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A legendary race

The last great human
adventure

The Vendée Globe is syno-
nymous with absolute sim-
plicity: a round the world
under sail, single-handed,
without stopovers and
without assistance. Equally
though, it’s a very special kind of alchemy,
born from the union between nature in its
raw state and high technology, between the
solitude of the sailor and the enthusiasm of
the crowd. After all, the Vendée Globe is an
event borne by a whole department, whose
gaze has always been resolutely turned

- towards the high seas.

The result is everything you might expect

and more with, notably, 1.7 million visitors
on the official website during the last edi-
tion, and no fewer than 466 hours of televi-
sion. Today very few sporting events enjoy
such popularity and ensure their sponsors
and their partners such media coverage.

Beyond the figures though, the values asso-
ciated with racing on the open sea give more
meaning to involvement in sport: respect for
the environment and the rules of the game,
the transcending of one’s own capabilities
and the ultimate challenge. Such values
are borne by the last pioneers of modern
times: Titouan Lamazou, Christophe Auguin,
Loick Peyron, Michel Desjoyeaux and Ellen
MacArthur... sailing legends, solid and true,
respected and admired.

You too can join in the adventure, by sharing,

- with all the locals of the Vendée region and

millions of enthusiasts, one of the greatest
exploits in the world: the Vendée Globe!

Bruno Retailleau
President of the SAEM Vendée Globe
President of the Vendée departmental council




Write and share
the legend of the Vendée Globe...

ailors in search of adventure or athletes of the highest level, they’ve built the Vendée Globe legend over the past two decades,

sharing with their partners and the public the greatest human adventure there is on the oceans.
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1.7 million visitors

1,7 million people 104 PR operations 20,000 people per day 10,000m? Race Village

Xavier CARETTE,
Director of Veolia
Environnement’s Multimedia
Hub

“The interlnal and external spin-offs of Live radio sessions 120,000 people on the beach,
the Vende'ee'Globe go alot furtherthan at the Paris boatshow for the prize-giving

pure statistics. | hope that all sponsors

experience such a fantastic adventure

oneday.”
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Television:

42 million Euros.

+53,5%
18,000 Press articles

o

PreSS = The number of press articles in the
daily regional press has increased by +46.5%. The
total media value of the printed press has been
estimated to be 62 million Euros.

International press:

The coverage in the overseas press, regardless
of the media, has been valued at over 15 million
Euros.

145 million Euros

Internet : wit over 10,000 articies
published on the website, 47% of which are in
English, the site played host to over 225,000 visitors
a day during the three months of racing.

Virtual Vendée Globe:

Areal social phenomenon which attracted 332,529
players onto an incredible community platform
gathering people together from all walks of life.

Bruno LALANDE,
Director of Kantar Sport

“The Vendée Globe enables the
event partners and the boats’
sponsors to achieve levels of
performance well beyond the initial
objectives. The ratio of investment/
media effectiveness for Michel
Desjoyeaux’ sponsorenables it to
attain levels of effectiveness which
are on a par with the top French
football sponsors”.
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The Vendée Globe Village, Race HQin Paris-Montparnasse
in Les Sables d’Olonne

1,000m? at Montparnasse

Over 5,000m? 1500 m?

Jean-Jacques LAURENT,
President of PRB

“The coverage from the Vendée Globe
has been exceptional and we reckon

it has increased our turnover by 5% a

year. In 2001, when we won with Michel
Desjoyeaux, the media coverage matched
our turnover, namely 140 million Francs!”




THE PEAK OF

SPORTING
CHALLENGE

Motivation from
within

Through the values
of endurance, trans-
cending one’s own
capabilities, solidarity
and responsibility,
rallying together your
employees around a
unifying project at all
levels of the company,
whilst reinforcing the
pride in belonging.

Promotion
of your sales

With an increasingly
numerous public taking
an interest in this fan-
tastic human adventure,
develop operations to
boost your unique, wor-
thwhile sales.

TECHNOLOGICAL
ADVANCES

Development of
your business

By emphasising the
exceptional hosting
opportunities on land
and at sea, invite your
clients and prospective
clients to enjoy a unique
and unforgettable expe-
rience and pursue some
strong and lasting com-
mercial relations.

SUSTAINABLE
DEVELOPMENT

Demonstration of
your expertise

In an environment
coloured by perfor-
mance and innovation,
enhance the value of
your products and ser-
vices by visibly contri-
buting to the Vendée
Globe adventure and
demonstrate your
supremacy in some
extreme conditions.

Chantal PETRACHI,
Director of communications at
Banque Populaire

“The Vendée Globe carries the human
values which Banque Populaire has always
set great store by: courage, transcending
one’s own capabilities, a conquering spirit
and a sense of adventure.”




The key figures,

The meetings
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gére/DPPI, M.Lloyd/DPPI, T.Campion/DPPI, B.Stichelbaut/DPPI, E. MacArthur/DPPI, S.D
Van Den Heede/DPPI, H. Thibault/ DPPI





