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S po rts The corporate world continues to

= find the football industry attractive
S o n so rs h I B from a sponsorship perspective,
p B as away to gain greater visibility

- and also to broaden the reach of its

G ettl n w h at own brands. As well as using major
competitions like the FIFA World

9 Cup and the UEFA Champions

yo u pay fo r n League, both high-profile media

events, brands are increasingly
drawn towards the sport’s upper

bracket, a group of clubs that have
assumed global status.

o

The leading football club brands
i appear to have little difficulty in
securing sponsorship from major
corporates. Brands are relatively
loyal to clubs although some do
not seem to derive significant value
k from their relationships.

£

Bryn Anderson : :
Director, Furthermore, shirt sponsors in

Brand Finance some leagues are now sharing the
space, with a recently-added area
of sleeve advertising. For example,
Arsenal’s shirt sponsor is Emirates,
while its sleeve sponsor is Rwanda.
Sleeve sponsorship opens up
another revenue stream, but it is
not widely prevalent as yet. The
English Premier and Germany’s
Bundesliga are the front-runners in
introducing this opportunity.
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Putting value
on a shirt

Football sponsorship brings benefits to brands eager to break into new
markets. This may result in some corporates being very generous in order to
accelerate their expansion programmes. There is little doubt, however, that a
blanket approach to sponsorship can quickly raise awareness of the
corporate name. One example is Gazprom, the Russian energy company that
has not only entered into the shirt sponsorship market, but their association
with the UEFA Champions League — notably their graphic TV advertising —
has made them something of a household name across Europe.

Football 50 Shirt Sponsors by Industry Football 50 Shirt Sponsors by Region

Financial Services

Airline

Automotive

Internet

(3}
N

Telecoms

Insurance ﬂ 2
Online Trading m 1
Chemicals m 1

Other 14

mi

6 Middle East

Japan

W

Germany

us

(<))

UK

v
Russia E 1

rl 2

Other m 3

(o)

Italy |

Value (EUR m) @ Frequency ® Value (EUR m) @ Frequency

Similarly, Emirates, the world’s fourth largest airline, has entered into a
number of sponsorships, including shirts and stadium rights in a bid to
become closely linked with the world’s leading football clubs.

But are brands such as Emirates really achieving value for money from
their sponsorship agreements? Research by Brand Finance suggests there
is low correlation between sponsorship amounts and the fan recall rate of
the sponsors themselves. In other words, buying into this field does not
guarantee instant success.

Given Emirates sponsors the shirts of Real Madrid, Arsenal, and Paris Saint-
Germain, there is an argument to suggest they could be overspending on
shirt sponsorship (€139 million for three top 10 football brands) versus the
value of some of their clubs. However, the brand recall rate of Emirates
implies they are gaining strong enough visibility thanks to their patronage of
some of Europe’s most coveted football brands. Interestingly, the Emirates
recall rate (source: Brand Finance) differs among its clubs — with Real Madrid
it is 48% while Paris Saint-Germain and Arsenal are both around 39%.
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Overall, Emirates has the best sponsor recall rate in the Spanish market
through its partnership with Real Madrid. As well as the aforementioned
clubs, Emirates also sponsors Hamburg (Germany), AC Milan (ltaly), Benfica
(Portugal), Olympiacos (Greece), and New York Cosmos (USA).

Favourite shirts

Barcelona surprised many people with their shirt sponsorship deal agreed
with Japan’s Rakuten, but the agreement, totalling €55 million per season,
was one of the most lucrative in football. Rakuten, which was relatively
unknown at the time, has benefitted from the relationship with Barcelona,
evidenced by the shirt sponsor recall rate of 50% being one of the highest
among the top brands.

Brand Value vs Sponsorship Amount - Premier League

Manchester United FC

[ ]

ChelseaFC
Arsenal FC
West
Bromwich S 4
Al
plon Tottenham Hotspur FC
[ )
Huddersfield Town
2
Southamplon FC Everton FC . Manchester City FC
Crystal Palace Liverpool FC

Burnley

Stoke City FC

Bournemouth FC - \n/atford Leicester City

Newcastle United FC

West Ham United FC

Brighton & Hove Albion FC

Manchester United’s long-standing relationship with Chevrolet, at
€58 million, is the second most lucrative shirt sponsorship deal,
yielding a 40% recall rate for the sponsor - the best recorded rate for
the club’s sponsors. From the US automotive brand’s perspective,
the agreement looks less attractive in view of United’s brand value
declining since 2018.

Manchester United is the Premier League club most often perceived

as having a rich heritage and history, as shown in Brand Finance 2019
research, coming behind only the top Spanish clubs and Bayern Munich.
These factors are the driving force behind the rewarding partnerships that
the brand attracts — at first look Chevrolet seems an unusual sponsor,
considering its target markets compared to the markets that Manchester
United gives access to — but it is the associations with globally recognised
heritage that makes the sponsorship worthwhile.

The role that shirt sponsorships can play for commercial brands is
limited, as beyond raising awareness levels the brand positioning
cannot be conveyed beyond the choice of club to associate with.
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This makes partnering with a club that shares the desired perceptions
extremely important, in order to capitalise on activation opportunities
that present and position the partner brand in the most effective way.

Etihad, the sponsor of United’s neighbours, Manchester City, has a
number of touch points that obviously assist brand recognition. Etihad
is the shirt sponsor, a modest annual amount of cash compared to

its peer group (€39m), but also has the stadium naming rights. In
addition, the complex that includes the stadium has a dedicated tram
stop, Etihad Campus, that also raises awareness of the brand. This

all suggests that Etihad’s recall rate (46%) is producing considerable
value from their shirt sponsorship of Manchester City and in normal
circumstances, the club could leverage this for a more lucrative deal.

Other clubs, such as Paris Saint-Germain, Liverpool, and Bayern Munich
could arguably point to healthy recall rates for their shirt sponsors as a
way to seek enhanced deals, either with existing or alternative providers.
On the other hand, some sponsors, who have paid high sums for shirt
sponsorship, are yet to see the benefit of brand recall. This scenario
applies to Yokohama (Chelsea) and AIA (Tottenham) with rates of 30%
and 33% respectively.

Bets are on

The football industry’s appeal has certainly caught the imagination of
gambling brands, particularly in the English Premier League where 45% of
shirt sponsors are betting entities, casinos or other forms of gambling.
Gambling and football have long been related although there is a school
of thought that the sport is over-saturated with link-ups with the sector.

Gambling is an area that is very liquid, appeals to the football
demographic and has expanded considerably due to the growth of online
offerings and new technologies.

Financial services account for 20% of shirt sponsors in the Premier
League and Airlines and Automotives 10% apiece. Interestingly,
Germany’s Bundesliga has not followed the same path and has a broad
range of shirt sponsors.

Kit managers

Kit sponsorship remains heavily dominated by Adidas and Nike, particularly
among the top clubs, whose deals range from Real Madrid’s €110 million
agreement to Paris Saint-Germain’s €19 million. The leading manufacturers
spend over €600 million on kit sponsorship, with Adidas and Nike spending
almost identical amounts and accounting for over €450 million of that total.

Real’s kit sponsors, Adidas, benefit from the best brand recall of 51%,
considerably ahead of Barcelona’s €39 million deal with Nike. Paris Saint-
Germain may have the lowest kit deal, but the French club can point to a
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Kit Sponsor Ranking - Brand Strength Kit Sponsor Ranking - Recall Rate
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34% recall rate for Nike. This gives PSG a strong basis for negotiation for
an improved kit deal, especially as the club’s brand grew by 21% in the
past year. Bayern Munich and Tottenham Hotspur could also argue that
their kit deals with Adidas and Nike are in need of revision as their brand
values have risen by 13% and 19% respectively.

Manchester City have one of the best kit deals with €72 million from Puma,
but their recall rate is currently a very disappointing 8%. This is largely due
to the Puma agreement being recently agreed and therefore the brand
awareness is still low. Puma, in fact, fares relatively poorly compared to
Adidas and Nike despite having more Premier League brands than any
other provider; this new sponsorship could signal an update in strategy as
they pay a premium in an attempt to associate with the very best teams.

As Puma switch to Manchester City, Adidas take over their sponsorship of
Arsenal. Kit sponsors in the Premier League change more frequently than in
Spain and Germany, reflecting the changing dominant forces in the league. In
contrast, Barcelona and Real Madrid have been consistent for over 20 years
and Bayern Munich’s loyal partnership with Adidas is now into its 45th year.

Appeal sustained

With match attendances high in the leading football leagues, most
notably the Premier League and Bundesliga, and broadcast coverage at
an all-time high, sponsors will undoubtedly continue to seek
opportunities in big-time football. Indeed, clubs themselves are
constantly seeking new ways to monetise the broad appeal of the
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Recall Decay for past Shirt Sponsor
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game. While some sceptics might argue that football is a bubble waiting
to burst, there is no apparent sign of a cooling of commercial and
consumer appetite. If there is a word of caution, it should be that the
global economy, a decade after the financial crisis, by historical
standards is due for a downturn. With football increasingly reliant on
income streams that are predominantly the output of discretionary
spending, the effect of another downturn cannot be underestimated.

Sponsorship is no different from any other form of marketing expenditure - it
requires clear and concise evaluation against its aims to justify its existence.
Sponsorship evaluation can be used to assist brand owners either to
investigate the use of sponsorship properties as a marketing tool or to
assess the current effectiveness of an existing sponsorship programme.

The Club Has a Rich Heritage & History
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Consulting and
Evaluation Services.

1. Valuation: What are my intangible assets worth?

Valuations may be conducted for technical purposes and to set a baseline

2. Analytics: How can
| improve marketing

+ Trademark Valuation

+ Brand Contribution

+ Intangible Asset Valuation

against which potential strategic brand scenarios can be evaluated.

+ Branded Business Valuation

Brand

Business

4. Transactions:

Is it a good deal?
Can | leverage my
intangible assets?

Transaction services help
branded
businesses get a better deal

intangibles.

+ M&A Due Diligence

+ Franchising & Licensing
+ Tax & Transfer Pricing

+ Expert Witness

buyers, sellers, and owners of

by leveraging the value of their

effectiveness?

Analytical services help to

uncover drivers of demand and
insights. Identifying the factors
which drive consumer behaviour

allows an understanding of

how brands create bottom-line

impact.

Market Research Analytics +
Return on Marketing
Investment +

Brand Audits +

Brand Scorecard Tracking +

3.

Strategy: How can |
increase the value

of my branded business?

Strategic marketing services enable brands to be leveraged to grow
businesses. Scenario modelling will identify the best opportunities, ensuring
resources are allocated to those activities which have the most impact on

brand and business value.

Brand Governance +

Brand Architecture & Portfolio Management +

Brand Transition +

Brand Positioning & Extension +

)

MARKETING

We help marketers to
connect their brands to
business performance by
evaluating the return on
investment (ROI) of brand-
based decisions and
strategies.

FINANCE

We provide financiers and
auditors with an
independent assessment on
all forms of brand and
intangible asset valuations.

%

TAX

We help brand owners and
fiscal authorities to
understand the implications
of different tax, transfer
pricing, and brand
ownership arrangements.

P N

LEGAL

We help clients to enforce
and exploit their intellectual
property rights by providing
independent expert advice
in- and outside of the
courtroom.
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About Brand Finance.

Brand Finance is the world’s leading independent
brand valuation consultancy.

Brand Finance was set up in 1996 with the aim of ‘bridging the gap between marketing
and finance’. For more than 20 years, we have helped companies and organisations of

all types to connect their brands to the bottom line.

We pride ourselves on four key strengths:

4+ Independence
4+ Technical Credibility

4+ Transparency
4+ Expertise

We put thousands of the world’s biggest brands to the test every year, evaluating
which are the strongest and most valuable.

Brand Finance helped craft the internationally recognised standard on Brand
Valuation — ISO 10668, and the recently approved standard on Brand Evaluation —

ISO 20671.

Get in Touch.

For further information on our services and valuation experience,
please contact your local representative:

For business enquiries,
please contact:

Bryn Anderson

Director
b.anderson@brandfinance.com
For media enquiries,
please contact:

Konrad Jagodzinski
Communications Director
k.jagodzinski@brandfinance.com

For all other enquiries,
please contact:
enquiries@brandfinance.com
+44 (0)207 389 9400

Follow our social channels:

linkedin.com/company/brand-finance jn

facebook.com/brandfinance = §

twitter.com/brandfinance s

Market Contact Email Telephone
Asia Pacific Samir Dixit s.dixit@brandfinance.com +65 906 98 651
Australia Mark Crowe m.crowe@brandfinance.com +61 282 498 320
Canada Charles Scarlett-Smith c.scarlett-smith@brandfinance.com +1514 991 5101
Caribbean Nigel Cooper n.cooper@brandfinance.com +1 876 825 6598
China Scott Chen s.chen@brandfinance.com +86 186 0118 8821
East Africa Jawad Jaffer j.jaffer@brandfinance.com +254 204 440 053
France Bertrand Chovet b.chovet@brandfinance.com +33 6 86 63 46 44
Germany Holger Muehlbauer h.muehlbauer@brandfinance.com +49 151 54 749 834
India Savio D’Souza s.dsouza@brandfinance.com +44 207 389 9400
Indonesia Jimmy Halim j-halim@brandfinance.com +62 215 3678 064
Ireland Simon Haigh s.haigh@brandfinance.com +353 087 669 5881
Italy Massimo Pizzo m.pizzo@brandfinance.com +39 02 303 125 105
NETE] Jun Tanaka j.tanaka@brandfinance.com +8190 7116 1881
Mexico & LatAm Laurence Newell l.newell@brandfinance.com +52 1559 197 1925
Middle East Andrew Campbell a.campbell@brandfinance.com +971 508 113 341
Nigeria Tunde Odumeru t.odumeru@brandfinance.com +234 012911 988
Romania Mihai Bogdan m.bogdan@brandfinance.com +40 728 702 705
South Africa Jeremy Sampson j-sampson@brandfinance.com +27 82 885 7300
Spain Teresa de Lemus t.delemus@brandfinance.com +34 654 481 043
Sri Lanka Ruchi Gunewardene r.gunewardene@brandfinance.com +94 114 941670
Turkey Muhterem ligtiner m.ilguner@brandfinance.com +90 216 352 67 29
UK Richard Haigh rd.haigh@brandfinance.com +44 207 389 9400
USA Laurence Newell l.newell@brandfinance.com +1917 794 3249
Vietnam Lai Tien Manh m.lai@brandfinance.com +84 90 259 82 28
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