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History with ACC secures future for Raycom

BY NHEHAEL BIHTH
ANS JBHN BURAND

The survival of Raycom Sports
hinged on its 31-year 1e1at10nshlp
with the ACC.

As many as two years before it
started negotiating with the confer-
enceinearnest, company executives
acknowledged thatkeepingapiece of
the ACC’sbusiness was the only way
the small, regional TV syndicator
and production company could stay
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relevant in the burgeoning multibil-
lion-dollar college marlsetplace.
The problem was that Raycom
couldn’t compete financially with
bigger national TV networks, like
ESPN and Fox, who also wanted
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ACC discusses selling ioumey title

cussions with the conference’s

the ACC’s rights. So Raycom de-
cided to rely on the deep, personal
relationships it developed over its
three-decade relationship with the

conference.
ESPN’s John Skipper recognized
See Raycoim Page 32

The ACCis considering atitle
sponsor for its tradition-rich
men'’s basketball tournament.

Commissioner John Swofford
said he has been in recent dis-

presidents and athletic directors
about selling a title sponsorship

for the first time.
“There’sbeen alot of thought
giventoit,” Swofford said. “It's an
See AT Page 33

Raycom = After 1085 of SEC in 2008, compeny !\nbw that it needed to keep ACG in order to survive

FREN PASE 1

the power of those ties early in his tallks
with Commissioner John Swof101d last
spring.

Skipper, ESPN’s executive vice president
for content and a North Carolina graduate,
recalled sitting with Swofford on the brick
patio outside the stately Washington Duke
Inn, just hours before tip-off of the Duke-
North Carolina basketball game.

Underneath the swaying pine trees, Skip-

" per asked Swofford what ESPN could do

to securea deal. .

“It would be our preference,” Swofford
told Skipper, “if ESPN could construct
something that would keep us in business

“with Raycom.”

“So we did,” Skipper said.

STAYVING IN BUSINESS

Raycom executives concede that the
company'’s existence depended on stay-
ing in the game with the ACC. While it
manages the Meineke Car Care Bowl, and
has managed golf tournaments and syn-
dicated other programming, 80 percent of
Raycom’s annual revenue comes from its
business with the ACC.

Withoutthe ACC, Raycom’s future would
bebleak. CEOKenHainesfelt the pressure,
as did his 50 employees, most of whom
described it as a tense two years that led
up to the ACC talks.

' What emerged, though, was a 12-year,
$1.86billion contractbetween the ACC and
ESPNthat was finalized over the summer
and goes into effect for 2011-12.

Raycom signeda sublicensing arrange-
‘ment with ESPN for $50 million a year,
providing the company with more market-
ing and media rights than it had before,

including syndication, ACC Properties and -

all digital rights.

Everyone involved with the negotiations
cited Raycom’s 81-year history asthe main
reason it was able to strike a deal.

“It tugged at me,” Swofford said. “We
wanted to keep Raycom as a partner, but
we had to do what was in the ACC’s best
interests. That we got the deal we got and
kept Raycom involved was ici_ng on the
cake.”

Not only did Raycom have the deep ties
with the ACC. it also had a relationshin

ancom CEO I{en Hames (rlghi with Charlo‘re Peglunal \iisuors Auchonty CEO Tim Newman)
says, “We really are the marketing and corporate relationship arm of the conference.”

with ESPN that went baclk 30 years. Some
of ESPN’s fir st live programming came
from ACCbasketball games that were pur-
chased from Raycom Sports,-which has
hadthe ACC’sbasketball rights since 1979.
And Raycom boldly agreed to sell ESPN2
a Duke-Carolina basketball game in the
mid-1990s that helped give the new chan-
nel — which launched in 1993 — a level
of credibility with cable operators that it
didn't previously have.

Those moves preceded Skipper, but
Haines felt it was a worthy talking
point.

Through its new sublicensing agree-
ment with ESPN, Raycom will continue
to syndicate ACC football and basketball

games. Raycom’s syndicated games will
bebranded as the ACC Networl, meaning
that the Raycom brandnolonger appears
onthe TV screen, amove that has already
been implemented this season ayearahead

of the new contract.

The Charlotte-based company alsoman-
agesthe corporate partmer program, ACC ..
Properties; the official website, TheACC.
com; and other digital rights, including
the conference’s new iPhone and iPad ap-
plication.

“We were able to not only retain, but to
add to the touch points we had with the
ACC already,” said Haines, who has been
with Raycom since it was foumded in 1979.
“The new agreement expands and deep-
ens our relationship with the conference
because we really are the marketing and
corporaterelationship arm of the confer-
ence, exclusively We're more involved now
than we were in the past.”



A SHELL OF ITSELF

Just two years earlier, Raycom’s future
didn’tlook so bright. In August 2008, ESPN
won therights for all SEC content, mean-

‘ing ESPN, not Raycom, would manage the

conference’s syndicated product through
its Charlotte-based ESPN Regional Tele-
vision. '

Raycom, which had handled the SEC’s
syndicated rights since 1986, believed its
history with the conference would be
enough to carve out a package of games.

Haines and his staff were stunned tolearn
that they had been cut out of the deal be-
tween the conference and ESPN.

The outcome took its toll on Raycom as

20 employees were cut. Once a giantinthe

college $ports media business, Raycom was
just a shell of its old self.

Long gone were the days when Raycom
pmduceda.nddisiributed'gamesfortheACC,
-SEC, Pac-10, Metro, BigEight, Southwestand
eventually the Big12 conferences. Through
the years, Raycom’s advertising-based busi-
nessmodel struggled to compete against the
dualrevenue streams thatcompetitorslike
ESPN and Fox’s regional chanmels have.
Gradually, it lost much of its conference
rights through the 1990s and early 2000s.

[ ' ’
“It tugged at me. We
wanted to heep Baycem as
a partner, but we had to
do what was in the ACG’s
best interests.”

JaHN SWOFFERD
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Raycom Sports, aunit of Raycom Media,
the Alabama-based company that owns 40-
plus TV stations, was left squarely inneed
of keeping the ACC to stay alive.

Inthe expiring media contract with the -
ACC, which granted Raycom therightsto -

all basketball games, the company paid
about$35million a year. It sold a number of
those games to ESPN, Fox and CBS, while
syndicating theresttolocal broadcast sta-
tions and regional sports networks.

Knowing that the ACC planned to com-
bine football and basketball in the new
contract, Raycom resigned itself tothefact
that it couldn’t compete with bigger na-
tional sports networks for an all-in deal that
ended up costing $155 million a year.

Butitalso figured that ESPN, which al-
ready syndicates SEC games, wanted to
use an outside company to syndicate ACC
programming to avoid conflicts of inter-
est that would go along with selling both
conferences into the same marlet.

Swofford let the strongest bidders, ESPN
and Fox, know that he wanted to include
Raycom, which went into the talks as a
partnerto bothnetworks, rather than try-
ing to bid against their deeper pockets.

The back-and-forth conversations with
both bidders put Haines in the middle of
thenegotiations. ESPN and Fox knew how
close Raycom was to the ACC. For example,
Swofford’s son, Chad, is Raycom’é direc-
tor of new media and has been with the
company five years.

Throughout the negotiations, the net-
works often turned to Haines for progress
reports on the bidding.

“Ttwas awkward,” Haines admitted. “But
it was also important for us to keep the
communications as open as possible.”

FINDING NEW JUICE

What Haines found, as he re-focused his
efforts on the ACC, was that Raycom still
had plenty of juice with the conference in

its own backyard. Raycom’s syndication
efforts currently take ACC football and
basketball into 28 million homes and eigh‘u
of the top 25 marlkets, or about 25 percent
of the country. 5

Beginning next year, Raycom, for the
first time, will be able to syndicate games
outside of the league’s seven-state foot-
print. The conference hopes thatmove will
help expand the audience and extend the
ACC’sbrand. .

Raycom also will continué to sell and
manage ACCProperties, the conference’s
corporate partnership arm. The ACChas
ninepartners since recently adding AT&T,
Havoline and BB&T.

Raycom is targeting a partner list that

~ maxesoutat12. Thosedeals go for thehigh

six figures to low seven figures, depend-
ing on the assets. They typically include
ad units on Raycom’s broadcasts, space
on TheACC.com and mobile, which Ray-
com also manages, and a presence at the
league’s championship events.

Raycom alsois creating anew lower-cost
promotional partners program that doesi't
include TV advertising, but offers signage
at championship events, hospitality and
promotional rights.

Raycom’s digital rights will include
the website, a recently launched app for
{Phones and iPads, and anew ACC Vault,
an online product in the works that will
enable fans to access old games and high-
lights. Thought Equity Motion, which also
manages the NCAAs digital archives, will
work with Rayc‘qm on the ACC Vault.

The final pieces to Raycom’s rights
include the fan fests for both the cham-
pionship football game and basketball
tournament.

“Tt’s unique to the ACC to have all of
theserights under one cohesive imbrella,”
Haines said. “It malkes it easier for us to
manage and it makes it easier for a com-
pany to deal with one rights holder onall
of thesefronts ratherthan tryingto coor-
dinate with several different entities.”

Other conferences typically have differ-
ent companies run the website, sell corpo-
ratepartnerships and hold the TV rights.
Outside of the ACC, the Pac-10 probably
has the most consolidated arrangement,

“with Fox owning TV cable rights and

managing the corporate partner program,
whilealso having access to ad inventory
on Pac-10.org, the conference sitemanaged
by XOS.

Omn corporate deals, Learfield Sports sells
for the Big Ten, IMG College represents
the SEC, ESPN Regional has the Big 12
and ISP Sports, which is being bought by
IMG College, sells the Big East. ’

“The consolidation in our deal with
Raycom is important,” Swofford said. “It
simplifies things ina way that seemstobe
very effective. ... ESPN and Raycom have.
found that they’ll be beneficial for each
other. The most important thing mallof
this was doing what’s best for the confer-
ence, and ultimately that meant keeping
Raycom as a very important player.”

Haines acknowledges with a wry grin
that Raycom’s new best friend, ESPN, is
the same company that almost put him out
of business. But he clearly hopes they’'ll
find more ways to work together.

“To be recognized for 30 years of a very
positive relationship is a good feeling,”
Haines said.



