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Introduction

On November 25th, the 95th Grey Cup, the largest one-day sporting event in Canada, was played in Toronto
between the Saskatchewan Roughriders and the Winnipeg Blue Bombers. Although, Saskatchewan won the 95th
Grey Cup, the BC Lions were 2007’s most exciting team according to the 2007 CFL Gravity Index.

The CFL Gravity Index provides an indication of the intrinsic marketability of the teams by measuring the ‘excite-
ment’ generated based on their on-field performance.

For the 2007 season, BC, Saskatchewan, Toronto, Winnipeg and Montreal all had positive scores indicating that the
team’s on-field performance had a positive effect on the marketability and value of the team. Sponsors of these
teams should notice benefits due to the increase in fan engagement. However, Edmonton, Calgary and especially
Hamilton will have to continue to improve their on-field performance in order to deliver value to their stakehold-
ers.

Growth of the Canadian Football League

The Canadian Football League (CFL) is in the midst of resurgence.The average attendance per game has risen
every year since 2001' with most games in the 2007 season either being sold-out or playing to near-capacity
crowds; in fact, for this year league average attendance was 29,167 per game — the highest since 19832 To capital-
ize on its growing popularity, the CFL has expanded into the digital domain. In June 2007, CFL launched its rede-
signed web site to offer fans richer content from searchable statistics to videos and in August, they struck a
relationship with YouTube to offer high quality CFL video on the also newly launched CFLty, a centralized video
content forum?®.

The CFL's growing popularity is not confined only to Canada and the digital space.The 2006 Grey Cup had its
widest international broadcast coverage ever; reaching viewers in the U.S., Europe, Australia, New Zealand, Mexico
and South America*.

All this growing enthusiasm has attracted increased team and league sponsorship. Scotiabank has recently renewed
its partnership deal with the CFL through the 2009 season making it the official bank of the CFL and the Grey
Cup®.

However, as the CFL continues to attract sponsorship and TV dollars, there is a growing need for investment
accountability. This is a significant change from just over a decade ago.Then, the question would have been ‘Can we
attract enough sponsorship dollars to survive?’; now, the question is ‘How can we best leverage the success of the league to
maximize sponsorship dollars?’.
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