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Athletes as suppliers for the
« show content »

Performances /

Key synergistic resources Deployment resources Market-based resources
« Heart » « Lung » o

Partnership -
Sponsorship

Privates - Public - Media

Hospitality
management
CRM

~ Communication

Stadium Commercial Brand
Reputation —

Hedonism

Resources

Q Competencies

Ticketing Merchandising

Brand
Management
\ Go-branding

Social networks &
capital
Public Relations

Intangible Resources CRM \
« Event Commercial resources linked to . BtoB Networks
expressiveness » products & services and profit centers — '



FOCUS ON
RELATIONAL
BUSINESS MODELS

From communication to
strategic interdependence

| Kitchin ¢ James skinner B

Maria Hopwood * Pau

PEOPLE - RELATIONSHIPS - IMPACT

How do we implement
a relational model?

Design structures, processes and capabilities
to embed relationship-building across the organisation.

How do we involve
stakeholders?

Engage internal and external stakeholders through
meaningful, two-way relationships.

How do we maintain
relationships over time?

Nurture trust, deliver mutual value and ensure
long-term commitment.

How do we create dependency
and influence the external environment?

Build strategic interdependence to shape networks,
mobilise support and influence the broader environment.

SPORT + SOCIETY + STRATEGIC VALUE



RELATIONAL (« MEETIC ») BUSINESS MODEL

Negotiation
SPONSORSHIP OFFER ATTRACTIVITY

4 - .
5 1. SPONSORSHIP

1. PR
@ ‘ _ 2. Visibility

@

f

| . @ | soclAL
REPUTATION CAPITAL
B ® | BRAND

Sport
Management

| | RESOURCES
Q COMPETENCIES

3. CSR

* : 2. Media rights
[ PHYSICAL ] 3. Ticketing

SUPPORT

Hospitality
Management




Concepts RBV first model for a sport organization
Partnership e Reputational
Resources Resources P
Resources R
portfolio (0)
P
E
Player ¢ ) Physical R
Coach (club only) Resources T
. l
E
i . Orgamzatlonal team, 4/ =
Competencies, Managers ?
Capabilities
Performance, Sport SHccess .
Success Financial Success )< > Public Success

Long Term




RELATIONAL RESOURCES AS A PIVOTAL ASSET

PEOIRPICIE

Generate profit through
Public Relations &
Hospitality

j/
-
\

VISIBILITY DRIVES OPPORTUNITY

/@\ Leverage social capital
and core networking
competencies

PEOPLE CREATE POSSIBILITIES

CONNECTIONS Q. PIRIOIRTEUINIISTEIFE S VALUE
e B
P Understand sports-event
/-\ organisations as
® ® THE PLACE TO BE
a___Aa
RELATIONAL EVENTS BRING PEOPLE TOGETHER
- 4
RESOURCES N
The relational engine /‘ Build B2B markets and
of value creation = I long-term relationships
TRUST TURNS CONNECTIONS
INTO GROWTH
4

CREATING SUSTAINABLE

VALUE

FOR ORGANISATIONS, PEOPLE AND MARKETS




SEINUADEE SNSTE S @O AL BN GEE

WHAT IS THE DIFFERENCE BETWEEN

PUBLIC RELATIONS AS A LUXURY ,,, HOSPITALITY AS A
GUEST HOUSE FIVE-STAR HOTEL?

‘ '.-‘—' /
. o ,‘ Bt ','-‘\.
D AN . g
.

D

g 2
; »

v ‘T:‘fl.lul

o——‘ S - 3 ‘- . - ~ A 1
o ~E o el
. - = 3 T

Same objective? Different relational logic.



STUDENT CHALLENGE

SKODA TOUR DE FRANCE VIP PROGRAM

How to measure and manage relational ROI

© SKODA AUTO a.s.



PE QP Lk

RELATIONS

EXPERIENCES

VALUE

ILDS BRANDS

YOUR CONTENT = BRAND EQUITY

R ES AT ONAL € 0:N T E-NaE RiE7ACL: VA LEULE
- JL N
@ THE RELATION =
% y
~ & N
YOUR SOCIAL CAPITAL
. J
. N N
@ YOUR INDIVIDUAL RELATIONSHIPS
. J
~ & —
YOUR SUPPORT (PLACE) = HOSPITALITY =
| WAY OF LIFE (FRENCH TOUCH) y
~ & ==,
YOUR OPTIMIZATION = SPORT AS EMOTIONAL
L MOMENT AND PLACE TO GENERATE EXTRA-BUSINESS J

BRAND EQUITY

STR
'ONGER RELATIONS > MORE OPPORTUNITIES

e ——

FROM RELATION
TO VALUE

Trust

Experience

Extra-business

OO

RELATIONS TODAY
VALUE TOMORROW

il




PUBLIC RELATIONS (PR)?

. R
BERNAYS — MANAGEMENT FUNCTION
& “Public Relations is a management function which tabulates public attitudes,
8_8 defines the policies, procedures and interest of an organization followed by
executing a program of action to earn public understanding and acceptance.”
Edward Bernays
& J
" >
CROZIER (1957) — PUBLIC GOODWILL
g@ “Public Relations is a set of processes used by managers to gain external
publics’ sympathy and goodwill.”
3 J

COMMON PURPOSE 1

é
t@i UNDERSTANDINGJ { @ ACCEPTANCE J [ erg\Q\ GOODWILL }




PR = MARKETING ASSET

A very « large » communication tool : financial communication, lobbying, media, Sponsorship...

VvV

More than 200 definitions... for us : It's a marketing activity implemented by a firm, a public or
private organization, a person or a group, to create, establish, maintain or improve, on the one hand
loyalty, understanding and sympathy, and on the other hand, the relationships with the public inside
and outside the institution, at the origin of its development (Kotler and Dubois, 2004).



PR FOR EVENTS MANAGERS

Press-relations : control &
development

Political PR

Construction and management
of relational networks inside
and outside your event

02

04

Events creation during your event

« People » exploitation
(dedicated person in your organization)

Forging an « iron cage » for your event
network : be careful about the balance
between quantitative and qualitative
interpersonal relationships




““Celebrity Utility " : People and Former
Professional Athletes

FROM SYMBOLIC CAPITAL TO RELATIONAL ACCESS

_I[)_[ = @ > 18 %@ -, Z—:}

Open doors Personal A high-value Relationships Access to
relationships with address book with athletes privileged
influential CEOs information

—— Celebrity utility converts visibility into relational resources. ——



THE EXAMPLE OF CHINA : THE IMPORTANCE OF INTERPERSONAL
RELATIONSHIPS (GUANXI - 55 %) IN BUSINESS

KEY CHARACTERISTICS :

Implicit mutual obligations, assurances
and understanding

Attitudes toward long term social and
business relationships

GUANXI - X%

/

@

The Chinese word « guanxi »
(X&) refers to the concept
of drawing on connections
in order to secure favors

in personal relations

(Luo, 2000).

interpersonal relationship : it includes reciprocal

e More than a friendship or a simple
obligations to respond to requests for assistance.

So Guanxi means interpersonal linkages with the implication
' “‘ of continued exchange of favors < in my experience in a PR agency @M,‘
) we can transfer this phenomenon in sports events ! 'lk




PEOPLE

GROUPE NICOLLIN
OPERATIONAL EXCELLENCE
FOR SUSTAINABLE LIVING

GROUPE
NICOLLIN

PLACES

EVSEINITESH T |D SASCILE'A'N ER:,

s

SPORT & EVENT
PLATFORM

CONNECTING CAPABILITIES
TO GLOBAL OPPORTUNITIES

FROM OPERATIONAL CAPABILITIES TO STRATEGIC ECOSYSTEM VALUE

STRONGER TOMORROW TOIGETHER

STATE OF QATAR

A GLOBAL HUB FOR
SPORT, MEDIA AND EVENTS

A

Hospitality
experience

o

Operational
control

Reputational
leverage

Irdematcral Fronar ferrs Loag

Qatar Airways s

BoN Sporn
FC Baelony - . .
Toe oo Paris Saint-Germain
QSI Aperts Natcrad Ml Feckeraon
Quatlar Touniwm Authordy Myermmar Foual Fadersbon
O Qatar Qatar National Bank T S Avoocains
e Mo
Row Wapat
[+ %) indosat
Ooredoo
Arvena K
FrerceQuke Anlan Foolbof Condederaion Tionhie oo
QREC Qatar Patroleurn T Quir Sy Loogue
P e TAC i Tronpie Qutar Cooiitut Cpae  Ouiw FooRell Avecoidon
Lo Needt Founceton
Geotrod
Fopennt
CLEANER CITIES | ICONIC EVENTS | STRONGER PARTNERSHIPS

QATAR AND

NICOLLIN

FOR A MORE SUSTAINABLE TOMORROW
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PR CONSUMING REASONS

PEQPLE

EXPERIENCES

RELATIONSHIPS

&

Happiness & Demonstration
passion
An individual ?;—‘ ‘_’iSible ';0
happiness therapy elr guests

From emotional experience to relationship intelligence.

Strategic

Use CRM and guest
insights to anticipate
their needs



PR SEGMENTATION

One communication strategy. Five relationship priorities.

AUDIENCE PR OBJECTIVE

@ 3&% PROSPECTS Generate qualified interest & secure meetings

CURRENT
@ 4@ CUSTOMERS Strengthen loyalty through CRM

o v MM
@ CUSTOMERS

°* «

o

Learn, recover & correct company failures

(A%

AMBASSADORS Mobilize advocacy, influence & word of mouth

AR

EMPLOYEES Engage teams through internal communication




PR & PRESS RELATIONS

\"3 Do not reduce PR with press relations

v= Generally, PR are using to But on the fields, the tools are :
(Occurrence Agency Study, 2003):
Btands.ahd pasducts. 10%  Pressrelations (7%  (EEEEEEES 97 %
communication (70 %)
Institutional Institutional e 0
communication communication (91 %) 9%

Press relations (53 %) (NN 53 % |(gt96l;2;al communication 89 %



th of Weak Ti
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Mark Granovetter
Armerican Journal of Sociology
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WHAT IS AWEAK TIE?

THE POWER OF A WEAK TIE: BRIDGING OTHERWISE SEPARATE NETWORKS

TIE STRENGTH = A LINEAR COMBINATION

&
o ® & = Frequency of contact
® @
& WEAK TIE e = Emotional intensity
@ & &
o8 | |
& | Intimacy (mutual confiding)
» %
& < Y Reciprocal services

l. =w.F+w,E+w,/+w,R
-I Granovetter leaves the exact functional
form and weighting “postponed for

future empirical work.”



Strong and Weak Ties

Facebook Friends Real Life Friends
3 L . ==
a 0 ® e o ®
: eﬁe‘.ﬂ‘ o o9 -

Our ‘weak ties’ o .6 0.g &
actasbridges. 6 7 9 - 0 g
They connect us to Q 9 3 G 9 0 0 0o 3
other groups of people s SR D 9 SEViS 2
we would not know 0 ;&9 gﬁ 3 6
otherwise. 0

e Strong tie e— Weak tie (bridge) é\fﬁfsﬁgt group



Interpersonal “Ties” Efficiency ’
(Granovetter, 1973) applied to Sport Public Relations.

Weak ties become strategically vatuable
when they are cultivated over time.

Relationship

Emotional
duration @ intensity

Strength

\A7J , wgme
of Weak Ties

Reciprocity of
@ services between

stakeholders




THE MAIN OBJECTIVE OF A PR STRATEGY o

| GATHER YOUR NETWORK

¢—

-
MAKE IT VALUABLE

42 Wall street Jo
rk Tlmes Bestseller

Partner clubs

MAKE IT RARE
-

@ MAKE IT NON SUBSTITUTABLE

MAKE IT ORGANIZATI(]NAI.J

)

Stakeholders

S\N[ENW

0
EATOR OF THE CHICKEN soup F

From event-based contacts to an
orchestrated strategic asset.



THE DANGERS OF NETWORKS

NETWORKS CREATE VALUE — BUT ALSO VULNERABILITY

1 NETWORK OVERLOAD 2 DEPENDENCY 3 RUMOR PROPAGATION
o *o o
o PN \ T~ ‘ ‘ \ e AN
Chs / // \\ & N/ ,/' ~®
g ©® oo
Too many ties to manage? Reliance on a limited False information can spread
Strong ties or weak ties? number of key actors rapidly through the network

I THE MANAGERIAL CHALLENGE: BUILD CONNECTIONS WITHOUT LOSING CONTROL



FROM PRODUCT TO EXPERIENCE

O @

PRODUCT SERVICE EXPERIENCE

Hospitality Servicing Players « VIP Guests

PR connects every touchpoint



OCCADE - CANAL+ EVENTS

GRAND PRIX
DE TENNIS DE LYON

21st EDITION

EEEEE
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PARTNERSHIP STRATEGY (GPTL)

The ‘5 Balls’ Strategy — building a diversified partner portfolio

PRP
ot PR FOl,

iy BANQUE
SFR ﬁ RHONE-ALPES
m .d | p , ®  BNP PARIBAS (2006
Pno ours” /

5 BALLS

ARKEMA ‘/ One event + Five 3 @ BEGHIN SAY
strategic partners

g PROSEGUR

||| | A progressive partnership architecture designed to diversify resources and reduce depentdency.



REPUTATION
OUTCOMES
Value created

for the organization
and sport

RESOURCE
ORCHESTRATION

Key resources and
their dynamic
interrelattionships

ORGANIZATIONAL
ENABLERS

Drivers that activate
and leverage resources

|

Relational

Resources

GPTL

.

Corporate

Reputation

A

|

Sport

Reputation ]

S

Reputational
Resources

Partnership
Resources

Physical
Resources

Relational
Competencies

T

| CEO Celebrity

t

A

Learning

t

1 ‘( Opportunism

1

Organizational Capabilities }

—_—
.......... )

Direct effect
Indirect effect



THE RESOURCE CASCADE

From bricolage to cumulative resource orchestration

(@ )
RELATIONAL e —=ounn LEARN & RECOMBINE m
RESOURCES — ‘AXES’ [t ORGANIZATIONAL
LEARNING
CAPABILITIES
PARTNERSHIP LEARN & RECOMBINE __-~" \_ )

RESOURCES ,

\

-
-

I
i
1
i
2 I
I
‘ 1
I
I
I

PHYSICAL g ;
RESOURCES

REPUTATIONAL LEARN & RECOMBINE
0 RESOURCES L R ———

-
-
-
‘ -
-
-
el LT T - o oo n o =

DYNAMIC CAPABILITIES

‘ CUMULATIVE
q
BRICOLAGE

N, RESOURCE STOCK
~

Resources are progressively built, connected and reinforced over time.



RELATIONAL BUSINESS MODEL

How relational capabilities activate and reinforce strategic resources

[ CRM ACTIVATION — }\
B2B -
e PARTNERSHIPS

”

REPUTATION —> SOCIAL CAPITAL

A

4 X
: v
i PHYSICAL RESOURCES —
i INDIVIDUAL PR INFRASTRUCTURE STADIUM
; NETWORKING DEVELOPMENT
- RESOURCE BASE @ CORE CAPABILITIES ey DIRECTIMPACT = ====-= ¥ INDIRECT IMPACT —@® DEPLOYMENT

||I ’ Relational capabilities connect reputation, social capital and physical assets to create partnership value.



EVENT DEVELOPMENT: WHAT STRATEGIC BALANCE?

Three tensions shaping the event’s future

IDENTITY e DEPENDENCY o ARENA VALUE
PR platform, public event, How can sponsor turnover Does the arena create
sporting competition — and reliance on public distinctive value — or
or business ecosystem? partners be reduced? simply shift dependency?

5 HOW CAN THE EVENT BUILD A DISTINCTIVE AND RESILIENT BUSINESS MODEL?



CANAL+
EVENTS

A NEW STRATEGIC
TURNING POINT?

Media expertise. Event capabilities.
What value can be orchestrated?

WHAT CHANGES WHEN A MEDIA BRAND ENTERS THE EVENT BUSINESS? —



25-31 OCTOBRE 2010

Arena Montpellier .{QIP‘

30 JANVIER - 5 FEVRIER 2012
Park&Suites Arena | Montpellier

TSONGA

'GASQUET
MONFILS

MONFILS
TENANT DU TITRE SODERLING+GASQUET...

PN GRIE RS N A L T
www.opensuddefrance.fr

RENSEIGNEMENTS & BILLETTERIE

, www.opensuddefrance.fr
PRVl 7 0anS T0US LES PONTS DE VENTE MABITUELS  CANALE EVENTS
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1 UPDEN

DU 4 AU 10 FEVRIER 2013
Park&Suites Arena | Montpellier (~oseorow’
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Montpellier : ’Open Sud de France de tennis en sursis METEO
PATRICE ESPINASSE Montpellier
30/07/2013, 09 h 25 | Mis & jour le 30/07/2013,10h 11 EiRecommander 21|  +1 |- 1 @ 16 réactions
AUJOURD'HUI DEMAIN APRES-DEMAIN
K] rFacebook Yz 22" 16°/ 24° 1A% 25°
| | Twitter
7| Envoyer par mail Publicité Votre annonce ici -
& Imprimer RANDO JET
cliquez ici pour plus d'infos
A +grand A + petit ]l . C'estdans la plus belle base nautigue
_ d'Europe que Rando Jet vous propose de
- découvrir leur multitude d'activités !
PARTENARIATS

CANOE LE MOULIN

W Venez découvrir un site splendide au

FORMATION pied des Cévennes ! Plusieurs parcours
. p C O N T| N U E allant de 3 km a 17km pour le plus long
La Park & Suites Arena a accueilli 41 000 spectateurs, début février. (JEAN-MICHEL MART) P 9 =
IS\_/Ietlell; S PRET A DECOLLER ?
1 vous changiez . renseignez-vous

Enjoy, qui commercialise I’événement, traine des pieds. La Région «

w Gagnez de nombreux lots en achetant
réfléchit ». Ca sent le roussi

votre logiciel compta-gestion Ciel by

Sage.
La Park & Suites Arena accueillera-t-elle encore I’Open Sud de France, en Présente : <
: ? 2 ; 2 s PREVOIR VOS OBSEQUES
2016 ? La question n’est pas tranchée, mais elle se pose avec acuité /es_mo métiers documentation gratuite ici
depuis qu’Enjoy, la structure qui commercialise I'événement qui recrutent en ; Pensez y maintenant pour ne pius y
Languedoc-Roussillon penser demain. Financement a votre

montpelliérain, a fait comprendre qu’elle le remettait en question dans sa
pérennité. Son nouveau directeur, Antoine Perragin, est clair sur ses

. s P " 3 Tr—. .

vidéos et fiches métiers hd rythme.

0 Ta OQuvrir v




BUSINESS MODEL EVOLUTION & INNOVATION?

2( . TOURNAMENT £
DU 1"AU 9 FEVRIER 2014 ATP DlRECTOR -
uitm Arena | Montpellier &Z& .
CHANGE Montpellier &

_ _Méditerranng

Me’rr ole

\
° EDITION ' 2
AEL MONFILS
- A : ¥
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BUILDING THE FUTURE

Five strategic questions for a sustainable business model

O =

@ Oray"” SUSTAINABLE
@ &)
:@ COOPAINTION & F U T U RE
— RESOURCES X 7
9<% FINANCIAL [ ' ‘
partners,
@ : Qs SUSTAINABILITY competitors and suppliers
~’. should be orchestrated?
Q)- REPUTATION & How do we finance N
RELATIONSHIPS the core offer: ‘,/,/
> the players? o
: STRATEGIC How can trust become f/
CAPABILITIES a strategic asset? ® e
VENUE & _ e
BUSINESS MODEL What competencies e
must be developed? P
How can a new stadium Y
reshape value creation? @ p—



Midi Libre

Tennis : la Métropole de Montpellier arréte son
financement pour I'Open Sud de France qui se retrouve
en grand danger

L'Open Sud de France pourrait quitter Montpellier et la Sud de France Arena. / MIDI LIBRE - RICHARD DE HULLESSEN

Actu Occitanie Hérault Montpellier

Montpellier. Christian Assaf : "L'Open Sud
de France tarde a trouver son modele
économique"

Si la 14e édition de I'Open Sud de France devrait se dérouler du 28 janvier au
4 février, I'avenir du tournoi ATP250 de Montpellier est particulierement

incertain.
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YOUR CHALLENGES

TURNING PUBLIC RELATIONS INTO MEASURABLE VALUE

PUBLIC RELATIONS ® PEOPLE & EXPERIENCE

/
Q: Building relationships—not P?Qe\ Entertainment is fundamentally
simply managing visibility about people

/I CUSTOMER ROI Ny FROM VIP EVENT TO PR BRAND
DD How can value and impact @ Can a VIP event become
0 be demonstrated? a lasting relational asset?
e 0 LAC|
e & & J& a,CQ_: b' LQ_ ~> o L A C E
E“MEET

FROM PRESTIGE TO PURPOSE: DESIGNING EXPERIENCES THAT CREATE RELATIONSHIPS




STUDENT CHALLENGE

GL EVENTS x MARSEILLE: WHAT WILL THE ECOSYSTEM LOOK LIKE IN FIVE YEARS?

GL EVENTS EXPANDS IN

HEALTHCARE THROUGH

THE ACQUISITION OF

MCO CONGRES
HEALT, "’(J .

vore ke NI IMAGINE ORCHESTRATE DELIVER

A BRIGHTER
TOMORROW

A new venue and Sport, business, A sustainable
experience model health and value-creation
institutional partners roadmap for 2031

YOUR MISSION
Design the future GL events x Marseille ecosystem



NETWORKING: THE COOPETITION PARADOX
]
CONTEXT TENSIONS

DUSTIN HOFEMAN ROBERT DENIRO

WAG DOG

A comedy about fruth, justice and other speciol effedts.

Industrial s
fictors Inter-organizational
emotional
ambivalence
Relational 7 COOPERATION K
factors
Organizational
. _ emotional
Firm-specific ambivalence
factors

AND IMPOSSIBLE
TO RESIST!"

NETWORKING MEANS WITH ACTORS

WHO MAY ALSO BE




PEN PERE

AUVERGNE-RHONE-ALPES
LYON

L'OPEN PARC AUVERGNE-RHONE-ALPES - LYON
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LYON
ICONIC NATURAL VENUE SPORTING & EXPERIENCE ASSETS
Parc de la Téte d’Or - Lyon First French ATP clay-court event before Roland-Garros

Ideal preparation for players
An exceptional experience for fans and partners

L’OPEN PARC AUVERGNE-RHONE-ALPES - LYON



JPEN PARC a7

AUVERGNE-RHONE-ALPES 250
LYON

Open Parc Auvergne-Rhone-Alpes marked the return
of top-level tennis to Lyon.

In its first three editions, the tournament welcomed leading international
players, including Dominic Thiem, John Isner, Juan Martin del Potro,
Jo-Wilfried Tsonga, Thomas Berdych, Nick Kyrgios, Roberto Bautista Agut,
Denis Shapovalov, Félix Auger-Aliassime and Richard Gasquet.

A NEW RENDEZVOUS FOR TENNIS IN FRANCE 50+
HOURS BROADCAST ATP 250 TOURNAMENTS
ON TV WORLDWIDE

ONLY 4 280M+

IN FRANCE MEDIA CONTACTS

Montpellier - Marseille - Metz - Lyon

L'OPEN PARC AUVERGNE-RHONE-ALPES - LYON




PEN PARC .ax2 A UNIQUE SITE

AUVERGNE-RHONE-ALPES 250
LYON

The Open Parc Auvergne-Rhone-Alpes took place in the heart of the Téte d'Or Park, an emblematic place in
Lyon — an iconic place to play tennis.

This park which is the 1st Urban Park of France has been transformed in just two weeks to accommodate
center court, VIP village and to host the tennis lovers.

This site was a great success with both partners and players who have not stopped saying that the frame
was unpublished !

- Center court of 4500 seats

- 4 courts

- One VIP village of 2500 m2

- Many playful and interactive animations
- Private boxes and VIP seats

- Premium public relation operations

- An eco-citizen and societal dimension

L'OPEN PARC AUVERGNE-RHONE-ALPES - LYON
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COOPETITION

AS A STRATEGIC CAPABILITY

Orchestrating cooperation and competition
across a regional sport ecosystem

LYON

Competition \

SHARED (
INFRASTRUCTURES | £

| COMPLEMENTARY
NETWORKS

Pyt

JOINT

VALUE CREATION ’

BOUNDARIES BECOME RESOURCES WHEN PARTNERS LEARN TO ORCHESTRATE THEM.




L’ATP confirme la disparition du tournoi de Lyon en 2025

L'ATP a fait I'annonce officielle ce jeudi: I'Open Parc, disputé a la Téte d'Or depuis 2017, déménage a Munich.
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Tennis : clap de fin pour I'Open parc de Lyon... pour
I'instant

L'Open parc Auvergne-Rhdne-Alpes a Lyon va animer les allées du parc de la Téte d'or pour la derniere fois, du 18 au 25
mai 2024. Mais le tennis reviendra a Lyon, assure son directeur, Thierry Ascione.

Flora CHADUC , le mardi 07 mai 2024 n m n




» Tennis : apres la fin de I’Open Parc, un

K)rurnoi ATP 250 aux portes de la LDLC Aulas prend possession de la LDLC Aréna
€na

Par Jean-Frangois Pibre -
Méme si rien n’est officiel, tout porte a croire que quelques mois apres le départ de n v n
I’«<« Open Parc Auvergne-Rhdne-Alpes » a Munich, un tournoi de cette catégorie
de ’ATP Tour sera trés bientot organisé (2026 ou 2027) a Décines par le duo

Ascione-Tsonga.

Luc Paganon - 15 juil. 202523 19:00 | mis a jour le 03 ao{it 20253 01:06 - Temps de lecture : 3 min
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ACTION BIAS

ACTIVITY # EFFECTIVENESS

/Beware the Busy Manager

A BIAS FOR
ACTION

by Heike Bruch and
Sumantra Ghoshal

o<
- @GR I w1
HOW EFFE,CTIVE MANAGERS
HARNESS THEIR WILLPOWER,

ACHIEVE RESULTS,
AND STOP WASTING TIME

BIAS FOR ACTION THE BUSY MANAGER TRAP

Decisive action creates momentum Constant activity can destroy focus

THE REAL CHALLENGE
Combine energy with focus, willpower and disciplined execution

EFFECTIVE MANAGERS DO NOT DO MORE — THEY CONCENTRATE THEIR ENERGY ON WHAT MATTERS




LDLC ARENA: A TERRITORIAL OWNERSHIP ECOSYSTEM

Holnest and 13 partners acquire a strategic regional asset

A KEY STEP FOR LYON,
ITS REGION AND BEYOND

21 JUNE 2024

ENTREPRENEURSHIP
FOR A STRONGER
TOMORROW

HOLNEST

60%

SPORTS
CULTURE
TERRITORY
PEOPLE

OPPORTUNITIES

Jean-Michel Aulas
Majority shareholder

GROUPAMA
RHONE-ALPES AUVERGNE

15%

A MAJOR REGIONAL PLAYER

N

FAMILY ENTREPRENEURS

15.2%

INCLUDING ANTHONY LOPES,

=
BLLIFT
FEL LT
THIERRY ASCIONE FAMILY & OTHER ENTREPRENEURS

LDLC INVEST

3.6%

THE LDLC GROUP
VIA ITS SUBSIDIARY

HOLARENA

100% OF LDLC ARENA

LDLC
INVEST

}M

£ q.ﬂ!!!!uniﬂ. o
WHARE sl
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OLYMP

5.1%

YVES REVOL (OLYMP)

CCI LYON METROPOLE A SHARED VISION

PREFERENCE REGION AURA

4.2%

REGIONAL SOVEREIGN FUND

AUVERGNE-RHONE-ALPES ) MORE

v o A STRONGER REGION
1.8%
A COMMITTED
REGIONAL INSTITUTION I
LYON REGIONAL SOVEREIGN FUND
AUVERGNE-RHONE f AND OTHER PARTNERS
FRANCE INSTITUTIONAL AND PRIVATE INVESTORS
EUROPE SUPPORTING THE PROJECT

THAN A VENUE

TALYST
THE TERRITORY

FROM VENUE OWNERSHIP TO TERRITORIAL ORCHESTRATION

A coalition of family capital, regional institutions and entrepreneurs supporting Lyon’s cultural and sporting influence.



STUDENT CHALLENGE )

OPEN PARC AUVERGNE-RHONE-ALPES s -

HOW CAN A REGIONAL ATP EVENT BUILD A MORE RESILIENT BUSINESS MODEL? e e e
CONSTRAINTS NETWORKING N N
’ = : : e Anticipate global competition for
Overcome venue and infrastructure Turn regional relationships into players, partners and audiences
limitations durable strategic assets ’

- 9 9 """"" *
COMMUNITIES | W PUBLIC PARTNERS TS 9

¥ p/ ”_-:.‘,\ A
& ‘. I,, \\\ ‘\\‘
OTHER % \ 4
TOURNAMENTS ' N PLAYERS
* 9 Y PARTNERS
AUDIENCES
BUSINESSES @'P LOCAL STAKEHOLDERS 9
—& @ *—>
TODAY TOMORROW LONG TERM

JUR MISSION: DESIGN A GROWTH STRATEGY THAT COMBINES

LOCAL ROOTS WITH INTERNATIONAL REACH
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STRATEGIC VISION, CONTROL & EXECUTION *

THE BRAND CHALLENGE
JLC ARENA OR THE EVENT?

[\
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THINK GLOBAL,
ACT LOCAL

GLOBAL VISION - LOCAL VALUE CREATION
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