






Customized PromotionsCustomized PromotionsCustomized PromotionsCustomized Promotions
Event sponsorship packages can be tailored to meet your specifi c marketing 
goals. Sponsors have leveraged their fi nancial commitment to our events 
through retail promotions, sweepstakes and sales incentives. Our staff 
will work with you to develop customized promotions that will increase the 
overall value of your sponsorship.

Raising Brand Awareness on Wall Street
At the Coaches vs. Cancer event in New York City, the chairman of the event’s title sponsor 
joined the four participating coaches at the New York Stock Exchange to ring the closing 
bell. An interactive basketball display was set up outside on Broad Street, where the 
public was invited to shoot free throws to win prizes. Each coach also shot free throws to 
raise money for Coaches vs. Cancer (top left). The sponsor distributed mini-basketballs with 
the event logo to traders and on-lookers. After the bell-ringing, tournament sponsors, teams 
and VIPs gathered for the Tip-Off Reception on the fl oor on the NYSE. The sponsor also used 
trips to the tournament for a national sales incentive contest.

Driving Retail Sales with an In-Store Sweepstakes
Customers registered in retail locations throughout the New York metropolitan area for the 
chance to win a VIP package for the Coaches vs. Cancer tournament. Forty-fi ve First Prize winners 
won two tickets to each night of the event, while the Grand Prize winner received two courtside seats, 
autographed memorabilia and invitations to VIP receptions. Gazelle was responsible for the design of 
the point-of-purchase materials (drop box and poster) for each restaurant location (pictured at right).

Targeting Students and Web Surfers with On-Line Travel Promotions
An on-line travel retailer utilized a partnership between the Coaches vs. Cancer tournament and a 

national sports news website to run a ticket and travel package sweepstakes. Multiple banner ads ran 
for three weeks to advertise the promotion, which generated more than 16 million impressions. Fans 

signed up to win a trip to New York City for the championship rounds of the event. The 
sponsor also targeted students at the participating institutions with advertising in 
student newspapers and on-court contests for free travel vouchers.

Launching a New Product through Friendly Competition
A video game manufacturer sponsored a challenge at the Coaches vs. Cancer 
event, staging a competition between players from participating teams on 
the company’s newly released NCAA basketball video game (top middle). The 
competitions were held at each night’s VIP hospitality reception. ESPN fi lmed the 
competition and aired footage during the live broadcast. The sponsor donated a 

game console in the winning team’s name to a children’s hospital in the team’s 
local market. During one of the games, two fans were chosen to play the video game, as 

their competition was shown on the center-hung scoreboard, visible to all the fans in the arena. 
The winner received a game console and video game (pictured at left).
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