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CHALLENGE
WORLD CUP AFRICA

Putting on a show at world football's premier
event in today's crowded European media
broadcaster environment is very challenging,
especially when it is as far away as South
Africa. In the face of expensive live worldwide
match rights, heavy production costs and the
difficulty of achieving a share of voice on-air,
the challenge for pan-European sports
broadcaster Eurosport was to stand out from
its competitors. Eurosport's Joe McAvoy
explains how they did it with one of their most
successful and rewarding campaigns ever
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Instead of
seeing
new media
outlets as
competitors
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them as an
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our brands
and
content
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urosport erected a
purpose-built studio
in Soccer City at the
heart of the World
Cup action in
Johannesburg. Each
night following the
end of the last live match,
Eurosport broadcast Soccer City
Live across all Europe in HD, a notto-be missed rendezvous for the
day, and Soccer City Flash, a daily
news programme.
In order to bring excellent postmatch analysis Eurosport recruited
some of football's top names to
provide colourful expert views on
the day's events, including the
matches and other top stories.
The all-star line-up included
Arsenal coach Arsene Wenger,
African legend Roger Milla, the
Netherlands record national
goalscorer, Patrick Kluivert, French
1998 World Cup winner Franck
Leboeuf and Brazil's Bundesliga
star, Giovane Elber.
Up to 42.3m different European
viewers were in contact with the 78
hours of Eurosport content (daily
talk shows and news flashes)
dedicated to the World Cup.

ONLINE
The World Cup is the biggest event
in the sporting calendar, bringing

many footballing nations together
under one roof. In order to reach
out to as many territories as
possible with its products, Eurosport
decided on a big push to leverage a
comprehensive online offer.
Eurosport's award-winning
online network is multi-market and
multi-language and with 10 million
unique users per month, it is
Europe's No.1 online destination,
according to ComScore figures.
Worldwide, especially in Asia,
North Africa and the Middle East, it
is rated the 6th biggest global
sports website.
The websites provided fans with
everything they needed to know –
in real time – including live
matchcasts (live, minute-by-minute
text commentaries from each and
every one of the 64 matches), expert
blogs on all 10 local language
versions (past players, journalists
and coaches), breaking news, fans'
forums (with guest stars) and
player barometers and ratings.The
sites also put a big stress on
"interactivity" with social media tieins and initiatives (especially on
Facebook and Twitter), photo
galleries and team profiles.
The online network recorded
3,356k daily visitors throughout
the period with an all time daily
record at 4,680k daily visitors (on
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MOBILE
Mobile users of iPhone, BlackBerry
and Android, as well as the iPad,
were kept up-to-date with all the
latest sports news in 10 languages
(including Russian, Chinese and
Arabic) thanks to Eurosport's
applications. They could stay
connected to the latest scores and
results with live running
commentary throughout the 64
matches of the World Cup 2010.

HOLISTIC APPROACH
Eurosport's solution to the
challenges it faced for the World
Cup is an example for other
broadcasters. In tomorrow's media
environment it will no longer be
enough to be on TV, as multimedia
platform support will be crucial for
broadcasting, marketing and
advertising; in other words, a
completely holistic approach.
Content is king. It is vital to give
viewers the best sports
entertainment experience.
Eurosport prides itself on its
coverage of not only premium
sports events such as tennis and
cycling but a variety of other
sports, and on its huge amount of
live output across its channels.
"It is not one particular sport or
programme that makes Eurosport
what it is today. It is the variety and
breadth of our offer, which is
important. Our aim is to make
sport content available anytime,
anywhere and on any device," says
Eurosport Chairman and CEO,
Laurent-Eric Le Lay.
"Today's media environment is
one in transition and in a relatively
short period of time we have seen
different technological
developments, some more radical
than others. There has been a
multiplication of TV channels but
also new media growth with
online, mobile, new software apps
and social media."
Many commentators have been
outspoken on the threat to the TV
broadcaster brand at the hands of
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new technologies such as the iPad,
mobile and, though not so new, the
Internet. But there have also been
excellent recent technological
developments on the TV front, such
as HD and 3D. Again, the key
component in all of these
breakthroughs is content.
This is why Le Lay believes
Eurosport is not at the end of an era
but at the beginning of a new one,
and that in today's media
environment TV is and will remain
a key element.
"All broadcasters started out
delivering content through a
television channel. As for
Eurosport, we have grown in a
constantly changing environment,
learning, adapting, creating, always
with the same goal of delivering
top quality content," adds Le Lay.
"Since our launch 21 years ago,
we have created more channels,
such as Eurosport 2,
Eurosportnews, we have launched
Eurosport HD in 2008 and
pioneered 3D with Roland Garros
just months ago with Panasonic.
"In 2000, we launched our
Internet network. It was not our
strategy to create an extension of
our channels, but to use new
technology to create a new media.
A decade later, we have 11 websites
in 10 languages, making Eurosport
the 6th largest sports Internet
destination in the world. On mobile
the Eurosport iPhone app has
already broken the 2.4 million
download barrier in only 12
months since launch.
"New media has forced
broadcasters to evolve from being
TV channels into media groups.
Instead of seeing these new media
outlets as competitors we see them
as an opportunity to develop our
brands and our content."
Le Lay adds: "It is content that
gives the broadcaster brand its high
value, but remember content is
nothing without a broadcaster.
Why? We bring sport to life, we
promote and bring innovation to an
event. So even though broadcasting
is the heart of our business, we are
now much, much more than a TV
broadcaster." ■

www.eurosport.com

22 June) and all time daily records
in France, Germany, Spain, Italy or
the UK.
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