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MASS VS CORE EVENTS,
WHAT VALUE ARE YOU SEEKING?



MASS VS CORE

OBJECTIVE LONG OR SHORT THERM VISION

Financial ROI VS Image Quick cash or become a reference in the
industry

INVESTMENT LEVEL OF INVOLVEMENT

Do you bring cash or expertise ? What amount or which internal ressources you
allocate to it.

THE GOAL IN CORE EVENTS IS TO BUILD SOMETHING FOR THE SPORT
AND NOT ONLY BE A SPONSOR.



KEY TO SUCCESS

« TO SPONSOR OR NOT TO SPONSOR »

Know your goals and ensure that event sponsoring is the right tool

for your brand.

« PLAY WITH YOUR OWN CARDS »

Not having the ressources to sponsor a world class event, doesn’t

mean you can’t sponsor or build a successful event.

« VISION OUTSMARTS MONEY »

Have a long term strategy, with KPI, and share it with all stakeholders
to all work towards the same goal. A goal that benefits to ALL of you.

« BUSINESS IS PEOPLE »

Identify the right people to talk to and who you need to work hand in

hand with. No great success ever came from a one man show.



« THE ART OF GOOD BUSINESS IS BEING A GOOD MIDDLEMAN »
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INGREDIENT ® ADVISORS

INTRAPRENEURSHIP

Find what brand related special ingredient will create the event’s USP.



THE FANTASTIC 4

« GREAT THINGS IN BUSINESS ARE NEVER DONE BY ONE PERSON. THEY’'RE DONE BY A TEAM OF PEOPLE ».
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SCOTT ELS 2900 ALPINE RUN - VIDEO




SCOTT ELS2900 ALPINE RUN

FACTS ABOUT EVENT SPONSORSHIP

STEP 1 S owCrF 3 STEP 4
Found out what the event needed - create visual and sharable content - Invite global athletes and global - Broadcast the event on TV
that only SCOTT could provide : , . . : .- .
- pro athletes (professional mountain photographers media partners to experience the - Create or join a global series
- technical equipment and movie makers) magic of the event - Keep initial values of the event
- exposure - Integrate content in brand - invest in the USP of the event
communication - Strengthen relationship between

the F4



SCOTT ELS2900 ALPINE RUN

GROWTH PERIOD

| THE FUTURE

1 PROOF OF 2 VALIDATION

3 MAKE HISTORY
CONCEPT AND GROWTH



SNOWBOARD GOLDEN AGE =
For a long time, lnowkurd-‘ attracted all bac coum
husiasts ﬁmny. We, at SCOTT,

i

Valais*

20 years later, with a full line-up of innovative head-to-toe freeride-cen-
tric products, as well as with numerous amazing athletes, SCOTT is still

a partner to this amazing international event, mnling it our |ongln part-
nership.

{ 20 years of staying ahead of new trends, |nading them by fo“owing our
" AR g 2
s : feelings and creating breakthrough products.
Noméa :

Nakche sestien g Let's pursue this story, feel the anguish and joy, defeats and glorious
L B! Bicsic g . ” moments.
Let’s continue to explore new ideas, to take risks, to design and influence
J“ m 3 our Producu in order to improve someone’s experience in the mountains.

hﬂ : L! F SCOTT Sports x Verbier Xtreme.

“Xtreme Verbier was the location where SCOTT athlete 20 years: Alewady. That's s long xoey.

Loic Collomb-Patton was crowned Freeride Wolrd Cham-
pion. We could not ask for more! NO SHORTCUTS.






