own the fashion conversation pre-Christmas.

WINNER 

Samsung School Of Rugby - Digital Activation
Entered by Samsung

Samsung wanted its brand to be something that people love and feel 
an emotional connection to. So it identified Rugby World Cup 2015 as an 
opportunity to connect with consumers in a deeper way. With Samsung 
School of Rugby, it created one of the most loved, shared and talked 
about campaigns of the event. In doing so it achieved strong results that far 
exceeded its pre-campaign expectations.

HIGHLY COMMENDED

Very.co.uk - The Official Fashion Partner of The X Factor 2015
Entered by The Story Lab and Vizeum

DIGITAL ACTIVATION - BUDGET UNDER £200,000

SHORTLIST

#HatsOffToTom – MasterCard
Entered by Octagon

#HatsOffToTom used pre-planned content, proactive and reactive community 
management, on-site events and ambassador content to keep Mastercard 
top of mind at the 2015 British Golf Open. Through shrewd use of social media, 
Octagon linked the event to Mastercard’s Priceless positioning.

#MyFirstLFCGame - Garuda Indonesia
Entered by Liverpool Football Club

#MyFirstLFCGame was developed to create an organic mechanic to generate 
positive brand awareness and association in key markets for the airline. Prizes 
were used to incentivise fans to submit images, while LFC and Garuda created 
ongoing relevant content pieces to generate momentum and gather a sense 
of togetherness and inclusion.

#scrumtogether 
Dove Men+Care Rugby World Cup 2015 Digital Activation
Entered by Essentially Group

#scrumtogether signalled the brand’s intention to put social media at the 
heart of its Rugby World Cup 2015 campaign. With #scrumtogether resonating 
naturally with the brand’s proposition, ‘care makes a man stronger’, and by 
building on its existing home nations partnerships, Dove Men+Care emerged as 
a top performer in social media.

#WeDealInReal - Land Rover
Entered by Fast Track

#WeDealInReal was the single organising idea at the heart of the brand’s social 
campaign for Rugby World Cup 2015. The goal was to make more people love 
Land Rover, so the brand focused less on product and more on the impact 
sport can have on people’s lives from grassroots to the greatest stage.

Barclays Spirit of The Games Heroes
Entered by Havas Sports & Entertainment Cake

Spirit of The Games Heroes involved filming videos about passionate individuals 
making a unique contribution through football and then sharing them 
with Barclays’ social communities.The goal was to raise trust, warmth and 
consideration in the Barclays brand.

Marriott Hotels #ReuniteMeWith
Entered by MEC Access

#ReuniteMeWith was a way of connecting fans around the world over their 
love of Rugby. Marriott’s goal was to use the pull of England Rugby with a 
home World Cup to nudge reappraisal of Marriott by its target demo, a new 
generation of affluent, influential, digital savvy business travellers. 

WINNER 

Barclays Spirit of The Games Heroes
Entered by Havas Sports & Entertainment Cake

Spirit of The Games Heroes was Barclays’ most engaging social campaign 
to date, far exceeding objectives and expectations. In the process, it raised 
Barclays’ brand trust – a metric notoriously difficult to affect within financial 
services. Consequently, Barclays has reconsidered how it leverages its global 
sponsorship assets to play a meaningful role with fans.

HIGHLY COMMENDED

#WeDealInReal - Land Rover
Entered by Fast Track
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SPORTS SPONSORSHIP OVER £1 MILLION BUDGET
SUPPORTED BY SPORT ENGLAND AND UK SPORT 

    

SHORTLIST

#wimblewatch – evian
Entered by MEC Access

#wimblewatch did a great job of re-energising the brand’s long-running 
relationship with Wimbledon and its fanbase. Highly-effective engagement 
through digital channels led to improved brand consideration and a significant 
boost in Evian’s sales volumes.

DHL Formula E Sponsorship
Entered by Bright Partnerships

This partnership placed the environment at its heart. A well-integrated 
campaign it persuaded consumers that DHL is a leader in supporting 
technological development for sustainable solutions, and also promoted the 
benefits of e-mobility.

MasterCard RWC - Turning the World Oval #44daysofcrazy
Entered by Octagon

#44daysofcrazy was Mastercard’s attempt to deliver something unique, 
passionate and engaging that could cut through the noise of rival sponsors 
at the 2015 Rugby World Cup. From Haka Flash Mobs to rugby anthems being 
sung on the steps of the Paris Opera House, the sponsorship turned the event 
into a magical memorable experience 

Nissan UEFA Champions League 2014/2015
Entered by Fuse Sport + Entertainment

Sponsored by Nissan and entered by Fuse, this UEFA Champions League 
partnership was designed as an integrated campaign that could be activated 
globally, deliver strong business impact and bring to life Nissan’s core brand 
pillars of Innovation and Excitement. The objectives were to increase Nissan 
brand familiarity, positive opinion and purchase intent.

O2 “Wear The Rose”
Entered by M&C Saatchi Sport & Entertainment and VCCP

Sponsored by O2 and entered by M&C Saatchi S&E, this England Rugby 
partnership was based around a simple insight: the power of support can make 
a difference. Using the rose as the symbol of its campaign, O2 generated 5.4 
million proactive acts of support across the Rugby World Cup time period.

Samsung School Of Rugby
Entered by Samsung

Through clever use of England rugby legends and comedian Jack Whitehall, 
it achieved impressive levels of brand engagement and achieved increased 
brand and product consideration, leading to extra sales.

WINNER 

O2 “Wear The Rose”
Entered by M&C Saatchi Sport & Entertainment and VCCP

O2’s Wear The Rose campaign had a massive impact across a range of 
digital channels. It was also the focal point of a successful fan rewards 
programme and an innovative event at The O2 called Rose On The Roof. 
Linking the O2 brand to the Rose also enabled it to cut through at the Rugby 
World Cup.

HIGHLY COMMENDED

Samsung School Of Rugby
Entered by Samsung

SPORTS SPONSORSHIPS UNDER £1 MILLION 
BUDGET
SUPPORTED BY SPORT ENGLAND AND UK SPORT 

    

SHORTLIST

Always A Better Way In Cricket – Toyota
Entered by ZenithOptimedia

This innovative cricket-based campaign touched the brand’s target audience 
across numerous communications channels. This helped the client improve in 
key areas such as brand likeability, brand consideration, brand advocacy and 
brand talkability.

Caledonia Best: The Best of Scottish Rugby
Entered by Material_UK

This sponsorship delivered a year of integrated fan activity that elevated the 
brand and resonated with their core target audience. Strategic drives during 
the RBS 6 Nations and Rugby World Cup delivered increased awareness of the 
sponsorship; a growth in match-day sales from previous years; an increase in 
off-trade sales and a growth in social media followers.

Dove Men+Care’s sponsorship of Rugby World Cup 2015
Entered by Essentially Group

This Rugby World Cup-based partnership achieved high levels of engagement. 
With strong results across digital channels such as Facebook, YouTube and 
Twitter, the brand achieved a remarkable year on year sales improvement.

FeelWimbledon – Jaguar
Entered by CAA Sports Consulting

This ground-breaking partnership used cutting edge technology, creativity 
and a clear simple campaign message, which communicated Jaguar’s brand 
purpose. This ensured the automotive brand generated reams of coverage to 
become one of the most talked about brands during Wimbledon.

Hardys - Official Wine of England Cricket
Entered by Essentially Group

This partnership between an Australian wine and England Cricket used 
innovative and humorous ATL creative, world-class ambassadors, in-store 
promotions and in-ground activation to help Hardys amplify brand awareness, 
increase product sales, and drive consumer exposure to its more premium 
wines.

Marriott Hotels #ReuniteMeWith
Entered by MEC Access

#ReuniteMeWith was a way of connecting fans around the world over their 
love of Rugby. Marriott’s goal was to use the pull of England Rugby with a 
home World Cup to nudge reappraisal of Marriott by its target demo, a new 
generation of affluent, influential, digital savvy business travellers. 

WINNER 

Marriott Hotels #ReuniteMeWith
Entered by MEC Access

Marriott has been a sponsor of England Rugby since 2012 but #ReuniteMeWith 
was an innovation introduced in 2015. It has had a dramatic impact, 
helping the brand improve its image across a range of key areas and driving 
spontaneous awareness. As a result of the campaign, the target audience 
is more likely to think of the brand as dynamic, stylish, innovative, global, 
thoughtful and ‘a brand for me’.

HIGHLY COMMENDED

Hardys - Official Wine of England Cricket
Entered by Essentially Group
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GRASS ROOTS SPORTS SPONSORSHIP
SUPPORTED BY THE SPORT AND RECREATION ALLIANCE

    

SHORTLIST

O2 Touch Tour
Entered by M&C Saatchi Sport & Entertainment

The O2 Touch Tour is a mixed team sport, suitable for any ability – with the goal 
of getting 18-25 year olds playing rugby regularly. With Jonny Wilkinson on 
board as an ambassador, the Tour has also become a vehicle for positive social 
change, with disadvantaged young people able to gain skills through tailored 
training programmes and work experience opportunities.

QBE Coaching Club
Entered by Generate

The Coaching Club was established to recruit and train a cadre of quality, 
knowledgeable rugby coaches. The initiative allowed QBE to promote its 
‘Made Possible By’ brand positioning and to make a significant difference to 
the world of community rugby.

SSE NextGen
Entered by Material_UK

The SSE Next Gen programme was launched in 2013 in partnership with 
SportsAid. Designed to support talented young athletes across the UK and 
Ireland it has grown from little more than a dozen athletes in 2013 to 100 across 
the UK in 2015. The programme has helped with SSE brand reappraisal and also 
been used as a way to show staff the impact their involvement can have.

Tennis On The Road, presented by The Royal Bank of Scotland
Entered by IMG

Tennis On The Road is a programme that sees Judy Murray taking Tennis to 
communities with minimal existing activity. Featuring engaging content, TOTR 
is tailored to appeal to teachers, volunteers, sports development teams and 
parents.

The FA Mars Just Play Programme
Entered by Octagon

The Just Play programme is a simple, well-organised, nationwide scheme 
that allows people to get back to the game they love. In 2013, Mars and 
The FA set an ambitious target for The Just Play Programme: to provide 1 
million opportunities to Just Play by 2017. In 2015, 2 years early, this target was 
surpassed.

Volvo Sailing Academies
Entered by Into the Blue

This initiative is designed to get the country sailing. Through free family-friendly 
open days, people can get taster sessions in sailing, windsurfing, stand-up 
paddleboarding, kayaking and power kiting, to help make these sports more 
accessible to a wider audience. Dealers also use these days to invite their 
clients and provide a money-can’t-buy experience to their prospects.

WINNER 

Volvo Sailing Academies
Entered by Into the Blue

Not only did this initiative introduce water sports to a wider audience, it drove 
brand and product awareness among Volvo’s target market. It also allowed 
Volvo to build long-term relationships between its dealerships and local sailing 
clubs.

EMPOWERING WOMEN THROUGH SPORT
SUPPORTED BY WOMEN IN SPORT

    
 

SHORTLIST

SSE Women’s FA Cup
Entered by Synergy Sponsorship

This partnership with the women’s FA Cup is about transforming women’s 
football in England, mirroring SSE’s brand essence of doing more for 
customers and communities in moments that matter. This is the largest-ever 
corporate investment in women’s football and includes funding for a girls-only 
programme.

Team SCA - Ocean Racing Team 2014-15
Entered by SCA

This was the first all female team to compete in The Volvo Ocean Race in 12 
years. SCA believes that everyone should have the opportunity to live life to the 
fullest. As part of this philosophy, Team SCA is about inspiring and empowering 
women from all walks of life, and wanting to show that women can be, and do 
amazing things.

WINNER 

SSE Women’s FA Cup
Entered by Synergy Sponsorship

In June 2015, SSE made the landmark decision to become the first-ever title 
sponsor of The SSE Women’s FA Cup, for the next four years. A year later, it 
has proved to be everything a great sponsorship should be: brave, visionary, 
innovative, effective, and a genuine partnership with a shared and critical 
social purpose that will make a measurable difference. 
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BUSINESS TO BUSINESS SPONSORSHIP

SHORTLIST

AIG - Proud Sponsors of New Zealand Rugby
Entered by Octagon

This partnership quickly delivered against branding and grassroots objectives. 
Latterly however, it has been put to work successfully as a B2B tool, driving 
leads and conversations with customers and new business prospects as well as 
engage a global workforce.

Accenture: Official Technology Partner to RBS 6 Nations
Entered by Accenture

The partnership with RBS 6 Nations was used as a vehicle to differentiate 
Accenture’s business, engage its target c-suite audience and showcase its 
business expertise. The brand’s research identified rugby as its clients’ number 
one pastime so it sought to transform a traditional sponsorship by working in 
partnership with Six Nations Rugby Limited (SNRL) to deliver them digitally-led 
B2B solutions.

Lloyd’s Register Energy – David Florence, Change Champion
Entered by Lloyd’s Register Energy

This campaign is based around the skillset of World Champion canoeist David 
Florence. For the past two years, the sponsorship has seen Florence become 
the face of an employee engagement programme instrumental in driving 
cultural changes. With his stories about overcoming obstacles to reach the top 
of his game, he motivates employees to be involved in growing the business 
and become future leaders.

DHL Cirque Du Soleil
Entered by Bright Partnerships

The partnership with CdS aims to extend the brand’s appeal to a wider 
audience, and provide DHL countries with year round opportunities to build 
and strengthen relationships with key customers from all levels in 30+ countries 
every year. It is also used to support internal messaging and activity to 
engender passion and pride in its staff and impact on their satisfaction.

Vodafone UK Enterprise and Ready Business Britain
Entered by MEC Access

Ready Business Britain is a campaign that positions the brand as the key 
partner for enterprise – from SMEs to large enterprises and organisations in the 
public sector. To support this, Vodafone partnered with News UK to build a fully 
integrated, cross platform campaign to communicate key messages.

WINNER 

AIG - Proud Sponsors of New Zealand Rugby
Entered by Octagon

Throughout last year’s Rugby World Cup, AIG staged 127 separate events 
and engaged over 2,400 customers and new business prospects. Post event 
feedback achieved exceptionally strong feedback, with 92% of clients and 
brokers saying their relationship with AIG was enhanced as a result.

HIGHLY COMMENDED

DHL Cirque Du Soleil
Entered by Bright Partnerships

BRAND SPONSORSHIP

SHORTLIST

Aunt Bessie’s I’m a Celebrity sponsorship
Entered by The Story Lab and Vizeum

This sponsorship of I’m A Celebrity was a huge success for the brand. Activated 
across numerous platforms and channels using an amusing creative approach, 
it delivered improved brand image and a significant uplift in product sales.

Casio G_SHOCK: The Indestructibles
Entered by The Story Lab and Vizeum

The innovative partnership was designed to step-change awareness and 
consideration of Casio’s range of products amongst their core fans as well as 
a new older, broader group. It involved an integrated campaign with Factory 
Media and Dave including TV sponsorship, digital, social, branded content, 
product placement, PR and experiential.

Lucozade Sport - Strictly For The Home Nations Only
Entered by Fast Track

This tongue-in-cheek Rugby World Cup campaign involved declaring a 
temporary ban on all visiting nations drinking Lucozade during the tournament. 
Backed by clever creative work, the campaign was one of the stand-out 
campaigns of the entire event.

Mixing Up Your Summer with McDonald’s McFlurry and MTV
Entered by Sky Media and OMD UK

The partnership was designed to help McDonald’s maintain its position as 
the number one destination for ice cream, by harnessing McFlurry’s strong 
association with the summer. The campaign not only drove product sales, but 
increased love for the brand amongst their target audience of 16-24s.

O2 “Wear The Rose”
Entered by M&C Saatchi Sport & Entertainment and VCCP

O2 calls it “emotive and behaviour-led sponsorship marketing that stayed true 
to our brand values: putting customers first and personal enablement”.

Samsung School Of Rugby
Entered by Samsung
 
This Rugby World Cup partnership was an attempt to get people to love and 
feel an emotional connection to the brand. With School of Rugby, Samsung 
created one of the most loved, shared and talked about campaigns of 
the event. In doing so it achieved strong results that far exceeded its pre-
campaign expectations.

WINNER 

Aunt Bessie’s I’m a Celebrity sponsorship
Entered by The Story Lab and Vizeum

The Auntie Bessie’s team said this sponsorship has “proved perfect to drive 
awareness and trial of our product portfolio. It’s also had a positive impact 
on our brand KPIs; from increased distribution across our range to improved 
promotional and feature space within the retail environment. Amazingly, 
we’ve also seen total brand penetration uplifts, more social media 
conversations, and sales uplifts.”
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FIRST TIME SPONSORSHIP

SHORTLIST

Casio BABY-G & Vice / i-D with Hannah Diamond
Entered by The Story Lab and Vizeum

This campaign was created to celebrate BABY-G’s 21st birthday by capitalising 
upon the brand’s renaissance in fashion circles. To drive desirability, Casio 
BABY-G partnered with a music icon to connect with the core audience of 
young women on the ‘leading edge’ of fashion, trends and design.

FairFX and Sky Sports F1
Entered by Sky Media

The partnership was about cutting through a cluttered FX market often led 
by price and tactical offers. Through the use of TV and digital, the goal was 
to achieve top of mind awareness, increase market share, drive sales and 
establish the FAIRFX brand name amongst the upmarket, frequent traveller 
audience.

IAG Cargo, Logistics Partnership with the British Museum for The BP 
exhibition Indigenous Australia: enduring civilisation
Entered by The British Museum

This important exhibition brought little known indigenous histories, culture 
and artifacts to an international audience. As such it presented a unique 
opportunity for first-time sponsor IAG Cargo to contribute to a ground-breaking 
exhibition, build outstanding brand profile with key international audiences and 
demonstrate best practice across the industry.

Partners in Performance 
MERCEDES AMG PETRONAS Formula One Team and TUMI Inc.
Entered by MERCEDES AMG PETRONAS Formula One Team

The partnership was about finding the right platform for TUMI’s array of luxury 
travel, business and lifestyle accessories. TUMI decided that Mercedes-Benz’s 
status within a global, high-tech sport like Formula One would provide an 
appropriate audience.

Trivento - Proud Sponsors of Premiership Rugby
Entered by Grand Central Creative

This was the first time a wine brand had become an Official Supporter of 
Premiership Rugby. It provided a platform for Trivento to engage key retail 
accounts, build brand awareness among its target and new audiences and 
ultimately drive sales.

WINNER 

Partners in Performance 
MERCEDES AMG PETRONAS Formula One Team and TUMI Inc.
Entered by MERCEDES AMG PETRONAS Formula One Team

The MERCEDES AMG PETRONAS Formula One Team was the perfect exemplar 
of TUMI’s brand promise. By associating with the team, TUMI’s brand 
positioning was given global validation. The partnership helped TUMI with 
brand building and engagement as well as driving a sales increase.

HIGHLY COMMENDED

Trivento - Proud Sponsors of Premiership Rugby
Entered by Grand Central Creative

SPONSORSHIP CONTINUITY

SHORTLIST

Bank of Scotland Great Scottish Run
Entered by Material_UK

This long-running partnership has built into a major annual event. This year, the 
seventh, BoS re-invigorated the campaign so it could talk to and reengage 
with customers and wider community. It did this through various initiatives 
including the integration of its partnership with Children in Need.

Deloitte Ride Across Britain
Entered by Threshold Sports

The event is now the leading corporate cycling event in the UK.  The Ride has 
been a major success at driving key client relationships in an innovative and 
meaningful way. It has added broader social benefits as one of the largest 
fundraisers per head in the UK and it contributes to a vibrant, healthy and 
engaged workforce, differentiating Deloitte from competitors. 

Johnnie Walker Join the Pact – Eight Year Campaign with the 
McLaren Formula 1 team
Entered by JMI Motorsport

This partnership emphasises the importance of drinking responsibly. The purpose 
of Join The Pact is to encourage a world without drink drinking. Launched in 
2007, the Pact has now grown to a point where its target is to capture 5 million 
commitments and give back 5m kms of safe rides by 2018.

Miele at Grand Designs Live by Media 10 Ltd
Entered by Media 10 Ltd

Media 10 is the event organiser of the Grand Designs Live. Over seven years, 
it has planned, designed and implemented features and experiences with 
sponsor Miele to ensure all its core objectives are met. This partnership has 
enhanced the consumer journey within the Kitchens section of the show and 
reinforced Miele’s reputation as the leader in its field.

Tennent’s Lager - At The Heart Of T In The Park
Entered by Material_UK

T In The Park is now 22 years old. This year, Tennent’s launched a new integrated 
campaign to reinforce its bond with the event - Tennent’s Lager at the Heart of 
TITP. It smashed all targets, propelling awareness to an all-time high, generating 
significant spikes in consumer engagement and brand health levels, and 
reclaiming Tennent’s’ stature as founding partner of TITP.

O2 Academy venue sponsorship
Entered by FRUKT

The O2 Academy venue sponsorship comprises 19 music venues across the 
UK, featuring best in class event and digital activations that optimise the fan 
experience. The deal was renewed in 2013 and in 2015 a further three venues 
were added. Learnings from launch were used to develop new fan-focused 
activations and rewards, helping drive value for both the brand and customers.

WINNER 

O2 Academy venue sponsorship
Entered by FRUKT

This partnership is now in its eighth year and has had an impact on brand love, 
consideration and provides incentives and retention-drivers for O2 customers 
at over 5,000+ shows per year. O2’s deep partnership with venues has led it to 
create a suite of tailored activations that remove the niggles for fans from the 
night – supported by the Priority Ticket platform.
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ESA INTERNATIONAL SPONSORSHIP AWARD
SPONSORED BY THE EUROPEAN SPONSORSHIP ASSOCIATION

    

SHORTLIST

#WeDealInReal - Land Rover
Entered by Fast Track

#WeDealInReal was at the heart of the automotive brand’s first truly integrated 
sponsorship campaign. The aim was to make more people love Land Rover, 
therefore it focused less on product and more on capturing the impact that 
sport can have on people’s lives. As such, it championed grassroots.

DHL Delivering Rugby To The World
Entered by Bright Partnerships

DHL’s RWC2015 campaign was leveraged as a strategic pillar in the global re-
positioning of the brand, providing the perfect showcase for DHL’s leadership 
in complex international logistics. Activation was designed to deliver deep 
engagement with consumers, emotionalising the brand and connecting with 
key audiences (external/internal) in a fun and interactive way.

Johnnie Walker - Join the Pact
Entered by JMI Motorsport

This partnership was activated across numerous territories including Brazil, Spain, 
Hungary and the UK. In addition to numerous commitments not to drink and 
drive, the campaign generated significant PR value for the famous whisky 
brand.

MasterCard RWC - Turning the World Oval #44daysofcrazy
Entered by Octagon

This Rugby World Cup campaign involved a globally consistent approach 
across 11 countries and five continents, delivering a record 98 promotions. 
Innovative and engaging it drove card usage, brand preference and 
conversation via social media platforms.

Microsoft Lumia Music
The Story Lab & Dentsu Aegis Network Sport & Entertainment

The campaign was about increasing awareness and shifting brand perception 
across six key growing markets – the UK, France, Italy, Russia, Germany, and 
Poland. The central idea was to use crowdsourcing to help create Clean 
Bandit’s next music video, an approach that achieved extra reach and brand 
credibility.

Nissan & UEFA Champions League
Entered by Fuse Sport + Entertainment

This UEFA Champions League partnership was designed as an integrated 
campaign that could be activated globally, deliver strong business impact 
and bring to life Nissan’s core brand pillars of Innovation and Excitement. 
The objectives were to increase Nissan brand familiarity, positive opinion and 
purchase intent.

WINNER 

Nissan & UEFA Champions League
Entered by Fuse Sport + Entertainment

After just one year Nissan managed to achieve huge shifts in attitude towards 
its brand as a result of its Champions League sponsorship. High levels of 
awareness were backed by brand metrix which showed that Nissan was now 
perceived as a more innovative and exciting brand. There were also huge 
spikes in interest around the brand’s digital activities.

HIGHLY COMMENDED

#WeDealInReal - Land Rover
Entered by Fast Track

BEST USE OF RESEARCH & EVALUATION IN 
SPONSORSHIP
SPONSORED BY SMG INSIGHT

    

SHORTLIST

Partner benefits of association with London Fashion Week
Entered by Dentsu Aegis Network Sport & Entertainment

This was a business development insight study for the British Fashion Council, 
using its flagship event, London Fashion Week, to demonstrate the benefits to 
current and potential partners of associating with the event and fashion. The 
research reaffirmed the success of the existing licensing programmes held by 
London Fashion Week and its sponsors; and gave the BFC the confidence to 
develop a global licensing programme.

FairFX AND SKY SPORTS F1
Entered by Sky Media

Through the use of TV and digital, the goal was to achieve top of mind 
awareness, increase market share, drive sales and establish the FairFX brand 
name amongst the upmarket, frequent traveller audience. Robust bespoke 
research by Future Thinking for Sky Media revealed the success of the 
programme across a range of benchmarks.

Casillero Del Diablo Sponsors 
Legendary Movies on Sky Movies
Entered by SPP Media

Qualitative research highlighted a lack of consumer confidence around 
wine selection and helped the Casillero Del Diablo brand reinvent its 
marketing strategy. Post-campaign research showed that the new strategy 
led to significant improvements in awareness, engagement and purchase 
consideration.

Trivento - Proud Sponsors of Premiership Rugby
Entered by Grand Central Creative
 
Premiership Rugby provided a platform for Trivento to engage key retail 
accounts, build brand awareness among its target and new audiences and 
ultimately drive sales. The decision to select rugby ahead of football, cricket 
and golf was rooted in bespoke pre-campaign qualitative research.

WINNER 

Partner benefits of association with London Fashion Week
Entered by Dentsu Aegis Network Sport & Entertainment

Dentsu’s research stated that fashion sponsorship ranks above other platforms 
for capturing the attention of The BFC’S target demographic – ranking 
higher than music, film and sport. This insight allowed BFC to reach out to 
brands for whom fashion sponsorship was not previously a consideration. 
Since integrating the research into new business proposals BFC has forged 
partnerships with brands such as Sonos, TalkTalk Business and Aggreko all 
newcomers to fashion partnerships.



www.sponsorship-awards.co.uk14

BEST USE OF PUBLIC RELATIONS IN A 
SPONSORSHIP CAMPAIGN
SUPPORTED BY THE PUBLIC RELATIONS CONSULTANTS ASSOCIATION

    

SHORTLIST

Barclays Premier League Trophy Presentation
Entered by Havas Sports & Entertainment Cake

The client raised brand trust by 16% and communicated its employability 
agenda by transforming the 2014/15 trophy presentation from a formulaic 
annual event into a PR triumph. Traditionally the privilege of corporate 
executives, instead Barclays awarded the presentation moment to a fan 
who had transformed their life through BPL Works – a scheme that engages 
disenfranchised young people.

Betfair - Switching Saddles
Entered by Pitch

This innovative campaign was designed to make Betfair the most talked about 
betting brand at Cheltenham Festival 2015 and beyond. The decision to 
transform Olympic Gold Medal winning cyclist Victoria Pendleton into a jockey 
(switching saddles) was a PR coup that resonated across print, TV and online 
media.

O2 ‘Wear The Rose’
Entered by Hope&Glory

The PR component of the Wear The Rose campaign had a huge impact on 
the success of the overall strategy. PR was challenged to create a variety of 
brand moments across all media verticals that would assert O2’s relevance to 
the Rugby World Cup. The result was 430 articles across national, broadcast, 
regional, online and trade media with 1.5 billion opportunities to see.

Tennent’s Lager - At The Heart Of T In The Park
Entered by Material_UK

PR has a major role to play in sustaining the brand’s awareness levels and 
brand cut-through at T In The Park. In 2015, Tennent’s created an integrated 
campaign that leveraged the PR potential of some major milestones in 2015 – 
TITP’s move to a new location and the 20th year of Tennent’s’ unsigned talent 
initiative T Break. The campaign smashed all targets, propelling awareness of 
Tennent’s’ sponsorship to an all-time high

Under Armour Powers Andy Murray To The Next Level
Entered by PrettyGreen
 
The brand’s association with tennis star Andy Murray is about generating 
a higher profile in the UK market. In a clever PR campaign, Under Armour 
negotiated photo shoot access to a Canary Wharf skyscraper roof and built 
Murray a UA training environment with panoramic inspirational views of the 
Capital. Video and still images were used widely, smashing KPI targets.

Samsung and Jack Whitehall
Entered by Samsung

The clever use of England rugby legends and comedian Jack Whitehall 
achieved impressive levels of brand engagement and achieved increased 
brand and product consideration, leading to extra sales. In PR terms, it 
achieved widespread coverage across traditional and new media, boosted by 
the decision to take over the covers of the Evening Standard, Metro, telegraph, 
Times and Guardian.

WINNER 

Under Armour Powers Andy Murray To The Next Level
Entered by PrettyGreen

Under Armour’s Andy Murray photo shoot on the roof of a Canary Wharf 
skyscraper was an inspired idea that generated huge coverage across all 
media. Strong pre-planning meant that leading outlets such as the BBC and 
Sky were able to create bespoke content based on the shoot while a Murray 
selfie was one of his most ‘engaged with’ posts ever.

HIGHLY COMMENDED

Betfair - Switching Saddles
Entered by Pitch

SPECIAL AWARD FOR THE EFFECTIVE USE OF A 
SMALLER BUDGET

SHORTLIST

Casillero del Diablo ‘Devil’s Match’ Event
Entered by Brand In Action

This activity focused on a matchday experiential event that allowed 
Manchester United fans to ‘sense’ the quality of the client’s wines. Also 
involving MUFC legends, the event succeeded in achieving the brand’s 
objective of raising awareness among consumers and VIP corporate guests.

DHL Harlequins Sponsored Game
Entered by Brand Brewery

This campaign saw the client host a ‘DHL Sponsored Match’ for the last 
Harlequins home game of the 2014/15 Season. With a guaranteed sell 
out fixture, and not forgetting live TV broadcast, DHL could promote core 
messages to a consumer facing audience whilst reinforcing their relationship 
with rugby.

M&S and Macmillan World’s
Biggest Coffee Morning Partnership 2015
Entered by Macmillan Cancer Support

Based around a coffee morning event, it manages to have a huge impact on 
a small budget by leveraging the support of those who host local events.

The Fever Venue Partnership 
Almeida Theatre and The May Fair Hotel
Entered by the Almeida Theatre

This partnership was about bringing to life May Fair’s close association with 
the London theatre scene. By becoming the venue partner for Almeida’s 
production of The Fever, the May Fair achieved something bold and surprising 
that made it stand out from its competitors – all on a small budget.

WINNER 

M&S and Macmillan World’s
Biggest Coffee Morning Partnership 2015

This campaign undoubtedly punched above its weight, delivering a large 
range of benefits for its relatively small budget. In addition to all of the 
fund-raising targets that were achieved on behalf of Macmillan, the event 
was widely covered in the regional press, helping M&S achieve its goal of 
improving customer recognition.

HIGHLY COMMENDED

The Fever Venue Partnership 
Almeida Theatre and The May Fair Hotel
Entered by the Almeida Theatre
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SPONSORSHIP INNOVATION OF THE YEAR AWARD

SHORTLIST

AIG and the Haka 360 Experience
Entered by Octagon

Betfair - Switching Saddles
Entered by Pitch

Camelot Gogglebox Partnership
Entered by The Story Lab and Vizeum

Canterbury - ‘Committed To The Rose’
Entered by Synergy Sponsorship

FeelWimbledon – Jaguar
Entered by  CAA Sports Consulting

Fitness First & Team GB
Entered by Dentsu Aegis Network Sport & Entertainment

The Fever Venue Partnership
Almeida Theatre and The May Fair Hotel
Entered by the Almeida Theatre 

WINNER 

FeelWimbledon – Jaguar
Entered by  CAA Sports Consulting

Jaguar’s mission was to use its partnership with Wimbledon to champion its 
brand as luxury and high performance. To this end it introduced cutting edge 
biometric and crowd sensory technology to the event. By arming over 500 
fans with biometric wristbands, Jaguar was able to measure and dramatise 
the unique emotions of The Championships in real-time.

BEST USE OF CELEBRITY ENDORSEMENT IN 
SPONSORSHIP

SHORTLIST

Betfair - Switching Saddles
Entered by Pitch

Switching Saddles was an ingenious idea that involved cycling Olympian 
Victoria Pendleton training to become a jockey. The campaign delivered 
huge levels of awareness and helped Betfair achieve its biggest Cheltenham 
Festival yet with £160 million bet on the festival - surpassing all expectations and 
campaign objectives.

Jenson Button for Johnnie Walker - Joy Will Take You Further
Entered by JMI Motorsport

Joy Will Take You Further is the new positioning for the whisky brand’s Keep 
Walking campaign. To bring it to life, F1 driver Jenson Button was used across 
a variety of Johnnie Walker brand, commercial and CSR led activity. This had 
a significant impact on brand awareness and engagement with the message 
that joy is a fuel for progress coming through loud and clear.

Lexus NX: Striking Angles
Entered by Creative Artists Agency, Chi + Partners and Platinum Rye 

This campaign sought to showcase the Lexus NX’s cool design credentials and 
engage the target market of young, urbanite aspirers who enjoy city life and 
urban culture. A key part of achieving this goal involved teaming up with music 
industry icon WILL.I.AM.

Nico Rosberg, Global Citizen and ambassador of TUMI, Inc
Entered by MERCEDES AMG PETRONAS Formula One Team

This partnership was about increasing brand awareness and sales in the UK. 
As part of the deal, TUMI had access to Nico Rosberg, who was seen as 
the perfect exemplar of their brand promise, Perfecting the Journey. The 
campaign’s narrative, featuring Rosberg as the embodiment of the Global 
Citizen, formed the backbone of an integrated campaign that delivered 
measureable benefits.

Samsung and Jack Whitehall
Entered by Samsung

A key objective in 2015 was to make Samsung a brand that people love and 
feel an emotional connection with. The selection and use of Jack Whitehall 
throughout a multi-tiered Rugby World Cup campaign gave Samsung the 
opportunity to connect at an emotional level with consumers and fans. It was 
crucial in producing entertaining and engaging content and in unlocking one 
of Samsung’s target audience groups, ‘big eventers’.

WINNER 

Lexus NX: Striking Angles
Entered by Creative Artists Agency, Chi + Partners and Platinum Rye 

The Lexus collaboration with WILL.I.AM produced a strong, effective suite of 
promotional content. This included a music track downloadable via Shazam 
and promoted through a TV ad. WILL.I.AM also led the launch event at Paris 
Fashion Week, unveiling his own, custom-made NX, and he promoted the 
campaign across his social media network. The result was a huge sales spike 
and a decrease in the median age of Lexus buyers in key European markets.
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RUGBY WORLD CUP 2015 - CELEBRATING THE BEST 
SPONSORSHIPS ACROSS THE TOURNMENT

SHORTLIST

#WeDealInReal - Land Rover
Entered by Fast Track

#WeDealInReal was the single organising idea at the heart of the brand’s social 
campaign for Rugby World Cup 2015. The goal was to make more people love 
Land Rover, so the brand focused less on product and more on the impact 
sport can have on people’s lives from grassroots to the greatest stage. The 
campaign achieved impressive results in terms of brand appeal, purchase 
consideration and sales lead generation.

AIG, Proud Sponsors of New Zealand Rugby
Entered by Octagon

This partnership with the All Blacks has helped the client improve its image in 
areas such as trust, professionalism and teamwork. The 2015 Rugby World Cup 
was an opportunity to take that further, with AIG building a diverse campaign 
that would help it cement its role as a brand in rugby, drive business growth 
and objectives, and engage key stakeholders both in the UK and abroad.

DHL Delivering Rugby To The World
Entered by Bright Partnerships

DHL’s Rugby World Cup 2015 sponsorship continued a proud heritage 
supporting the game of rugby, from grassroots and club rugby, to national 
and global properties. RWC was leveraged as a strategic pillar in the global 
re-positioning of the brand, and provided the perfect showcase for DHL’s 
leadership in complex international logistics. Activation was designed to deliver 
deep engagement with consumers, emotionalising the brand and connecting 
with audiences in a fun, interactive way.

Lucozade Sport - Strictly For The Home Nations Only
Entered by Fast Track

Sponsored by Lucozade and entered by Fast Track, this tongue-in-cheek 
Rugby World Cup campaign involved declaring a temporary ban on all visiting 
nations drinking Lucozade during the tournament. Backed by clever creative 
work, the campaign was one of the stand-out campaigns of the entire event 
in term of engagement. It also had a positive impact on sales, with the brand 
reporting its best week in Tesco for three years.

O2 “Wear The Rose”
Entered by M&C Saatchi Sport & Entertainment and VCCP

Sponsored by O2 and entered by M&C Saatchi S&E, this campaign set out to be 
the most talked about Rugby World Cup 2015 campaign amongst all sports fans 
and non-sports fans. It also aimed to bring a direct benefit to O2 customers – in 
line with a core business metric: putting customers first. Other goals were to create 
world-class digital brand engagement and leave a positive legacy for rugby.

Samsung School Of Rugby
Entered by Samsung

Sponsored and entered by Samsung, this Rugby World Cup partnership was an 
attempt to get people to love and feel an emotional connection to the brand. 
With School of Rugby, Samsung created one of the most loved, shared and 
talked about campaigns of the event. In doing so it achieved strong results 
that far exceeded its pre-campaign expectations. This included increased 
brand engagement and product consideration and the highest weekly sales in 
Samsung history.

WINNER 

O2 “Wear The Rose”
Entered by M&C Saatchi Sport & Entertainment and VCCP

O2’s Wear the Rose campaign won the hearts of the Rugby World Cup host-
nation with the kind of powerful and original fan support never seen before for 
England Rugby. Over nine months, Wear the Rose became the vernacular for 
supporting England, generating 5.4 million acts of support and generating a 
huge share of voice versus other rugby brands.

HIGHLY COMMENDED

Samsung School Of Rugby
Entered by Samsung

BEST RUGBY UNION SPONSORSHIP OF THE DECADE 
- Nominated by the Industry, Voted by the Public

SHORTLISTED

AIG
Land Rover
Heineken
O2

WINNER 

AIG

UK SPONSORSHIP CONSULTANCY OF THE YEAR - 
LARGE

SPONSORED BY ICON

SHORTLIST

Essentially Group
Fuse Sport + Entertainment
MEC Access
Octagon

WINNER 

Octagon

HIGHLY COMMENDED

Fuse Sport + Entertainment

UK SPONSORSHIP CONSULTANCY OF THE YEAR - 
MEDIUM TO SMALL

SPONSORED BY ICON

SHORTLIST

brandRapport (now CAA Sports Consulting)
Bright Partnerships
Material UK
National Schools Partnership

WINNER 

Bright Partnerships
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THE BARRIE GILL AWARD FOR MOST PROMISING 
YOUNG SPONSORSHIP EXECUTIVE
Sponsored by the European Sponsorship Association

    

Launched in memory of a pillar of our profession, Barrie Gill, this Award 
recognises the rising stars in the industry. The winner is someone who has taken 
his or her role beyond the expected. For full details on the ESA CPD programme 
including the ESA Diploma, please visit www.sponsorship.org

SHORTLIST

Jenna Waller from The Story Lab and Dentsu Aegis. Jenna is an account director 
who is responsible for the delivery of award-winning and multi-million pound 
partnerships across key clients including Shop Direct, Wickes, Lego and British 
Gas.

Joseph Cook. A senior account executive at Fuse Sport + Entertainment, Joseph 
has quickly established himself as a trusted advisor to clients such as PepsiCo. 
He is creative and shows great initiative, yet remains grounded and respectful.

Richard Iveson, also from Fuse. Richard is a senior account executive who has 
been an integral part of the Nissan UEFA Champions League account since 
the start of their UEFA partnership. Committed and passionate, he is a strong 
strategic thinker who demonstrates strong management skills.
 
Ryan Maxwell, marketing manager at Extreme International. An extremely 
personable character, he has combined drive and motivation with great 
dependability. In his time with Extreme he has displayed a vast knowledge of 
the marketing process. 

Stuart Milne, commercial partnerships manager at British Universities & Colleges 
Sport. In the last two years, Stuart has delivered fantastic results on multiple 
projects and grown as a commercially astute and savvy individual. He has 
played a major part in the progression of BUCS as a governing body.

WINNER 

Jenna Waller
Those who know Jenna say that her dedication, strategic and creative 
thinking, coupled with her fantastic relationships with clients and media 
owners, have enabled her to rise rapidly through the ranks and create a 
promising future for herself.

SPECIAL AWARD FOR AN OUTSTANDING 
CONTRIBUTION TO THE SPONSORSHIP INDUSTRY

Craig Dews: CEO of Limelight Sports

Craig Dews has created and led some of the world’s most iconic and effective 
participation sport campaigns for some for the biggest brands. Through 
events such as Nike Run London, Sainsbury Sport Relief Games, Swimathon, 
SkyRide, the Royal Park Foundation Half Marathon and JP Morgan Corporate 
Challenge, he has inspired 20 million people to participate in events. At the 
same time, he has transformed Limelight Sports into a global business – opening 
up offices in Melbourne and Dubai and taking his company into its own events; 
such as London Duathlon, RBC V Series and Race the World.

SPONSORSHIP OF THE YEAR

SHORTLIST

Swarovski and the Victoria and Albert Museum
Desperados City Hack
M&S and Macmillan
McDonald’s Teacher Education Programme
DHL and Formula E
Domino’s Pizza and Hollyoaks
RBS and Scotland’s Scammers
Royal Navy SuperSubs
Samsung School Of Rugby
Barclays Spirit of the Game Heroes
O2 “Wear The Rose”
Marriott Hotels #ReuniteMeWith
Volvo Sailing Academies
SSE Women’s FA Cup
AIG and New Zealand Rugby
Aunt Bessie’s and I’m A Celebrity
TUMI and Mercedes AMG Petronas F1 Team
O2 Academy Venue Sponsorship
Nissan and UEFA Champions League
British Fashion Council and Dentsu
Under Armour and Andy Murray
Jaguar and FeelWimbledon 
Lexus NX and WILL.I.AM

WINNER 

O2’s sponsorship of England Rugby 
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SEE YOU 
NEXT YEAR

The 2016 Awards for the most 
effective use of sponsorship


