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Fifais giving

thered card to
ambush tactics

Ambush marketing has become a major threat to the viability
of sponsorship of events, but it is highly effective

SANCHIA TEMKIN

ff-the-field organisers and

marketers of the 2010 World

Cup are already engaged in

battle over so-called ambush
marketing tactics.

Although ambush tactics have
become a major threat to the viability
of sponsorship of events, they are
highly effective, says Dr Owen Dean, a
partner at intellectual property law
firm Spoor & Fischer.

Dean says that in ambush
marketing, firms attempt to capitalise
on high-profile events, such as the
2010 World Cup, without paying any
sponsorship fees to the organiser. In
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the case of the 2010 World Cup, an
ambush marketer would avoid paying
any fees to Fifa.

Fifa, the world’s soccer governing
body with more than 204 member
countries, is beginning to view itself as
a global “big business”. According to
recent research, international sponsor-
ship for World Cup soccer has risen
from about $2bn in 1984 to more than
$20bn. International sponsors include
Coca-Cola, Adidas, Hyundai, Sony,
Visa and Emirates, which are reported
to have paid more than a $100m. Dean
says these sponsors are known as
“upper-tier” sponsors.

National sponsors FNB and Telkom
are reported to have paid $30m each.
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Dean says that because Fifa gathers
all its revenue through tournaments
such as the World Cup, they aim to
ensure that the event is a success, and
to assist the country hosting the event.
Fifa raised €1L9bn in marketing
revenue and €700m from sponsorship
through the 2006 World Cup.

Dean says the most sophisticated
ambush marketers try of avoid counter
lawsuits by not using protected trade-
marks such as the World Cup name.

Recently, Fifa secured its first 2010
court victory in the Pretoria High
Court against a Pretoria sports bar for
ambush marketing.

In the matter in issue, popular
sports bar Eastwoods Tavern carried
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the legend “World Cup 2010” below
the main signage on its roof. It also
erected banners with the flags of
soccer-playing nations accompanied
by the numerals “2010” and the words
“Twenty Ten South Africa”.

An application was launched in
Fifa's name in the Pretoria High Court
claiming interdicts against Eastwoods
Tavern on the grounds of infringing the
registered trademarks World Cup
2010, South Africa 2010 and Twenty
Ten South Africa, passing off under the
common law, and unlawful competi-
tion through violating the Merchan-
dise Act and the Trade Practices Act.
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