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An equal-opportunity, affirmative-action institution committed to cultural diversity and compliance with the Americans with Disabilities Act

NOTICE OF PUBLIC MEETING 

The Finance and Facilities Committee of Board of Trustees of the University of Oregon will hold the 
following public meeting(s):  

Monday, March 16, 2020 at 2:45 p.m. 
Ford Alumni Center Giustina Ballroom 

Subjects of the meeting will include: the quarterly internal audit report, the quarterly finance and treasury 
reports, the UO’s planning relative to COVID-19, bonding, and resolutions seeking (i) authorization for a 
privately-funded upgrade to the audio/video system at Autzen stadium and (ii) an amended multi-media 
agreement with IMG.  

This meeting will be webcast, with a link available at https://trustees.uoregon.edu/meetings. 

The Ford Alumni Center is located at 1720 East 13th Avenue, Eugene, Oregon. Sign language for the deaf 
or hard of hearing should be requested at least 48 hours in advance of the posted meeting time by 
contacting Jennifer LaBelle at (541) 346-3166 or emailing trustees@uoregon.edu. Please specify the sign 
language preference. 
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An equal-opportunity, affirmative-action institution committed to cultural diversity and compliance with the Americans with Disabilities Act

Board of Trustees | Finance and Facilities Committee 
March 16, 2020 | 2:45 p.m. 

Ford Alumni Center Giustina Ballroom 

Convene Public Meeting 
- Call to order, roll call, verification of a quorum
- Approval of Minutes from December 2019

1. Quarterly Audit Report: Leah Ladley, chief auditor; Amy Smith, senior auditor

2. Quarterly Finance and Treasury Reports; Update on Bond Sale Activity (Action): Jamie Moffitt, vice
president for finance and administration and CFO; Jeff Schumacher, director of treasury operations

3. Autzen Stadium Audio/Video Project (Action): Rob Mullens, director of intercollegiate athletics

4. Amended Multi-Media Agreement (Action): Rob Mullens, director of intercollegiate athletics

5. UO COVID-19 Planning: Andre Le Duc, chief resilience officer and associate vice president for safety
and risk services

Meeting Adjourns 
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Agenda Item #1 

Internal Audit Quarterly Report 
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UO Office of Internal Audit 
 

 

LEAH LADLEY, CPA, CIA, CFE, CRMA 
Chief Auditor 
 
Leah Ladley joined the UO Office of Internal Audit in February 2020. As the UO’s chief auditor, Ladley 
will lead internal audit activities aimed to ensure that the university and its processes are efficient, 
effective, and transparent.  
 
She previously worked as chief audit officer at St. Jude Children’s Research Hospital. Ladley has over 12 
years of experience working as an auditor in the healthcare and research industry.  
 
Leah is a Certified Public Accountant, a Certified Internal Auditor, a Certified Fraud Examiner, and holds 
a Certification in Risk Management Assurance. She earned her BSBA with accounting concentration and 
her MBA from Mississippi College in Clinton, MS.  
 
Leah believes that successful internal auditors have strong relationships with people and listen to 
understand. She looks forward to working at the University of Oregon and looks forward to meeting 
leadership and providing consulting and assurance services to the UO.  
 
As UO’s chief auditor, she will work directly with the president and the Board of Trustees.  
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SUMMARY 

The Office of Internal Audit (“Internal Audit”) provides a quarterly report to assist the President and the 
Executive and Audit Committee with their oversight responsibilities for Internal Audit. 
 
Internal Audit works to complete projects from the approved audit plan while meeting administrative goals 
for the year. Consulting projects are also proposed by campus units, and are prioritized based on audit 
staff capacity in an effort to proactively address risks and increase efficiencies across campus.   
 
During the previous quarter, Internal Audit finalized two assurance projects.  In addition, there are three 
assurance projects and four consulting projects in progress at various stages of completion.  Follow up 
projects are also performed to ensure previous audit recommendations have been followed, and risks have 
been appropriately addressed; three follow up projects are in progress now.   
 
If there are any questions regarding the content of this report, the Senior Auditor is available for discussion.  
Thank you for your work and your continued support of Internal Audit. 
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COMPLETED PROJECTS 

ASSURANCE 
NCAA Football Attendance   
The objective of this audit was to verify average minimum attendance per the NCAA Division I requirements. 
Based on our review, the average minimum attendance requirements were met. The final report was issued 
January 2020. 
 
Ticket and Park ing Sales Processes 
The objective of this audit was to evaluate the adequacy of controls over reporting and accountability for 
ticket and parking sales within Athletics.  Based on our review, controls over training, access, safeguarding 
of assets, and monitoring are present and functioning effectively. Internal Audit identified opportunities to 
improve controls over ticket and parking sales processes around authority, responsibility and policies and 
procedures. Three recommendations were made and Internal Audit will follow-up at a later time to ensure 
management corrective actions have been implemented. The final report was issued January 2020.  
 
CONSULTING 
There were no consulting project finalized during this quarter. 
 
FOLLOW-UPS 
There were no follow-up projects finalized during this quarter.  
 
 
PROJECTS IN PROGRESS 

ASSURANCE  
Data Governance 
Internal Audit, in collaboration with Baker Tilly, began this project in October 2019. This project was 
identified on the approved FY20 audit plan. The objective is to assess the data governance practices at the 
University based on leading higher education practices for data governance. This project is currently in the 
reporting phase. Estimated completion: March 2020  
 
Vendor Reviews 
Internal Audit, in collaboration with a student employee and students from Beta Alpha Psi, began this 
project in December 2018. This project was identified as a Tier II project on the approved FY19 audit plan. 
The objective is to assess whether contracts were authorized, appropriate, and in accordance with 
University policies and procedures. This project was placed on hold due to staff turnover, but is now 
currently in the reporting phase. Estimated completion:  March 2020  
 
NCAA Compliance  
This project was added to the FY20 audit plan and is being performed by Bond, Schoeneck and King. The 
objective is to evaluate the effectiveness of the NCAA compliance program in Athletics. This project is 
currently in the fieldwork phase. Estimated completion: August 2020  
 
 
 
CONSULTING 
Internal Audit has four consulting projects for different units on campus that are at various stages of 
completion. While these projects take time away from planned assurance projects, they serve three very 
important purposes, 1) to improve efficiencies and effectiveness in a proactive manner, 2) to reinforce 
Internal Audit’s purpose to be a valuable partner, and 3) to provide Internal Audit with more insight 
regarding campus risks.  Areas addressed in the current year include internal controls, process 
improvement, and identification of efficiencies.  Once finalized, reports are issued summarizing any 
recommendations. 
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FOLLOW-UPS 
To comply with internal auditing standards that require monitoring of audit recommendations 
communicated to management, Internal Audit performs follow-up projects.  The objective of follow up 
projects is to monitor the disposition of observations from prior projects.  Internal Audit ensures corrective 
actions on the project recommendations, including those that may have been considered non-reportable, 
have been effectively implemented by management, or that management has accepted the risk of not 
taking action.   
 
Follow  Up of Purchasing Practices 
Internal Audit is following up on six observations that included 13 corrective action items from Purchasing 
and Contracting Services (PCS) included the original report.  This follow-up is being conducted in 
conjunction with the Vendor Contract Review audit and is still underway.  
 
Follow  Up of Lab Safety Practices 
Internal Audit conducted an initial follow-up in September 2018 of 26 observations and corrective actions. 
Twenty-four corrective actions were completed and two remained in progress. Internal Audit is currently 
following up on the two remaining corrective actions.   
 
Follow  Up of Printing and Mail ing Efficiencies 
Internal Audit conducted an initial follow-up in November 2018 of 20 observations and corrective actions. 
Thirteen corrective actions were completed, three remained in process, and three had not been started, 
and one was not completed and the risk was accepted by management. Internal Audit is currently following 
up on the six remaining corrective actions.  
 
 
UPCOMING PROJECTS 

FY21 RISK ASSESSMENT/AUDIT PLANNING 
Risk Assessment is an on-going process with additional emphasis in the spring which leads to an annual 
audit plan. Our upcoming activities will include interviews, analysis, and coordination with ERM and other 
strategic leaders at UO.  
 
ASSURANCE  
Admissions 
The FY20 audit plan includes an Admissions audit focused on evaluating the processes used to admit 
students, including consistency of decision making and classifications. Preliminary discussions are being 
held to determine the timing and scope of this audit.  
 
CONSULTING 
There are three consulting projects that have been requested, however due to staff turnover and lack of 
available resources, these consulting projects have been placed on hold.  
 
FOLLOW UP 
There are eight follow-up projects due for implementation verification, however with the recent arrival of 
the new chief auditor, Internal Audit is developing new processes for timely follow-up of risk mitigation for 
reported observations. In the upcoming quarter, we will modify our processes and begin to develop 
reporting that will increase transparency in the area of implementation verification.  
 
HOTLINE SUMMARY 

It is common for a university our size to have an active hotline.  This past quarter we received four (4) new 
hotline cases. We have seen an increase in hotline reports during FY20 and are pleased to see that usage 
has increased. A SERMC workgroup, in which Internal Audit is a member, has been working to inventory 

FFC Meeting Materials - 16 March 2020 
Page 8 of 86



and streamline reporting channels that may exist on campus, as well as increase communication to campus 
about reporting channels.  

Internal Audit has received the following reports for investigative services: 

Reporting Sources for Investigative Services 
Campus Direct 

to Internal 
Audit 

3rd Party Hotline Grand Total Cases Open 

FY20 
(as of March 1, 2020) 

4 15 19 7 

FY19 9 13 22 8 

Note that some of these reports have been referred to other units for review and potential investigation.  
Reports referred to other units are followed up on by Internal Audit to ensure appropriate disposition.   

ONGOING PROJECTS 

Consulting:  In addition to the previously mentioned consulting projects, Internal Audit provides the 
following advisory services to campus:  

- Advice and trainings on internal controls, risk and fraud awareness.
- Facilitation of internal control self-assessments for units
- Serves on various University committees and workgroups. Examples include, SERMC, DSIRT,

ISPGC, etc.

External Audit Coordination:  Internal Audit is charged with coordinating and providing oversight for other 
control and monitoring functions, including external audit.  Moss Adams, LLP is the external firm responsible 
for the university’s financial statement audit, single audit, and NCAA agreed upon procedures.  During the 
past quarter, Internal Audit coordinated with Moss Adams on the completion of the NCAA Agreed Upon 
Procedures audit and KWAX financial statement audit.  

ADMINISTRATIVE 

Internal Audit is undergoing personnel changes. The Senior Auditor served as the Interim Chief Auditor 
since August 2019 while a national search was conducted. The new Chief Auditor, Leah Ladley, officially 
started February 26, 2020.   

Additionally, the office has a vacant Executive Assistant position and is currently working on filling the 
vacancy. 
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Agenda Item #2 

Quarterly Finance and Treasury Reports

Bonding Update and Resolution

NOTE: A resolution will be added to this packet as a supplemental 
item. The resolution clarifies certain authorizations relating to debt 

refinancing as considered by the Board in December 2019. 
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CFO's Key Takeaways
• Overall Q2 projections for the E&G Funds in line with Q1 projections
• Updated Q2 projection shows a current estimated shortfall of $10.4M. This is up from the Q1 projected forecasted shortfall of $10.3M. 
• Largest shifts between Q1 and Q2 are in personnel services (increase) and transfers (decrease)

• Projected FY20 end-of-year E&G fund balance is dropping from $54.4M (Q1) to $54.3M (Q2 projection).

Category
FY20 Q1 

Projection
FY20 Q2 Revised 

Projection

FY20 Q1 
Proj vs 

FY19 Act

 FY20 Q2 
Actuals vs 
FY19 Q2 Status

Revised Q2 
Proj vs 
FY19 Notes

State Appropriation $79,307,016 $79,307,016 9.1% 9.8% On track 9.1%

Tuition and Fees $431,000,000 $430,000,000 3.0% 1.4% Slightly Down 2.8% • Student fee remission running above initial projections

ICC Revenue $25,900,000 $26,400,000 5.2% 7.9% Slightly Up 7.2% • Increased grant activity

Personnel Services $442,073,986 $445,073,986 4.0% 5.4% Up 4.7% • Graduate Employee and NTTF hiring running above initial
   projections, SEIU Contract settled above historical rate

Service & Supplies $118,215,141 $118,215,141 3.5% 7.6% Up 3.5% • Significant timing issues 

Net Transfers $11,000,000 $8,000,000 -7.0% -42.0% Down -32.4% • Reduction of centrally funded lab projects 

Student Aid Expense does not include $45.5M of fee remissions awarded to students. Remissions are booked as negative revenue.

Capital Expenditures not included

Finance Summary: Education and General Qtr2 FY2020

All Funds - Total Dollars

Education & General Funds - Total Dollars

Education and General Fund Qtr2 - Projection Status

State Appropriation 
6.1% $81,034,040

Tuition and Fees 
36.3% 

$478,702,691

Grants, 
Contracts & 
Capital Gifts 

16.3% 
$215,270,403Operating Gifts 6.2% 

$82,000,000

ICC Revenue 2.0% 
$26,400,000

Federal Student Aid 
0.3% $4,454,344

Pell Grants 1.7% 
$22,000,000

Aux Service Inc 
16.2% 

$213,789,720

Interest & Investment 
2.1% $27,023,253

Other 1.6% 
$21,302,983

Internal Sales 6.6% 
$87,162,129

Transfers Fr Ore State Agencies 
4.5% $58,786,124

FY20 Q2 REVENUE PROJECTIONS

Total Personnel Services 
55.8% $684,534,986

Service & Supplies 
27.8% $341,546,597

Other 3.9% 
$48,337,972

Depreciation/ Amortization 5.8% 
$71,409,489

Student Aid 6.6% 
$80,706,717

FY20 Q2 EXPENSE PROJECTIONS

State Appropriation 
14.3% $79,307,016

Resident UG 
Tuition 16.0% 
$88,504,579

Non-Resident UG Tuition 43.4% 
$240,230,192

Graduate 
Tuition 13.7% 
$75,529,611

Other Fees & 
Tuition 4.7% 
$25,735,618

ICC Revenue 4.8% 
$26,400,000

Interest & Investment 1.4% 
$8,000,000

Other 1.7% 
$9,450,000

FY20 E&G Q2 REVENUE PROJECTIONS

Total Personnel Services 79.7% 
$445,073,986

Service, Supplies & 
Other 17.9% 
$99,217,141

Transfers 1.4% 
$8,000,000

Student Aid 1.1% 
$6,000,000

FY20 E&G Q2 EXPENSE PROJECTIONS
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TREASURY OPERATIONS QUARTERLY REPORT 
Provided March 2020 

Cash & Investment Pool 

• The cash & investment pool averaged $392 million during Q2 FY20.  Average balances for the quarter were approximately
the same as the same quarter in the previous fiscal year.

• Estimated average accounting yield for the cash & investment pool was 2.34% for Q2 FY20 and 2.29% for FY20 year-to-date.
In FY19 the Q2 yield was 2.37%.

• In January the university began sweeping its checking account balances into overnight investments to earn additional
interest on these funds.

Debt Activities 

*OUS-issued debt includes SELP but is net of expected SELP appropriations and 
Build America Bond subsidies. 

Significant Projects Funded Using Debt & Capital Leases 

UO 2018A 
• Bean Hall
• Oregon Hall
• Health Center

UO 2016A 
• Kalapuya Ilihi Hall
• Pacific Hall 
• Klamath Hall, 3rd Floor

UO 2015A 
• Erb Memorial Union

Capital Leases
• White Stag (Portland)
• 1600 Millrace

OUS-Issued Debt 
• Autzen Stadium
• Central Power Station
• Erb Memorial Union
• Family Housing Projects 
• Ford Alumni Center
• Global Scholars Hall
• Knight Law Center
• Living Learning Center
• Parking Projects
• Student Rec Center
• Matthew Knight Arena
• Williams Bakery Land

• The current principal balance of outstanding debt, including capital leases, is approximately $698 million.
• Bond proceeds are loaned internally for capital projects. Borrowers are scheduled to repay their loans prior to the bullet

payments due in 2045, 2046, and 2048 to ensure that the Internal Bank will have sufficient cash for those bullet payments.
• The university is currently in the process of issuing revenue bonds, which are expected to close at the end of March.

Proceeds will be used to fund loans for capital projects, primarily the Housing Transformation Project.

$0

$100

$200

$300

$400

$500

M
ill

io
ns

Cash & Investment Pool Daily Balances

FY18 FY19 FY20

Tier 1 - Operating Account
$46 Million

12%

Tier 2 - Oregon Short 
Term Fund

$191 Million
49%

Tier 2 - Fixed Income 
Portfolios

$76 Million
19%

Tier 3 -
Permanent & 

Illiquid
$79 Million

20%

Cash & Investment Pool Allocation

Average During Q2 FY20

$0

$10

$20

$30

$40

$50

$60

$70

20
20

20
21

20
22

20
23

20
24

20
25

20
26

20
27

20
28

20
29

20
30

20
31

20
32

20
33

20
34

20
35

20
36

20
37

20
38

20
39

20
40

20
41

20
42

20
43

20
44

20
45

20
46

20
47

20
48

M
ill

io
ns

Debt Service

 OUS-Issued Debt* Capital Leases  2015A  2016A  2018A

FFC Meeting Materials - 16 March 2020 
Page 13 of 86



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

PAGE LEFT BLANK INTENTIONALLY 

FFC Meeting Materials - 16 March 2020 
Page 14 of 86



Strategy Summary 

Relative Performance 

Fund Return Summary 

Portfolio Commentary 

T3 Portfolio 

The University of Oregon Board of Trustees has fiduciary responsibility for university fund man-
agement and has delegated oversight to the Treasurer’s office. Funds are currently divided into 
three separate tranches with distinct purposes for each. The portion of funds deemed unnec-
essary for current needs and so available for riskier, long-term investment to earn a higher rate 
of return is designated Tier-3 (T3). The long-term objective is to try to generate at least a 4% 
real net return over rolling five-year periods using a prudent level of risk. It is understood that 
these funds will be subject to short-term market volatility and risk of loss in pursuit of long-
term appreciation. The UO currently employs the UO Foundation, who is not charging a fee for 
its services, for management of its T3 Funds.  

 QTR FYTD 1 YR 3 YR 5 YR  10 YR  Std. Dev. Sharpe 

T3 Invested Capital -0.4% -0.4% 5.9% N/A N/A N/A  7.8% 1.2 

60/40 Stock/Bond Benchmark 0.9% 0.9% 5.2% 7.1% 5.5% 6.7%  7.2% 1.0 

CPI-U + D% + 1% Benchmark 1.5% 1.5% 6.8% 7.2% 6.6% 6.8%  N/A N/A 

Portfolio Value $74.9 MM 

Invested Capital $69.4 MM 

Cash (for dist. and calls) $5.5 MM 

Distributions FYTD $335.8 K 

  

  

  

 As of 9/30/2019 

The quarter ending September 30th was a mixed bag for various indices around the globe. It was also challenging for half of our managers who, in to-

tal, provide us with a broad set of exposures across US, European, and emerging market equities as well as US corporate credit. Managers who were 

able to produce positive returns provide us exposure to US technology and global-value stocks as well as short-duration US credit. There was no change 

in our manager lineup and we remain comfortable with our manager selection as well as our exposures. Asset allocation weights continue to be in line 

with university policy as can be seen on page two.  
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Estimated Portfolio Details 

Policy Weights 

Sector — Net Exposure 

Geography — Net Exposure 

Security Type — T3 Portfolio 

Market Cap — Net Exposure* 

Commitment Schedule 

T3 Portfolio 

As of 9/30/2019 

 Target Range Actual 

Equity  70% 50-75% 72% 

Fixed Income 30% 25-50% 28% 

Large 23% 

Mid 8% 

Small 17% 

  

United States 49% 

Developed, Non-US 12% 

Emerging Markets 7% 

Frontier Markets 2% 

Consumer 11% 

Power 4% 

Financials 12% 

Healthcare 6% 

Industrials 8% 

Infotech & Telecom 26% 

Real estate <1% 

Sovereign debt <1% 

Other 3% 

 Long Short Gross Net 

Global Equity 55% -7% 62% 48% 

   Long Only 35% 0% 35% 35% 

   Long Short 20% -7% 27% 13% 

Debt 26% -4% 30% 22% 

   Sovereign 1% -1% 2% 0% 

   Corporate 25% -3% 28% 22% 

Total T3 Portfolio 81% -11% 92% 70% 

Commitment Capital Called Distributions Market Value  

$4,000,000 $3,000,000 $0 $3,099,231 

*Excludes debt FFC Meeting Materials - 16 March 2020 
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Financial and Treasury Quarterly 
Report Summary

March 2020

Board of Trustees of the University of Oregon
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• Quarterly financial report

• Quarterly treasury report

Agenda
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Quarterly Financial Report – CFO Key Takeaways 

• Overall Q2 projections for the E&G Funds in line with 
Q1 projections

• Updated Q2 projection shows a current estimated 
shortfall of $10.4 million.  This is up from the Q1 
projected forecast shortfall of $10.3 million.

• Largest shifts between Q1 and Q2 are in personnel 
services (increase) and transfers (decrease) 

• Projected FY20 end-of-year E&G fund balance is 
dropping from $54.4 million (Q1) to $54.3 million (Q2 
projection) 

3
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Education and General Fund – Q2 Projection Status

Category FY20 Q1 Projection FY20 Q2 Revised 
Projection

FY20 Q2 Proj 
vs FY19 Act

FY20 Q2 
Actuals vs 
FY19 Q2

Status Revised Q2 
Proj vs FY19 Notes

State 
Appropriation

$79,307,016 $79,307,016 9.1% 9.8% On track 9.1%

Tuition and Fees $431,000,000 $430,000,000 3.0% 1.4% Slightly 
Down

2.8% • Student fee remissions running above
initial projections

.  

ICC Revenue $25,900,000 $26,400,000 5.2% 7.9% Slightly 
Up

7.2% • Increased grant activity 

Personnel 
Services

$442,073,986 $445,073,986 4.0% 5.4% Up 4.7% • Graduate Employee and NTTF hiring
running above initial projections, SEIU 
Contract settled above historical rate

Service & 
Supplies

$118,215,141 $118,215,141 3.5% 7.6% Up 3.5% • Significant timing issues 

Net Transfers $11,000,000 $8,000,000 -7.0% -42.0% Down -32.4% • Reduction of centrally funded lab projects

Quarterly Financial Report - Dashboard 

4
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Quarterly Financial Report – E&G Fund Revenue 
and Expense Breakdown

5

State 
Appropriation 

14.3% 
$79,307,016

Resident 
UG Tuition 

16.0% 
$88,504,579

Non-Resident UG 
Tuition 43.4% 
$240,230,192

Graduate 
Tuition 13.7% 
$75,529,611

Other Fees 
& Tuition 

4.7% 
$25,735,618

ICC 
Revenue 

4.8% 
$26,400,000

Interest & 
Investment 1.4% 

$8,000,000
Other 1.7% 
$9,450,000

FY20 E&G Q2 REVENUE 
PROJECTIONS

Total Personnel Services 
79.7% $445,073,986

Service, 
Supplies & 

Other 
17.9% 

$99,217,141

Transfers 
1.4% 

$8,000,000

Student Aid 
1.1% 

$6,000,000

FY20 E&G Q2 EXPENSE 
PROJECTIONS
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• Quarterly financial report

• Quarterly treasury report
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Cash and investment balances 
continue to follow historical trends
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Debt service remains unchanged from FY19 and proceeds 
from internal loans will payoff scheduled bullets.
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*OUS-issued debt includes SELP but is net of expected SELP appropriations and Build America Bond subsidies.
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Update on Series 2020 Bond Sale

• $120 million par, fixed rate
• Small taxable portion
• Likely to be a 2050 term bond with sinking 

fund payments in 2049 and 2050
• Funds will be used to fund loans for capital 

projects, primarily the Housing 
Transformation Project

• Targeting March 11 for pricing and March 
26 for closing
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Page 1
FY19 Actuals Quarter 4 Report All Funds except Agency and Clearing

 Education and 
General 

 Designated 
Ops and Service 

Center   Auxiliaries   Grant Funds 
 Restricted Gift 

Funds   Other Funds   Plant Funds   Internal Bank   Total   Reporting Adj.   Total 
State Appropriation 72,712,010$              1,170,784$         452,924$           61,762$             ‐$                       ‐$                   ‐$                          ‐$                    $          74,397,481 
Tuition and Fees 418,454,072$           171,673$            41,939,915$      ‐$                    100$                      ‐$                   ‐$                          3,117,759$        $       463,683,518 
Gifts Grants & Contracts 323,334$                   6,120,403$         ‐$                    126,069,217$   81,903,035$         ‐$                   61,472,740$            ‐$                    $       275,888,729 
ICC Revenue 24,619,477$              ‐$                    ‐$                    ‐$                    ‐$                       ‐$                   ‐$                          ‐$                    $          24,619,477 
Federal Student Aid ‐$                            ‐$                    ‐$                    25,683,829$      ‐$                       ‐$                   ‐$                          ‐$                    $          25,683,829 
Interest and Investment 7,259,112$                13,927,936$      84,592$             66$                     83,985$                 538,317$           649,020$                 11,438,358$      $          33,981,386 
Internal Sales 2,821,527$                50,383,105$      24,658,015$      65$                     200$                      ‐$                   ‐$                          35,409,252$      $       113,272,164 
Sales & Services 4,168,451$                12,403,786$      169,938,494$   106,537$           ‐$                       ‐$                   ‐$                          ‐$                    $       186,617,269 
Other Revenues 2,191,003$                2,676,513$         4,649,001$        12,582$             17,914$                 ‐$                   562,247$                 ‐$                    $          10,109,261 
Transfers From Ore State Agencies ‐$                            ‐$                    ‐$                    10,471,965$      ‐$                       ‐$                   75,627,559$            ‐$                    $          86,099,524 

Total Revenue  $          532,548,986   $     86,854,200   $  241,722,942   $  162,406,023   $        82,005,234   $         538,317   $        138,311,566   $    49,965,370   $    1,294,352,638 

Salaries and Wages 257,825,362$           23,603,943$      59,405,653$      41,606,255$      17,876,156$         ‐$                   10,056$                   167,185$           400,494,610$        
OPE Health Benefits 23,011,905$              236,465$            152,012$           1,690,602$        255,643$               ‐$                   ‐$                          ‐$                   25,346,628$          
OPE Retirement ‐$                            ‐$                    ‐$                    ‐$                    ‐$                       ‐$                   ‐$                          ‐$                   ‐$                        
OPE Other 7,175,151$                75,534$              38,486$             1,041,543$        79,741$                 ‐$                   ‐$                          ‐$                   8,410,454$            
OPE GTF Remissions 136,924,333$           17,431,439$      32,187,193$      20,755,825$      10,499,476$         ‐$                   2,890$                      102,022$           217,903,178$        

Total Personnel Services  $          424,936,751   $     41,347,381   $    91,783,343   $    65,094,225   $        28,711,016   $                    ‐     $                  12,946   $         269,208   $       652,154,869 

Service & Supplies 114,237,981$           21,259,779$      106,487,401$   30,162,583$      22,800,940$         (1,030,455)$      7,620,466$              30,474,379$     332,013,075$        
Merchandise‐Resale/Redistribution 4,171$                        18,970,194$      13,018,228$      ‐$                    222$                      ‐$                   ‐$                          ‐$                   31,992,816$          
Internal Sales Reimbursements (18,172,375)$            (3,000)$               (1,521,269)$       (26,463)$            ‐$                       ‐$                   (2,881,709)$             ‐$                   (22,604,815)$         
Indirect Costs 71,589$                     2,955,133$         7,435,758$        24,651,977$      ‐$                       298,489$           ‐$                          ‐$                   35,412,946$          
Depreciation/Amortization Expense ‐$                            4,288,036$         30,801,152$      ‐$                    ‐$                       ‐$                   30,464,025$            ‐$                   65,553,212$          
Student Aid 5,882,527$                347,554$            6,527,102$        40,692,062$      24,853,656$         19,794,785$     ‐$                          ‐$                   98,097,685$          

Total General Expense 102,023,894$           47,817,695$      162,748,373$   95,480,159$      47,654,818$         19,062,819$     35,202,783$            30,474,379$     540,464,919$        

Net Transfers Out/(In) 11,829,666$             (2,337,222)$       (1,745,741)$      (2,953)$              5,578,303$           ‐$                   (15,460,031)$          2,137,979$       ‐$                        

Total Expense 538,790,310$           86,827,854$      252,785,975$   160,571,431$   81,944,136$         19,062,819$     19,755,698$            32,881,565$     1,192,619,788$    
Net before CapEx (6,241,324)$              26,346$              (11,063,033)$    1,834,593$        61,098$                 (18,524,502)$    118,555,868$         17,083,805$     101,732,850$        

Beginning Fund Balance 77,206,732$              58,616,371$      323,394,855$   (1,599,304)$       14,532,235$         25,980,293$     569,073,914$         19,911,269$     1,087,116,366$    
Capital Expenditures (5,215,820)$              (506,147)$          (43,330)$            (1,216,504)$       (1,901,353)$          ‐$                   (147,156,559)$        ‐$                   (156,039,713)$      

Net (from above) (6,241,324)$              26,346$              (11,063,033)$    1,834,593$        61,098$                 (18,524,502)$    118,555,868$         17,083,805$     101,732,850$        
Fund Additions/Deductions* ‐$                            1,934,843$         7,956,595$        ‐$                    ‐$                       ‐$                   147,814,476$         ‐$                   157,705,914$         (246,136,516)$   

Ending Fund Balance 65,749,587$             60,071,414$      320,245,087$   (981,215)$          12,691,981$         7,455,791$       688,287,700$         36,995,073$     1,190,515,418$     (246,136,516)$    944,378,902$      

Year‐End Accounting Entries ** (1,927,913)$              (130,597)$          (1,002,489)$       (236,012)$          (90,094)$                298,489$           ‐$                          (1,858)$              (3,090,475)$            (3,090,475)$         

Net Capital Assets ‐$                            26,878,531$      286,085,007$   ‐$                    ‐$                       ‐$                   567,972,885$         (2,364,856)$      878,571,567$         ‐$                     878,571,567$      
Other Restricted Net Assets ‐$                            ‐$                    ‐$                    (1,217,227)$       12,601,887$         7,754,280$       99,142,814$            ‐$                   118,281,754$         (673,429)$           117,608,325$      

Unrestricted Net Assets 63,821,674$              33,062,286$      33,157,590$      ‐$                    ‐$                       ‐$                   21,172,000$            39,358,071$     190,571,622$         (245,463,087)$    (54,891,465)$       
Total Net Assets*** 63,821,674$             59,940,817$      319,242,597$   (1,217,227)$      12,601,887$         7,754,280$       688,287,700$         36,993,215$     1,187,424,943$     (246,136,516)$    941,288,428$      

** ‐ Year‐End Accounting ‐ e.q. Allocate Pension Liability, Reclass Cash to Investments, Allocate Debt 
* ‐ Due to Capital Improvements and Debt Accounting entries, Includes Elimination of State Paid Debt from UO Books
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Page 2
FY20 Initial Projection ‐ All Funds except Agency and Clearing

 Education and 
General 

 Designated 
Ops and Service 

Center   Auxiliaries   Grant Funds 
 Restricted Gift 

Funds   Other Funds   Plant Funds   Internal Bank   Total  
State Appropriation 78,872,041$      1,212,024$         453,200$           61,800$               ‐$                      ‐$                   ‐$                     ‐$                      $       80,599,065 
Tuition and Fees 435,000,000$    805,049$            44,897,642$      ‐$                     ‐$                      ‐$                   ‐$                     3,000,000$          $     483,702,691 
Gifts Grants & Contracts 150,000$            6,120,403$         ‐$                    129,000,000$     82,000,000$       ‐$                   62,000,000$        $     279,270,403 
ICC Revenue 25,900,000$      ‐$                     ‐$                    ‐$                     ‐$                      ‐$                   ‐$                      $       25,900,000 
Federal Student Aid ‐$                     ‐$                     ‐$                    26,454,344$       ‐$                      ‐$                   ‐$                      $       26,454,344 
Interest and Investment 8,000,000$         13,927,936$      85,000$              10,000$               300,000$             538,317$           650,000$             2,925,000$          $       26,436,253 
Internal Sales 2,900,000$         50,861,929$      24,923,088$      ‐$                     200$                     ‐$                   ‐$                     35,600,000$        $     114,285,217 
Sales & Services 4,200,000$         11,765,372$      181,217,631$   106,537$             63,160$               ‐$                   ‐$                     ‐$                      $     197,352,700 
Other Revenues 2,200,000$         2,800,000$         4,649,001$        ‐$                     17,914$               ‐$                   500,000$             ‐$                      $       10,166,915 
Transfers From Ore State Agencies ‐$                     ‐$                     ‐$                    10,786,124$       ‐$                      ‐$                   75,000,000$       ‐$                      $       85,786,124 

Total Revenue  $   557,222,041   $     87,492,713   $  256,225,562   $   166,418,805   $      82,381,274   $         538,317   $   138,150,000   $      41,525,000   $ 1,329,953,713 

Salaries and Wages 263,082,505$    24,352,580$      61,592,717$      42,708,820$       17,668,264$       ‐$                   ‐$                     183,950$             409,588,837$     
OPE Health Benefits 147,929,000$    ‐$                     ‐$                    ‐$                     ‐$                      ‐$                   ‐$                     99,050$               148,028,050$     
OPE Retirement ‐$                     ‐$                    ‐$                     ‐$                      ‐$                   ‐$                     ‐$                     ‐$                      
OPE Other 19,493,213$      35,839,965$      21,200,611$       11,024,450$       ‐$                   ‐$                     ‐$                     87,558,238$       
OPE GTF Remissions 31,062,481$      ‐$                     150,000$           2,811,378$         335,384$             ‐$                   ‐$                     ‐$                     34,359,242$       

Total Personnel Services  $   442,074,000   $     43,846,000   $    97,583,000   $      66,721,000   $      29,028,000   $                     ‐     $                       ‐     $           283,000   $     679,535,000 

Service & Supplies 118,215,141$    20,749,503$      110,543,715$   30,837,297$       22,800,940$       100,000$           7,650,000$         30,650,000$       341,546,597$     
Merchandise‐Resale/Redistribution 2,000$                18,356,319$      13,118,491$      ‐$                     ‐$                      ‐$                   ‐$                     ‐$                     31,476,810$       
Internal Sales Reimbursements (18,700,000)$     (244,010)$           (1,103,000)$      (26,643)$             ‐$                      ‐$                   ‐$                     ‐$                     (20,073,653)$      
Indirect Costs 100,000$            2,680,205$         8,379,610$        25,900,000$       ‐$                      275,000$           ‐$                     ‐$                     37,334,815$       
Depreciation/Amortization Expense 4,265,121$         33,005,757$      ‐$                     ‐$                      ‐$                   34,138,611$       ‐$                     71,409,489$       
Student Aid 6,000,000$         708,972$            1,350,645$        42,372,131$       27,074,969$       3,200,000$       ‐$                     ‐$                     80,706,717$       

Total General Expense 105,617,141$    46,516,110$      165,295,218$   99,082,786$       49,875,909$       3,575,000$       41,788,611$       30,650,000$       542,400,775$     

Net Transfers Out(In) 11,000,000$      (2,556,146)$       (1,925,822)$      ‐$                     5,974,303$         ‐$                   (14,284,129)$     1,791,794$         ‐$                      

Total Expense 558,691,141$    87,805,964$      260,952,396$   165,803,786$     84,878,212$       3,575,000$       27,504,482$       32,724,794$       1,221,935,775$  
Net before CapEx (1,469,100)$       (313,251)$          (4,726,834)$      615,019$             (2,496,938)$        (3,036,683)$      110,645,518$     8,800,206$         108,017,938$     

Beginning Fund Balance 63,821,674$      59,940,817$      319,242,597$   (1,217,227)$        12,601,887$       7,754,280$       688,287,700$     36,993,215$       1,187,424,943$  
Capital Expenditures (5,300,000)$       (506,147)$           (52,500)$            (1,610,901)$        (1,548,578)$        ‐$                   (232,500,000)$   (241,518,125)$    

Net (from above) (1,469,100)$       (313,251)$           (4,726,834)$      615,019$             (2,496,938)$        (3,036,683)$      110,645,518$     8,800,206$         108,017,938$     
Fund Additions/Deductions* ‐$                     ‐$                     43,000,000$      ‐$                     ‐$                      ‐$                   189,500,000$     ‐$                     232,500,000$     

Ending Fund Balance 57,052,574$      59,121,419$      357,463,264$   (2,213,109)$        8,556,372$         4,717,597$       755,933,218$     45,793,421$       1,286,424,756$  

Year‐End Accounting Entries ** TBD TBD TBD TBD TBD TBD TBD TBD TBD

Net Capital Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD
Other Restricted Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD

Unrestricted Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD
Total Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD

* ‐ Due to Capital Improvements and Debt Accounting entries
** ‐ Year‐End Accounting ‐ e.q. Allocate Pension Liability, Reclass Cash to Investments, Allocate Debt FFC Meeting Materials - 16 March 2020 
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Page 3
FY20 Actuals Quarter 2 Report All Funds except Agency and Clearing

 Education and 
General 

 Designated Ops 
and Service 

Center   Auxiliaries   Grant Funds 
 Restricted Gift 

Funds   Other Funds   Plant Funds   Internal Bank   Total 
State Appropriation 47,798,861$              585,392$             226,600$           30,900$              ‐$                        ‐$                    ‐$                          ‐$                     $         48,641,753 
Tuition and Fees 291,035,149$           1,920,125$        29,377,384$      ‐$                    ‐$                        ‐$                    ‐$                          2,056,201$        $       324,388,860 
Gifts Grants & Contracts 815$                           2,332,031$        296,177$           63,753,600$      44,069,275$         ‐$                    6,547,806$               ‐$                     $       116,999,704 
ICC Revenue 13,503,444$              ‐$                     ‐$                    ‐$                    ‐$                        ‐$                    ‐$                          ‐$                     $         13,503,444 
Federal Student Aid ‐$                            ‐$                     ‐$                    15,673,541$      ‐$                        ‐$                    ‐$                          ‐$                     $         15,673,541 
Interest and Investment 3,719,176$                 8,394,214$        44,693$              621$                    1,484$                    228,463$          545,105$                  353,099$           $         13,286,856 
Internal Sales 1,791,237$                 25,038,225$      10,645,529$      1,098$                ‐$                        ‐$                    ‐$                          22,537,172$      $         60,013,261 
Sales & Services 3,128,016$                 7,013,930$        101,101,917$   204,078$           ‐$                        ‐$                    218,099$                  ‐$                     $       111,666,039 
Other Revenues 668,157$                    562,061$             600,512$           ‐$                    ‐$                        ‐$                    107,571$                  ‐$                     $            1,938,301 
Transfers From Ore State Agencies ‐$                            ‐$                     ‐$                    3,746,781$        ‐$                        ‐$                    10,079,639$             ‐$                     $         13,826,420 

Total Revenue  $          361,644,856   $     45,845,977   $  142,292,812   $    83,410,618   $        44,070,760   $         228,463   $          17,498,220   $   24,946,472   $       719,938,178 

Total Personnel Services  $          199,740,957   $     22,849,948   $    46,987,183   $    35,394,774   $        13,742,805   $                    ‐     $                    6,650   $         104,479  318,826,796$       

Service & Supplies 60,712,684$              8,985,942$        55,468,162$      11,962,793$      10,975,032$         32,394$              3,588,937$               2,781,233$       154,507,177$       
Merchandise‐Resale/Redistribution (239,362)$                   7,430,544$        5,338,873$        ‐$                    ‐$                        ‐$                    ‐$                          ‐$                    12,530,055$          
Internal Sales Reimbursements (9,134,168)$               ‐$                     (951,779)$          ‐$                    (671)$                      ‐$                    (543,331)$                 ‐$                    (10,629,950)$        
Indirect Costs 21,320$                      1,476,621$        3,788,088$        13,520,945$      ‐$                        ‐$                    ‐$                          ‐$                    18,806,974$          
Depreciation/Amortization Expense ‐$                            2,138,516$        15,400,946$      ‐$                    ‐$                        ‐$                    16,041,484$             ‐$                    33,580,946$          
Student Aid 3,546,615$                 (3,988)$                1,378,937$        23,825,916$      19,274,190$         26,144$              ‐$                          ‐$                    48,047,814$          

Total General Expense 54,907,089$              20,027,634$      80,423,228$     49,309,654$     30,248,551$         58,537$            19,087,090$           2,781,233$       256,843,016$       

Net Transfers Out/(In) 3,151,206$                (31,184)$             8,113,238$        (173,958)$         (136,352)$              ‐$                    (12,754,736)$          1,831,786$       ‐$                         

Total Expense 257,799,252$           42,846,398$      135,523,648$   84,530,470$     43,855,005$         58,537$             6,339,004$              4,717,498$       575,669,812$       
Net before CapEx 103,845,604$           2,999,579$        6,769,164$        (1,119,851)$      215,755$               169,925$          11,159,216$           20,228,974$     144,268,366$       

Beginning Fund Balance 63,821,674$              59,940,817$      319,242,597$   (1,217,227)$      12,601,887$         7,754,280$       688,287,700$         36,993,215$     1,187,424,943$    
Capital Expenditures (2,732,453)$               (92,869)$              ‐$                    (794,914)$          (1,086,434)$          0 (64,919,806)$          0 (69,626,475)$        

Net (from above) 103,845,604$           2,999,579$        6,769,164$        (1,119,851)$      215,755$               169,925$          11,159,216$             20,228,974$     144,268,366$       
Fund Additions/Deductions* (445,815)$                   971,565$             274,461$           0 (135,380)$              0 3,279,013$               ‐$                    3,943,844$             

Ending Fund Balance 164,489,010$           63,819,093$      326,286,222$   (3,131,993)$      11,595,828$         7,924,206$       637,806,122$         57,222,190$     1,266,010,678$    

Year‐End Accounting Entries ** TBD TBD TBD TBD TBD TBD TBD TBD TBD

Net Capital Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD
Other Restricted Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD

Unrestricted Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD
Total Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD

* ‐ Due to Capital Improvements and Debt Accounting entries, Includes Elimination of State Paid Debt from UO Books
** ‐ Year‐End Accounting ‐ e.q. Allocate Pension Liability, Reclass Cash to Investments, Allocate Debt
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Page 4
FY20 Actuals Quarter 2 Report Education and General

 FY20 Updated 
Projection Q1   FY20 Actual Q2 

 FY20 Q2 
Actual as % 
of Proj   FY19 Actual Q2 

  FY20 Q2 
inc/(dec) 
from FY19 

Q2 
 FY19 Total 
Actual 

 FY20 Q1 
Proj vs FY19 
Total as % 

 FY20 Updated 
Projection Q2 

 FY20 
Updated Proj 
vs FY19 Total 

as % 
State Appropriation 79,307,016$         47,798,861$        60.3% 43,547,069$       9.8% 72,712,010$        9.1% 79,307,016$        9.1%
Tuition and Fees 431,000,000$      291,035,149$     67.5% 286,959,936$     1.4% 418,454,072$     3.0% 430,000,000$     2.8%
Gifts Grants & Contracts 150,000$              815$                     0.5% 730$                     11.6% 323,334$             ‐53.6% 150,000$             ‐53.6%
ICC Revenue 25,900,000$         13,503,444$        52.1% 12,517,936$       7.9% 24,619,477$        5.2% 26,400,000$        7.2%
Federal Student Aid ‐$                       ‐$                      ‐ ‐$                      ‐ ‐$                      ‐ ‐$                      ‐
Interest and Investment 8,000,000$           3,719,176$          46.5% 3,032,784$          22.6% 7,259,112$          10.2% 8,000,000$          10.2%
Internal Sales 2,900,000$           1,791,237$          61.8% 1,337,261$          33.9% 2,821,527$          2.8% 2,900,000$          2.8%
Sales & Services 4,200,000$           3,128,016$          74.5% 2,492,352$          25.5% 4,168,451$          0.8% 4,200,000$          0.8%
Other Revenues 2,200,000$           668,157$             30.4% 1,009,117$          ‐33.8% 2,191,003$          0.4% 2,200,000$          0.4%
Transfers From Ore State Agencies ‐$                       ‐$                      ‐ ‐$                      ‐ ‐$                      ‐ ‐$                      ‐

Total Revenue 553,657,016$       $    361,644,856  65.3%  $    350,897,186  3.1% 532,548,986$     4.0% 553,157,016$     3.9%

Total Personnel Services 442,073,986$       $    199,740,957  45.2%  $    189,446,122  5.4% 424,936,751$     4.0% 445,073,986$     4.7%

Service & Supplies 118,215,141$      60,712,684$        51.4% 56,445,703$       7.56% 114,237,981$     3.5% 118,215,141$     3.5%
Merchandise‐Resale/Redistribution 2,000$                   (239,362)$            ‐11968.1% (55,624)$              330.3% 4,171$                  ‐52.1% 2,000$                  ‐52.1%
Internal Sales Reimbursements (18,700,000)$       (9,134,168)$         48.8% (8,217,289)$        11.2% (18,172,375)$      2.9% (19,100,000)$      5.1%
Indirect Costs 100,000$              21,320$                21.3% 53,262$               ‐60.0% 71,589$                39.7% 100,000$             39.7%
Depreciation/Amortization Expense ‐$                       ‐$                      ‐ ‐$                      ‐ ‐$                      ‐ ‐$                      ‐
Student Aid 6,000,000$           3,546,615$          59.1% 3,093,674$          14.6% 5,882,527$          2.0% 6,000,000$          2.0%

Total General Expense 105,617,141$      54,907,089$        52.0% 51,319,726$       7.0% $102,023,894 3.5% 105,217,141$     3.1%

Net Transfers Out(In) 11,000,000$         3,151,206$          28.6% 5,433,121$          ‐42.0% 11,829,666$        ‐7.0% 8,000,000$          ‐32.4%

Total Expense 558,691,127$      257,799,252$     46.1% 246,198,969$     4.7% 538,790,310$     3.7% 558,291,127$     3.6%
Net before CapEx (5,034,111)$         103,845,604$     ‐2062.8% 104,698,217$     ‐0.8% (6,241,324)$         ‐19.3% (5,134,111)$         ‐17.7%

Beginning Fund Balance 63,821,674$         63,821,674$        100.0% 77,206,732$       ‐17.3% 77,206,732$        ‐17.3% 63,821,674$        ‐17.3%
Capital Expenditures (5,300,000)$         (2,732,453)$         51.6% (2,534,437)$        7.8% (5,215,820)$         1.6% (5,300,000)$         1.6%

Net (from above) (5,034,111)$         103,845,604$     ‐2062.8% 104,698,217$     ‐0.8% (6,241,324)$         ‐19.3% (5,134,111)$         ‐17.7%
Fund Additions/Deductions* ‐$                       (445,815)$            ‐ ‐$                      ‐ ‐$                      ‐ ‐$                      ‐
Year‐End Accounting Entries ‐$                       ‐$                      ‐ ‐$                      ‐ (1,927,913)$         ‐100.0% ‐$                      ‐100.0%

Ending Fund Balance 53,487,563$         164,489,010$     307.5% 179,370,513$     ‐8.3% 63,821,674$        ‐16.2% 53,387,563$        ‐16.3%

Year‐End Accounting Entries ** TBD TBD TBD TBD TBD TBD TBD TBD TBD

Net Capital Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD
Other Restricted Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD

Unrestricted Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD
Total Net Assets TBD TBD TBD TBD TBD TBD TBD TBD TBD

* ‐ Due to Capital Improvements and Debt Accounting entries
** ‐ Year‐End Accounting ‐ e.q. Allocate Pension Liability, Reclass Cash to Investments, Allocate Debt
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Page 5

FY20 Actuals Quarter 2 Report
Total All Fund Groups
Personnel Services  FY2019 FY2020 Yr/Yr % Inc FY2019 FY2020

Salary & Wages $186,408,924 $194,019,476 4.1%

Other Payroll Expense(OPE) and Leave

Personnel Leave $12,601,465 $13,368,693 6.1% 6.3% 6.4%

Medical Insurance $36,903,726 $39,217,814 6.3% 18.5% 18.9%

Retirement $36,062,305 $41,863,979 16.1% 18.1% 20.2%

Other OPE $14,265,277 $14,714,671 3.2% 7.2% 7.1%

Total OPE & Leave $99,832,772 $109,165,157 9.3% 50.2% 52.6%

*Total Personnel Services $286,241,696 $303,184,634 5.9%

* Data excludes OPE GE Remissions (Tuition, Fees & Benefits), Benefit Compensation and Year end accruals/adjustments

Total Dollars
Benefits as a %

of Total Salary & Leave
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Agenda Item #3 
 
 

Autzen Stadium A/V Capital Project 
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AUTHORIZATON FOR AUTZEN STADIUM A/V PROJECT 
Summary of Requested Action 

 
 
The Board of Trustees must approve all capital projects exceeding $5,000,000 in total cost. The 
Department of Intercollegiate Athletics seeks Board approval for an audio/visual system project 
at Autzen Stadium.  
 
The project is anticipated to cost $12 million and involves the removal of the existing stadium 
sound system (installed in 2002), removal of the small video board located in the northeast end 
of the stadium, and the installation of a new structure at the east end of the stadium which will 
include a point-source sound system and a new video board.  
 
Athletics wishes to begin installation of the project as soon as possible to ensure project 
completion in August 2020.  
 
Included in this packet: 

1. A brief overview of the project from Campus Planning and Facilities Management 
2. A few renderings of the project provided by Athletics 
3. The resolution 

 
This action item is before the Finance and Facilities Committee and, if approved, would proceed 
to the Board as a seconded motion.  
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Upgrade 

 
 

   

   

   

   

   

PROJECT DESCRIPTION                                                                                                          PROJECT STATS 

The Athletic Department has consistently 
received feedback from loyal football fans 
concerning the audio/visual aspects of their 
experience in Autzen Stadium.   Audio/video 
services are critically important components 
to the fan experience. The current A/V 
equipment and technology in Autzen 
Stadium is dated (west end zone videoboard 
is 12 years old and the 2nd oldest in the Pac-12) 
and is not meeting the expectations of 
attendees. Newly available technologies will 
enable the department to better meet these 
expectations and will play an important role in 
differentiating the fan experience at Autzen 
Stadium.   
 
Football generates over 70% of all athletics 
revenues, with a significant portion of these 
coming from ticket sales and seat donations.  
These revenues help fund opportunities for 
over 450 student-athletes across the 20 sport 
programs.  The enhancements made through 
this project will ensure a first-class experience 
at Autzen Stadium will continue for both 
student-athletes and fans. 
 
Project Objectives 
• Remove the existing sound system 

(installed in 2002) located above the 
end-zone terrace and the small video 
board located in the northeast end of the 
stadium.  The existing large video board 
(last upgraded in 2008) on the west end 
zone of the stadium will remain 
operational. 

 

• Install a new support structure and video 
board (186’ x 66’) above the east end-
zone terrace, which will also house a new 
point-source sound system which serves 
the entire stadium.  The video board will 
also include a rear (external facing) video 
board (47’ x 26’) which will be used on 
event days to communicate with and 
entertain patrons. 

 
 

Design and Construction Scope 
Using the latest audio and video display 
technologies, this project will design and 
install a new audio/video system at Autzen 
Stadium. 
 
Project Status 
In schematic design.  
 
 
 
 
 
 
 
 
 
 
  

 
Project Type: Equipment Upgrade 

     Space Type: 
 Athletic Support Infrastructure 

     Square Footage: N/A 

     Anticipated Budget: $12M 

     Funding Source(s):  Private Gifts 
 

Target Completion Date: August 2020 
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Additional Views 
 

 

 
  

 
  Inside Stadium looking East 
 
 
 

 
  Outside Stadium looking NW 
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Finance and Facilities Committee 
Board of Trustees of the University of Oregon 

 
Resolution: Authorization for Autzen Stadium A/V Upgrade 

 
 Whereas, the Department of Intercollegiate Athletics wishes provide the highest possible fan 
experience for those who visit Autzen Stadium;  
 

Whereas, audio and visual aspects of the fan experience are critically important and the 
equipment within Autzen Stadium is outdated;    
 

Whereas, the Department of Intercollegiate Athletics has secured private gifts dedicated to cover 
the cost of upgrading the stadium’s audio/video displays and equipment;  
  
 Whereas, any capital project in excess of $5 million must receive approval by the Board of 
Trustees; and, 
 

Whereas, the Policy on Committees authorizes the Finance and Facilities Committee to submit 
items to the full Board as seconded motions, recommending passage.  
 

Now, therefore, the Finance and Facilities Committee of the Board of Trustees of the University 
of Oregon hereby refers to the full Board of Trustees the following:  

 
The Vice President for Finance and Administration and Director of Intercollegiate 
Athletics, or their designee(s), are authorized to execute contracts, expend resources, and 
engage in work necessary to install a new audio/video system at Autzen Stadium as 
described in the project summary provided to the Committee on this date. The authorized 
budget for this project is $12 million, and the budget must be adhered to consistent with 
the Retention and Delegation of Authority.  
 

 
Moved:     Seconded:    

Record here if a vote was taken without a roll call vote:      

 Vote 
Aaron  
Bragdon  
Colas  
Gonyea  
Kari  
Murray  
Schill  

 

Dated:     Initials:    
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Agenda Item #4 
 
 

Amended Multi-Media Agreement 
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AMENDED MULTIMEDIA LICENSE AGREEMENT WITH IMG 
Summary of Requested Action  

 
 
 
In 2008, the Department of Intercollegiate Athletics entered into a ten-year multimedia license 
agreement with IMG College, LLC (IMG)1.  In 2016, the Board approved and the UO executed an 
amended agreement with IMG that extended the relationship through June 30, 2022. The revised 
agreement resulted in terms for the university more reflective of the current media rights 
marketplace.  
 
Athletics has negotiated amendments to this most recent agreement. The change in total value 
to the UO exceeds $5 million, thus triggering Board review and authorization.  
  
The negotiated amendments and the 2016 agreement in its entirety are attached to the resolution as 
Exhibits A and B, respectively. Certain trade secret information is redacted from the posted 
information in compliance with public records laws.  
 
Key provisions are below.  

 
 Duration   Ten years (FY2019-20 – FY2028-29)  

 
 Guaranteed payments $123.05 million over the ten-year term 
 
 Revenue sharing During each year of the agreement, the university will be 

paid royalties totaling the greater of: (1) Annual 
Guaranteed Royalty, or (2) 2.70% of gross revenues earned 
by IMG each year that is in excess of guaranteed 
thresholds established in the agreement. 

 
 Exclusivity  Exclusive, worldwide rights for IMG 
 

 Rights  The agreement covers all multimedia facets such as, but 
not limited to, radio, signage, impacts and opportunities at 
events, and game entitlements.  

 
 

1 IMG College is a subsidiary of IMG. Per the company’s website, IMG “is a global leader in sports, events, media 
and fashion, operating in more than 25 countries. The company represents and manages some of the world’s 
greatest sports figures and fashion icons; stages thousands of live events and branded entertainment experiences 
annually; and is the world’s largest independent producer and distributor of sports media.”  
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Finance and Facilities Committee 
Board of Trustees of the University of Oregon 

 
Resolution: Approval of Amendments to  

Multimedia Rights Agreement for Oregon Athletics 
 
 Whereas, the University of Oregon Department of Intercollegiate Athletics (“Oregon 
Athletics”) wishes to enter into an updated multimedia rights agreement with IMG College 
(“IMG”) for purposes of an exclusive arrangement to manage media rights and other specific 
marketing elements for Oregon Athletics; 
 
 Whereas, such agreements provide revenue to Oregon Athletics to help offset costs of 
the institution’s intercollegiate athletics programs and maintain the department’s self-
sufficiency;  
 
 Whereas, the proposed amendments to the agreement stipulate certain financial 
payments from IMG to Oregon Athletics, including, but not limited to, minimum guaranteed 
payments of $123.05 million over a ten-year period;  
 
 Whereas, section 1.7.8 of the University’s Policy on the Retention and Delegation of 
Authority requires Board approval of the execution of an instrument where anticipated value to 
the University of Oregon exceeds $5 million; and, 
 
 Whereas, the Policy on Committees authorizes the Finance and Facilities Committee to 
submit matters to the Board as a seconded motion.  
 
 Now, THEREFORE, the Finance and Facilities Committee of the Board of Trustees of the 
University of Oregon hereby submits the following to the Board of Trustees as a seconded 
motion, recommending passage: 
 

The Board of Trustees hereby authorizes the President, or his designee(s), to 
execute amendments to the marketing rights agreement between Oregon 
Athletics and IMG attached hereto as Exhibit A.  The Board of Trustees also hereby 
ratifies all prior actions taken on behalf of the University related to the negotiation 
and execution of the aforementioned agreement.  
 

 
--Vote recorded on the following page— 
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Moved:     
 
Seconded:     

 
 

Trustee Yes No 
Aaron   
Bragdon   
Colas   
Gonyea   
Kari   
Murray   
Schill   

 
 
Dated:       
 
Recorded:     
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FIRST AMENDMENT TO UNIVERSITY OF OREGON MULTIMEDIA LICENSE AGREEMENT 

This FIRST AMENDMENT TO MULTIMEDIA LICENSE AGREEMENT (this “Amendment”) is made 
and entered into effective as of March 1, 2020, by and between the University of Oregon (“University”) and 
IMG College, LLC, a Delaware limited liability company (“IMG”).  University and IMG are sometimes 
collectively referred to hereinafter as the “Parties” and individually as a “Party”. 

W I T N E S S: 

WHEREAS University and IMG previously entered into that certain University of Oregon Multimedia 
License Agreement dated as of July 1, 2016 (the “Agreement”); and 

WHEREAS University and IMG desire to enter into this Amendment to amend and extend the 
Agreement on terms and conditions set forth herein. 

NOW THEREFORE, in consideration of the premises hereof and the mutual promises and 
covenants contained herein, together with other good and valuable consideration, the receipt and 
sufficiency of which are hereby acknowledged, University and IMG, intending to be legally bound, hereby 
agree as follows: 

1. Section 3.01 of the Agreement shall be deleted in its entirety and replaced with the following:

3.01 The term of this License Agreement (the “Term”) shall begin on the Effective Date and 
conclude on June 30, 2029, unless earlier terminated as provided herein.   

2. Section 3.02 of the Agreement shall be deleted in its entirety and replaced with the following:

3.02 Between the period of September 1, 2027 and December 31, 2027, University and IMG 
agree to negotiate in good faith with each other regarding a potential extension of this 
License Agreement beyond the Term or a new License Agreement.  Until the expiration of 
such negotiation period (December 31, 2027), University will not enter into any discussions 
with any other parties or competitors of IMG for the same or similar services provided in 
accordance with this License Agreement.  Should IMG and University fail to reach an 
agreement on an extension of the Term or enter into a new License Agreement prior to or 
during the negotiation period referenced above, University shall thereafter have the right 
to negotiate with any other party on an unrestricted basis for the same or similar services 
and rights.  In any event, this Agreement shall remain in full force and effect through the 
end of the Term, unless earlier terminated as provided herein.  IMG agrees that nothing in 
this Section 3.02 shall prevent University from performing general market research 
regarding grants of rights similar to that in this Agreement. 

3. Section 4.01 of the Agreement shall be deleted in its entirety and replaced with the following:

4.01 For each License Agreement Year during the Term of this Agreement, IMG will pay 
University an annual royalty (“Annual Royalty Amount”) equal to the greater of (i) the 
“Annual Guaranteed Royalty” (defined below) or (ii) seventy percent (70%) of GCCR: 

License Agreement Year Annual Guaranteed Royalty 
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2019/20 
2020/21 
2021/22 
2022/23 
2023/24 
2024/25 
2025/26 
2026/27 
2027/28 
2028/29 

The Annual Guaranteed Royalty amounts due to University from IMG as outlined in this 
Section 4.01 shall not be subject to any reduction related to the excluded categories as 
outlined in Schedule 2.11.  The Annual Guaranteed Royalty for each License Agreement 
Year will be paid in four (4) equal installments as follows:  September 30, December 31, 
March 31, and June 30.  If and to the extent additional royalties are due for a License 
Agreement Year on account of seventy percent (70%) of GCCR exceeding the Annual 
Guaranteed Royalty, such additional amount shall be calculated pursuant to this Section 
4.01, based on GCCR received by IMG as of June 15th of each License Agreement Year, 
and will be due and payable on or before June 30th of each License Agreement Year.  The 
Parties acknowledge and agree that $100,000.00 of the Annual Guaranteed Royalty in 
each License Agreement Year shall be allocated to the Duck Athletic Fund and IMG shall 
receive donor status in accordance with such donation level.   

4. Section 4.02 of the Agreement shall be deleted in its entirety and replaced with the following:

4.02 With respect to GCCR of a License Agreement Year received after June 15th of such 
License Agreement Year, any additional royalties due under Section 4.01 will be payable 
to University by the 30th of the month following the month in which such royalties are 
collected. 

5. Section 4.03 of the Agreement shall be deleted in its entirety and replaced with the following:

4.03 In addition to the Annual Royalty Amount, and in consideration of the rights licensed 
hereunder to IMG, IMG agrees to pay University, without setoff, the following signing bonus 
payments:   (i) , to be paid to University on or before 
June 30, 2021; (ii) , to be paid to University on or before 
June 30, 2025; and (iii) , to be 
paid to University on or before June 30, 2028.    In addition, IMG agrees to pay University, 
the following capital subsidies to be used by the University to make capital improvements 
to the University Athletic Facilities that will enhance, or create new, sponsorship 
opportunities/inventory to generate GCCR hereunder: (a) One Million Five Hundred 
Thousand Dollars ($1,500,000.00), to be paid to University on or before June 30, 2020; (b) 
One Million Five Hundred Thousand Dollars ($1,500,000.00), to be paid to University on 
or before June 30, 2021; (c) One Million Dollars ($1,000,000.00), to be paid to University 
on or before June 30, 2022; (d) One Million Dollars ($1,000,000.00), to be paid to University 
on or before June 30, 2023; and (e) Five Hundred Thousand Dollars ($500,000.00), to be 
paid to University on or before June 30, 2025. 

6. Section 8.03 of the Agreement shall be deleted in its entirety and replaced with the following:
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8.03 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, 144 women’s basketball season tickets. These tickets 
will be for seats in the same locations as those provided to IMG in the 2019-2020 athletics 
season. In addition, IMG will have the right to purchase sixteen (16) season passes to the 
Huddle hospitality area. These tickets will be delivered to IMG at least thirty (30) days prior 
to the first home basketball game.   

7. The second sentence of Section 8.13 of the Agreement shall be deleted in its entirety and replaced
with the following:  “In addition, in each License Agreement Year, University will provide 121 tickets
to the End Zone Terrace/Stadium Club for all home football games (IMG will reserve 65 of such
tickets for Nike at one (1) mutually agreed upon home football game).”

8. Section 14.01 of the Agreement shall be deleted in its entirety and replaced with the following:

14.01 All notices required under this Agreement will be given in writing and dispatched by
registered or certified mail, return-receipt requested, to a Party at its appropriate address 
below.  A notice will be deemed given once received.  Notice to University and/or IMG will 
be addressed as follows, unless changed in writing by notice to the other Party: 

UNIVERSITY: University of Oregon Athletics 
ATTN:  Athletic Director 
2727 Leo Harris Parkway 
Eugene, OR 97401 

IMG: Learfield IMG College 
ATTN:  President & CEO 
2400 Dallas Parkway, Suite 500 
Plano, Texas 75093 

With a copy to: IMG COLLEGE, LLC 
ATTN: Legal Department 
2400 Dallas Parkway, Suite 500 
Plano, Texas 75093 

9. Section H.2.01(m) of the Agreement shall be deleted in its entirety and replaced with the following:

(m) Sponsorship and advertising on University athletics department social media platforms,
(e.g., Facebook, Twitter, etc.)–subject to any rights conferred to the NCAA, the Conference
or any other Conference agreements and/or regulations binding upon University as they
have been implemented and enforced across all member institutions.  Any sponsorship or
advertising on University social media platforms is subject to University Approval in
advance of any commitment to place such advertising or sponsorship.  The University
agrees to work collaboratively with IMG’s digital team to further align on digital and social
media campaigns, providing additional areas of opportunity to increase GCCR.

10. In accordance with Section D.1.01 of Exhibit D, the University acknowledges and agrees that IMG
shall have the right to sell the following new signage sponsorship opportunities:  new East endzone
videoboard at the football stadium, naming rights to the Charter Box at the football stadium,
sponsorship activation opportunities (e.g., displays/kiosks, etc.) in The Club at Autzen, scorer’s

FFC Meeting Materials - 16 March 2020 
Page 43 of 86



table padding at basketball arena, and Mo Center temporary signage. In addition, the University 
agrees to continue discussing the opportunity to include sponsorship recognition on exterior 
backside of the new endzone videoboard at the football stadium.   

11. University will give consideration to extending its agreements with the following IMG affiliated
entities through June 30, 2029, to be coterminous with this Agreement:  IMG Learfield Ticket
Solutions, LLC (for ticket sales solutions); and IMG College Seating, LLC (for stadium seat rentals).

IN WITNESS WHEREOF, the Parties have caused this Agreement to be executed by their duly-authorized 
representatives on the date first above written. 

UNIVERSITY OF OREGON 

By:________________________________________ 

Title:_______________________________________ 

IMG COLLEGE, LLC 

By:_________________________________________ 

Title: _______________________________________ 

Date: _______________________________________ 
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UNIVERSITY OF OREGON MULTIMEDIA LICENSE AGREEMENT 

This MULTIMEDIA LICENSE AGREEMENT (this “Agreement” or “License Agreement”) is made 
and entered into effective as of July 1, 2016 (the “Effective Date”), by and between the University of 
Oregon (“University”) and IMG College, LLC, a Delaware limited liability company (“IMG”).  University and 
IMG are sometimes collectively referred to hereinafter as the “Parties” and individually as a “Party”. 

W I T N E S S: 

WHEREAS University is the owner of certain rights related to University intercollegiate athletics 
and has previously granted to IMG licenses to exercise certain multi-media and sponsorship rights with 
respect to such University intercollegiate athletics pursuant to that certain Broadcast Royalties And 
Multimedia Rights Agreement dated as of June 29, 2007, as previously amended (the “Prior Agreement”); 
and 

WHEREAS University and IMG desire to enter into this License Agreement to supersede the 
Prior Agreement and to govern the Parties’ relationship with respect to the multi-media and sponsorship 
rights with respect to University intercollegiate athletics throughout the Term (as hereinafter defined) of 
this Agreement; 

NOW THEREFORE, in consideration of the premises hereof and the mutual promises and 
covenants contained herein, together with other good and valuable consideration, the receipt and 
sufficiency of which are hereby acknowledged, University and IMG, intending to be legally bound, hereby 
agree as follows: 

ARTICLE I – DEFINITIONS 

1.01 The “Conference” means the Pac-12 Conference, or any other intercollegiate athletic 
conference with which University’s football and men’s basketball teams affiliate for regular-season athletic 
events during the Term. 

1.02 “Exclusive,” with respect to any right granted by University to IMG under this Agreement, 
means that, subject to the terms of this Agreement, University will not grant such right to anyone else. 

1.03 “Gross Collected Cash Revenue(s)” or “GCCR” means all collected cash revenues that 
are received by IMG as a result of any exercise of the Licensed Rights set forth in this License Agreement 
less only the following expenses:  

.  For purposes 
of this Agreement, “unaffiliated third party agencies” means any third party agencies that are neither 
owned nor controlled by IMG, nor under common control with IMG or its direct and indirect parents and 
subsidiaries, unless University Approval is granted for an agency under common control to be considered 
an unaffiliated third party agency in connection with an exercise of the Licensed Rights. 

1.04 “License” means the right to use the Licensed Rights in accordance with this License 
Agreement. 

1.05 “License Agreement Year” means each twelve (12) month period within the Term (as 
hereinafter defined) beginning on each July 1 during the Term of this Agreement. 

1.06 “Licensed Rights” means those rights and licenses specifically and expressly granted by 
University to IMG pursuant to this Agreement, as further defined in Article II and the attached Exhibits. 

1.07 “National Sales Agreement” means a sponsorship agreement between IMG and a third 
party sponsor that covers substantially similar inventory across the University and at least one other 
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NCAA Division I institution.  

1.08 “Trade” means all collected goods and services and any other non-cash consideration 
that is received by IMG as a result of exercise of the Licensed Rights pursuant to this License Agreement.  

1.09 “University Approval” means express, prior written approval (which prior written approval 
may include approval by electronic mail) from an authorized University representative listed on Schedule 
1.09 attached hereto, which shall not be unreasonably withheld or delayed. 

ARTICLE II – GRANT OF LICENSE 

2.01 Subject to the terms of this Agreement (including any limitations, restrictions, exceptions, 
or carve-outs), the terms of the agreement between the Conference and IMG dated October 20, 2011 
relating in part to third-tier television rights and all of the rights granted to the Conference thereby (“Pac-
12/IMG Agreement”), any other television or other agreements that the Conference has entered into or 
may enter into, and any other Conference or NCAA regulations binding upon University, University 
hereby grants to IMG during the Term (as hereinafter defined) the exclusive, worldwide right to the multi-
media sports marketing, promotion, and commercial rights available in and around University Athletics, 
described in this Agreement.  The multi-media rights will be comprised of the following: radio in all forms 
(e.g., game broadcasts, coaches shows, daily reports, special programming, streaming, satellite radio); 
print (e.g., game day publications, roster cards, schedule cards, posters); signage; subject to the  Pac-
12/IMG Agreement and any rights conferred hereafter by University to the Conference through 
Conference governance, placement of sponsors in the Oregon Ducks official athletic website; to the 
extent that University has inventory, at-event impact (including, e.g., promotions, displays and sampling); 
game entitlements for events owned and controlled by University (e.g., presenting sponsorships), 
including, to the extent such events are held (which events may be cancelled by University at any time in 
its sole discretion), the spring football game and Midnight Madness; and hospitality and tailgate areas, 
including those which currently exist and any future modifications, expansions, refinements and 
technological improvements of such areas.  In furtherance of the development of these multi-media rights, 
University agrees to permit IMG to utilize, in connection with the Licensed Rights hereunder, all video 
highlights and media clips available to University in accordance with all applicable rights granted 
University under Conference and NCAA agreements and licenses (subject to any approval and limitations 
of the Conference or the NCAA).  The Parties agree that this grant of multi-media rights specifically 
consists of the following, in each case subject to the terms of this Agreement, the terms of the Pac-
12/IMG Agreement, any other television or other agreements that the Conference has entered into or may 
enter into, and any other Conference or NCAA regulations binding upon University: 

(a) The exclusive worldwide right and license to produce, sell, broadcast,
rebroadcast and make any other use of all local audio-only broadcasts, audio-
only play-by-play descriptions, and audio-only transmissions in all forms (live,
contemporaneous and/or delayed) as set forth in the attached Exhibit G with
respect to athletic events or shows involving University’s athletic teams, including
any pre-season, regular season, tournament and/or other post-season events
(and all pre-game, halftime and post-game coverage), whether over the radio,
Internet, world wide web, satellite radio or any other medium (“Broadcasts”);
provided, however, such license shall specifically exclude University’s reserved
right to distribute such audio on its official athletics website via a subscription
based service consistent with the Parties’ practice in the 2012-2013 athletics
season.  The Parties acknowledge that the Conference will have the exclusive
national audio rights to all Conference championship events, including
Conference basketball tournaments and the Conference football championship
game; for Conference championship events in which University participates,
IMG, on behalf of University, may  produce, distribute, air and sell (without
payment of any rights fee) audio-only broadcasts of such Conference
championship events within University’s regular season footprint (meaning its
flagship and network affiliates that broadcast at least fifty percent of the regular
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season IMG-produced audio broadcasts of University’s games).  University 
acknowledges and agrees that this license includes IMG’s right to sell all 
sponsorships and advertising associated with audio Broadcasts.  No audio rights 
hereunder may be accompanied by any video highlights, images or any other 
rebroadcast of a University game. 

(b) The exclusive worldwide right and license to produce, publish, sell, market and
distribute all publications and written materials set forth in the attached Exhibits
A, B, C and H, including the right to sell all sponsorships associated with such
publications and written materials.

(c) Except as may be set forth otherwise in the attached Exhibit D, the exclusive
right and license to sell advertising and promotional signage for areas,
sponsorship displays/platforms in and around University Athletic Facilities (as
defined in Exhibit D) as described in the attached Exhibit D.  IMG’s right to sell all
advertising and promotional signage in University Athletic Facilities applies for all
spaces and media visible to any ticket holder and/or media personnel attending
events at University Athletic Facilities.  University agrees that during the Term of
this Agreement: (i) to the extent the same is within University’s control, University
Athletic Facilities’ sponsorship areas and display/platform spaces available as of
the Effective Date shall not decrease, and (ii) University will cooperate with IMG
with respect to developing additional sponsorship areas and display/platform
opportunities in University Athletic Facilities.  The advertising and signage rights
above do not apply for Conference Championships, NCAA Championships,
promoter-owned athletic events, any athletic events designated as University
“home games” that are at University Athletic Facilities at which University does
not have these rights to grant, and non-athletic events.

(d) The exclusive worldwide right to those promotional and hospitality and website
advertising opportunities as, described in the attached Exhibits E, F, and H.

(e) All other properties, rights and licenses incidental and/or related to licenses
specifically referenced in this Section 2.01 and the attached Exhibits, including all
technological advancements or iterations associated with rights granted
hereunder, except such advancements or iterations that are reserved by the
Conference under the Pac-12/IMG Agreement or that are conferred hereafter by
University to the NCAA or the Conference through Conference governance.

(f) IMG’s rights to use and exploit the Licensed Rights include, without limitation,
soliciting all advertising and sponsorship sales associated with Licensed Rights.
Parties agree IMG’s right to sell sponsorship recognitions, through exploiting
Licensed Rights, shall be subject to this Agreement’s terms and conditions.
University additionally agrees Licensed Rights shall include IMG’s rights to
include sponsor recognition on all promotional items purchased by IMG for
University and to sell sponsorships to halftime entertainment (University will
determine if/what halftime entertainment is provided in its sole discretion) at
University’s regular-season home games played in University Athletic Facilities.

(g) IMG shall receive any rights described in the attached Exhibits that are granted
to University for any neutral site intercollegiate athletic event.  University shall
use best efforts, for any neutral-site event, to protect for IMG all rights associated
with distribution of game radio broadcasts via the Radio Network that are granted
to University.
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(h) During the Term, University and IMG will work in good faith to create additional
sponsorship opportunities and/or inventory for their mutual benefit, which when
approved by University shall be exploited pursuant to the terms of this
Agreement for the applicable period for which such approval is effective.  For the
avoidance of doubt, the exploitation of such additional sponsorship
opportunities/inventory will be subject to University Approval.

2.02 The Parties agree that, notwithstanding anything in this Agreement to the contrary, rights 
and opportunities conveyed in this Agreement do not include any sponsorship rights or advertising 
opportunities associated with any footwear or apparel contracts for University’s athletic teams or any 
manufacturer which competes in any way with University’s official footwear/apparel provider; provided, 
however, that IMG shall not be precluded from selling sponsorship rights and advertising opportunities to 
sporting goods retailers so long as such sponsorships are not utilized to ambush University’s official 
providers of footwear and apparel. 

2.03 University grants IMG, subject to revocation in the event of termination of this Agreement 
for any reason, a non-exclusive, non-transferable license to use and publish University’s name, logos, 
marks, symbols, graphics, artwork and photographs (“Licensed Marks”), within its own marketing and 
information materials as the same may be University-owned, used, developed or acquired during the 
Term in IMG’s exercising the Licensed Rights; provided, however, (i) Licensed Marks may not be placed 
on any apparel or other goods for sale or re-sale without University Approval, (ii) IMG shall obtain 
University Approval of the artwork and general appearance of the Licensed Marks for any such use, 
which consent shall not be unreasonably withheld (it being understood, however, that University reserves 
the absolute right to withhold its consent for any use of the Licensed Marks that it determines would 
reflect adversely on University or jeopardize in any way University’s interest in the Licensed Mark(s)), (iii) 
such use shall be consistent with IMG’s status as an independent contractor and not an agent of 
University and (iv) such use shall be subject to restrictions, terms and conditions that may be established 
periodically by University.  As an example, IMG may use the name Oregon IMG Sports Network, but will 
make it adequately evident to relevant third parties it produces and distributes all broadcasts/shows under 
a University-granted license.  IMG shall make announcements and/or after other appropriate notification 
(depending on rights involved) regarding Licensed Rights in a manner University reasonably requires.  
University acknowledges and agrees IMG may permit sponsors associated with Licensed Rights to use 
Licensed Marks in connection with their University athletics sponsorships; provided, however, with 
respect to all such uses, IMG first obtains University’s Athletic Director’s (or an appropriate designee’s) 
and University Brand Management Director’s (or an appropriate designee or agent) prior approval.  
University also acknowledges IMG may permit sponsors, in connection with rights licensed in this Article 
II, to announce/promote their University athletics sponsorships, such as by announcing and promoting 
that they are “sponsors” (or similarly descriptive terms) of University or its athletic teams. Except for the 
promotion or sale of licensed retail goods/products bearing certain of the Licensed Marks on the actual 
good sold at retail (which, notwithstanding anything in this Agreement to the contrary, is not covered by 
this Agreement and for which University reserves all rights relative to IMG), University agrees that any 
promotional use of logos or any of the Licensed Marks in association with University athletics (including 
any advertising or commercial use) will be granted only in connection with a corporate sponsorship 
agreement through IMG pursuant to the provisions of this Agreement.  Announcements or other 
appropriate notification (depending on the property involved) will be adequately made regarding all 
activities carried out by IMG under this Agreement in the manner required by University.  Notwithstanding 
anything to the contrary in this Agreement, nothing herein shall limit or otherwise restrict University’s use 
of Licensed Marks when recognizing, or the promotion thereof, any donation or gift received by University 
from any individual, corporation, or other entity (or other non-sponsorship/ non-advertising situation). 

2.04 IMG agrees and acknowledges that the Licensed Marks, including any new marks, logos, 
graphics or artwork adopted, used and/or approved by University for use during the Term are University’s 
property.  IMG acknowledges that this Agreement transfers no ownership of any of the Licensed Marks to 
IMG, which will, at no time, contest the Licensed Marks’ validity or seek to file any trademark or other 
application with respect to Licensed Marks, but, if University requests, will transfer to University any such 
Licensed Marks or application thereof without compensation, where such relate to University.  IMG 
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recognizes the value of the good will associated with the Licensed Marks and the use thereof, 
acknowledges that the Licensed Marks and the rights therein including the good will pertaining thereto 
belong exclusively to University, and agrees that it will not alter, modify, dilute or otherwise misuse the 
Licensed Marks.  Any rights and goodwill that may accrue as a result of activities pursuant to this 
Agreement will inure exclusively to the benefit of University, and nothing in this Agreement, express or 
implied, is intended to or shall confer upon any other person or entity any right, benefit or remedy of any 
nature whatsoever under or by reason of this Agreement. 

2.05 If IMG becomes aware that any person or entity is engaging in actions that are impairing 
IMG’s ability to make use of the Licensed Rights and Licensed Marks as set forth in this Agreement, then 
IMG shall promptly provide written notice to University.  University agrees to investigate any such notice 
and undertake commercially reasonable efforts to bar such person or entity from taking actions that 
impair or devalue any of the Licensed Rights or any of Licensed Marks used by IMG pursuant to this 
Agreement.  IMG’s notification of such impairment shall include all details known by IMG that would 
enable or aid University to investigate such impairment. IMG agrees to fully cooperate with University in 
the prosecution of any action against any person or entity engaging in such actions including, to the 
extent possible, that its employees testify when requested and make available relevant records, papers, 
information, samples, specimens and the like; however, IMG will not be obligated to incur any 
legal/attorney fees; in any event, University will not reimburse IMG for any legal expense.  Furthermore, 
the parties acknowledge that, in some cases, third parties may have acquired rights in University’s name 
or marks outside the United States, and that in such cases University may be unable to eliminate 
impairment of the Licensed Rights or Licensed Marks. 

2.06 For all audio Broadcasts produced by IMG pursuant to this Agreement, subject to the 
terms and conditions of Conference and NCAA agreements, and only for the period in which this 
Agreement is in effect, IMG shall have the right to all re-broadcasts and subsequent or contemporaneous 
transmissions of such programming, subject to the University Approval.  IMG acknowledges and agrees 
University may use recorded portions of audio Broadcasts for non-commercial, University-affiliated 
purposes, including without limitation: recruiting and admissions; student, foundation and alumni-affairs 
events; and/or fund raising activities; provided, however, University does not (i) authorize the further 
distribution or re-transmission of audio Broadcasts and (ii) engage in any commercial use of audio 
Broadcasts, except as IMG expressly permits.  Notwithstanding the foregoing, all broadcasts (whether 
radio or any other medium or means of distribution) produced by IMG or its subcontractors hereunder 
shall be the sole and exclusive property of University, which shall retain all copyrights to such broadcasts; 
provided, however, that all commercial use of such broadcasts, via all means of distribution authorized by 
this Agreement, during the Term shall be negotiated and conducted by IMG, subject to University 
Approval. 

2.07 University represents it (i) is authorized to enter into this Agreement and (ii) has not 
entered into any other agreements, on behalf of its Department of Intercollegiate Athletics, with any other 
parties for similar services as those to be provided by IMG or that otherwise convey any similar licenses 
to such parties, except any Conference-arranged television broadcast agreements and Conference-wide 
sponsorship and other agreements and those listed in Schedule 2.07.  During the Term, University 
warrants and agrees that it will not, without IMG’s written permission, enter into any agreements with any 
third party conveying any license or right similar to those granted to IMG pursuant to this Agreement.  
University acknowledges and agrees that it will not produce, distribute, display or broadcast nor will it 
authorize any third party to produce, distribute, display or broadcast, without the prior written permission 
of IMG, any audio-only transmissions, broadcasts, advertising or other written materials that are within the 
definition of “Licensed Rights” or otherwise inconsistent with the License granted herein, pursuant to this 
Section 2.07; provided, however, University reserves all rights to the Licensed Rights for non-commercial 
purposes, including but not limited to use in association with University recruiting and admissions 
purposes; student, foundation and alumni-affairs events; and/or fund raising activities, and otherwise in 
association with its educational, research and community service mission and related activities, subject to 
availability at the time of the University request. 
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2.08 IMG acknowledges that, notwithstanding anything in this Agreement to the contrary, the 
Licensed Rights may be limited or restricted in accordance with certain current existing agreements 
between University and/or IMG and entities in the following categories and the Conference’s rights in 
accordance with the Pac-12/IMG Agreement with respect to the Wireless and Telecommunications and 
MPVD categories: (i) the footwear/apparel category (Nike); (ii) the affinity credit card category (controlled 
by University Alumni Association); and (iii) the Fluid and Electrolyte Replacement/Hydration; Energy; 
Nourishment; Health; and Enhanced Hydration/Waters categories  (Fluid and Electrolyte 
Replacement/Hydration; Energy; Nourishment; Health; and Enhanced Hydration/Waters sub-categories 
are collectively defined on Schedule 2.07)  (together, the “University Third Party Agreements”).  University 
will retain all such rights and revenue associated with the University Third Party Agreements (with such 
rights to be consistent in quantity and scope to those utilized in such agreements in the year preceding 
the Effective Date).  With respect to University’s agreement with Gatorade (or any successor/replacement 
sponsor for the Fluid and Electrolyte Replacement/Hydration; Energy; Nourishment; Health; and 
Enhanced Hydration/Waters categories), consistent with the Parties’ practice in the 2015-2016 athletics 
season, IMG will continue to provide the right to place cups, coolers, towels, water bottles on the sidelines 
and the quantity of LED signage inventory at University men’s and women’s basketball home games to 
such sponsor as set forth in such agreement. If additional rights are included in renewals of University 
Third Party Agreements (beyond the inventory of rights currently being utilized in the year preceding the 
Effective Date), IMG will be compensated for such rights at a value to be mutually agreed-upon by 
University and IMG, to be generally consistent with the then-current rates being paid to IMG by similar 
third party sponsors.  University will use commercially reasonable efforts to ensure that category 
definitions in the University Third Party Agreements are limited, not expanded, and where feasible, 
modified to allow IMG to exercise the Licensed Rights for other sponsorships; and University specifically 
agrees to continue to carve out the protein/recovery product category, as an exception to exclusivity in its 
agreement with Gatorade. This carve out exception for the protein/recovery product category applies only 
to IMG’s existing relationship with Cytosport (Muscle Milk), and any renewals and/or extensions thereof, 
inclusive of the inventory utilized in IMG’s existing agreement with Cytosport, or such similar inventory as 
is negotiated between IMG and Cytosport, provided that any modifications to the inventory will not expand 
the protein product category granted to Cytosport or infringe in any way on the exclusive rights granted to 
Gatorade by University.  With respect to the University Third Party Agreements, University agrees not to 
authorize such sponsors to assign, sell or pass through their sponsorship inventory to other persons or 
entities.   The current University Third Party Agreements are also listed on Schedule 2.07 attached hereto 
and made a part hereof.   

2.09   Any agreements with third parties pertaining to the sale, Trade or promotion of Licensed 
Rights described herein shall be subject to University Approval.  In addition, and without limiting the 
generality of the foregoing, IMG must obtain specific University Approval with respect to the term/duration 
for any such agreement that is proposed to extend beyond the stated term of this Agreement. 

2.10 Notwithstanding anything herein to the contrary, IMG’s exclusive license to the Licensed 
Rights shall be subject to University Approval to the form and content of all such Licensed Rights.  The 
form and content of any inventory or sponsorship opportunities created by IMG from the Licensed Rights 
and the terms of all such sponsorships sold by IMG, including, in each case, all agreements applicable 
thereto (including all amendments to such agreements), shall be subject to University Approval and 
comply with applicable NCAA and Conference rules and regulations.  Without limitation, University and 
IMG shall mutually agree upon the rate card for the inventory/sponsorship opportunities in effect from 
time to time.  IMG shall not use any of the Licensed Rights or inventory or sponsorship opportunities for 
any purpose other than fulfilling IMG’s obligations under this Agreement. 

2.11 University has listed on the attached Schedule 2.11 a listing of any restricted categories 
in which IMG may not solicit and implement sponsorship agreements in the exercise of the Licensed 
Rights; provided, however, that the foregoing shall not prohibit sponsorships that are sold by network 
affiliate stations not subject to IMG’s control, provided that IMG has used its best efforts to exercise any 
influence it may have over such stations to prevent such sponsorships.  Furthermore, IMG shall not 
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knowingly permit any sponsorships that would violate any rule, regulation or policy adopted from time to 
time by University, the NCAA (or any successor organization) or the Conference. 

2.12 Except as University may otherwise agree in writing in its sole discretion, for 
sponsorships sold by IMG under this Agreement, the content of all signage and similar display media 
shall constitute “acknowledgements” recognizing sponsorship payments from sponsors, as defined in 
Treasury Regulation 1.513-4, as distinguished from advertising; provided, however, that nothing herein 
precludes the inclusion of advertisements during commercial spots (but not featured sponsorship 
segments or live in-game reads, both of which shall be sponsorships, and not advertisements) within 
audio broadcasts produced or distributed by IMG pursuant to the license hereunder.  University reserves 
the right to prohibit the use of any content that does not, in University’s sole discretion, comply with the 
aforementioned requirement regarding sponsorship prohibition or restriction, unless the Parties agree on 
an adjustment; and, University acknowledges and agrees that the manner in which IMG exercised the 
Licensed Rights during 2015-2016 athletic season is in compliance with the aforementioned requirement.   

2.13 Except for those rights expressly granted to IMG in this Agreement (in each case, subject 
to all applicable terms and conditions of this Agreement), University reserves all other rights, including all 
television or other visual media rights, University’s right to enter into licensing/merchandising agreements 
and concessionaire agreements and those rights specifically reserved, excepted or carved out in this 
Agreement.  Any exploitation, or attempted exploitation, by IMG of any such rights reserved to University 
shall be a material breach of this Agreement by IMG. 

2.14 IMG agrees that, as permitted by law and to the extent not otherwise owned by any third 
party, all radio Broadcasts, Publications and other works created pursuant to this Agreement shall be 
deemed a “work made for hire” and shall be owned by University. In this regard and as may be required, 
IMG agrees to assign to University all right, title and interest to and in the radio Broadcasts, Publications 
and other works, including all copyright associated therewith. However, for the Term of this Agreement, 
IMG will have the exclusive worldwide commercial use of all radio Broadcasts, Publications and other 
works created pursuant to this Agreement, for purposes of marketing and sale as Licensed Rights. 

ARTICLE III – TERM AND TERMINATION 

3.01 The term of this License Agreement (the “Term”) shall begin on the Effective Date and 
conclude on June 30, 2022, unless earlier terminated as provided herein.  The Parties acknowledge that 
the Prior Agreement will remain in effect until the conclusion of the 2015/16 athletics season (June 30, 
2016), but that such Prior Agreement will be superseded by this Agreement for the period beginning the 
Effective Date; provided, however, that, notwithstanding the foregoing, any amounts owed by IMG to 
University pursuant to the Prior Agreement shall continue to be owed by IMG to University, including the 
$500,000 installment due to University for the 2015-16 Contract Year under Section 6.B. of the Prior 
Agreement (naming rights).  The signing bonus described below in Article IV, for the sake of further 
clarity, is in consideration of the rights granted herein for the Term of this Agreement, and such signing 
bonus, even if paid during the year ending June 30, 2016, shall not be applied against amounts due 
under the Prior Agreement for the License Agreement Year ending June 30, 2016. 

3.02 Between the period of September 1, 2020 and December 31, 2020, University and IMG 
agree to negotiate in good faith with each other regarding a potential extension of this License Agreement 
beyond the Term or a new License Agreement.  Until the expiration of such negotiation period (December 
31, 2020), University will not enter into any discussions with any other parties or competitors of IMG for 
the same or similar services provided in accordance with this License Agreement.  Should IMG and 
University fail to reach an agreement on an extension of the Term or enter into a new License Agreement 
prior to or during the negotiation period referenced above, University shall thereafter have the right to 
negotiate with any other party on an unrestricted basis for the same or similar services and rights.  In any 
event, this Agreement shall remain in full force and effect through the end of the Term, unless earlier 
terminated as provided herein.  IMG agrees that nothing in this Section 3.02 shall prevent University from 
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performing general market research regarding grants of rights similar to that in this Agreement. 

3.03 University may terminate this Agreement immediately, by providing IMG written notice 
thereof, upon the occurrence of any of the following: 

(a) IMG fails to pay when due any portion of the Annual Royalty Amount (as defined
hereinafter) or the signing bonus described below in Article IV within thirty (30)
days after receiving written notice from University; provided, however, that such
unpaid amount at the time of notice and thirty (30) days thereafter exceeds
Twenty-Five Thousand Dollars ($25,000.00); or

(b) Any IMG employee, while exercising Licensed Rights, engages in conduct
violating any NCAA regulation (including, without limitation, any Level 1 or Level
2 Violations as defined in NCAA regulations in effect as of the Effective Date),
resulting in sanctions against University’s athletic teams, including any sanctions
resulting in any (i) scholarship reductions, (ii) prohibitions on post-season
Conference/NCAA athletic-event participation, (iii) forfeiture of games, (iv)
stripping of wins, championships or other achievements, or (v) preclusion from
television-broadcast appearances.

3.04 This Agreement may also be terminated as follows: 

(a) IMG may terminate this Agreement upon thirty days written notice to University if
University participates in football, men’s basketball and/or baseball at a level
lower than its current NCAA Division I classification; this provision shall not apply
merely to instances, if any, where any such program is placed on probation but
continues to play at the Division 1 level.

(b) Either Party (as applicable) may terminate this Agreement upon thirty days
written notice to the non-terminating Party if University ceases to be a member in
good standing of the Conference or other comparable significant national
conference affiliation.

3.05 If either Party believes the other Party has materially breached this Agreement or has 
failed to perform any of the material obligations of this Agreement (other than those specified in Sections 
3.03 and 3.04), that Party may deliver a written notice of the breach or failure to the alleged breaching 
Party and provide a reasonable opportunity to cure the breach or failure (if such breach or failure is of the 
nature susceptible of being cured) as soon as reasonably possible, for a period of thirty (30) days from 
the date of the notice (the “Cure Period”), prior to declaring a default or seeking other remedy.  If, after the 
expiration of the Cure Period reflected in such notice, the material breach or failure to perform such 
material obligation has not been substantially cured, then the Party which gave such notice may declare a 
default of this License Agreement and terminate it by providing written notice of termination within ninety 
(90) days of the expiration of the Cure Period, to be effective at the end of the then-current License
Agreement Year.  If the nature of the default is such that the interests of the terminating Party would not
be adequately protected by waiting until the end of the then-current License Agreement Year to have
such termination take effect, in the reasonable discretion of the terminating Party, then the terminating
Party may take any action permitted by law or equity as a remedy for such default to the extent such
action is necessary to reasonably protect its interests.

3.06 In the event of the termination or expiration of this Agreement, and for no additional 
consideration, IMG shall use best efforts to provide reasonable assistance to University and shall, upon 
University’s request, execute and deliver such instruments, agreements, assignments, certificates and 
documents as may be necessary, in University’s discretion, to enable University to continue to conduct, or 
arrange for the conduct of, the activities described in this Agreement without changes perceptible to the 
public at large.  
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3.07 Notwithstanding anything in this Agreement to the contrary, any provision of this 
Agreement that by its nature or terms is intended to extend beyond the termination of this Agreement 
shall survive the termination of this Agreement.  

ARTICLE IV – FINANCIAL 

4.01 For each License Agreement Year during the Term of this Agreement, IMG will pay 
University an annual royalty equal to the following Annual Guaranteed Royalty amounts defined below 
plus, sixty percent (60%) of GCCR in excess of the defined “Revenue Sharing Thresholds” for each 
License Agreement Year defined below (together the Annual Guaranteed Royalty and any supplemental 
amount on account of GCCR in excess of the Revenue Sharing Threshold, the “Annual Royalty Amount”): 

License Agreement Year Annual Guaranteed Royalty Revenue Sharing Threshold 
2016/17 
2017/18 
2018/19 
2019/20 
2020/21 
2021/22 

The Annual Guaranteed Royalty amounts due to University from IMG as outlined in this Section 4.01 shall 
not be subject to any reduction related to the excluded categories as outlined in Schedule 2.11.  The 
Annual Guaranteed Royalty for each License Agreement Year will be paid in four (4) equal installments 
as follows:  September 30, December 31, March 31, and June 30.  If and to the extent additional royalties 
are due for a License Agreement Year on account of GCCR in excess of the applicable Revenue Sharing 
Thresholds, such additional amount shall be calculated pursuant to this Section 4.01, based on GCCR 
received by IMG as of June 15th of each License Agreement Year, and will be due and payable on or 
before June 30th of each License Agreement Year.  The Parties acknowledge and agree that $100,000.00 
of the Annual Guaranteed Royalty in each License Agreement Year shall be allocated to the Duck Athletic 
Fund and IMG shall receive donor status in accordance with such donation level.   

4.02 With respect to GCCR of a License Agreement Year received after June 15th of such 
License Agreement Year, IMG’s additional royalty due under Section 4.01 will be payable to University by 
the 30th of the month following its collection month. 

4.03 In addition to the Annual Royalty Amount, and in consideration of the rights licensed 
hereunder to IMG, IMG agrees to pay University, without setoff, a signing bonus of 

, to be paid to University on or before July 31, 2016. 
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4.04 IMG may solicit Trade from exploitation of the Licensed Rights, provided, however, that 
University and IMG shall mutually agree on any Trade to be solicited by IMG for University’s benefit.  The 
initial $150,000 of Trade secured by IMG and delivered to University for the benefit of University in any 
License Agreement Year shall not be deducted in the calculation of GCCR.  The initial $150,000 (unless 
such amount is increased to $250,000 as set forth in Section H.2.01(n) of Exhibit H with respect to any 
License Agreement Year) of Trade secured by IMG and retained for its own benefit in any License 
Agreement Year shall not be included in the calculation of GCCR.  IMG will make distribution of Trade 
collected on behalf of University to University within 30 days of receipt.  Subject to the terms and 
conditions of this Agreement regarding the provision of merchandising considerations, University agrees 
to provide all merchandising considerations (e.g., tickets, parking passes, Oregon Club memberships, 
etc.) necessary to fulfill those advertising packages from which Trade is derived for the benefit of 
University.  Any Trade solicited and retained by IMG for its own benefit in excess of $150,000 in any 
License Agreement Year (unless such amount is increased to $250,000 as set forth in Section H.2.01(n) 
of Exhibit H with respect to any License Agreement Year) shall be included in the calculation of GCCR at 
a value mutually agreed upon by University and IMG.  Any Trade secured for University’s benefit and 
delivered to University in excess of $150,000 in any License Agreement Year shall be deducted in the 
calculation of GCCR.   

4.05 

ARTICLE V – MATERIAL IMPAIRMENT TO LICENSED RIGHTS 

5.01 If, during the Term of this Agreement, there is a Material Change that, on a permanent or 
long-term basis, materially and demonstrably diminishes or restricts IMG’s ability to obtain sponsorship 
agreements or to otherwise exercise the Licensed Rights, as demonstrated by IMG with objective 
evidence, then there shall be an equitable adjustment to the Annual Royalty Amount for the affected 
License Agreement Year(s) to reflect the impact of the applicable Material Change, determined subject to 
and in accordance with the provisions of this Section 5.01 and Section 5.02.  For purposes of this section, 
a “Material Change” means the occurrence of one or more of the following during the Term: 

(a) Change in the constitutions, bylaws, rules, regulations, requirements and/or
prohibitions of the NCAA and/or the Conference resulting in a material reduction
of University’s ability to grant the Licensed Rights or the ability to exercise the
Licensed Rights;

(b) Change in the applicable policies, procedures, rules, regulations and directives of
University, or its athletic department resulting in a material reduction of
University’s ability to grant the Licensed Rights or the ability to exercise the
Licensed Rights;

(c) Change in any other agreement to which University is a party or by which it is
bound or subject to compliance, including any media agreement of the NCAA or
Conference or any change in operational practice resulting from such an
agreement, in each case resulting in a material reduction of University’s ability to
grant the Licensed Rights or the ability to exercise the Licensed Rights;
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(d) University’s athletics program is sanctioned by the NCAA for major violations
resulting in a material reduction of University’s ability to grant the Licensed Rights
or the ability to exercise the Licensed Rights;

(e) University does not consistently schedule and play a minimum of six (6) home
football games at a University Athletic Facility and/or sixteen (16) home men’s
basketball games at a University Athletics Facility;

(f) University determines in its sole discretion that a sponsor or category of sponsor
that is authorized by University as of the date on which this Agreement is
executed by the parties should no longer be affiliated with University;

(g) University is unsuccessful in eliminating the impairment of the Licensed Rights or
Licensed Marks as set forth in Section 2.05; or

(h) A natural disaster or other significant crisis or event interrupting for an extended
period of time athletic events and the ability to provide inventory to sponsors.

5.02 In the event of a Material Change, University will cooperate with IMG to limit the 
impairment or impact of such change, including where possible by permitting grandfathering of previously 
executed agreements involving the Licensed Rights.  Upon a written request from IMG to University 
following a Material Change, the Parties will negotiate in good faith for a period of sixty (60) days 
regarding an equitable adjustment of the Annual Royalty Amount for the affected License Agreement 
Year(s) on account of the applicable occurrence or situation.  Along with IMG’s written request regarding 
the Material Change, IMG shall also provide University with written documentation to substantiate the 
impact of the Material Change on IMG’s ability to exercise the Licensed Rights and the claimed basis for 
an equitable adjustment of the applicable Annual Royalty Amount(s).  If the parties are unable to reach 
agreement during such period, at the expiration of such sixty (60) days, the Parties will submit the dispute 
to binding arbitration, to be held in Oregon, to determine the amount of the financial adjustments for the 
remainder of the Term (or, if earlier, the removal of any impact from the Material Change). 

ARTICLE VI – LEGAL STATUS, AUTHORITY AND WARRANTY BY EACH PARTY 

6.01 University represents that it is a public educational institution and warrants that it is a 
Conference member in good standing.  University further represents and warrants (i) it has the authority 
to enter into this Agreement, (ii) it either owns or has the right to use all Licensed Marks, and (iii) the 
affixed signature or signatures on this License Agreement are by representatives of University who are 
duly authorized by University.   

6.02 IMG represents that it is a duly organized Delaware limited liability company in good 
standing and is authorized to do business in the State of Oregon.  IMG represents and warrants that this 
License Agreement is a valid act of IMG and that the signatures affixed on this License Agreement are by 
officers duly authorized by IMG.   

6.03 IMG represents, warrants and covenants that it will not, and will not permit IMG’s 
employees or subcontractors or anyone else to, (i) use the Licensed Marks or other licensed property in a 
manner that harms University’s reputation or (ii) violate laws or engage in conduct involving moral 
turpitude that negatively impacts the value of this Agreement.  In the event of any violation of this Section 
6.03, in addition to IMG’s attempts to cure in accordance with Section 3.05, IMG agrees to use best 
efforts to immediately cease any such violation, including without limitation, if requested by University, 
terminating such third party’s rights to use University’s marks or other licensed property or any other 
rights to sponsor or otherwise associate with University. 

ARTICLE VII – RELATIONSHIP OF THE PARTIES 
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7.01 IMG is an independent business (not a University employee or agent) that will utilize best 
efforts to conduct the business of selling, trading and promoting the Licensed Rights in such a manner as 
to maximize the Annual Royalty Amount, subject to the other terms of this Agreement, and in particular, 
Section 7.04.  IMG is an independent contractor and does not have the authority to obligate or bind 
University in any manner.  IMG will take adequate precautions to inform all relevant third parties of its 
independent status. University will not prescribe the hours IMG must devote to discharging IMG’s 
obligations under this Agreement.  

7.02 IMG and University are independent contractors with respect to each other and nothing 
herein shall create any association, partnership, joint venture or agency relationship between them.  All 
persons hired by University in connection with its performance hereunder shall be University’s employees 
or independent contractors, as the case may be, and University shall be fully responsible for them 
(including payment of salary), except as otherwise specifically and explicitly provided.  All persons hired 
by IMG in connection with its performance hereunder shall be IMG’s employees or independent 
contractors, as the case may be, and IMG shall be fully responsible for them (including payment of salary) 
and their acts and omissions.  Each Party will take adequate precautions to inform all relevant third 
parties of its independent status. 

7.03 The properties which are the subject of the Licensed Rights are the property of University 
and this Agreement does not transfer ownership to IMG.  IMG’s rights in the properties that are the 
subject of the Licensed Rights are limited to those specifically granted it under this License Agreement 
and any amendments hereto and only during the Term. 

7.04 The grant of this License under this Agreement is subject to the obligation of IMG to 
utilize its best efforts to only use the Licensed Rights in a manner which is reasonably expected to 
conform to the highest standards applicable to the conduct of intercollegiate athletics in the United States 
of America, and in a manner which is reasonably expected to preserve and enhance the reputation of 
University and University Athletics. IMG, in providing services under this Agreement and in its use of the 
Licensed Rights, shall also conform to all applicable production value standards and institutional codes of 
conduct to which University is bound by applicable law, existing agreements with governing bodies having 
jurisdiction over University athletics, and policies of the University of Oregon. Any use of the rights 
granted hereunder which will, in the reasonable judgment of University, embarrass or injure the reputation 
of University, is specifically excluded from the grant of license hereunder immediately upon University’s 
notifying IMG in writing of such determination.  

ARTICLE VIII – ADDITIONAL CONSIDERATIONS 

8.01 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, with 400 football season tickets. These tickets will be for seats in the 
same locations as those provided to IMG in the 2015-2016 athletics season. These tickets will be 
delivered to IMG at least thirty (30) days prior to the first home football game.  

8.02 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, 346 men’s basketball season tickets. These tickets will be for seats 
in the same locations as those provided to IMG in the 2015-2016 athletics season and thirty-four (34) of 
such tickets will McArthur Club access and six (6) of such tickets will have Founders Club access. These 
tickets will be delivered to IMG at least thirty (30) days prior to the first home basketball game. 

8.03 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, 144 women’s basketball season tickets. These tickets will be for 
seats in the same locations as those provided to IMG in the 2015-2016 athletics season. These tickets 
will be delivered to IMG at least thirty (30) days prior to the first home basketball game.   

8.04 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, 50 baseball season tickets. Twenty (20) of such tickets shall be in 
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preferred locations.  These tickets will be delivered to IMG at least thirty (30) days prior to the first home 
baseball game.   

8.05 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, 20 track and field season tickets, 12 softball season tickets (in 
available locations) and 40 All-Sport passes.  These track and field and softball tickets will be delivered to 
IMG at least thirty (30) days prior to the first home game for the respective sport.  These All-Sport passes 
will be delivered to IMG at least thirty (30) days prior to the first Olympic sport game.  In addition, IMG will 
have the opportunity to purchase up to 12 additional track and field and/or softball season tickets (subject 
to available locations) in each License Agreement Year. 

8.06 IMG may purchase up to one thousand (1,000) additional football season tickets from 
University each License Agreement Year, subject to availability as determined by University.  The location 
of these tickets, if available, will be the best locations remaining after University assigns all Donor Club 
members, faculty, staff, student and general public purchased season tickets.  Payment for additional 
football season tickets will be due by December 31st of each License Agreement Year. Should IMG elect 
to purchase full price season tickets, such tickets shall be made available prior to general public 
assignment, and IMG must a submit written request to University prior to the annually established season 
ticket order deadline. 

8.07 IMG agrees that no tickets provided by University will be sold to the public or a private 
entity unless IMG obtains University Approval (provided, however, that it is acknowledged that tickets will 
be included in sponsorship agreements negotiated and sold by IMG).  IMG further agrees that its use and 
management of its tickets will comply in all respects with (a) applicable federal, state and municipal laws, 
codes, rules and regulations, (b) the constitutions, bylaws, rules, regulations, requirements and/or 
prohibitions of the NCAA and the Conference, and (c) all ticket rules and policies of University. 

8.08 Each License Agreement Year, University will provide 90 football (includes 1 RV space) 
and 10 men’s basketball parking passes, at no additional cost to IMG beyond the Annual Royalty Amount, 
for each home football and men’s basketball game.    University will make no fewer than 2 “VIP” parking 
passes available to IMG for purchase for women’s basketball. 

8.09 Each License Agreement Year, University will provide IMG, at no additional cost to IMG 
beyond the Annual Royalty Amount, appropriate event passes, credentials and parking passes for IMG’s 
staff, radio crew, program sellers and other mutually agreed upon personnel to adequately handle game 
day broadcasts, operations and promotions.  University will also provide appropriate working press 
credentials and parking passes, as available, for each away football and basketball game, and any and all 
pre-season or post-season games involving the football and men’s basketball teams. 

8.10 Each License Agreement Year, University will provide IMG’s radio broadcast crew, at no 
additional cost to IMG beyond the Annual Royalty Amount, except as otherwise specifically set forth in 
this Section 8.10, with the following: 

(a) Football: Air charter and ground transportation for all regular season and post-
season away games for up to four (4) individuals and, subject to availability, the
opportunity to purchase up to four (4) additional seats and ground transportation
for one (1) post-season game at a price equal to University’s cost for such seats.

(b) Men’s and Women’s Basketball Charters: Air charter and ground transportation
for all regular season and post-season (excluding NCAA Tournament) away
games to which University charters for one (1) individual.  IMG will be
responsible for the per-seat cost (as determined by NCAA) of air charter travel to
any NCAA post-season basketball competition. University does not have any
obligation to charter.
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(c) Other Sports:  In the event that University charters any air or ground travel for
any additional sports for post-season away games for which IMG provides a
radio broadcast, air charter and ground transportation for one (1) individual.

(d) IMG shall have the right to book its radio broadcast crew’s travel with University’s
official team party for any non-charter air travel to away games broadcast by
IMG.  IMG shall be responsible for all such non-charter air travel expenses.
University agrees to assist IMG with lodging expenses (e.g., providing shared
rooms with University staff) when feasible.

8.11 Each License Agreement Year, University will provide up to one hundred (100) 
complimentary individual tickets as requested by IMG, to a basketball or football game which IMG and 
University agree upon as “Network Affiliates and Advertiser’s Day.”  If the Parties cannot agree on a 
game for this purpose, University will be obligated to designate either a football game by July 1st or a 
basketball game by October 1st of each License Agreement Year. 

8.12 Each License Agreement Year, University will provide IMG the opportunity to purchase, 
at face value, the following ticket allotments to any of the following events in which it participates or 
receives a ticket allotment: 

(a) Conference football championship game (hosted by University) 700 tickets
(b) Conference football championship game (away or neutral site) 300 tickets 
(b) Post-season football bowl game  (excluding Playoffs) 300 tickets 
(c) Post-season College Football Playoffs 200 tickets 
(d) Conference men’s basketball tournament 50 tickets 
(e) Post-season basketball tournament (NCAA or NIT):

(1) Opening, second and third rounds 50 tickets 
(2) Fourth and fifth rounds (Sweet 16/Elite 8) 50 tickets 
(3) Fifth and sixth rounds (Final Four/Championship) 50 tickets 

(f) Post-season baseball Conference tournament (if applicable) 50 tickets 
(g) Post-season baseball tournament (NCAA)

(1) Regional 50 tickets 
(2) Super Regional 50 tickets 
(3) College World Series 50 tickets 

University will make best efforts to ensure a reasonable allocation of these tickets are in preferred 
locations consistent with IMG’s donor status.  

Each License Agreement Year, IMG will have the opportunity to purchase, at face value, up to eighty (80) 
tickets to each away football game, up to ten (10) tickets to each away men’s basketball game, up to ten 
(10) tickets to each away women’s basketball game, and up to ten (10) tickets to each away baseball
game in which University participates.

Each License Agreement Year, University will allow IMG the opportunity to purchase tickets for any pre-
season home event or any non-NCAA post-season home event at the same locations (subject to 
availability) at which IMG has regular season tickets for such sport under this Agreement. 

8.13  University will provide IMG with use of the University athletic department’s suite, 
including all tickets, suite passes and parking passes, at the baseball stadium for four (4) University home 
baseball games (two (2) non-Conference and two (2) Conference games) as such games are mutually 
agreed upon by the Parties, at no additional cost to IMG beyond the Annual Royalty Amount.  In addition, 
in each License Agreement Year, University will provide 121 tickets to the End Zone Terrace/Stadium 
Club for six (6) home football games (if University plays a total of seven (7) home football games) and five 
(5) home football games (if University plays a total of six (6) home football games) and 65 tickets to the
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End Zone Terrace/Stadium Club for one (1) home football game (Nike receives the other 66 tickets for 
such game). 

8.14 Unique merchandising and access privileges have been included in sponsorship 
contracts during the 2015/2016 year and other recent years.  IMG will have access to the same unique 
elements and privileges (i.e., pre-game sideline, limited access and press box credentials; head 
coach/Athletic Director golf outing opportunities (subject to the limits established in Section 8.16); etc.) 
and to athletics facility tours and/or usage as approved in advance by University.  University agrees to 
cooperate with IMG in creating and implementing such unique experiences in order to augment and grow 
the corporate sponsorship program. 

8.15 University will provide, at no additional cost to IMG beyond the Annual Royalty Amount, 
office space for IMG personnel in Eugene, Oregon.  University will also provide reasonable office space 
to IMG in the Portland Duck Athletic Fund office, for which University may charge IMG.  The charge to 
IMG for office space in Portland will be based on the total rent paid by University multiplied by the 
percentage of square footage used by IMG.  Any necessary rental amounts paid shall be considered an 
expense item.  IMG will be responsible for (i) compensating the sales staff it uses in such office space 
and (ii) all local and long-distance telephone charges such staff members incur.  Notwithstanding the 
foregoing, the presence of IMG personnel in Eugene, Oregon at no additional cost to IMG and in the 
Portland Duck Athletic Fund office and such personnel’s involvement with regard to the fulfillment of 
IMG’s obligations under this Agreement shall be subject to University Approval, which may be revoked at 
any time.  If University does not grant (or University revokes) the approval of personnel, IMG shall take 
immediate steps to identify and present personnel reasonably acceptable to University to fulfill the 
activities with regard to the fulfillment of IMG’s obligations under this Agreement. 

8.16 Each License Agreement Year, at no additional cost to IMG beyond the Annual Royalty 
Amount, University will arrange for each of University’s Athletic Director, head football, head men’s and 
women’s basketball, head baseball, head golf and head track & field coaches to participate in one (1) 
appearance at local corporate outings or sales presentations sponsored by IMG.  All such appearances 
shall be subject to all employment agreements and other reasonable requirements of University such as 
notice and availability.  All incremental costs, other than appearance fees, associated with the 
appearance shall be the responsibility of IMG. 

8.17 IMG shall have the exclusive right to seek, negotiate and obtain agreements, including 
Trade arrangements, for personal commercial endorsements of businesses, services and/or products by 
University’s intercollegiate head football, head men’s and women’s basketball and head baseball 
coaches, and/or University’s athletic department personnel (including without limitation the University 
Athletic Director).   Upon request, University Athletic Director, or designee, will make commercially 
reasonable efforts to facilitate IMG’s utilization of coaches for certain endorsements.  The terms of this 
section are subject to clauses in the coaches’ contracts relating to outside income, and controlling 
government ethics and conflict of interest rules; provided however, that, subject to such controlling 
government ethics and conflict of interest rules, University will not negotiate such contract clauses with 
the coaches with the intent of circumventing the exclusive endorsement-related rights granted to IMG 
pursuant to this Section 8.17.  

8.18 University’s Athletic Director, or designee, will provide IMG with the opportunity to have a 
weekly meeting with IMG’s General Manager in order to maintain the relationship and facilitate proper 
execution of the terms and conditions of this Agreement.  

8.19 University will provide IMG with the Athletics Department’s database metrics and 
demographics as requested; provided, however, that (a) University will not provide any access to actual 
names or addresses in the database, (b) University will at all times be the exclusive owner of such 
information, and (c) IMG will not use such information for any purpose other than the fulfillment of its 
obligations under this Agreement. 

FFC Meeting Materials - 16 March 2020 
Page 59 of 86



8.20 IMG shall use all additional considerations provided under this Article VIII solely in 
connection with its exploitation of the Licensed Rights. 

ARTICLE IX – PERFORMANCE OF IMG 

9.01 Consistent with all the applicable laws and University of Oregon policies and the terms of 
this Agreement, IMG will use its best efforts to maximize revenues (including best efforts to collect all 
revenues owed to it) and benefits to University through the sale, trade and promotion of the Licensed 
Rights. In addition, IMG shall not take or omit to take any action that circumvents, or is designed or 
intended to circumvent, any provisions in this Agreement, including the revenue sharing provisions of this 
Agreement.  The Parties acknowledge that IMG’s obligations in this regard are not severable among the 
elements of the Licensed Rights, and that each element will be fully utilized and promoted by IMG to 
maximize benefits and revenues to University. 

9.02 IMG agrees that all activities performed or arranged by IMG pursuant to this Agreement 
shall be performed in a competent and professional manner conforming to the highest standards for the 
conduct of major Division I intercollegiate athletics programs, and in a manner that is reasonably 
expected to preserve and enhance the reputation of the University.  Notwithstanding anything in this 
Agreement to the contrary, IMG shall ensure that all such activities shall comply in all respects with (a) 
applicable federal, state and municipal laws, codes, rules and regulations, (b) the constitutions, bylaws, 
rules, regulations, requirements and/or prohibitions of the NCAA and the Conference (questions 
regarding NCAA or Conference rules, or reports of potential violations of such rules, shall be directed to 
University’s Athletic Director), (c) the applicable policies, procedures, rules, regulations and directives of 
University, and (d) any other agreement to which University is a party or by which it is bound and of which 
IMG is aware, each as in effect from time to time during the Term.  Anything to the contrary 
notwithstanding, IMG shall not arrange for any sponsorship that implies the University’s endorsement of a 
product or service.   

9.03 Except as expressly set forth to the contrary herein, IMG shall obtain or arrange for all 
rights, licenses, consents, waivers and approvals necessary in order to avoid infringement of the rights of 
others in connection with the activities to be performed or arranged by IMG under this Agreement.   

ARTICLE X – INSURANCE; INDEMNITY 

10.01 IMG will maintain insurance for its activities under this License Agreement. IMG’s 
insurance policies will name University as an additional insured and will include coverage for, but not be 
limited to, damage arising as a result of personal injury, property damage, libel or slander, with limits of 
not less than $2,000,000 each occurrence and $5,000,000 general aggregate.  In addition, IMG will 
maintain (i) a media liability insurance (Errors & Omissions) with limits of not less than $5,000,000 per 
claim and $5,000,000 annual aggregate, protecting for claims brought by third parties as a result of a 
media injury and (ii) workers’ compensation insurance as required by applicable law, and employer’s 
liability insurance with a limit not less than $1,000,000 per occurrence.  Upon request, IMG will furnish 
University an applicable certificate of insurance or other evidence of such coverages.  IMG will use 
commercially reasonable efforts to require the insurance carrier to notify University if the policy is 
discontinued; if an applicable insurer, despite IMG’s commercially reasonable efforts, refuses to provide 
notification to University prior to termination of a policy, IMG shall provide prompt written notice to 
University of any notice IMG receives of the termination of an applicable policy. If and to the extent IMG 
engages subcontractors in the performance of IMG’s obligations hereunder, IMG shall contractually 
require its subcontractors to maintain comparable insurance. In addition to the foregoing, unless 
otherwise expressly directed otherwise by University, IMG shall ensure that all agreements with sponsors 
contain insurance, indemnity and other related liability provisions as applicable in accordance with 
standard and customary industry practices. 

10.02  IMG agrees to indemnify, hold harmless and, not excluding University’s right to 
participate, defend University and its governing board and their respective directors, officers, employees, 
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agents, volunteers, and members, from all claims, suits, or actions of any character or any nature arising 
out of (1) the performance of this Agreement; or (2) any other act or omission of IMG or its vendors, 
employees, subcontractors or sponsors.  It is agreed that IMG will be responsible for the primary loss 
investigation, defense, and judgment costs when this section applies.  IMG’s obligation under this section 
extends to the payment of all amounts, costs, and expenses of any type related to IMG’s obligation, 
including, but not limited to, attorney’s fees and costs of litigation, losses, damages, and any other related 
expenses.  IMG agrees to waive all rights of subrogation against University and its governing board and 
their respective directors, officers, employees, agents, volunteers, and members for any damages, costs, 
losses, expenses, or other amounts incurred or arising as a result of IMG’s performance under this 
Agreement.  

10.03 Subject to the conditions and limitations of the Oregon Tort Claims Act, ORS 30.260- 
30.300, and the Oregon Constitution, Article XI, Section 7, University agrees to indemnify, hold harmless 
and defend IMG, its officers, agents and employees from all claims, suits, or actions of any character or 
any nature that arise out of the University’s obligations under this Agreement in the manner and to the 
extent provided by Oregon law, but only to the extent of University’s breach, slander, defamation or other 
negligent or wrongful acts or omissions in the performance of this Agreement; provided, that IMG 
promptly notifies the University in writing of any claim, gives the University sole control of the defense and 
settlement thereof, and provides all reasonable assistance in connection therewith. The indemnity 
provided under this section shall be payable only from funds of the University that are legally available for 
such purpose, which include, without limitation, all tuition, charges, rents and other operating revenue of 
the University. 

10.04 Neither Party shall have the right to assert a claim against the other for lost profits or 
business. 

ARTICLE XI – ASSIGNMENT AND SUB-LICENSES 

11.01 Neither IMG nor University may assign or subcontract this Agreement, or any rights 
hereunder, to any third party without the other Party’s prior written consent, and any attempted or 
purported assignment or subcontract without such consent shall be null and void; provided, however, no 
such consent shall be required for, and University consents to, IMG’s assigning this Agreement to an 
entity owned and/or controlled by or under common control with IMG, so long as (i) the entity receiving 
the assignment agrees in writing for the benefit of University to be bound by the terms and conditions of 
this Agreement to the same extent as IMG and (ii) in the event of such a permitted assignment by IMG, 
IMG shall remain a guarantor of all indemnification and payment terms hereunder.  Notwithstanding 
anything herein to the contrary, IMG may utilize subcontractors in discharging its responsibilities under 
this Agreement subject to University Approval and, if applicable, its ongoing consent.  IMG shall remain 
responsible for all work and other actions performed by its subcontractors.   

11.02 In exercising the Licensed Rights, IMG may utilize outside/independent national, regional 
or local sales agencies’ services subject to University Approval.  All gross revenue these agencies 
produce and IMG receives shall be included in the GCCR and Annual Royalty Amount calculations; 
provided, however, that the GCCR and Annual Royalty Amount calculations may exclude any amount 
excluded from such revenue for bona fide agency and sales commissions from unaffiliated third party 
agencies in accordance with this Agreement.  IMG’s agreements with any such agency shall specify such 
agency’s activities are subject to, and governed by, the terms of this Agreement.  Unless University 
Approval is granted, the commission for said agencies shall not exceed 15% of the applicable revenues.   

ARTICLE XII – RIGHT TO INSPECT IMG’S RECORDS; FINANCIAL STATEMENTS 

12.01 University may inspect IMG’s financial and business records relative to IMG’s activities 
related to this Agreement and the use of the Licensed Rights upon reasonable advance written notice to 
IMG.  IMG will make available during such inspection(s), which must occur during IMG’s normal business 
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hours, all relevant records with respect to the computation of its GCCR and Annual Royalty Amount and 
Trade with respect to this Agreement, including copies of all contracts and other arrangements between 
IMG and third parties arising out of or relating to the Licensed Rights and which involve either Trade or 
potential cash consideration that would constitute GCCR, including components of National Sales 
Agreements that are specifically applicable to University’s inventory and/or allocation of revenue.  Should 
University elect to audit IMG’s relevant financial records, it shall do so at its own expense, unless such 
audit reveals a discrepancy of five percent (5%) or greater in University’s favor concerning amounts IMG 
owes University under this Agreement, in which case the entire cost of the audit shall be borne by IMG. 

12.02 IMG will provide University a quarterly financial report providing documentation of 
revenue and expenses related to IMG’s GCCR and Annual Royalty Amount calculations.  Quarterly 
financial reports will include a breakdown of all National Sales Agreements. Such report shall include a 
list of all uncollected revenue.  Additionally, upon University’s request, IMG will provide such other 
financial information relevant to this Agreement.  

ARTICLE XIII – CONFIDENTIALITY 

13.01  This Agreement, any information provided pursuant to or in connection with this 
Agreement (including under Section 8.19) and any agreements entered into by IMG with respect to the 
Licensed Rights shall be considered confidential, subject to the applicable requirements of the Oregon 
Public Records Law and other applicable law.  IMG has advised University that IMG considers its Annual 
Guaranteed Royalty, Annual Royalty Amount, Section 4.05, the exclusion from the definition of GCCR 
(Section 1.03), the final two sentences of Section 3.06, and any amount it pays University personnel for 
services provided under other agreements to be strictly confidential and contain trade secrets, and 
considers the sponsorship and vendor agreements entered into by IMG (to which University is not a 
party) with respect to the Licensed Rights to likewise be strictly confidential and contain trade secrets and 
UO agrees not to publicly disclose any such information or share any such information with any third-
party, to the extent permitted by law. IMG and University further agree to use their best efforts not to 
disclose the aforementioned confidential information to any IMG or University personnel unless they have 
a “need to know” in order to carry out this Agreement’s terms and conditions.  UO further agrees to assert 
the application of ORS 192.501(2) and .502(4) as a defense to any demand made on UO under the 
Oregon Public Records Law for disclosure of any aforementioned confidential information provided to UO 
in relation to this Agreement.  University and IMG have agreed to the following procedure for responding 
to any requests to inspect or receive copies of this Agreement and/or any sponsorship and vendor 
agreements entered into by IMG with respect to the Licensed Rights (“Subject Agreements”): 

(a) University will promptly notify IMG upon receipt of a request under the Oregon
Public Records Law or any other applicable law to inspect or receive copies of
any Subject Agreements.

(b) If applicable, IMG will have ten (10) business days (unless a shorter period is
required by law) from the date of receipt of notice from University to file a motion
in a court of competent jurisdiction to prevent disclosure of the confidential or
trade secret portions of the Subject Agreements.

(c) IMG will be solely responsible for any costs or fees incurred by IMG related to its
efforts to prevent disclosure of the Subject Agreements.  In no event will any
such costs or fees be deducted from the Annual Royalty Amounts under the
Agreement, or otherwise charged to University.

(d) IMG will reimburse University its reasonable costs and expenses incurred in
cooperating with IMG’s efforts to prevent disclosure of the Subject Agreements.
IMG will indemnify, defend and hold harmless University from and against any
costs or liability arising out of IMG’s efforts to prevent disclosure of the Subject
Agreements or University’s efforts to cooperate with IMG in that regard.
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ARTICLE XIV – MISCELLANEOUS 

14.01 All notices required under this Agreement will be given in writing and dispatched by 
registered or certified mail, return-receipt requested, to a Party at its appropriate address below.  A notice 
will be deemed given once received.  Notice to University and/or IMG will be addressed as follows, unless 
changed in writing by notice to the other Party: 

UNIVERSITY: University of Oregon Athletics 
ATTN:  Athletic Director 
2727 Leo Harris Parkway 
Eugene, OR 97401 

IMG: IMG COLLEGE, LLC 
ATTN:  Jason Lublin 
9601 Wilshire Blvd. 
Beverly Hills, California 90210 

With a copy to: IMG COLLEGE, LLC 
ATTN: Legal Department 
540 N. Trade Street 
Winston-Salem, NC 27101 

14.02 Neither Party shall be deemed, by any act of omission or commission, to have waived 
any of its rights or remedies under this License Agreement unless the waiver is in writing and signed by 
such Party.  Any such waiver shall be applicable only to the extent specifically set forth in the writing. A 
waiver of one event shall not be construed as continuing or as a bar to or waiver of any right or remedy to 
a subsequent event.  All rights and remedies existing under this Agreement are cumulative and in 
addition to, and not exclusive of, any rights or remedies otherwise available, whether under this 
Agreement, at law, in equity or otherwise. 

14.03 From time to time IMG shall (a) furnish upon request such further information, (b) execute 
and deliver such other documents and (c) do such other acts or things, all as University may reasonably 
request for the purpose of carrying out the intent of this Agreement. 

14.04 The Parties each acknowledge that the other Party would be irreparably injured upon the 
occurrence of a breach of this Agreement.  In the event of a breach or threatened breach of this 
Agreement, the non-breaching Party shall be entitled to specific performance of this Agreement and/or 
preliminary and permanent injunctive relief prohibiting the other Party from committing or continuing to 
commit a breach hereof, in either case without proof of actual damage or the requirement to post a bond. 

14.05 If any term, covenant or condition of this License Agreement shall be invalid or 
unenforceable, the remainder of this License Agreement shall not be affected thereby, and each term, 
covenant and condition of this License Agreement shall be valid and shall be enforced to the extent 
permitted by applicable laws; provided such partial invalidity does not prevent either Party from realizing 
the benefit of its bargain pursuant to this License Agreement.  In the event of such invalidity or 
unenforceability, the Parties agree that the invalid or unenforceable provision shall be replaced (by such 
court of competent jurisdiction in the State of Oregon per Section 14.06 or, in the absence of such 
replacement by such court, by agreement of the Parties) with an alternative, legally valid and effective 
provision that comes as close as possible to the intent (including, if applicable, the economic intent) of the 
invalid or unenforceable provision. 

14.06 This License Agreement shall be construed in accordance with and governed by the laws 
of the State of Oregon, without regard to conflict of laws principles. Any claim, action, suit or proceeding 
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between IMG and University arising out of or relating to this License Agreement (a “Claim”) shall be 
brought and conducted solely and exclusively within the Circuit Court of Lane County, Oregon; provided, 
however, that if a Claim must be brought in a federal forum because of lack of jurisdiction of such state 
court (it being agreed that IMG shall not object to venue or jurisdiction of such state court), then it shall be 
brought and adjudicated solely and exclusively within the United States Court for the District of Oregon, 
Eugene Division.  By execution of this Agreement, IMG hereby consents to the personal jurisdiction of 
such courts.  In no way shall this section be construed as a waiver by University of any form of defense or 
immunity, whether it is sovereign immunity, governmental immunity, immunity based on the Eleventh 
Amendment to the U.S. Constitution, or otherwise, from any Claim or from the jurisdiction of any court.  

14.07 IMG will comply with all applicable federal, state, county, and local laws, ordinances, 
regulations, and University policies. IMG also agrees to comply with all applicable laws prohibiting 
discrimination on the basis of race, sex, national origin, religion, age, sexual orientation, status as a 
veteran, or handicap.  IMG further agrees to protect the confidentiality of student information and to 
comply with the Family Educational Rights and Privacy Act of 1974 (FERPA) and its implementing 
regulations, specifically 20 U.S.C. 1232g, 34 C.F.R. § 99.1 et seq., UO Policy 571-020, with respect to 
any redisclosure of personally identifiable information from education records obtained from the 
University. 

14.08 IMG and subcontractor shall abide by the requirements of 41 CFR §§60-1.4(a), 60-
300.5(a) and 60-741.5(a), which are incorporated by reference. These regulations prohibit discrimination 
against qualified individuals based on their status as protected veterans or individuals with disabilities, 
and prohibit discrimination against all individuals based on their race, color, religion, sex, or national 
origin.  Moreover, these regulations require that covered prime contractors and subcontractors take 
affirmative action to employ and advance in employment qualified individuals without regard to race, 
color, religion, sex, national origin, protected veteran status or disability. 

14.09 The language in all parts of this License Agreement shall in all cases be construed as a 
whole and simply according to its fair meaning and not strictly for nor against either of the Parties, and the 
construction of this License Agreement and any of its various provisions shall be unaffected by any 
claims, whether or not justified, that it has been prepared, wholly or in substantial part, by or on behalf of 
any of the Parties.  A male or female person may be referred to in this License Agreement by a neuter or 
masculine pronoun.  The singular includes the plural, and the plural includes the singular.  A provision of 
the License Agreement which prohibits a Party from performing an action shall be construed so as to 
prohibit the Party from performing the action or from permitting others to perform the action.  Except to the 
extent, if any, to which this License Agreement specifies otherwise, each Party shall be required to 
perform its obligations under this License Agreement at its own expense, and each Party shall be 
permitted to exercise its rights and privileges only at its own expense.  “Including” means “including but 
not limited to.” Words such as “hereby,” “herein,” and “hereunder” and words of similar import shall be 
construed to refer to this License Agreement in its entirety. Except to the extent the context requires 
otherwise, “include” means “include but not limited to.”  “Any” means “any and all.”  Except to the extent 
the context requires otherwise, “may” means “may but shall not be obligated to.”  “At any time” means “at 
any time and from time to time.”  An expense incurred on behalf of a Party shall be deemed to have been 
incurred by the Party.  An obligation performed on a Party’s behalf and pursuant to its request or consent 
shall be deemed to have been performed by the Party.  If a Party is required not to unreasonably withhold 
consent or approval, the Party shall also be required not to unreasonably delay consent or approval. The 
captions and headings set forth in this License Agreement are for convenience of reference only and shall 
not be limiting or determinative in the construction or interpretation hereof. 

14.10 This Agreement, including all attached Exhibits, Appendices and Schedules, contains the 
Parties’ entire agreement with respect to this subject matter, and supersedes the Prior Agreement 
effective as of the Effective Date, other than as set forth in Section 3.01.  Neither Party has made or relied 
on representations other than those expressly provided herein.  No Party’s agent, employee or other 
representative is empowered to alter any Agreement term unless in a writing signed by the authorized 
officer or agent of each Party. 

FFC Meeting Materials - 16 March 2020 
Page 64 of 86



14.11 This License Agreement may be executed in any number of counterparts and by different 
Parties hereto in separate counterparts, each of which when so executed shall be deemed to be an 
original and all of which taken together shall constitute one and the same agreement.  Signature and 
acknowledgment pages may be taken from one counterpart and inserted in other counterparts to form a 
single document.  An electronic (e.g., .pdf) copy of this executed Agreement shall be valid as an original 
for all purposes. 

[Signature page immediately follows.] 
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IN WITNESS WHEREOF, the Parties have caused this Agreement to be executed by their duly-
authorized representatives on the date first above written. 

UNIVERSITY OF OREGON 

By:________________________________________(SEAL) 

Title:_______________________________________ 

IMG COLLEGE, LLC 

By:_________________________________________ 

Title: _______________________________________ 

Date: _______________________________________ 
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EXHIBIT A – FOOTBALL GAME PUBLICATION 

A.1.01 Description An official University football game publication may be produced for each 
University football game at the discretion of IMG (excluding the Conference Football Championship 
Game).  This publication may take the form of a game program, yearbook and/or a game 
poster/rostercard, or any other form as mutually agreed upon by the Parties.  Issues are sold by IMG at 
University home football games.  The Parties acknowledge that IMG currently produces print and digital 
game programs for University home football games, digital game programs for University away football 
games, a print and digital University football yearbook and a digital bowl guide for any post-season bowl 
games.  University shall have the right to place a reasonable amount of University-sanctioned content on 
the football game publication at no cost to University.  The final content of the publication produced by 
IMG, including content, size, format and page count, shall be subject to University Approval, not to be 
unreasonably withheld. 

A.2.01 Rights Licensed During the Term, and subject to NCAA and Conference rules, 
University hereby grants IMG an exclusive license to produce and sell sponsorship/advertising in such 
publications. The license for the publications shall not include front covers, which University reserves, 
except IMG may place sponsor recognitions on all front covers.  

A.3.01 IMG Obligations

A.3.01.01 IMG is responsible for soliciting and collecting all sponsorship and game
publication sales receipts, which are included in GCCR. 

A.3.01.02 IMG will make available for sale at University home football games as many
issues of this publication as is necessary to serve the crowds at the games. IMG 
will be responsible for all costs and arrangements incidental to the production 
and sale of the publication.  IMG will provide up to 500 complimentary copies of 
each publication as requested by University prior to each home football game. 
University will inform IMG of the number of copies it requires per game by April 
1st of each License Agreement Year. University may purchase additional copies 
at IMG’s cost. 

A.3.01.03 IMG will handle all layout and design, including with respect to the content
provided by University pursuant to Section A.4.01.01 below. 

A.4.01 University Obligations

A.4.01.01 University will produce and provide all editorial content digitally, including text,
images and artwork in an appropriate-for-print format per the selected printer’s 
specifications by dates and times specified by IMG and cooperate as reasonably 
requested by IMG in facilitating IMG’s exploitation of this property. Late 
submissions that result in additional costs shall be made at the expense of 
University. 

A.4.01.02 Changes and corrections at the final stage of proofing that result in additional
costs shall be made at the expense of University if such changes are due to 
incorrect or inaccurate material submitted by University.   

A.4.01.03 University agrees not to authorize any other third party to distribute or sell any
print or digital game program that competes with IMG’s publications set forth 
herein or any other print or digital publication with sponsor recognition or 
commercial advertising at such University home football games. 
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EXHIBIT B – BASKETBALL AND OTHER TEAM GAME PUBLICATIONS 

B.1.01 Description An official University game publication may be produced for the home 
athletic events of University’s athletic teams (except for Conference Championship hosted by University), 
other than football (which is covered by Exhibit A).  This publication may take the form of a game 
program, yearbook and/or a game poster/rostercard, or any other form as mutually agreed upon by the 
Parties.  Issues are sold and/or distributed at University home athletic events.  University shall have the 
right to place a reasonable amount of University-sanctioned content on such game publications at no cost 
to University.  The final content of the publication produced by IMG, including content, size, format and 
page count, shall be subject to University Approval, not to be unreasonably withheld.  The Parties 
acknowledge and agree that IMG currently produces digital game programs for University home men’s 
and women’s basketball games and print yearbooks for the University men’s basketball and baseball 
teams.   

B.2.01 Rights Licensed During the Term, and subject to NCAA and Conference rules, 
University hereby grants IMG an exclusive license to produce and sell sponsorship/advertising in such 
game publications and yearbooks for any of athletic teams operated under the supervision and oversight 
of the athletic department. The license for the publications shall not include front covers, which University 
reserves, except IMG may place sponsor recognitions on all front covers.  

B.3.01 IMG Obligations

B.3.01.01 IMG is responsible for soliciting and collecting all sponsorship and game
publication sales receipts, which are included in GCCR. 

B.3.01.02 IMG will make available for sale at University home men’s basketball games as
many issues of this publication as is necessary to serve the crowds at the 
games.  For home athletic events of other University athletic teams, IMG shall 
have the right but not the obligation to produce an official game publication.  IMG 
will be responsible for all costs and arrangements incidental to the production 
and sale of the publications produced pursuant to this Exhibit B.  IMG will provide 
up to 50 complimentary copies of each publication as requested by University 
prior to each home basketball game. University will inform IMG of the number of 
copies it requires per game by June 1st of each License Agreement Year. 
University may purchase additional copies at IMG’s cost. 

B.3.01.03 IMG will handle all layout and design, including with respect to the content
provided by University pursuant to Section B.4.01.01 below. 

B.4.01 University Obligations

B.4.01.01 University will produce and provide all editorial content digitally, including text,
images and artwork in an appropriate-for-print format per the selected printer’s 
specifications by dates and times specified by IMG and cooperate as reasonably 
requested by IMG in facilitating IMG’s exploitation of these publications. 

B.4.01.02 Changes and corrections at the final stage of proofing that result in additional
costs shall be made at the expense of University if such changes are due to 
incorrect or inaccurate material submitted by University.   

B.4.01.03 University agrees not to authorize any other third party to distribute or sell any
print or digital game program that competes with IMG’s publications set forth 
herein, or any other print or digital publication with sponsor recognition or 
commercial advertising at University home athletic games or events (for athletic 
teams operated under the supervision and oversight of the athletic department).
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EXHIBIT C – OFFICIAL SPORTS PUBLICATION 

C.1.01 Description Other official University sports publications that may be produced by IMG 
(e.g., special edition print and/or digital publications or other products (i.e., posters, scorecards, trading 
cards, etc.) highlighting or celebrating milestones or accomplishments, etc.). Such publications will consist 
of editorial content (text, images, artwork) produced by University and sponsorship and advertising space 
solicited by IMG.  Paid retail subscriptions may be solicited by IMG.     

C.2.01 Rights Licensed During the Term, University hereby grants IMG an exclusive 
license to (i) produce and sell sponsorship/advertising in the publication; and (ii) solicit and sell 
subscriptions to the publication. 

C.3.01 IMG Obligations

C.3.01.01 IMG will, with respect to the non-advertising pages and space, promote
University athletics and relevant stories appropriate to the University athletic 
program. 

C.3.01.02 Other than the images and artwork provided by University pursuant to Section
C.4.01.01 below, IMG is responsible for all costs and arrangements incidental to
the production of the publication, including any layout and design work.

C.3.01.03 IMG is responsible for soliciting all sponsorship and advertising sales, securing
advertising copy and collecting all sponsorship, advertising and subscription 
receipts, which shall be included in GCCR. 

C.3.01.04 IMG will offer a special discount rate to University’s Donor Club members.

C.4.01 University Obligations

C.4.01.01 If applicable, University will provide mutually agreed upon images and artwork in
an appropriate-for-print format per the selected printer’s specifications by dates 
and times specified by IMG and cooperate as reasonably requested by IMG in 
facilitating the IMG’s exploitation of this property. University will cooperate as 
reasonably requested by IMG in facilitating any such publications. 

C.4.01.02 University may occasionally facilitate mailings to prospective subscriber mailing
lists such as alumni lists, Donor Club lists and season ticket lists to IMG for 
soliciting paid subscriptions.  University will not grant IMG direct access to these 
lists. 
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EXHIBIT D – ADVERTISING IN UNIVERSITY-OWNED ATHLETIC FACILITIES 

D.1.01 Description University (or agencies or entities affiliated with University or the State of 
Oregon) own several athletic facilities, including without limitation, stadiums, arenas and athletic playing 
fields (“University Athletic Facilities”), at/in which its athletic teams play and/or host events/activities.  
University acknowledges that any and all sponsorship and signage recognitions and opportunities, 
including fixed and digital signage, available for sponsorship recognition within and around such 
University Athletic Facility during any athletic events or activities (except for Conference Championships, 
NCAA Championships, promoter-owned athletic events, and non-athletic events) will be marketed, sold 
and utilized exclusively by IMG during the Term, except as otherwise mutually agreed upon herein and 
subject to the recognitions and opportunities granted to Nike and Gatorade pursuant to the University 
Third Party Agreements. University agrees such signage and sponsorship space available in each such 
facility during the Term shall not decrease from the amount available on the Effective Date, including, but 
not limited to, signage and sponsorship spaces listed in subsection (a) below and additional opportunities 
described in subsection (b) below.  University agrees to cooperate with IMG during the Term with respect 
to creating/developing additional sponsorship opportunities within University Athletic Facilities. 

The Parties agree University Athletic Facilities also include any other facilities used by University’s athletic 
teams for practice or home athletic events at any time during the Term, including without limitation, any 
newly-built or developed facilities and any replacement facilities built, acquired or placed by/for University 
into service.  However, notwithstanding anything in this Agreement to the contrary, naming rights to any 
University Athletic Facilities are not included in this Agreement. 

(a) The Parties agree the following list includes, but is not limited to,
videoboards/displays/scoreboards/signage areas available for sponsorship recognition at
University Athletic Facilities, which IMG may use or sell in exercising the Licensed Rights
at University athletic events during the Term:

1. All permanent/temporary signage opportunities
2. All message center displays
3. All fixed/rotational/LED courtside signage
4. All scoreboard/videoboard signage and promotions/features
5. All basket stanchion LED signage (with such LED signage to be purchased at

IMG’s cost)
6. Player statistics boards
7. Arena-level signage
8. Baseline table sponsorship panels
9. Athletic-team (University’s and opposition’s) benches’ seatbacks/kick plates
10. Basketball goal pads/backboard supports
11. Backboard tops (ceiling facing)
12. Shot clock sponsorship panels
13. All wall-mounted signage
14. Concession containers (cups, popcorn boxes, carriers, etc.) (subject to University’s

concessionnaire agreement(s))
15. Currently-existing static signage opportunities in/around concession areas, facility

entry/exits, restrooms, concourses, seating-area portal entries/exits, etc. (subject to
University’s concessionnaire agreement(s))

16. Trash cans
17. University-approved lobby displays
18. Concourse displays
19. University-approved special event temporary signage/displays
20. Video/audio sponsorships/message (text) displays/promotions, including instant

replays, game highlights, historical features, news reports concerning other
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University athletic teams/events, personality profiles/features and any additional 
video programming 

21. Field goal nets (Per Conference limitations, currently one (1) net on a specific side
of the field)

22. Sideline kicking nets
23. Entryway/gate signage and/or sponsorships (mutually-agreed upon)
24. Scoreboard signage/features
25. University-approved special event temporary signage (but only for University-

controlled athletics events and not events conducted by third parties such as
concerts)

(b) For purposes of further clarification, University and IMG agree to cooperate to create new
signage opportunities, as feasible and practical, in addition to those that currently exist at
University, including without limitation, the following:

1. East Building Signage (provided it is permissible per code and provided that
University does not expand the facility in that area) at football stadium

2. The Club at Autzen presenting sponsor and accompanying signs, subject to mutual
agreement of University and IMG of such sponsor

3. Mo Center temporary signage, utilized on football gameday only, not impacting the
permanent football messaging

4. Concourse wall signage at football stadium below Duck Vision (near steps above
West Tunnel)

5. “Wing Signage” top deck of Press Box at football stadium
6. Presenting Sponsorship of End Zone Terrace
7. Branded entrances and gates at the football stadium:  Student section, East

Entrance, North Entrance – mutually agree
8. Tailgate lot light pole signage provided that it is permissible per code (i.e., Les

Schwab Row/Section), subject to University Approval of each such sponsor
9. Stand-alone concourse signage at football stadium
10. Column wraps in football stadium concourse to include University-themed graphics

and presenting sponsor identification – University and IMG to mutually agree upon
any such sponsor.

11. Basketball arena permanent tunnel signage (vertical columns below current AT&T
signage)

12. Branded ticket office at basketball arena, with mutually agreed upon external
signage (per University Approval and City approval)

13. Branded “history” section of concourse at basketball arena
14. Table top wrapped signage in foul territory of baseball stadium
15. Stair signage of baseball stadium
16. “Fowl” Territory roof signage at baseball stadium
17. “Fowl” Territory naming rights at baseball stadium
18. Backstop signage at baseball stadium – signage locations to be toward the dugout,

near on-deck circles
19. Bullpen entitlement at baseball stadium
20. Logo inclusion on strip above dugouts of baseball stadium
21. Signage on scoreboard above player development area in right field at baseball

stadium
22. Additional permanent signage at track/soccer/lacrosse/softball facilities as mutually

agreed upon opportunities arise

(c) Additional potential opportunities for University Athletic Facilities may include:

1. Branded cups/containers for beverages/food sold during University athletic events
(subject to University’s concessionnaire agreement(s))

2. Branded vending opportunities, as available (subject to University’s 
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concessionnaire agreement(s)) 
3. Public-address announcements

In addition to these sponsorship and signage spaces and additional opportunities, University agrees IMG 
may use for promotional/sponsorship purposes, or any other purpose permitted by this Agreement, any 
additional sponsorship recognition spaces/areas available in any University Athletic Facilities (including 
surrounding areas and/or parking lots) during the Term, to the extent any become available/are created 
during the Term.  IMG will not create any additional promotional/sponsorship spaces at any University 
Athletic Facilities (or surrounding areas and/or parking lots) without University’s express permission, such 
permission not to be unreasonably withheld.  If University creates/permits any new 
promotional/sponsorship spaces/signage areas in any University Athletic Facilities (or surrounding areas 
and/or parking lots) during the Term, such areas will be available for IMG’s promotional/sponsorship use 
under the terms of this Agreement.   

D.2.01 Rights Licensed.  During the Term, University hereby grants IMG the exclusive right to
all promotional uses of all sponsorship and signage spaces and other spaces in and around University 
Athletic Facilities, as permitted in Section D.1.01.  University agrees it will not authorize third parties 
(other than pursuant to agreements IMG arranges/permits, such arrangements and permissions not to be 
unreasonably withheld) to engage in promotional/sponsorship activities during events in or around 
University Athletic Facilities during the Term.  University agrees to cooperate with IMG to make 
commercially reasonable efforts to prohibit any such third party activity from infringing on any exclusive 
rights granted to University athletics official corporate sponsors or impairing the University official 
corporate sponsorship program. 

With respect to all sponsorship/promotional opportunities permitted under this Exhibit D, University shall 
have the opportunity to approve the form and content of all such sponsorships/promotions, such approval 
not to be unreasonably conditioned, withheld or delayed.  University agrees that it will permit IMG to 
continue to utilize during the Term all signage, promotional and in-stadium opportunities as were 
approved and utilized for sponsors during the 2015/2016 school year (the year preceding the Effective 
Date).    

D.3.01 IMG Obligations

D.3.01.01 IMG is responsible for soliciting all sponsorship, all production of sponsorship
displays and/or sponsorship copy, installation of sponsorship displays and 
collection of all sponsorship receipts. 

D.3.01.02 IMG will purchase and replace sponsorship panel(s) and signage as it deems
necessary. 

D.4.01 University Obligations

D.4.01.01 University will (i) be responsible for operating/maintaining in good working order
all equipment it owns in University Athletic Facilities, such as video 
display/scoreboards and message centers, (ii) replace/repair any damaged video 
display/scoreboard and/or message center parts for any equipment it owns in 
University Athletic Facilities and (iii) continue to be responsible for 
purchasing/producing souvenir plastic cups consumers utilize at University 
athletic events. 

D.4.01.02 During University athletic events, University will be responsible for fulfilling all
University Athletic Facilities’ sponsorship commitments, provided that IMG has 
adequately advised University of all such commitments. 
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D.4.01.03 Subject to NCAA and Conference rules, University agrees not to obscure/remove
or authorize any party to obscure/remove any sponsorship or signage spaces 
described in Section D.1.01 during or in connection with any University athletic 
event in University Athletic Facilities, except as permitted by IMG. 

D.4.01.04 University will use commercially reasonable efforts to prohibit outside television
syndicators or video broadcast companies from superimposing any images over 
sponsorship procured by IMG in University Athletic Facilities. 

D.4.01.05 University will not authorize any other persons to exercise sponsorship or
advertising activities in or around the University Athletic Facilities on game days 
when University athletic teams are participating in athletic events; provided, 
however, that, notwithstanding anything in this Agreement to the contrary, it is 
acknowledged that neither this nor anything else in this Agreement shall restrict 
University’s concessions stands and University merchandise stores in or around 
University Athletic Facilities so long as such stands and stores do not have 
sponsorship or advertising signage other than point of sale signage generally 
consistent with concessions stands and merchandise stores selling University 
licensed merchandise.  
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EXHIBIT E – AT-EVENT IMPACT 

E.1.01 Description Certain special promotions may be conducted each License Agreement 
Year, on a per-event basis, promoting University athletics and sponsorship activities in association with 
University athletic events or games.  These events, by their nature, are subject to circumstances, 
unknown in advance, arising from time to time.  Examples of at-event impact sponsorship opportunities 
include, but are not limited to: 

(a) Product displays
(b) Temporary signage
(c) Sampling, couponing and free product distribution to fans attending University events,

with specific items and logistics of each such distribution to be mutually agreed upon
(safety concerns and environmental impacts will be key components)

(d) Athletics event title, presenting and rivalry sponsorships
(e) Athletics event sponsorships
(f) Pre-game, post-game, halftime and timeout in-arena/stadium, on-court/field promotions,

contests, mascot appearances, corporate recognitions/presentations, and/or giveaways
(g) Database marketing research collection
(h) Ancillary entertainment opportunities such as halftime shows, National Anthem

performers, etc. (University is under no obligation to create halftime entertainment)
(i) Fan fair/fun zone areas

E.2.01 Rights Licensed  During the Term, University hereby grants IMG the exclusive 
license to produce and sell at-event impact sponsorship opportunities, such as those described above, as 
such opportunities arise.  All such at-event sponsorship remain subject to University Approval, not to be 
unreasonably withheld. 

E.3.01 IMG Obligations

E.3.01.01 IMG is responsible for soliciting all at-event impact sales opportunities, securing
at-event impact advertising copy and materials, and collecting all at-event impact 
sales receipts. 

E.4.01 University Obligations

E.4.01.01 University will cooperate, as IMG reasonably requests, in facilitating IMG’s
exercising at-event impact opportunities.  If University wishes, itself, to conduct 
any events or special promotions licensed under this Section F.4.01.01, it must 
request IMG’s permission, which will not be unreasonably withheld. 

E.4.01.02 University will endeavor to prevent third parties from utilizing University events in
conjunction with advertising and sponsorship inventory and activities. 
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EXHIBIT F – AT-EVENT HOSPITALITY 

F.1.01 Description IMG may use certain facilities for the enjoyment and entertainment of its 
sponsors wishing to participate in organized, social events in conjunction with University athletic events.  
Such facilities include, but are not limited to the existing locations, facilities and levels of hospitality as 
previously exercised by IMG prior to execution of this Agreement as set forth on Schedule F.1.01 
attached hereto. 

F.2.01 Rights Licensed During the Term, University hereby grants IMG the exclusive 
license to market and conduct at-event hospitality events at the above-listed locations.  The Parties 
acknowledge that University shall retain the right to sell other hospitality areas and opportunities (e.g., 
Tailgate Pal), provided that, no such opportunities shall provide any corporate advertising, promotion or 
recognition to any purchasers of such hospitality opportunities.   

F.3.01 IMG Obligations IMG will market to corporations and groups at-event hospitality 
activities for certain University events.  IMG will be responsible for (i) all involved facilities (including all 
applicable fees for the use of such facilities) and (ii) operating such activities, including, but not limited to, 
set-up, management and security. 

F.4.01 University Obligations

F.4.01.01 University will (i) furnish IMG athletic-event tickets, at IMG’s request and at IMG’s
cost, for participants in at-event hospitality activities, (ii) sell IMG such tickets at 
group rates if ticket order qualifies for any available group rates and (iii) notify 
IMG of ticket prices by February 1 before each License Agreement Year. 

F.4.01.02 University will furnish IMG, at no cost to IMG, areas convenient to those locations
set forth above in Section F.1.01 and on Schedule F.1.01 attached hereto and/or 
their associated facilities, necessary for IMG’s at-event hospitality activities, 
which include, among other things, electricity, trash containers and removal and 
grounds keeping services.   

F.4.01.03 From time to time, and as available, University will furnish IMG, at no cost to
IMG, social areas University’s athletic department controls and associated 
facilities necessary for at-event hospitality activities, including, but not limited to, 
restrooms, parking spaces and parking passes for catering vehicles and food 
storage/preparation areas.  IMG shall be responsible for all costs associated with 
at-event hospitality activities it conducts in and around these facilities, including 
staffing, catering and cleaning. 
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EXHIBIT G – RADIO NETWORK: PLAY-BY-PLAY, COACHES CALL-IN SHOW AND DAILY REPORT 

G.1.01 Description University owns or controls the right to broadcast its athletics-related 
radio transmissions on audio media including over a radio network as has been operated previously, the 
purpose of which is to promote University athletics through local, regional and national radio coverage of 
various athletic events and daily and/or weekly programs highlighting University athletics and/or featuring 
University coaches and/or other guests. 

G.2.01 Rights Licensed During the Term, University hereby grants IMG an exclusive 
license to, and IMG hereby agrees that it shall be obligated to: 

G.2.01.01 Broadcast, market, produce and distribute an audio-only broadcast account and
description of University athletic events, including any and all regular season, 
pre- and post-season games and spring practices (“Games”).  Such exclusivity 
ensures University will authorize no individual radio stations or other networks to 
broadcast live game reports, except as otherwise provided in this Exhibit G; it 
does not, however, prohibit or restrict the Conference television or radio partners’ 
broadcast of game coverage over audio-visual media, nor restrict ordinary post-
event press coverage.   

G.2.01.02 Provide game day audio coverage to any approved University-licensed television
broadcaster wishing to purchase (from IMG) such coverage. 

G.2.01.03 Broadcast, market, produce and distribute a weekly or daily shows or
programming related to University athletics, via audio-only broadcasts, as further 
described in this Exhibit, including without limitation coaches shows for the 
football and men’s basketball team coaches.  Such a show might include, but not 
be limited to, regular appearances by coaches, Athletic Director, players or staff.  
For each License Agreement Year, IMG will present a proposed plan for content, 
frequency and duration of the shows and programming described herein, which 
shall be subject to University Approval.  

G.2.02 Terms and Conditions

G.2.02.01 This license granted in this Exhibit applies only to audio-only broadcast (and not
television or any other visual medium) rights University owns and has the right to 
license. No images, pictures or video (including the use of still photography). 

G.2.02.02 IMG has the exclusive right to (i) sell all advertising within such broadcasts and
(ii) determine each advertisement’s respective length, subject to required
program formats.

G.2.02.03 IMG has the exclusive worldwide right to distribute (whether live or delayed,
whether original broadcast or a rebroadcast) these audio-only broadcasts via all 
current and future distribution forms (subject to those certain internet audio 
distribution rights retained by University, which, notwithstanding anything in this 
Agreement to the contrary, shall not be included in the Licensed Rights), which 
currently include national radio networks, such as Westwood One, direct satellite 
radio,  pay-to-listen service(s) and mobile applications.  IMG shall collect revenue 
from such broadcasts’ distributions and include it in its GCCR calculation. 

G.2.02.04 University may also grant radio broadcast rights to a radio station designated by
another participating team as such other participating team’s official broadcaster 
for athletic events. 
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G.3.01 IMG Obligations

G.3.01.01 IMG will assume responsibility to operate a radio network for University athletic
games and athletics programming (the “Radio Network”) and broadcast the 
aforementioned programming.  IMG will use commercially reasonable efforts to 
provide Radio Network coverage, on a live basis, of all of University’s football 
and men’s basketball games, in each case home and away games, throughout 
the State of Oregon and use good faith efforts to provide Radio Network 
coverage throughout the region and any other areas in which listener interest in 
University’s games exists.  IMG will provide Radio Network coverage, on a live 
basis, of all women’s basketball, and baseball games, in each case home and 
away games, and all post-season softball games. 

G.3.01.02 IMG will reimburse University, in an amount not to exceed  annually, 
with respect to all costs associated with the employment of Jerrold Smith (a/k/a 
“Jerry Allen”) (or any successor announcer employed by University).  Costs 
associated with the employment of Jerry Allen (or any successor announcer 
employed by University) shall include, but not be limited to, (1) wages and 
bonuses, (2) employee benefits such as insurance and retirement contributions, 
(3) taxes, and (4) reimbursed employee business expenses such as travel
expenses.  University will provide IMG with an invoice for such costs on an
annual basis.  The invoice will be provided on or before 30 days after University’s
fiscal year.  IMG will pay the invoice within 30 days of receipt.  IMG shall employ
and compensate all other radio network talent including play by play, color
analysts, engineers, and other necessary staffing.  IMG and University shall
mutually agree on all radio talent employed and utilized by IMG for University
event broadcasts. No person will serve as a broadcast crew member absent
University Approval.

G.3.01.03 IMG shall ensure the technical quality of the broadcast.

G.3.01.04 IMG’s game day broadcasts may include, but not be limited to:

G.3.01.04.01 Pre-game programming emphasizing University, which may 
include, among other options, a tailgate show (during football season 
only), starting line-ups and interviews with University’s players and 
coaches and (potentially) the opposing team’s coaches. 

G.3.01.04.02 Pre-recorded player interview features inserted at appropriate 
places in the game coverage to provide additional color. 

G.3.01.04.03 Halftime coverage will include a scoreboard show with particular 
focus on (i) universities/colleges of interest within Radio Network’s area 
and (ii) future University opponents. 

G.3.01.04.04 A post-game show including game highlights with taped replays, 
live locker-room interviews and scoreboard updates.   

G.3.01.05 Upon request, IMG will provide University one (1) unedited copy of each
broadcast. 

G.4.01 University Obligations

G.4.01.01 For all University athletic events at University Athletic Facilities, University will
provide IMG, at no cost to IMG, (i) broadcast booth space for all University 
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games (for football broadcast booth space will accommodate four broadcast crew 
members on the front row and three broadcast crew members for basketball), (ii) 
all University-owned equipment currently used for broadcast productions and (iii) 
a designated area, staging and sound system for pre-game football tailgate 
shows. 

G.4.01.02 University will cooperate with IMG, at no cost to IMG, in arranging all radio
programming appearances (whether pre-, regular-, post- or off-season) by its 
Athletic Director and head football, men’s basketball and any additional coaches.  

G.4.01.03 University shall be responsible for visiting team phone lines and any other home
site responsibilities mandated by the Conference, NCAA or other governing 
body, at University home athletic events. 

G.4.01.04 University will arrange regular appearances by the University Athletic Director,
head football coach, head men’s basketball coach, head women’s basketball 
coach, head baseball coach, either the football offensive or defensive 
coordinators and other coaches for the radio shows, as described in this Exhibit 
G.   

Payment for all such appearances, whether pre-season, regular season, post-
season or off-season, will be the responsibility of University. 

University shall make reasonable efforts to prohibit its coaches from participating 
in any related or competitive radio programs; provided, however, University 
retains the right to have coaches participate in (i) local radio appearances that 
are not regularly scheduled, not competitive with IMG’s radio programming set 
forth herein and non-compensated; and/or (ii) national radio appearances which 
benefit University and are not regularly scheduled.  

G.4.01.05 University shall not authorize any other entities not affiliated with the Radio
Network to broadcast on athletic facilities during game days of University athletic 
events, other than for post-game press conferences open to the media. 

G.4.01.06 University will, in furtherance of its efforts to promote itself and its programs,
publicize Radio Network by including programming schedule(s), affiliate lists and 
pertinent information in its regular press-release schedule. 
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EXHIBIT H – MISCELLANEOUS SPONSORSHIP OPPORTUNITIES 

H.1.01 Description University owns the right to sell advertising for miscellaneous items, 
which have primary purposes other than advertising, but, from time to time, which present sponsorship 
opportunities.   

H.2.01 Rights Licensed During the Term, University hereby grants IMG an exclusive 
license to solicit and sell sponsorship recognition for all such items, which are currently being utilized, and 
any others, which may be subsequently created and/or University approved. 

Such items include, but are not limited to: 

(a) Varsity athletics teams’ football schedule cards
(b) Varsity athletics teams’ posters
(c) Varsity athletics ticket backs/parking passes
(d) Varsity athletics teams’ roster cards and/or individual player cards
(e) Ticket mailer inserts (mutually agreed-upon)
(f) Athletics ticket envelopes
(g) Fan guides
(h) Media backdrops
(i) Kids club sponsorships (so long as the kids club is operated by the University

Athletic Department)
(j) Official (category exclusive) sponsorships
(k) University Athletic Facility pouring rights, as negotiated by the Parties
(l) Upon occasional request and only as pre-approved by University, inclusion in e-

mail blasts distributed by University to athletic department’s distribution lists
(m) Social media sponsorship and advertising (e.g., Facebook, Twitter, etc.) – Only in

the event University decides to commercialize its social media platforms, and
subject to any rights conferred to the NCAA, the Conference or any other
Conference agreements and/or regulations binding upon University as they have
been implemented and enforced across all member institutions.

(n) With respect to the first two License Agreement Years, the right to sell fifty
percent (50%) of the inventory on University’s official athletic department
website, consistent with the Parties’ practice in the 2015-2016 athletics
season.  All revenue generated by such advertising will be retained by IMG and
included in the calculation of GCCR.  For the remaining License Agreement
Years, if University is unable to provide the right to sell fifty percent (50%) of the
inventory on the University’s official athletics website to IMG in any License
Agreement Year, then the amount of Trade pursuant to Section 4.04 that IMG
may secure and retain for its own benefit and not include in the calculation of
GCCR in such License Agreement Year shall be increased by $100,000 (from
$150,000 to $250,000).  For purposes of clarification, if the IMG Trade amount is
increased pursuant to the immediately preceding sentence in any License
Agreement Year, then any Trade solicited and retained by IMG for its own benefit
in excess of $250,000 in such License Agreement Year shall be included in the
calculation of GCCR at a value mutually agreed upon by University and IMG,
pursuant to Section 4.04.  During any License Agreement Year in which IMG
receives the right to sell such inventory on University’s official athletic department
website, University shall assign its website traffic to IMG and agrees to sign the
applicable traffic assignment letter for the comScore service.

H.3.01 IMG Obligations

H.3.01.01 IMG is responsible for soliciting all promotional and sponsorship sales, 
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securing sponsorship copy and collecting all sponsorship receipts. 

H.4.01 University Obligations

H.4.01.01 University is responsible for all costs and arrangements incidental to the 
production and distribution of each miscellaneous advertising 
opportunity. 

H.4.01.02 University will be responsible for fulfilling IMG’s miscellaneous 
advertising commitments at University athletic events, provided that IMG 
has adequately advised University of all such commitments. 
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SCHEDULE 1.09 

List of authorized University representatives: 

1. Athletic Director
2. Deputy Athletic Director
3. Senior Associate Athletic Director
4. Assistant Athletic Director for Marketing & Sales

University may provide an updated list to IMG from time to time. 
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SCHEDULE 2.07 

Pre-existing agreements/commitments with respect to Licensed Rights: 

 MPVD and Wireless/Telecommunications categories: Conference rights pursuant to the Pac-
12/IMG Agreement

 Digital Rights: Conference rights pursuant to the Pac-12/IMG Agreement
 Video Rights: Conference rights pursuant to the Pac-12/IMG Agreement and Conference

governance
 Footwear/apparel: Nike
 Affinity Credit Card: University Alumni Association rights
 Fluid and Electrolyte Replacement/Hydration; Energy; Nourishment (defined below); Health

(defined below); and Enhanced Hydration/Waters Categories: Gatorade, subject to IMG’s rights
with respect to the Protein Product sub-category solely for IMG’s existing agreement, and any
renewals or extensions thereof, with Cytosport (Muscle Milk)

o “Nourishment” shall be defined as all beverage, smoothie, powder, bar, confectionary,
chew, gel, tablet, strip, concentrate and/or syrup that provide nutrition to the body through
ingredients like carbohydrates, vitamins, or protein that compete with Gatorade Nutrition
Shake, or Gatorade Nutrition Bar, including, but not limited to, Boost®, GO!® EAS®
Myoplex® Sport, PowerBar® Performance, and Snickers Marathon®; but not including
milk or dairy products so long as milk and dairy products are not promoted as a beverage
used by University athletes to aid in their athletic performance.

o “Health” shall be defined as all beverage, smoothie, powder, bar, confectionary, chew,
gel, tablet, strip, concentrate and/or syrup that aid in maintaining or improving healthy
muscles, joints, and bones through ingredients like carbohydrates, protein, vitamins,
antioxidants, glucosamine, and glutamine; but not including milk and dairy products, so
long as branded milk and dairy products are not promoted as a beverage used by
University athletes to aid in their performance.
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SCHEDULE 2.11 

Advertising restrictions/prohibitions: 

 Wireless/Telecommunications and MPVD categories (which are subject to the Pac-12/IMG
Agreement)

 Footwear/apparel category (Nike)
 Liquor category (except for wine and malt beverage, which are permitted): Any advertising or

sponsorship involving alcohol must be mutually-agreed upon by University and IMG
 Casino/Gaming Category: Any advertising or sponsorship involving casinos or gaming must be

mutually agreed-upon by University and IMG
 Affinity credit card category (Owned by University Alumni Association)
 Fluid and Electrolyte Replacement/Hydration; Energy; Nourishment; Health; and Enhanced

Hydration/Waters Categories (Gatorade subject to exception for recovery/protein product sub-
category for IMG’s existing agreement, and any renewals or extensions thereof, with Cytosport
(Muscle Milk)

 Feminine hygiene
 Male/sexual enhancements
 Adult entertainment
 Escort services
 Tobacco
 Illegal activities
 Any other NCAA or Conference restrictions/prohibitions
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SCHEDULE F.1.01 

[Attach PDF illustrations of Mallard Park and Mo Center Maps] 
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Agenda Item #5 

COVID-19 Planning 

Given the evolving nature of this planning effort, there are no 
specific materials provided in this packet. Regular updates and 
FAQs are available at: https://www.uoregon.edu/coronavirus. 

Slides will be provided as a supplement to this packet at the time 
of the meeting to ensure they are as current as possible. 
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