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SPONSORSHIP INTERVIEW BOB VAN OOSTERHOUT [TRIPLE DOUBLE]

Vesna Stanić

Bob van Oosterhout has been a 
serial winner in sports marketing. 
Although he has been awarded for 
his projects in sponsorships, sports 
marketing and sports business nu-
merous times, he attracts every-
body interested in sports business 
or marketing because he is still 
full of efficient, creative and inspi-
ring ideas for better enjoyment of 
sports for fans and sponsors.  

The last 15 years of sports sponsorship and 
marketing in the Netherlands can't be descri-
bed without mentioning your name. But be-
fore you became indispensable, how did you 
start in this business?

Dutch SportS 
oScarS Winner 
BetS on FootBall

When I was 23 I finished my International Com-
munications studies and was asked to become 
the General Manager of the biggest basketball 
club in the Netherlands. I was the first fulltime 
employee (apart from the players) and »learned 
by doing« what companies/brands look for in 
sports and how to make sports interesting for 
companies. 

What does the name of your agency, Triple 
Double, mean?
Basketball is a sport of statistics. When a player 
scores double figures (at least 10) in three catego-
ries (points, steals, blocks, assists, rebounds), he/
she proves to be very versatile and played a great 
game! Since sports marketing is also about figu-
res, this seemed to be a cool, uncommon, but very 
appropriate name for my agency. 

What is the most important thing that made 
your name credible and convincing in this 
business?
Creating some very successful and striking spon-
sorships/activations: Albert Heijn (school foot-
ball), DELA (women volleyball), LIGA (Ice Spe-
ed Skating), Bavaria/Dutch (orange) dress around 
the 2010 World Cup, Unibet & the Golden Foot-
ball, EY (the coach campaign), Team ParaStars ... 
Next to that, I just published my book »The Sport 
Sponsors: Top 100 of all times«. 

If you compare approaches to sport sponsor-
ships in the Netherlands 15 years ago and 
today, how has the mind set of sponsors and 
sponsees changed?
15 years ago, it was all about visibility. About 
exposure. »How can I make sure everybody aro-
und an event has seen my brand«. Nowadays, 
the question for marketers should be: »How can 
I add value to an event for fans (fan engagement) 
and participants, knowing that the credits of 
which will all come to me!« All this in a sustain-
able, professional and relevant way. 

Which is your favourite sponsorship activati-
on project made by your team?
We didn't »make« it all ourselves (success has 
many fathers), but our involvement in Bavaria's 
Dutch dress campaign for the WC 2010 turned 
out to be (without a doubt) one of the biggest 
ambush-marketing cases in the history of sports. 

How did you get this idea and how did you 
convince the client to accept it? Can you tell 
us more about the project? 
Bavaria itself decided to do so when two women 
wrote a letter complaining why »the brand never 
creates a give-away for girls«. Then Bavaria asked 
us as their sports marketing agency to assist in 
the activation. It turned out to have a humongous 
impact! FIFA picked up the »Bavaria babes«, put 

them in jail (for wearing orange shirts that only had 
a tiny little logo on the back!) and saw the whole 
world's opinion turn against them. I don't think 
there was any newspaper or TV-station in the wor-
ld that didn't pay attention to the »Dutch dress«. 

And which is your favourite sponsorship ac-
tivation program not created by your team? 
I love Proctor & Gambles activation of their IOC-
-partnership through the »Thank you mom«-
-campaign. Especially the American adaption of 
it. Americans are unequalled in creating touching 
commercials. 

Winter Olympic Games in Sochi brought 
many controversial stories and sponsors 
were quite reserved in activation. Has any 
of the IOC or national Olympic committee 
sponsors impressed you?
Hnmm ... not really. Activations were very coy. 

What is your opinion on ambush marketing 
at events like Olympic Games?
I think it's part of the game. Some brands have am-
bushing in their DNA. I feel that when you're an of-
ficial partner, you have such a head start that when 
you don't neglect a creative activation plan, you 
should always be able to outscore the competitors. 

On the other hand: nowadays it looks like (through 
social media and the sympathy that ambushers en-
counter) it's getting easier to score around an event 
without being an official sponsor. This is a very dan-
gerous trend for the big rights holders. 

One of your most popular projects is the 
campaign for Dutch paralympic athletes. Can 
you tell us a little bit about the project and 
its current goals?
We created Team ParaStars; the first commercial 
(sponsored) Paralympic team in the world! The 
goal was to ask attention for disabled sports in a 
very cool, tough, outspoken way. We stayed away 
from the feelings like »pathetic«, »sorry«, »scary« 
and »medical«. Team ParaStars looked like super-
heroes! We generated lots of media coverage and 
encouraged people to become fans by donating 
20,12 Euro towards London. In exchange, they 
got a ParaStars T-shirt and other cool stuff. We 
even generated some superfans and ended up ha-
ving more than 150.000 Euro. 

Winter Olympics just finished and the World 
Cup in Brazil is the next big worldwide event. 
What do both those events mean for Dutch 
business from the sponsorship point of view? 
Which is more important for your clients?
I would say the World Cup, since people enjoy 
football together. In bars, at home, so supermar-
kets, restaurants and bars profit from the national 
teams matches in a big way! Next to that, lots of 
brands were a little »careful« in their activation of 
the Sochi Olympics. 

UEFA EURO 2016 will be near you. Do you 
think your country will have any extra bene-
fits from your neighbours’ big event?
Certainly, yes. Look at the London Olympics; 
the closer a big event takes place, the more the 
passion is felt!

            Bob van Oosterhout 

Bob van Oosterhout founded his sports marketing agency Triple Double in 1997. The commercial, creati-
ve, enthusiastic and respected sports marketer has a vast network in business, sport and (sports) media. 
Bob was awarded Sports Marketer of the Year in 2009, Sponsor Personality of the Year in 2010 and won 
the BOV Trophy (Best Entrepreneurial Vision) in 2011. He writes a weekly column Show Me the Money 
for Spits magazine and is the author of the book The Sport Sponsors: Top 100 All Time. His clients come 
from a wide range of industries all over the world: AON, Bavaria, ABN Amro, AFAS Software, Continental, 
Herbalife, Philips, PSV, Ricoh, Unibet, Vodafone etc. 
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Bavaria and ambush marketing, FIFA World Cup 2010.

›Some brands have 
ambushing in their DNA. 

I feel that when you're an 
official partner, you have 
such a head start that 
when you don't neglect a 
creative activation plan, you 
should always be able to 
outscore the competitors.
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