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The $200 Billion Opportunity: Why
Naming Rights Matter Now More
Than Ever

$97.5bn 90%

Culture offers sport's reach — with a fraction of the
competition, cost and clutter.
T H E  C E N T R A L  A S Y M M E T R Y

A European snapshot
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The untapped frontier

Why now
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The argument of this paper
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From Ballparks to Boardrooms: The
30-Year Evolution of Naming
Rights
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Beyond the Billboard: The Strategic
Value of Integrated Partnerships

Permanence and cultural embedding

The myth of purity has arguably cost the arts more
than any funding cut.
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The economics of attention

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

13



N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

14



The untapped opportunity

Defending your brand partner

What naming rights solve that advertising cannot
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Playing It Safe Is Not the Safe Play

Playing it safe may protect today's meeting. It rarely
protects tomorrow's brand.
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The Players
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CCP.
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The Rights Holder: From Financial
Imperative to Strategic Valuation

6 of 20

Valuations grounded in reality get done; valuations
grounded in hope do not.
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The Brand: Building a Legacy, Not
Just a Campaign

A campaign rents attention for a season. A legacy
compounds in value year after year.
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The Property Owner: From Asset to
Landmark
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Governance and Ethics: The
Foundation of a Defensible Deal

The defensible deal is the one that has earned the right
to withstand criticism.
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The Process
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CCP.
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The Discovery Phase: Identifying
and Qualifying Partners

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

29



N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

30



N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

31



O

C H A P T E R  1 0

Structuring the Deal: The
Architecture of a Modern
Partnership

What “naming rights” can mean
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Community, Consent and Control:
Navigating the Narrative

Community goodwill, carefully earned, is the strongest
shield a brand partner can have.
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Activation and Integration:
Bringing the Partnership to Life

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

36



K E Y  T A K E A W A Y S    ·    P A R T  I I I  —  T H E  P R O C E S S

 

 

 

 

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

37



The Sectors
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CCP.
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Arts and Culture: The New Frontier

£1.5–2bn

Scale without precedent

The brands that move now will define the category for a
generation.
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The investment gap

Why culture, specifically
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The landmark opportunity

A necessary caveat
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Sports and Entertainment: The
Powerhouse
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An International Perspective:
Models, Markets and Mindsets

The policy-led model: France
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The public-investment model: Germany

The corporate-citizen model: Italy and the Nordics
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Emerging Sectors: From Airports to
Innovation Districts

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

47



K E Y  T A K E A W A Y S    ·    P A R T  I V  —  T H E  S E C T O R S

 

 

 

 

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

48



The Future
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CCP.
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The Purpose-Driven Venue: The
Rise of ESG

For the arts, ESG is not a bolt-on; it is closer to DNA.
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The Smart Venue: Technology and
the Future of Engagement
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Rewarding Long-Term Investment:
A Policy for the Future

The prize: a tax system that actively rewards long-term
commitments to culture.

A live moment

The starting point almost everyone gets wrong
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What France actually did — and why we cannot simply copy it

The asymmetry hiding in plain sight
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What an enhanced incentive could look like

Designing it: duration, scale and safeguards
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The Treasury test

The commercial dimension others miss

The opportunity
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Conclusion: The Future Is a Shared
Story

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

58



K E Y  T A K E A W A Y S    ·    P A R T  V  —  T H E  F U T U R E

 

 

 

 

N A M I N G  R I G H T S  —  A  L O N G - T E R M  S T R A T E G I C  P L A Y C U L T U R A L  C A P I T A L  P A R T N E R S

59



N

Partnerships in practice
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About Cultural Capital Partners

A proven, governed process

Work with us
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