PLANNING STRATEGY MONITORING SPORT<>MARKT

European Football Merchandising Report
2008

November 2008

B MARKETING

Expertise by SPORT+MARKT and PR Marketing

Your contact persons: Andreas Ullmann | Dr. Peter Rohimann



© SPORT+MARKT AG 2008

1.1.
1.2.
1.3.

2.1
2.2.
2.3.
2.3.1.
2.3.2.
2.3.3.

3.1
3.2,
3.3.
3.4.
3.5.

4.1,
4.2,
4.3.

Introduction

Merchandising at the focus of sport business an d market research

Differentiation and process of investigation
Study design

The football merchandising market in Europe

Business and sales structures in club merchand ising
Financial data of clubs in European football

European football merchandising

Market volume in club merchandising in European football
League-specific sales analysis

Jersey sales figures of clubs

Consumer behaviour of fans

Fan profiles in merchandising

Merchandise ownership of European football fans
Spending on merchandise

Favourite merchandise items

Preferred purchase locations

Factors for success and potential in football mer  chandising

Impact factors in the merchandise business
Indicators of success in football merchandising
Merchandising benchmarks

Future focuses and developments in football merch andising

B MARKETING Page 2

SPORT <> MARKT



© SPORT+MARKT AG 2008

1. Introduction

1.1. Merchandising at the focus of sport businessa  nd market research

Merchandising, which was regarded as a novel sideline at the beginning of the 1990s,
has developed into a significant financial tool in the communications policy of clubs,
as well as becoming an important component in brand management, competitive
positioning and customer loyalty.

The concept for the “European Football Merchandising Report” stems from the lack of
transparency on the market and reliable market data on the merchandise business
often complained of in sport licensing.
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In brief terms, merchandising is the marketing of sports brand rights in downstream
fields of business and has developed into an important source of income for
associations and clubs. Primarily, it includes the sum of all activities in the creation,
manufacture and sale of merchandise.

A significant objective of the study is to generate clarity in the previously confusing
landscape of market data, participants, structures and revenue in sport
merchandising as well as to demonstrate comparisons and potential for growth.
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