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PRESS RELEASE

Redline strengthens its eventing and sponsorship capability
As part of a drive to enhance its eventing capability, specialist stakeholder communications company Redline has appointed Ginny Daly as sponsorship and events director to head up an increasingly important aspect of the company’s service offering that is already used by several blue chip clients including FNB, Eskom, Toyota, Vodacom and the SABC.

With experience in a number of high profile music concerts, media, sport codes and artistic events ranging from the FINA Swimming World Cup, the Presidential Golf Classic and the Telkom PGA through to RAMA Dancesport, the National Teaching Awards, Metropolitan Eastern Cape Awards and the entire German Cultural Weeks African programme, David McCullough, Redline’s managing director, says Redline Events and Sponsorship is centred on delivering a country-wide range of creative, media, marketing and eventing solutions. 
“From experiential marketing related projects such as launches, conferences and parties, product and store launches, client entertainment and hospitality through to specialist sponsorship and events organisation, Redline is strongly positioned in the corporate, sport, music and entertainment industry with over fifteen years of experience in the greater sponsorship, eventing and media field,” he says. “Covering all the logistical and eventing skills, project and budget planning that events of this nature entail, the team has worked on a host of exciting brands, creating opportunities for them to reach deep into new market niches and touch the target market through unique key leveraging and marketing to the customer.”

Ginny Daly, Redline events and sponsorship director, says the division aims to change the way that experiential marketing is executed by infusing the client’s brand with a strong and positive association to the property through a comprehensive and multi faceted marketing and leveraging strategy, one that can deliver real and measurable returns in a tough economic climate where each promotional Rand needs to be accounted for.

“By understanding the client’s business objectives from the outset, the right event or sponsorship platform can be created or identified that will reach the relevant target market and influence brand perceptions through emotive marketing,” she says. “We also believe in leveraging all the sponsor and event property rights in order to deliver the maximum possible return on investment at each contact point.”

Daly says that when conducting an experiential campaign on behalf of a client, experience has shown that this is far more effective when supported by an overall communications campaign.  

“To this end, we work closely and in partnership with a client’s promotions, advertising and PR agencies to maximise the company’s exposure in the public space,” she says, adding that the company has developed strong relationships within the media, entertainment and eventing industry suppliers on a national scale.

“From strategic planning sessions, event concept development, budgeting and project planning through to event activation, guest list and venue management, hospitality, production and the entire spectrum of public relations, media monitoring and evaluation, through continuous feedback and brand focus we aim to deliver a high level of brand interaction that will stay in the consumer’s mind for a long time to come,” she concludes.
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