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Introduction – Jiří Nečásek
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PIM Running Circuit 2010 – Competitive Runs

Hervis Prague 1/2Marathon 
27.3. 

Volkswagen Prague Marathon 
9.5.

Tesco Grand Prix Prague

11.9.

Adidas Women’s Run

Metro Men’s Run
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Running is not in Crisis

Marathon

7900 runners!

+30%
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Half Marathon

8500 runners!

+36%

In total competitive and fun runs over 23000 participants.
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Partners Structure

Patrons

Partners

Media Partners

Technical Partners

Institution Partners

Charity
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What is Sponsorship?

Sponsorship is what the brand can do for its consumers by sponsoring what they like, 

what they are passionate about (relevant for their life).

Targeting communities.
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Passion, Emotions
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What is Sponsorship?

Sponsorship is demanding, but it can be satisfying, it is fun, and it can bring extraordinary results for the brand.

Sponsorship provides independent endorsement for claims made (or indeed that can’t be made) in advertising.
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What Sponsorship Can Offer

Media Campaign

Runners MaterialsRace DayDirect Marketing

Press Conferences, PRTV Coverage
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Sponsorship = Partnership

With sponsoring, the company does not pay for an advertising space or a logo in the event’s campaign, the 

value is in sharing values and passion people connect with the event. The brand benefits from migration of 

values that takes place, and the sponsored activity does too.
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Media Space Cost Evaluation

Outdoor 7 362 161 CZK

Press advertising 1 392 233 CZK

PR press 1 556 472 CZK

Radio 681 650 CZK

Television 8 190 099 CZK

Internet 1 166 910 CZK

Race day promotion 2 873 824 CZK

PIM materials 524 910 CZK

Hervis Prague Half Marathon 1 251 794 CZK

Volkswagen Marathon Weekend 14 697 836 CZK

Tesco Prague Grand Prix 1 406 614 CZK

Arrivals 6 500 CZK

Institutional 6 385 516 CZK

TOTAL value 23 748 260 CZK
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Sponsorship can motivate and inspire your staff internally.

Sponsor + Sponsored Event = Partners

Teamwork
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Aplification - TV
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Aplification - Media Partners / PR
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Pavel Nedvěd Story with adidas mi coach
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Tell everybody you are a sponsor!
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Marketing Opportunities
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Summary

If the lines blur between sponsorship and what else you do, this is as it should be! If you are sponsoring something that your 

consumers get excited about, then you will want to make most of it with PR, point of sale, internet, advertising. Advertise that you 

sponsor! The problem is sponsors usually pay the sponsorship fee and stop.
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Summary

Paying a sponsorship fee is just a springboard.

Depends on you how far you jump...

Opportunity is on every step.
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Thank you!
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What is Sponsorship?

Sponsorship is what the brand can do for its consumers by sponsoring what they like, what they are passionate 

about (relevant for their life).

Sponsorship is demanding, but it can be satisfying, it is fun, and it can bring extraordinary results for the brand.

With sponsoring, the company does not pay for an advertising space or a logo in the event’s campaign, the value is 

in sharing values and passion people connect with the event. The brand benefits from migration of values that 

takes place, and the sponsored activity does too.

Sponsorship provides independent endorsement for claims made (or indeed that can’t be made) in advertising.

Sponsorship can motivate and inspire your staff internally.

If the lines blur between sponsorship and what else you do, this is as it should be! If you are sponsoring something 

that your consumers get excited about, then you will want to make most of it with PR, point of sale, internet, 

advertising. Advertise that you sponsor! The problem is sponsors usually pay the sponsorship fee and stop.


