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The 2006 year will be remembered for a number of signiﬁcant
milestones, many of which are outlined in the Commercial
Report below. Most importantly, 2006 was the ﬁrst year of
SANZAR’s new Broadcast Agreements, and in particular the
expansion of the Super 14 and Tri Nations series.

Commercially, the year was very
successful. Further details are
outlined below, but it would
be remiss not to highlight the
signiﬁcance of the Bledisloe Cup
Test held in Brisbane in July 2006
– the ﬁrst time a Bledisloe had

2007 will again be a watershed
year commercially. With our
event programme enhanced
through the introduction of
the Adelaide Sevens, the IRB
Paciﬁc Nations Cup and the new
Australian Rugby Championship,
not to mention the Rugby World
Cup, we will not be idle.
We sincerely thank all of our
commercial partners, including
broadcasters, governments,
venues, sponsors, licensees,
agents and suppliers for their
support in 2006, and look
forward to an even bigger 2007.

SPONSORSHIP
The ARU Sponsorship program
enjoyed strong consolidation
in 2006, with its ranks
being bolstered by the resigning of Vodafone as our
Telecommunications Partner.
Their presence has seen our
sport blessed with an enviable
blue-chip portfolio of innovative
consumer marketers whose
leverage programs convey the
Wallaby brand to an enormous
cross section of Australian
consumers. For their part,
Vodafone launched a new product,
“Wallaby TV” on their Vodafone
Live platform, which provided a
unique and insightful view into
the lives of the Wallabies off the
playing ﬁelds, and also assumed
ownership of the Vodafone Rugby
Luncheon Series during the year.
Qantas continued to use the
Wallabies as a key vehicle to
deliver their “Sharing the Spirit”
program, with their generosity,
via the Starlight Foundation,
beneﬁting many young Australian
children who were able to enjoy
the excitement of watching the

Brian Thorburn, General Manager
Commercial Operations

Wallabies play. They also helped
showcase the Wallabies to
countless other Australians through
the exposure they provided to
the Wallabies on their In Flight
entertainment programs.
The ARU remains indebted to
Bundaberg Rum for the enormous
investment they provide in
supporting the Bundaberg Rum
Rugby Series, helping make the
match-day experience both at the
venue and in pubs across Australia
entertaining and enjoyable.
Similarly, Suncorp continued to
support the game at all levels,
with their involvement extending
beyond the Wallabies into a vital
community initiative known as
The Suncorp 2006 Bledisloe Cup
Roadshow, which saw the famous
trophy visit many schools and towns
throughout South-East Queensland.
Panasonic continued to make a
strong connection to our sport
through the creation of a new
TV commercial to promote their
Viera plasma, whilst Canterbury
launched a new print and outdoor
campaign which revitalised their
iconic connection with rugby.
Wolf Blass was another sponsor
to maximise their association
with rugby, by utilising some of
the wine-connoisseur members
of the Wallabies at a number
of tasting dinners with key
representatives of the trade.
Following on from a successful
rugby-themed campaign for their
Territory and Falcon brands in
2006, the ARU was pleased to
extend the relationship with Ford
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During the year, long term
agreements were reached with
Governments in Victoria, QLD
and Western Australia, with long
term allocation of Test matches
made to those states. The South
Australian Government’s support
for hosting a leg of the iRB Sevens
World Series was also instrumental
in securing those rights and we
look forward to that tournament
commencing in April 2007. We
also greatly appreciate the support
of the Victorian Government in
relation to the introduction of
Sports betting legislation and
the QLD Government and the
Major Sports Facility Authority in
particular, for their assistance
in introducing legislation to
deal with ticket scalping.

been held in Brisbane for 10
years. This was an outstanding
success, both from an event
perspective and in terms of the
economic impact and beneﬁts to
the city and the state of QLD.
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Whilst our new broadcast
arrangements were negotiated
in late 2004, the 2006 season
saw a signiﬁcant expansion in
the number of Super 14 and Test
matches, which brought special
challenges to all Member Unions
and the ARU. In addition, our major
broadcaster, Fox Sports, took over
the Host Broadcast responsibilities
for Test matches to supplement
the excellent work they provide
as host broadcaster for the Super
14 Tournament. 2006 also saw
ABC appointed as Broadcaster
for the new Australian Rugby
Championship, to kick off in 2007,
and Channel 10 was announced
as the Australian Broadcast
Rights holder for Rugby World Cup
2007. Together with our longstanding free-to-air broadcaster
Channel 7, ARU is privileged to
receive the support of such a
strong group of broadcasters
and we thank them sincerely.
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for a further number of years,
which will now also see them
assume Naming Rights to the
ARU’s Elite Player Development
Program. The ARU is also delighted
to have extended our association
with Lion Nathan for what will be
almost two decades, following on
from their announcement as the
Ofﬁcial Beer of Super 14 for the
next ﬁve years. This has given us
an opportunity to welcome Investec
on board as the new Naming
Rights partner for the Super 14
tournament, and we look forward
to working with both entities on this
exciting and dynamic property.
The ARU remains indebted to all
its commercial partners beyond
those who have been listed above,
with a key note of thanks to our
media partners, News Limited, Fox
Sports and the Seven Network.

LICENSING
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The Licensing team had another
busy and productive year, with
exciting new product releases
and the continued evolution
of the Wallabies brand into a
year-round program, supporting
Licensees to strong sales
outside of the rugby season.
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2006 was always going to be a
challenging year for the sale of
Wallabies products. With a soccer
World Cup and an Ashes series, we
faced the challenge of maintaining
the sales and shelf space our
team has worked hard to attain
over recent years. Through close
communications with retailers and
various promotional campaigns,
including a successful national
promotion in partnership with
Amart All Sports, it was pleasing
to see the Wallabies brand remain
strong and in-demand at retail.
The new Wallabies on-ﬁeld jersey
was particularly well received by
retailers, as well as supporters and
players alike. Canterbury continues
to be a very important partner to
the ARU and again proved its strong
commitment to the Wallabies by
ensuring that the team was able
to beneﬁt from new fabrics and
garment construction technologies.
An important focus in 2006 was
to build strong foundations in the
UK and Europe in order to best
cater to Wallabies supporters in
the lead up to, and during, the

Rugby World Cup 2007 campaign.
Retailers in Europe and the UK
have been educated about the
impending increase in demand
for Wallabies supporter products
as well as where they can source
the products. Increased support
for the team in France has
already begun with Canterbury’s
French ofﬁce reporting a huge
increase in the sale of Wallabies
products in the 05/06 ﬁscal year
– accounting for more than 12%
of their total sales for the year,
up from the regular 2.5-5%.

EVENTS AND VENUES
In 2006, six Test matches were
conducted with the highlight being
the Bledisloe Cup in Brisbane. The
event was a tremendous success
and delivered substantial economic
impact to Queensland. A second
Test was also held in Brisbane,
against South Africa, which resulted
in over 100,000 fans attending
Test match rugby in Queensland
in 2006. Sydney played host
to England and South Africa,
Perth to Ireland while England
also traveled to Melbourne.
International rugby also returned
to Adelaide Oval with Australia A
playing Fiji in July, and then again
at Melbourne’s Olympic Park.
The operational aspects of all
matches were managed well with
all stakeholders contributing in a
positive way to the success of the
events. One signiﬁcant change
saw Fox Sports undertaking the
Host Broadcast responsibilities for
the ﬁrst time, a task which they
carried out in a very professional
manner. Each venue provided

adequate levels of service to
ensure all patrons had an enjoyable
and rewarding experience.
Event presentation continues to
be an important component of
match day activities. The pre-match
entertainment at the Bledisloe
Test saw a tribute to the history of
the Bledisloe Cup highlighting 10
of the most memorable moments
in its remarkable history.
We are fortunate to work with
some of the best contractors in
the country and we extend our
appreciation to all of the ARU’s
contractors, but particularly Great
Big Events and Sports & Outdoor
for their contribution in 2006.
Match day volunteers are also
important to the success of the Test
match operations, and we thank
all of them for their valuable time.

HOSPITALITY
2006 has been a challenging
and rewarding year for our Rugby
Hospitality department, which
achieved $9 million in gross sales
and gross proﬁts of $5.5 million.
The success of the in-house sales
team continues to grow, with the
ARU not only selling Platinum
Plus Stadium Dining but also
adding the Wallaby Boat Party to
our offering. The corporate boxes
and suites available in Brisbane
and Perth were again sell-out
packages at both venues. Total
packages sold by ARU increased
by 37%, with in excess of 8,500
packages sold in 2006.
ARU also continued our association
with our key hospitality agents of
Corporate Sports Australia, Match

“The dinner recognised the Joe French Award, Try of the
Year, Rookie of the Year, but the highlight of the event
was Chris Latham taking out the John Eales Medal.”

Rugby Hospitality has also
been responsible for the
production and delivery of
the various Rugby Awards.
A new and informal Tooheys
New Super 14 Awards ceremony
recognised the Rookie, Try, Referee
and Coach of the Tournament
and Player of the Year, which
was won by George Smith.
The John Eales Medal dinner
was held at the Westin Hotel and
broadcast live on Fox Sports. The
dinner recognised the Joe French
Award, Try of the Year, Rookie of
the Year, but the highlight of the
event was Chris Latham taking
out the John Eales Medal.
The gala event also saw the
induction of Sir Nicholas
Shehadie AC OBE, Cyril Towers
and John Hipwell OAM to the
Wallaby Hall of Fame.
Rugby Hospitality also partnered
with Vodafone to deliver the
Vodafone Rugby Lunch programme,
which saw pre-Test match lunches
hosted prior to the Beldisloe Cup
in Brisbane and the England Test
in Sydney. Vodafone enjoyed the
opportunity to establish a positive
connection with an additional
corporate market to showcase their
association with Australian Rugby.

TICKETING AND MEMBERSHIP
The Ticketing & Memberships
department provided services
and support for six Test matches
in Australia this year, as well
as two Australia A matches
and tickets for expatriates for
the Wallaby Spring Tour.
Over 300,000 rugby fans attended
the Bundaberg Rum Rugby Series
alone, with the highlight being
the Bledisloe Cup. With Suncorp
Stadium having 30,000 less seats
than Sydney’s Telstra Stadium,
tickets for this match were in
extremely high demand, selling
out to the general public in just 25
minutes. Given the smaller capacity
venue, the Ticketing department

brand projects in the UK aimed
at providing communication
to the almost 750,000
Australians living in Britain.

The Ticketing team also worked
hard to pursue ticket scalpers and
cancelled over 100 Bledisloe Cup
tickets which were on-sold illegally,
some being sold with a 500%
markup on the original price.

Having a London resource
has allowed the ARU to assist
its partners and afﬁliates in
capitalising on their rugby
relationships. International
sponsors now have the opportunity
to leverage in territories they
have previously not been able
to access; Qantas, Bundaberg
Rum, Canterbury and Tooheys
having all taken the opportunity
to get more value from their
rugby association. Broadcasters,
Licensees and Government
Agencies in the UK and Europe
have also combined forces with
the ARU to better service and
communicate to this territory.

The Ticketing & Memberships
department was also responsible
for the travel programme which
involves licensed travel agents
selling ticket, airfare and
accommodation packages for all
Qantas Wallabies matches. Total
Sports Travel and Keith Prowse
Sports & Entertainment Travel
sold packages for the domestic
season, whilst Wallaby Travel sold
packages to all overseas matches,
including the Northern Hemisphere
matches. In 2006, Australian
Rugby Union, in conjunction with
Wallaby Travel, was successful
in obtaining a Travel Licence to
sell packages to the RWC 2007.
This gives Australian rugby fans a
great opportunity to support the
Qantas Wallabies in France and a
chance to discover Europe at the
same time. The travel programme
forms a very important part of
the ARU’s Commercial activities
and we thank these three agents
for their contribution to making
this another successful year.
2006 was the ﬁrst year Wallaby
1st /1st Plus members were
serviced entirely in-house and
the membership department
was able to exceed member
expectations in delivery of
their membership beneﬁts.
December saw the release
of 500 Wallaby 1st and 1st
Plus memberships to return
the total membership group
to 3,500. This is the ﬁrst time
new memberships have been
released since the programme
launch in 1998/9, rewarding a
patient and substantial waiting
list with a prized membership.

LONDON OFFICE
In 2006 Australian Rugby took
the step of setting up an ofﬁce
in London with long term staffer
Jessica Hurford, launching a
number of commercial and

The Wallabies Overseas Supporters
Club has been established and
now provides opportunities for
fans overseas to remain close to
rugby. One of the club’s beneﬁts
is access to international tickets
as well as events throughout
the Spring Tour, which enabled
supporters to come together in
an organised capacity before the
games to meet and socialise.
The ARU, in conjunction with the
London based National Sporting
Club, also ran a Corporate Function
event during the year, which helped
raise money for a children’s charity,
Wooden Spoon, in Edinburgh.
The ARU’s ﬁrst overseas
promotional activity involved
the distribution of 70,000
Australian Rugby ﬁxture cards
to the expatriate community
throughout the UK via antipodean
publications, rugby merchandise,
retailers and sponsor avenues.
Since the introduction of the
London Ofﬁce and its projects,
there has undoubtedly been a
substantial improvement in the
corporate brand of Australian
Rugby in the UK. The various
relationships that have been
built, from afﬁliated companies
to the general public, are highly
valuable to Australian Rugby.
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These agents sold, collectively,
an additional 4,500 packages
through a number of ﬁne dining
and cocktail functions in venues
adjacent to the Test match venues.

worked hard to satisfy all ticketing
requirements for our constituents,
whilst still allowing fair and
equitable access to the public.
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Point Australia and Southern
Cross Sports and Marketing.
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