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Minutes With

Andy J
Continued

	 (3) �The first time I saw my name on a piece  
of vinyl for a record that I produced and  
I thought “well, maybe I can do this as  
a career.”

RLR:	� What have the past few months felt like for 
you with your current song “Right In The 
Night” entering the Dance Charts at Number 
2 and remaining there for 14 weeks?

AJ:	� It’s great to have chart success. It’s great to 
know DJs are playing my music and that it’s 
hitting the spot in the target market that I’m 
aiming for. 

	� To be honest the music I make, I pretty much 
make it for myself, for my own sets. So to have 
it crossing over and working for other DJs to 
me is just a bonus.

	� Being Number 2 for 14 weeks is quite a long 
stretch. It would be fantastic to take that extra 
step (and reach the Number 1 spot) but it’s not 
the end of the world as I must have topped the 
Club Charts five or six over the last eight or 
nine years. So I’m not missing out there! 

RLR:	� You’ve played alongside some of the world’s 
most famous DJs. What musician has inspired 
you the most and why?

AJ:	� Daft Punk - through their ideas and the way they 
present their music. I’ve never actually played 
alongside Daft Punk, but not many people have 
because they don’t tend to need any support. 
What Daft Punk produce is outside the box. 

Some of their ideas from the early “Homework” 
album really inspired me to be a producer and 
affected the way I think about music. 

RLR:	� Over the past two decades, the club music 
scene has evolved dramatically. What do  
you anticipate to be the next frontier?

AJ:	� That’s an easy question and the answer is  
“I don’t know”. That’s the main reason why  
this business is so exciting because things  
move so quickly. I don’t want to know where  
it’s going to head next because that will take 
away the excitement.

RLR:	� Thank you Andy. It has been a great pleasure 
for us to spend five minutes with you. The 
team at RLR wishes you every success for 
your future projects.
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Sport Sponsorship:

How To Secure  
The Best Seat  
In The House

Key takeaways 
Sporting leagues, teams, events and stadia (“Sport 
Investment Properties”) can be lucrative investment 
opportunities. Given the significant sums often 
involved, and the increasing complexity of Sport 
Investment Properties, anyone contemplating	
such an investment should ensure that they	
leave nothing to chance.

Some of the fundamental aspects of each proposed 
investment include: 

	 �A thorough understanding of the target

	 �A detailed due diligence process

	 �The nature, scope and structure of the	
rights package

	 �The deployment process

	 �The metrics for determining success

Case studies
	� In the United States, during a fourteen month 

period spanning 2006 and 2007, fifteen new 
sporting facilities (stadia and arena) were the 
subject of naming rights and sponsorship deals  
with a combined value in excess of US$5 billion.

	� The association between Diageo Australia Pty Ltd 
(owner of the Bundaberg Rum distillery) and the 
Australian Rugby Union (“ARU”) – The Bundaberg 
Rum Rugby Series – resulted in a winning try for the 
ARU, which secured sponsorship revenue of around 
AUD $30 million over five years from 2006 to 201 1.

	� While the New York Yankees have retained  
control over the ‘Yankee’ name and brand, the  
new US$800 million Yankee Stadium will generate 
tens of millions of dollars annually in corporate 
sponsorship naming rights within the facility itself. 

Understanding the target
Through sponsorship agreements and the influx of 
capital directed towards to the holder of proprietary 
rights (for example, a club, a team, an individual, an 
organisation or an events organiser (“Rights Holder”), 
a corporate entity obtains the right to market its 
product, image and brand through a perceived 
connection with the Rights Holder.

Successful sponsorship relationships have been forged 
due to the sponsor understanding the dynamics of the 
Rights Holder. An awareness of the inherent challenges 
(both on and off the field), an appreciation of the 
marketability of the key athletes and an understanding 
of the spectator demographic are characteristic 
of a successful sponsorship arrangement. These 
characteristics need to be reflected in the sponsorship 
agreement to allow the sponsor to capitalise on brand 
equity and to involve the relevant corporate sponsor 
with the sport, facility and surrounding community 
to ensure mutually beneficial returns and maximum 
spectator impact.

Due diligence
The skyrocketing value of Sport Properties and fierce 
competition to secure lucrative sponsorship deals  
means that the parties are each required to undertake 
an extensive due diligence.

The parties need to obtain a clear understanding of:

	� The experience and suitability of the Rights Holder’s 
key personnel to deliver at the expected level of quality.

	� The performance history of the Rights Holder.

	� The impact on brand awareness and market 
penetration resulting from association with the Rights 
Holder (for example, past attendance at the venue).

The due diligence process serves to identify the relevant 
costs, rights and exclusions and, importantly, provides 
an indication of the other party’s capabilities to perform 
their given role in the relationship. The decision whether 
to proceed with the investment should be made after the 
due diligence has been completed and after the projected 
return on investment (“ROI”) has been calculated. 

Nature, scope and structure 
of the rights package
Careful consideration must be given to the 
following factors:

	� The parties

	� The event

	� The sponsorship fee

	� The sponsor’s rights

	� The Rights Holder’s obligations

	� The sponsorship period

	� Termination options

	� Intellectual property

	� Mutual warranties and indemnities

	� Other financial considerations

Metrics for determining success
Increasingly, corporate entities require sponsorship 
agreements to canvass accountability measures (in 
respect of the ROI) by including:

	� Methods to monitor the results of advertising 
campaigns and sponsorship engagements.

	� Compulsory audits identifying and addressing 
activation and use-specific allocation of 
investment funds.

	� Monitoring aids and reporting requirements for 
key performance indicators.

	� The ability to modify existing procedures in view 
of investigatory outcomes.

These evaluation measures act as tools to assist the 
parties to decide whether to terminate the existing 
sponsorship arrangement and/or renegotiate the 
arrangement. 

Conclusion
A sponsorship arrangement needs to capture a 
symbiotic association between the corporate sponsor 
and the Rights Holder. When that has been achieved, 
the corporate sponsor will have secured the best seat 
in the house.

* �Hinko Kostanjevec is a Solicitor in Rotstein Lockwood Reddy’s 
Melbourne office.
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