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SWEET SPOTS
The stories behind some 
of the best marketing 
relationships in sports.

SWEET
By Bill King

SWEET SPOTSSPOTSSPOTS
W

hen pitching a potential client, Millsport 
Chairman Bob Basche typically runs 
through a PowerPoint that includes a slide 
that explains the sponsor-property match-

ing process that the agency goes through on behalf  of  
brands.

At his sponsorship consulting shop, they call it “chem-
istry,” and break it down into six steps that lead up to 
an execution: Defi ne, analyze, discover, unify, generate 
and integrate.

“If  there’s a sweet spot to be found,” Basche said, “that’s 
how we get to it.”

That sweet spot is the holy grail, the dead-on conver-
gence of  a sponsor’s target audience and a sport’s fan base, 
maximized by a message that resonates with consumers 
and refl ects the position of  the brand.

Matching the demographic characteristics of  a target 
consumer and a sport are a natural place for an agency 
to begin when going in search of  a sweet spot. It’s where 
they all begin.

“It’s a very, very basic starting point,” Basche said. “And 
then you have to get into how to make it different. How to 
make it stand out.

See Sweet Spots Page 16
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“Joyce Julius (the TV-time-tracking ser-
vice) might say we got $20 million worth of  
exposure. But then you fi nd that the only 
people who noticed it are the agency and 
the brand manager. That’s why fi t is really 
crucial. When you can do it in a unique and 
memorable way, it really works.”

Basche pointed to Tostitos’ sponsorship 
of  the Fiesta Bowl, a marriage that has 
lasted for 15 years and developed a level 
of  linkage rarely found by bowl game spon-
sors. Millsport steered Tostitos to the game 
because it offered big-event TV exposure in 
college football, a good fi t for a brand that 
at that time dominated sales in the salted 
snack aisle, but tested poorly when it came 
to consumer recall.

While the metrics aligned, it likely was 
that less measurable, creative connection 
— tortilla chips with a bowl already named 
Fiesta — that allowed the company to keep 
it going for this long.

“The image of  the Fiesta Bowl is an ab-
solutely perfect fi t,” Basche said. “For a 
CMO to come along one day and say, ‘This 
is the end,’ that (would be) a pretty big step 
to take.”

The matchmaking model at sports and 
entertainment agency Octagon starts with 
a platform evaluation that places a brand’s 
objectives for its sponsorship alongside 
what each property can provide in each 
area. The key is in the weighting of  the 
assets that a sponsor desires. Does it want 
tickets to a marquee event at which it can 
entertain? High-level awareness via TV? 
Access to a property’s databases in order 
to better target its fans? Working with the 
client, Octagon assigns weights to an array 
of  assets, and then compares the available 
positions at properties in order to come up 
with the best fi t.

“We try to make it as quantifi able as pos-
sible,” said Jeff  Shifrin, president of  Oc-
tagon Marketing North America, “so that 
it’s not a bunch of  people sitting around 
in a room saying, ‘Hey, they ought to get 
into hockey.’”

Matching the client to a sport is only the 
beginning. After that comes the creation 
of  a program that will make the most of  
the sport. Octagon’s angle on that is built 

around a parcel of  research it calls “Passion 
Drivers,” a survey of  16,000 passionate fans 
in fi ve countries that it says quantifi es why 
fans follow the sports that they prefer.

“That research, which tells you why fans 
are fans, is critical to developing a program 
that they’ll connect with,” Shifrin said.

The closest connections generally are 
reserved for those brands that are part of  
the game, endemics like Nike in basketball, 
Titleist in golf  or Chevy in racing. One of  
the more effective ways of  fi nding a sweet 
spot often stems from a creative approach 
that makes a brand that isn’t necessarily 
part of  the action seem as if  it is.

You won’t fi nd a Toyota Tundra racing 
down the slopes of  the winter Dew Tour, but 
by parking one at the bottom of  the slopes 
and building the bed out as VIP seating, the 
brand has inserted itself  into the action in 
a way that fans now regard as part of  the 
experience.

The only obvious, endemic sponsors in 
bowling are the ballmakers and the lane 
operators, but hardwood fl ooring retailer 

Lumber Liquidators has made hay out 
of  alley imagery — all those fl oorboards 
stretching across all those lanes — in its 
title sponsorship of  the PBA Tour.

That approach can translate for small-
er brands targeting their spending in the 
same way it works for big brands that own 
a sport.

“Whether it’s AT&T, FedEx or Lumber 
Liquidators, becoming endemic is still the 
same,” said Reid Stewart, senior vice presi-
dent of  consulting at Velocity Sports & En-
tertainment. “If  you can make your product 
physically endemic to the sport, that’s the 
best. If  you can’t do that, it’s activating in 
a way that makes you relevant.”

Velocity’s approach starts with the typi-
cal blocking and tackling: a study of  the 
empirical match between target audience 
and fan base, and the alignment between a 
brand’s position and a sport’s image.

After that, it moves on to what Velocity 
calls the “reason for being,” the creative 
positioning of  a brand’s sponsorship in a 
way that makes for a logical link for fans.

“Anybody can align a property with an 
audience,” Stewart said. “That’s not the 
diffi cult part. Having that reason for being 
is what makes all the rest pay off.”

Still, creative minds backed by reams of  
data sometimes yield ideas that eventually 
fail, or are in need of  fi ne tuning.

Velocity touts its relationship with inde-
pendent subsidiary Sponsorship Research 
International (SRi) as a “competitive ad-
vantage” that allows it to test tactics before 
unleashing them. A test typically costs a 
few thousand dollars, pennies on the dollar 

for a company trying to make the best of  a 
sponsorship that costs from the hundreds 
of  thousands to the millions.

When Velocity represented now-defunct 
Cingular years ago, it knew it wanted to do 
a direct mail promotion, but worried that a 
poorly executed one would land in the trash. 
It is called “junk mail” for a reason.

Velocity had SRi test mailings with a 
variety of  subject lines. Some came from 
Cingular, others from NASCAR driver 
Robby Gordon. Some offered products, oth-
ers were sweepstakes entries. Those com-
ing from the driver and offering products 
tested best. Run as a mass mailing, the offer 
brought a response of  about 8 percent, or 
about eight times the typical open-rate for 
direct mail.

“When things don’t deliver, it’s usually 
because it just wasn’t activated enough,” 
Stewart said. “It’s that we needed more fi re-
power. It’s not usually because we missed 
on the reason for being or the connection, 
because we test that stuff.”
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Sweet Spots Continued from Page 15

Turnkey Sports Poll
The following are results of the 

Turnkey Sports Poll taken in May. 
The survey covered more than 1,100 
senior-level sports industry execu-
tives spanning professional and col-
lege sports.

■ Which of the following is the most effec-
tive sponsor/property relationship?

Gatorade/NFL 24.12%
Sprint Nextel/NASCAR  21.40%
Visa/Olympics 19.46%
Bank of America/MLB  8.17%
McDonald’s/NBA 7.78%
Bud Light/NHL 4.67%
Coca-Cola/NCAA 4.28%
Adidas/MLS 3.50%
Other 2.72%
No response/Not sure  3.89%

Source: Turnkey Sports & Entertainment 
in conjunction with SportsBusiness Journal. 
Turnkey Intelligence specializes in research, 
measurement and lead generation for brands 
and properties. Visit www.turnkeyse.com.
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Toyota has found creative ways to become part of the fan experience at the winter Dew Tour.

The relationship between Tostitos and the Fiesta Bowl has lasted for 15 years and has strengthened the brand’s sales in the salted snack aisle.

“Anybody can align a 
property with an audi-
ence. That’s not the 
diffi cult part. Having 
that reason for being is 
what makes all the rest 
pay off.”

Reid Stewart,
Velocity Sports & Entertainment
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BY TERRY LEFTON STAFF WRITER

With all the changes over the past decade 
at the AVP, there isn’t much remaining from 
1999, the year John Paul Mitchell Systems 
began sponsoring the tour. However, one 
thing is now as familiar at AVP tour stops as 
sand and sunglasses: haircuts, and lines of  

people waiting for them. Per-
haps because having your 

hair cut on a beach is 
so incongruous, the 
charity cutathons 
by Paul Mitchell have 
become a fi xture at 
AVP events.
Whether it’s beach 

volleyball, surfi ng, trail 
running, mountain biking 

or martial arts, Paul Mitchell is out trim-
ming locks, usually with the help of  a local 
salon, since that’s where most of  its hair-
care products are sold. While shearing 
in public is surely an effective means of  
demonstrating its hair-care potions, Paul 
Mitchell’s favorite sponsorship ploy isn’t 
about coiffure.

“We’re in the fashion industry,” explained 
Julie Solwold, the company’s vice president 
of  sports marketing, recalling that Paul 
Mitchell’s beach volleyball roots date to 1992 
and the defunct Bud Light 4-on-4 tour. “If  
we don’t align ourselves with fashion, we’re 
just another shampoo. It’s not just about 
washing, cutting and drying hair; it’s about 
style, and the AVP has this hip, sexy beach 
lifestyle play that’s so universal — it works 

in Texas or in Minnesota. People in sports 
like skateboarding, surfi ng and beach vol-
leyball are setting fashion trends and we’re 
there with them. From April to November, 
someone is outside cutting hair under a Paul 
Mitchell banner every weekend.”

Using personnel from nearby salons, 
Paul Mitchell’s al 
fresco cuts go for 
$10-$20, depending 
on the seniority of  
the stylist. Solwold 
said the record for 
money raised in a 
day is around $1,400. 
The Challenged 
Athletes Founda-
tion is a favorite 
charity, but others 
are also involved. 
Paul Mitchell also 
distributes samples 
and coupons.

Former AVP Pres-
ident and CEO Bill 
Berger remembered 
selling Paul Mitchell’s original sponsorship 
to Paul Mitchell’s Brooks Parsons, who then 
had the title of  VP, dream fulfi llment. Berger 
said the cutathons on AVP beaches began 
right away, and were an immediate hit.

“Paul Mitchell gets to show off  their stuff  
and their top salon help, but it’s also a good 
value,” said Berger, whose Brand X Mar-
keting helps stage lifestyle sports events 
including the U.S. Open of  Surfi ng and the 
Corona Wide Open beach volleyball tour, the   

AVP alternative. “For 10 or 15 bucks, you get 
a haircut on the beach that might cost $50 
or more in a salon, and the money goes to 
charity. It’s a tough deal to turn down.”

It’s been a successful enough ploy that 
haircuts are offered at every Paul Mitch-
ell-sponsored event held where and when 
it’s warm. Like many of  her peers, Solwold 
fi nds precise return on investment mea-
sures elusive. Still, she says the cutathons 
have helped the company stay connected to 

younger consumers, and hit some that might 
never have visited a salon before.

“We don’t really introduce many new 
products, so the growth we’re seeing over 
the past 20-plus years tells us this must be 
working,” Solwold said.

Considering the amount of  turnover 
among most sports sponsors, the key to 
longevity might be another thing Paul 
Mitchell should bottle and sell. “You have 
to connect and add consumer value at events 
or you’re just another sponsor handing out 
key chains,” Solwold said. “We look for ex-
posure in unique and attractive platforms 
— that’s what sports marketing is supposed 
to be all about. It’s all about consistency and 
becoming part of  the fabric of  the event. If  
you are expecting huge returns in year one 
or two, you will be disappointed. That’s why 
you see sponsors come and go with different 
properties all the time.”
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Lumber Liquidators, the nationwide 
hardwood fl ooring chain, doesn’t sell the 
sort of  specialized maple, pine and syn-
thetic boards used to outfi t the lanes at a 
bowling alley.

But viewers can’t help 
making a connection 
between the two when 
watching a PBA Tour 
event this year.

In replacing Denny’s 
as title sponsor of  the 
PBA Tour in October, 
Lumber Liquidators 
creatively took ownership 
of  a sport that puts hundreds 
of  shiny wooden planks on display 
through every minute of  every competi-
tion. In essence, a non-endemic sponsor 
found a spot in a sport that allows it to 
look as much a part of  the action as the 
ball and pins.

“Lumber (Liquidators) isn’t in the bowl-
ing industry,” said Fred Schreyer, CEO 
of  the PBA. “But hardwood fl ooring is 
clearly something that … is very much 

associated with the sport. We’re able to 
do some clever things, I think, to feature 
their sponsorship.”

An example is “Know the Wood,” a fea-
tured segment during the telecast of  each 
event in which analysts discuss the condi-

tion of  the lanes and the oil pattern 
that is in use for the event.

As title sponsor of  a tour 
with a regular weekend slot 
on ESPN and a national foot-
print, Lumber Liquidators 
gets the sort of  integration 
that Sprint gets with NAS-
CAR. Its name is on the 

PBA Tour logo, which 
was redone to match the 

yellow Lumber Liquidators 
logo. It gets signs at all tour 
events and units in every 
broadcast, as well as 
digital rights.

The contract in-
cludes title spon-
sorship of  two 
tour events, one 
of  them the U.S. 
Open. The deal 

also includes sponsorship of  
six bowlers — Patrick Allen, 

Michael Fagan, Rhino 
Page, Parker Bohn III, 

Tommy Jones and 
Brian Kretzer — 
who wear Lumber 

Liquidators logos on their shirts and also 
roll spare balls that feature the logo.

“We’re not the big kid on the block,” 
Schreyer said. “They were able to get an 
ownership position in a property that does 
pretty well that complemented a strategy 
of  getting high visibility for the dollar.”

But viewers can’t help 
making a connection 

creatively took ownership 
of  a sport that puts hundreds 
of  shiny wooden planks on display 

tion of  the lanes and the oil pattern 
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yellow Lumber Liquidators 
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 LUMBER 

LIQUIDATORS

Professional 
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Association

Sponsor says its deal 
is a cut above the rest

Bowling tour a natural fi t for fl ooring company

that Sprint gets with NAS-
CAR. Its name is on the 

PBA Tour logo, which 
was redone to match the 

yellow Lumber Liquidators 
logo. It gets signs at all tour 
events and units in every 
broadcast, as well as 

The contract in-
cludes title spon-
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Page, Parker Bohn III, 

Tommy Jones and 

Paul Mitchell uses stylists from local 
salons to offer haircuts on the beach at 
AVP events to raise money for charity.
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Lumber Liquidators may not actually make the wooden lanes used in bowling, 
but all those rows of shiny planks make for an obvious connection.
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BY BILL KING SENIOR WRITER

When Toyota made its ballyhooed, 
feather-ruffl ing move into NASCAR fi ve 
years ago with a team in the truck series, it 
also staked out a lower-profi le, but equally 
signifi cant, beachhead in another sport 
that screams American heartland.

The import automaker signed its Tun-
dra pickup as the offi cial vehicle of  BASS 
and the Bassmaster fi shing series.

The strategy behind the two 
initiatives was similar.

“Bass fishing is a very 
American statement,” said 
Chad Harp, a marketing 
communications strategist 
at Toyota, “particularly for 
a company that has been in 
America for years, but wasn’t 
always viewed as such.”

The two targeted the same audi-
ence: a hard-to-crack, mostly Southern 
and Midwestern consumer who bought 
American and wouldn’t consider any-
thing else.

In the case of  the fi shing sponsorship, 
there was an additional objective. The 
automaker was in the process of  trans-
forming its full-size Tundra pickup into 
a heavy duty truck. The original Tundra 
that launched in 2000 never quite was ac-
cepted as a full-size pickup suitable for the 
outdoors. That would change in 2007, when 
Toyota unveiled the bigger, more powerful 
Tundra on the market today.

Not only is the fi shing audience in the 
wheelhouse for the evolved truck, but the 
Bassmaster series itself  offers Toyota the 

chance to showcase the Tundra in its ele-
ment — hauling boats to and from the 
launches and, to add TV exposure, onto 
the stage for the weigh-ins that are the 
climax of  each tour weekend.

“They’ve positioned themselves in the 
eye of  that American consumer as a brand 
that cares about their pursuits and their 
passion for the outdoors,” said Tom Ricks, 
general manager of  BASS, which is owned 

and operated by ESPN.
Toyota backs the relationship 
with advertising across multiple 

platforms, funds a high-profi le 
team of  anglers that includes 
Kevin VanDam and Mike Ia-
conelli, titles the Angler of  the 
Year awards on the men’s and 

women’s tours, offers contin-
gency bonuses to anglers who 

buy Toyota trucks or SUVs, and 
runs the most extensive and visible 

on-site program of  any sponsor in the 
series.

Because many who go to the events take 
their children, Toyota created a kids area 
with a place to cast lines at targets, and a 
build-a-fi sh station that’s similar to the 
popular Build-a-Bear workshops.

The most direct payoff  comes at Toyota’s 
ride-and-drive areas, where fans can not 
only drive a Tundra, but drive one that’s 
pulling a full, 10,000-pound payload.

“It’s authentic driving,” Harp said. 
“They can back up to a trailer using the 
backup camera, downshifting with the 
sports shifter. We give them a true expe-
rience, as opposed to going around in a 
parking lot.”
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BY LIZ MULLEN STAFF WRITER

Grey Goose is a premium vodka brand. 
The Breeders’ Cup features the world’s 
best horses competing for million-dol-
lar-plus purses. Those shared, top-shelf  
attributes provide a natural fi t for the 

sponsorship between the 
brand and sports prop-

erty, said Ned Dug-
gan, senior brand 
manager for Grey 
Goose.

“It is a perfect 
match,” Duggan 

said. “We were really 
looking for what we are 

now calling passion plat-
forms. Lifestyle or sports or pastimes 
which really resonate with Grey Goose 
consumers, who tend to be very affl uent 
and aspirational.

“So with horse racing — I think peo-
ple in the past have called it the sport 
of  kings, and that links perfectly to the 
aspirational and super premium values 
of  the Grey Goose brand.”

Grey Goose, owned by Bacardi, has 
been sponsoring the Breeders’ Cup for 
the last fi ve years. As part of  the deal, 

Grey Goose gets airtime during Breeders’ 
Cup broadcasts on ESPN, it has the title 
sponsorship of  two of  the Breeders’ Cup 
races, the Juvenile and the Juvenile Fil-
lies, and signage at the racetrack where 
the event is held. Grey Goose has even 
created a cocktail for the event called 
“Down the Stretch.”

“The fan experience at the racing event 

is a very social experience and a premium 
experience in terms of  fashion and din-
ing,” said Carter Carnegie, senior vice 
president of  sales for the Breeders’ Cup. 
“So it is conducive in tying it in. It match-
es up with their product and the best way 
for them to showcase their product.”

Grey Goose extended its sponsorship 
in 2007 and that deal expires after the 

2009 Breeders’ Cup at Santa Anita Park, 
which will be held on Nov. 6-7. Duggan 
said the company has not yet made a 
fi nal decision on a renewal. Grey Goose 
is “feeling the pinch of  the economy,” 
like other businesses, he said.

“Even though we are in a downturn 
… we continue to invest in marketing 
activity that will build the brand.”

Getting fans of fi shing hooked on the Tundra

Breeders’ Cup a ‘passion platform’ for vodka brand

The strategy behind the two 

America for years, but wasn’t 

The two targeted the same audi-
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Grey Goose says the Breeders’ Cup resonates with the brand’s customers, who can sample a signature drink created for the event.
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Gillette began using Major League Base-
ball players to sell its wares before Yankee 
Stadium was built — the original Yankee 
Stadium.

Those fi rst ads ran even before the Yan-
kees were the Yankees; they were the New 
York Highlanders. The team that eventually 
became the Dodgers was then the Brook-
lyn Superbas. Frank “Home Run” Baker 
was the Babe Ruth of  the time, leading the 
league in homers three consecutive years 
during the dead-ball era, despite never hit-
ting more than 12 in a season.

In 1910, those print ads from the Gillette 
Sales Co. included pictures and testimo-
nials from the likes of  New York Giants 
manager John McGraw, quoted as saying 
“It makes shaving all to the merry.”

Pittsburgh Pirates infielder Honus 

Wagner, identifi ed in the ad as “John H. 
Wagner,” averred: “I shave with a Gillette. 
I know of  nothing that could induce me to 
change.” The safety razor being advertised 
was $5, while the blades were $1 a dozen, 
the opposite of  today’s pricing strategy, in 
which razors are throw-ins, while blades 
are the high-margin items.

While it’s impossible to determine, these 
ads are considered by some to be the fi rst 
commercial link between razors and sports, 
an initial step in the rise of  Gillette to 
become one of  America’s biggest sports 
spenders, as men abandoned the straight-
razor habit for disposable blades.

“History still does play a part in our MLB 
marketing,” said Greg Via, global director 
of  sports marketing at Gillette, which was 
purchased by Procter & Gamble in 2005. 
“After all these years, consumers and our 
trade customers expect to see us there.”

Today, Gillette’s MLB marketing inven-
tory has Yankees shortstop Derek Jeter as 
part of  a global Gillette Champions ad cam-
paign with Tiger Woods and Roger Federer. 
Boston Red Sox pitcher Daisuke Matsuzaka 
serves the same function in Japan.

Gillette’s MLB league rights now include 
the shaving, skin care and deodorant cat-
egories. The company also has MLB Ad-

vanced Media rights, and a Yankees team 
deal to pair with its Jeter endorsement. In 
2008, Gillette started sponsoring an MLB 
Rookie of  the Month award.

Aside from Spalding and other longtime 
manufacturers of  baseball equipment, Gil-
lette has the deepest roots of  any of  MLB’s 
commercial partners. Gillette’s relation-
ship with MLB’s central offi ces dates to 
1939, a year in which the Yankees won their 
fourth consecutive championship.

The Gillette Safety Razor Co. spent 
$100,000 for exclusive World Series radio 
rights then, and another $100,000 for addi-
tional radio ads and promotion around the 
event. At the time, the commitment repre-
sented more than 13 percent of  Gillette’s 
annual advertising budget.

According to “Cutting Edge,” a Gillette 
company history, some in management 
considered the expenditure “folly, when 
the 1939 Series was swept in four straight 

games by the Yankees … cutting almost in 
half  the air time that could have been used 
to plug Gillette products, had the Series 
gone to seven games.”

However, the company sold 2.5 million 
of  the 49-cent “World Series Special” Gil-
lette Tech razors, packaged with fi ve Blue 
Blades. Consequently, Gillette continued to 
sponsor World Series radio broadcasts for 
the next 32 years, and its sports associa-
tions grew to include college football bowl 
games, Triple Crown thoroughbred races, 
prizefi ghts, and the “Gillette Cavalcade of  
Sports” show that lasted 25 years.

Gillette’s sports marketing power in the 
1940s and ’50s was immense; no brand spent 
more advertising in and around sports. Ac-
cording to “Cutting Edge,” 85 percent 
of  the company’s ad budget was 
going to “Cavalcade of  Sports” 

in the mid-50s. By 1959, the American TV 
audience had grown enough that Gillette 
could not afford an exclusive World 
Series ad buy, so the company 
sold half  of  its inventory to 
General Motors.

With all those years as 
an MLB business part-
ner, Gillette’s list of  en-
dorsers is a hall of  fame 
roster, including Willie 
Mays, Whitey Ford, Hank 
Aaron, Roy Campanella, Pee 
Wee Reese, Bill Mazeroski, Frank 
Chance (the fi rst baseman of  Tinkers to 
Evers to Chance), Maury Wills, Richie 
Ashburn, Johnny Mize, Bob Feller and 
Ralph Kiner.

After a ballot-box-stuffi ng scandal in 
1957, MLB took All-Star balloting away 
from fans. Gillette sponsored its return 
in 1970, and when Rico Carty was elected 
as a write-in candidate, he was quoted as 
saying “Thanks to the fans for making this 
possible, and thanks to Gillette for making 
this all necessary.” Nonetheless, Gillette 
continued to sponsor All-Star Game bal-
loting until 1985.

While the current Procter & Gamble 
culture is less than enthusiastic about 
the use of  premiums, over the years, Gil-
lette produced an array of  promotional 
premiums to stimulate sales during the 
World Series. On eBay, you can still fi nd 
World Series record books, baseballs, pens, 
almanacs, “fl ip-movie” books and, more 
recently, digital watches. Gillette continues 
to advertise on MLB broadcasts, including 
the playoffs and World Series.

“Baseball has always been a really ef-
fective way to reach our male target,” Via 
said, “so we activate consistently behind 
it. Considering our legacy with baseball 
and the brand, it just continues to work 
for us.”
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Gillette’s century of close shaves in baseball

Television spots in 1956 featured baseball’s biggest names and offered a free pocket-size Encyclopedia of Baseball.

A 1951 ad (left) featured Bob Feller. 
At right are a pair of Gillette ads 
that appeared in the Sporting 
News in the 1940s.

Wee Reese, Bill Mazeroski, Frank 
Chance (the fi rst baseman of  Tinkers to 
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Gillette’s century of close shaves in baseball

“Baseball has always 
been a really effective 
way to reach our male 
target, so we activate 
consistently behind it.”

Greg Via,
Gillette

Gillette’s baseball 
tradition contin-
ues today with an 
endorsement deal 
with Derek Jeter.
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