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BRANDING E O FUTEBOL.

MARCAS, ASSIM COMO CLUBES, SAO CAPAZES DE DESPERTAR PAIXAO
E FIDELIDADE. E CLUBES, ASSIM COMO MARCAS, DEMANDAM GERENCIAMENTO
E VISAO ESTRATEGICA.

Hoje, o esporte é muito mais do que entretenimento ou superacao. E também um
negécio que, bem administrado, é rentavel para todos os envolvidos.

Nesta edicado, o Férum aborda o tema “Branding e Futebol”, mostrando a
importancia de se ver o futebol como negécio e os clubes como marcas.
Gostariamos de agradecer nosso convidado, Ricardo Jorge Hinrichsen, VP de
marketing do Clube de Regatas do Flamengo e nossa anfitria, a Alpargatas,
empresa que investe estrategicamente no esporte.

Os artigos e textos selecionados para este Férum tratam de temas que envolvem
esporte e construcao de marca.

Primeiro apresentaremos o case do Manchester United, um dos mais populares e
tradicionais clubes ingleses. O case nos mostra que, para ser bem administrado,
um clube deve ser tratado como uma empresa. Foi assim que o Manchester criou
novos parametros para o sucesso financeiro no futebol e hoje € uma das mais bem
sucedidas marcas de esporte do mundo.

Em segquida, apresentaremos um paper sobre um clube nacional: o Flamengo. O
texto desmente alguns mitos sobre o time e traca um panorama do universo de
marcas de futebol no Brasil. Explica porque um clube deve ser tratado como marca
e quais sao os critérios possiveis para se avaliar os retornos de investimento.

Para fechar, o artigo “Will China’s Brand Medal in the Olympics?” nos mostra

a forca da marca das Olimpiadas (“os anéis sagrados”), tdo antiga quanto
representativa: ha geracdes, significa convivéncia pacifica, harmonia e celebracao
da vida através do esporte. Nesse contexto, serd que a China esta preparada para
construir uma estratégia de marca eficaz como nacao?

Nao deixe esse conhecimento parar por aqui. Leia e passe essas idéias e
informacodes as pessoas que estdo ligadas a vocé.

Até 0 nosso proximo Férum de Branding.

Ana Couto.
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Manchester United: What's the value of this
world-wide brand?

This case was written by Antonio S. Mello, Lourenco Sampaio e Mello and Rasti Martos at the University
of Wisconsin - Madison as a basis for class discussion. Copyright © 2006 by Antonio S. Mello. All rights
reserved. To request permission to use and reproduce materials, e-mail to amellodbus.wisc.edu.

Introduction

Manchester United has set the standard for financial success in world football. At a
time where money plays a pivotal role in athletic success for football clubs, due to the
sky rocketing player wages and spiraling transfer prices, the way a club manages its
finances will determine how successful a club is on many levels. A key ingredient of
a successful strategy in modern soccer rests on the ability to structure the club as

a company that sees itself as a content provider. How did Manchester United strive
above other soccer clubs in the world to become one of the world’s most successful
sporting brands? And what is the value of the Manchester United brand?

The Roots of Manchester United

Manchester United ("ManUnited” as the fans like to call it) was founded in 1878 by
workers of the Lancashire railway company. At the beginning, the club struggled to
survive, and in 1902 it nearly went bankrupt, and had to be saved by a last minute
intervention of a local businessman that kept the club alive. The history of the club

is full of successes, especially in the 1950’s, the 1960’s and the 1990’s, but also of
moments of doubt and failure. Today, the club remains the best-supported club in
England. Its venue, Old Trafford, comfortably seats nearly 70,000 people. The stadium,
which has been renovated and modernized in the 1990’s, is a symbol for a football
club and none is better than Old Trafford, also known as the “Theatre of Dreams”. This
name was given by perhaps the greatest player who ever wore the Manchester United
uniform, Sir Bobby Charlton. The new stadium was part of the whole remodeling
experienced by the club during the 1990s. When Alex Ferguson took over as manager
of the team in 1986, he began a new era for Manchester United. He took the club back
up to the British First Division and won the inaugural season of the Premier League
in 1993. Since Ferguson’s takeover, ManUnited has had much success on the field,
becoming the most respected club in England and maybe even the world.

Origins of the Profit

The turnover that Manchester United makes does not only come from matchday
earnings from Old Trafford or from the media, it also comes from a great amount of
commercial activities and from sponsors. From 1993 to 2003, Manchester United's
revenue increased from £25.2 million and £4.2 million pre-tax profit to a staggering
£173 million and £39.3 million of pre-tax profit. Most of this turnover comes from
matchday, which represents earnings of 41%, as opposed to the 32% of media and
27% of commercials. Since 41% of the earnings come from match day receipts, it
illustrates that success on the field is vital to keep the fans interested. Old Trafford
fills up regularly, but it makes it much easier for the fans to stay interested if the

Manchester United: What's the value of this world-wide brand?
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club is performing well on the playing pitch. Especially important to the club are
the Champions League games, where not only each game is important due to the
nature of the competition, which includes the best clubs across Europe, but also
because the tickets are more expensive and the prizes are high.

Playing well in Europe is also critical to promote the name of the club cross
borders. Manchester United saw a 20 per cent drop in operating profit from £58.3m
to £46m for the 11 months to 30 June 2005 from 2004. Group turnover fell from
£169m to £157.2m, and pre-tax profits fell from £28m to £10.7m. Media revenues
fell with the club’s share of Champions League television money falling by £7.7m
and BSkyB revenue falling by £7.5m. Financial results are unlikely to improve this
season after the club failed to make the knockout stage of the Champions’ League.
However, Chief Executive David Gill does not predict profits over £50m in 2005.

Commercial

Manchester United is considered to be one of the strongest clubs in terms of
sponsorship revenues, with shirt manufacturer and shirt sponsorship being the lead
sponsors . Vodafone's shirt sponsorship, which is finishing at the end of the 2006
season, is currently worth £9.4m per annum. On April 6, 2006, Man United sealed the
biggest shirt sponsorship deal in the English football when it signed a B56.5 ($98)
million four-year contract with American International Group [AIG), a US insurance
company. The deal is seen as key to United as they look to bolster their squad to help
them challenge for domestic and European honors.

In 2002, Nike displaced the U.K.'s Umbro as United’s uniforms manufacturer sponsor
and merchandising partner. This record-breaking 13 year deal worth as much as £303
million requires the club to stay in the Premier League and in some form of European
competition, preferably the UEFA Champions League. Nike has taken complete
control of Manchester United's merchandizing arm which is performance related.
The thirteen year contract has a break clause that could be invoked at the end of the
2007-08 season if Manchester United fails to qualify for the Champions League. The
contract is the largest commercial one that United has and accounts for 12 per cent
of the club’s turnover. Platinum sponsors including PepsiCo and Anheuser-Busch pay
the club up to £1 million per year for four years. United has also worked with PepsiCo
on joint promotions in Southeast Asia, and with Anheuser-Busch, whose Budweiser
has replaced Carling as the club’s official beer. These key sponsors not only get to

be exclusive providers to Manchester United within its stadium, but hope to leverage
the value of the Manchester United brand with its fan base. The current platinum
sponsors are: Vodafone, Nike, Centaury Radio (a Manchester radio station), Budweiser,
Ladbrooks (a British betting company), Fuji Film (a imaging companyl, Pepsi, Schick
(@ male grooming company), Audi and Air Asia. ManUnited operates a museum on
the premises of Old Trafford since 1986. During the last fiscal year, the museum was
visited by thousands of people who paid D9.50 (adult), 6.50 (discount), or D27 (family
ticket] for the visit and tour of the stadium?. In addition, Manchester United operates
its ManUnited Soccer Schools in the United Kingdom and worldwide. It plans to run 39
2-day camps in various locations across UK. The club charges D29 or D49 fora 1 or 2
days, respectively. ManUnited will hold four team, two goalkeepers, and one girls-only
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residential camp in 2006. The cost of these training camps ranges between B399 and
D495 per player. Also, ManUnited Soccer Schools conducted its first camp tour of the
United States in 2004. It attracted over 600 youngsters to attend its training camps.
The soccer schools may not only help in popularizing ManUnited worldwide, but also
generate an additional source of revenue for the club. Finally, as can be seen in, shirt
sponsorship rights are an important means of generating commercial revenue.

Manchester United Overseas Manchester United has enjoyed much sportive success
in Europe, but its largest marketing brand success has come overseas in Asia,
Australia and most recently North America. Football, as a sport, is growing rapidly

in these markets, and Manchester United made a serious effort to spread its brand
all over the world. YankeeNets is a company that owns professional sports teams in
the United States that owns the New York Yankees, New Jersey Devils and the New
Jersey Nets. In 2001, YankeeNets and Manchester United agreed to market their
respective products in the opposite continents. This meant that wherever the Yankees
sold their products, they would sell the popular Manchester United replica kit. In turn,
Manchester United would aid the New York Yankees in selling the American products.
The resources of YankeeNets, and particularly the popularity and regular success of
the New York Yankees, should ensure that Manchester United will soon have a much
stronger presence in North America. Moreover, YankeeNets will open up football
camps for Manchester United when the team comes to the United States during their
summer training. There was some speculation whether this was beneficial to the
Manchester club, but the sales of Manchester United products in North America has
been steady on the positive side. Manchester United realizes more revenue from fans
in Asia [£16.6) than in the United Kingdom and Ireland (£11.1). Approximately 90%

of the merchandising business comes out of the United Kingdom. This just shows
that there is a lot of room for branding elsewhere other than the United Kingdom.
Manchester United took advantage of this marketing potential and decided to do their
pre-season tours in Asia along with other European giants such as Real Madrid and
Barcelona. Another example of the impact of international tours can be seen with
Spanish giant Real Madrid who has also increased revenues over the past five years
from international tours, particularly to Asia. In 2004/05, revenue from international
tours and friendly matches totaled B22.9m (£15.5m), driven mainly by a pre-season
tour to China, Japan and Thailand.

Long Term Process

Alex Ferguson was hired as the manager of Manchester United in 1986, when the
club was going through a sportive crisis. One of the first things Ferguson did was

to set up a youth academy to develop the best young players in the UK. Although
this academy has not been cheap for Manchester United (£10 million in 2004), it
has certainly paid off. Players such as Ryan Giggs, Phil Neville, Gary Neville, David
Beckham, Nicky Butt and Paul Scholes were all fruit of this creative and intelligent
system. All of these players came through the academy and played together since a
very young age. In addition, they all reached the first team at around the same time,
which made it much easier for Alex Ferguson to work with due to their familiarity
of playing together. The youth academy paid off with on-field success such as five
league titles between 1993 and 2003 as well as the 1999 UEFA Champions League.
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Winning these competitions was very important on many levels. Not only did the
club win a considerable amount of money directly for winning these titles, but

it also gained popularity in the UK, all of Europe and the rest of the world. With

this generation of players Manchester United was able to turn itself into the most
popular club in the entire world during the 1990’s. The on-field success has been
imperative to a huge cash injection in the clubs funds, and its off-field effects

were also noticeable. All these players had proven themselves in one of the most
competitive leagues in the world (the Premier League), which inflated their value
significantly. With new generations of players already lined up coming from the
academy, some of the players from the first generation were ready to be sold for

a healthy amount of money. This caused Manchester United to earn more money
over recent years, and hopefully with new generations of players for more decades
to come. In addition to the players that came from its youth academy, ManUnited
also has big name signings (Van Nisteltroy, Wayne Rooney, Cristiano Ronaldo).

In 2004, Manchester United invested £57.3m in acquiring players, with Wayne
Rooney accounting for £27million of this. This amount was up from £28.7m in 2003.
Currently, the club has a total wage bill of B77m. Additional financial information is
available in Exhibits 1 and 2.

“One United”

Manchester United is one of the best-supported clubs in the world with an
estimated 50 million fans from the entire world. Although Old Trafford is one of the
biggest venues for any sporting team, it still can only hold a small portion of the
Manchester United fans. In 2003, “One United” was designed so that the 40 million
fans that cannot make it to Old Trafford on a regular basis were as committed and
involved as the ones who can. It is a program developed by Manchester United that
allows anyone who desires to become a Manchester United official fan to do so

by becoming a “One United” member through the internet. This has been a huge
financial development for Manchester United, because it allows the fans that are
not directly in contact with the club to generate additional revenue for Manchester
United. To become a member, an adult person has to pay D26 while a youth
membership costs D16 per seasonb. Six months after its opening, “One United”
already had around 125,000 members injecting money into Manchester United.

Manchester United in the Stock Market: The Glazer Effect

Malcolm Glazer, an American tycoon who owns the Tampa Bay Buccaneer American
football franchise, took charge of Manchester United in 2005 when he bought 75.7%
of the club shares in a takeover offer. According to the bylaws of the club, Glazer
needed at least 75% of the equity capital to be considered the owner of Manchester
United. In May 2005 when he had 74.2% and bought 1.5% more shares to get to
where it stands today. Many Manchester United fans deeply resent the fact that
Malcolm Glazer is the new owner, because they believe he is only interested in
leveraging the business side of Manchester United, instead of focusing on both the
legend and the football aspects of the club. This is because Glazer has never had
any contact with the sport, and is totally ignorant about Manchester United’ fans
deep feelings for the club and its history. To many, this can be very detrimental to
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the club, because Glazer has leveraged the acquisition to the top, which could drive
the club into bankruptcy, and his only interests are in the return from the venture.

Different Approaches to Branding

Manchester United takes the approach that the club’s brand name is bigger

than any one individual player. In this regard Manchester United is taking a more
traditional approach to leveraging its brand than Real Madrid or Chelsea. The
advantage of this approach is that it ensures that the manager can select the

best team without having to be concerned about merchandising/commercial
ramifications from fans following a particular star player. Thus, Manchester United
can continue to thrive when players are sold. This brand management approach
will work as long as a club is successful on the pitch, but is difficult to sustain in the
long term if a club fails to achieve top performances.

Real Madrid has decided to focus on recruiting players, such as Beckham, Zidane,
Figo and Ronaldo, emphasizing the marketing of individual players and hoping

that this will impact on the overall brand of the club. This has been a catalyst for
substantial growth in merchandising and licensing revenues from Real's worldwide
fan base. The strategy has helped in both 2004 and 2005 with pre-season tours

of Asia, generating nearly Bémillion per annum, building its support base and
receiving lucrative appearance fees for matches in China, Japan and Thailand.

The Madrid approach has been to reduce its debt, attract big name signings

and treat football as content - through international licensing, image rights and
merchandising and sponsorship deals. The approach as been criticized by some
Spanish media, as Santiago Segurola said “Its player focus is the product of a
commercial idea that has relegated the actual sport to a secondary role. Real
Madrid spends enormous sums of money signing up stars, but they do not make a
team. They are, rather, a disappointing mosaic, with some players in their twilight
years and others included solely for their commercial appeal”. As an example of
the careful management of individual players branding, the announcement of the
signing of David Beckham for B35m from Manchester United was timed so that it
would make the primetime broadcast news in Asia, a place where Beckham is very
popular. On that day Real Madrid sold over 8,000 Beckham tee-shirts at D62-D68.
The obvious downsides to this approach is the difficulty of managing a locker room
full of prima donas, and how to dispose of financially lucrative players when they are
not performing on the pitch. Sport Markt, a German consulting company, estimates
that Madrid has 258 million fans world wide, which has allowed it to enter into
multiple content distribution deals and the opportunity to leverage its brand globally.

Should Manchester United continue to have seasons similar to the last couple of

years, and it risks that fans lose interests in the club, especially foreign followers. Fans

in Shanghai are not necessarily aware that Manchester is an English city and their
attachment to the club is based on its ongoing success. The consultancy FutureBrand has
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estimated that 30 per cent of non-European supporters follow a team because of certain
players and the excitement of watching them playing together at high level competitions.
United’'s money-raising tour of the Far East in the summer of 2004 was played out to
surprisingly small crowds. Manchester United officially ceased to be the world’s richest
club, after eight years on top, when Real Madrid reported its annual income had risen to
D275.7m, driven largely by income from sponsors and merchandise.

Competition

Manchester United faces competition from a handful of other domestic clubs

and large international clubs. Domestically, there are a few clubs who vie for new
supporters, generally children, who will base loyalties on location or club success and
will remain supporting the club for life. International supporters are more likely to
support Manchester United based on its success and thus it not only competes with
English clubs in this regard, but also with some of the best known European clubs.

Key Financial Trends

Since Deloitte’s first report on European football in 1996/97, the consultancy has
reported that the collective revenues of the Top 20 clubs have risen from B1.2 billion
to over B3.1 billion in 2004/05. Deloitte believes that an important factor to remain

a strong club is a club’s long-term staying power - showing not just the ability to
remain in the money list itself, but to maintain a consistently high position. This can
only be done if a club consistently remains in close to the top of its domestic league
and performs in the Champions League.

Overlook — Manchester United Going Forward

Manchester United is one of the few clubs that has embodied the future of football
clubs due to its financial power. The question is: ‘how has ManUnited set the
standard for every other team in the world, when 15 years ago the club was not
even in the Premier League? The answer is great management, and the constant
insertion of cash from different origins in the club’s money account.

e The original money injection made by the owner of the club.

e Manchester United flotation in the stock market, broadening the source of funds.
e The sportive success, both in Premier League and in UEFA Champions League,
led by the academy of youth built by Alex Ferguson.

* The strategy of spreading of the Manchester United brand all over the world to
North American, Australian, and especially Asian markets.

e Sponsorships competing to represent Manchester United and commercials buying
and using the Manchester United brand.

¢ “One United” club membership program for the involvement of fans from all over

the world.
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e Money from television broadcasting by BSkyB.

e The sale of players after inflating their value from playing for a first rated team.
e Match day receipts and the constant expansion of Old Trafford.

e Manchester United Television, a growing TV network specifically designed to
keep fans interested in the football club at all times.

All of the above are some of the ways that Manchester United is allowing itself to
become one of the most powerful and famous brand name in all of sports. Using
these correct and effective management techniques, mixed with the sportive success
that the club has held on the pitch, ManUnited has set the standard to what modern
day business for a football club looks like, a strategic model that other clubs are

now copying. The current 2005/06 season saw Manchester United knocked out of the
Champions League at the group stage and knocked out of the FA Cup at the quarter
final stage to Liverpool. The club looks set to finish second in the Premiership, behind
Chelsea, thus immediately qualifying for the 2007 Champions League. During the
summer of 2006, Manchester United will head to South Africa for a three-match, pre-
season tour, aiming at increasing its fan base there. After that, Manchester United will
celebrate the grand opening of the enlarged 76,000 Old Trafford.

Valuing Manchester United Brand Name

During the takeover deal by the Glazers, the bank advising the management of
Manchester United repeatedly mentioned that a soccer club like ManUnited was not
just franchises and players. Over the years the club structured itself as a company,
with clear separation between ownership and professional management, listed on
the stock exchange, and with a clear strategy of treating football as content. Income
from marketing activities has boosted with marketing activities, with growth in
licensing, image rights, merchandising and sponsorship deals becoming rapidly
more important. Several issues remain to be settled in calculating ManUnited brand
value. The first is what rate should be used to discount the cash flows associated
with the brand. In this instance, it is not possible to use the Capital Asset Pricing
Model, because there is no way to compute the beta of the brand’s cash flows.

The reason is that cash flows are not risk adjusted, while market returns are.

So the alternative is to use the Certainly Equivalent Method. In this method, the
future expected cash flows from the brand are adjusted by a risk factor and then
discounted at the risk free rate. Information on the term structure of interest rates
in mid December 2005 for the sterling is provided in the following figure:

The historical annual return on the FTSE Developed Europe Mid Cap Index is
approximately 10 per cent, and the annual volatility 15 per cent. Core inflation in the
UK is expected to be around 2% a year, equal to the value expected in continental
Europe. According to a consultancy specialized in European sports, the covariance
between the cash flows of a soccer club and the stock market index is 0.59, and for
lack of better information, one could assume that the same number would apply
between the cash flows of the brand and the market.
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Autores: Ricardo Jorge Hinrichsen e Luiz Fernando Pozzi

NUmero de Torcedores e seu Perfil

Quando se trata de marcas relativas a futebol, um ndmero que chama a atencao
inicialmente é o tamanho das torcidas. Esse é um critério, e ndo apenas o Unico,
que pode ser usado para medir a forca de uma marca do futebol.

As pesquisas de opinido que medem o tamanho das torcidas no Brasil sao feitas
desde 1983 [pesquisa Placar Gallup 17/6/1983), sendo a mais recente a feita pelo
IBOPE, por encomenda do Jornal Lance, em 4 de outubro de 2004.

Ao longo desse periodo compreendido entre a primeira pesquisa nacional e a Ultima,
foram realizadas ao todo 12 pesquisas. E importante ressaltar que no caso dos
contratantes, os responsaveis pela encomenda da pesquisa, houve uma variedade
muito grande de diferentes atores ao longo do processo. Assim, dentre outros, essas
pesquisas foram encomendadas por empresas como, Placar, Lance, Folha de Sao
Paulo e Rede Globo. Isso significa que os resultados dessas pesquisas nao representam
aqueles esperados por um cliente especifico, mas sim a realidade inequivoca.

Do outro lado, o das empresas que executaram as pesquisas, também temos

uma multiplicidade de empresas tais como IBOPE, DataFolha, Gallup. Todas sao
empresas extremamente qualificadas, e mais uma vez, os resultados de pesquisas
feitas por diferentes institutos mostram uma visao clara e independente.

E também importante esclarecer que essas pesquisas ndo podem ser analisadas
como um retrato sequencial da evolucao das torcidas no Brasil, uma vez que suas
metodologias, universos escolhidos, abrangéncias, etc, sdo muitas vezes bastante
distintas. Algumas sao mais abrangentes, e trabalham com uma amostra mais
ampla, especialmente as realizadas pelo IBOPE, o que evita distorcoes.

0 aspecto mais relevante que pode ser observado é que, ao longo dessas 12
pesquisas de opiniao, com metodologias diferentes, com diferentes contratantes e
executores, o Clube de Regatas do Flamengo foi apontado como o clube brasileiro de
maior torcida em TODAS elas.

Porém, a forca de uma torcida nao se mede apenas em termos de nimero absoluto
de torcedores.

Outros fatores como distribuicao geografica, faixa etaria e renda sao determinantes
do ponto de vista de fortalecimento ou enfraguecimento do valor de uma marca.
Nesse aspecto, existe por parte de alguns formadores de opiniao, por razoes
ligadas a emocdo, ou razdes de interesse puramente comercial, a tentativa
sistematica de desqualificar o potencial de mercado da torcida do Flamengo, com
base em argumentos qualitativos [perfil sécio econdmico, idade, etc), ja que em
termos de quantidade é impossivel questionar a forca da Nacao Rubro Negra.

De uma vez por todas estaremos aqui procurando esclarecer que o Flamengo
¢ lider de mercado no Brasil , ndo apenas em termos de quantidade, como em
termos de qualidade.
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Inicialmente, a nao ser que um determinado parceiro comercial tenha um foco de
atuacao puramente regional, e ndo tenha nenhum interesse em obter penetracao
e visibilidade nacional, a questdo da participacdo do nimero de torcedores de um
determinado time fora de seu estado de origem, sobre o total, é extremamente
relevante. Por maior que seja a concentracdo de renda em um determinado
mercado, uma marca regional serd sempre apenas uma marca regional.

No futebol brasileiro existem marcas de grande penetracao nacional, com uma base de
torcedores fora de seu estado de origem que supera os 50%. Historicamente os times
cariocas, por razoes diversas, tem uma penetracao forte fora do estado do Rio de Janeiro.

Nao obstante, se considerarmos como torcida realmente grande, aquela que
iguala ou supera pelo menos 10% do total da populacdo brasileira, a verdade é
que hoje no Brasil, hd apenas uma torcida ao mesmo tempo realmente grande e
verdadeiramente nacional. Essa torcida inequivocamente é a torcida do Flamengo.

Se entendemos que o valor econdmico de uma marca é na verdade o valor presente
de seu potencial futuro de geracdo de riqueza, a distribuicao por faixa etaria de
uma torcida é fator fundamental para a avaliacdo econémica da marca. O mercado
de futebol tem a caracteristica peculiar de, uma vez conquistado o consumidor nao
mais perdé-lo para um concorrente direto.

Assim sendo, torcidas com grande niimero de jovens sao a garantia de um futuro
imediato positivo para a marca. Nesse aspecto, mais uma vez, a torcida do Flamengo
mostra sua forca. Ao longo dos Ultimos 15 anos, os adversarios diretos do Flamengo
em termos de tamanho de torcida, o Sport Clube Corinthians Paulista e o Sao Paulo
Futebol Clube (respectivamente segundo e terceiro no ranking das maiores torcidas
do pais), tiveram performances excelentes em termos de resultados obtidos dentro de
campo. Ambos, por exemplo, foram campedes mundiais nos Ultimos 6 anos.

Infelizmente o Flamengo nao obteve performance semelhante. Seria entdo de se
supor que, ao longo desse periodo houvesse um grande enfraquecimento da torcida
do Flamengo na faixa etaria entre 10 e 15 anos de idade.

N&o é isso que mostra a Ultima pesquisa Lance Ibope. De fato houve um
crescimento marginalmente maior das torcidas desses dois clubes na faixa etéria
entre 10 e 15 anos, em comparacao com o crescimento da torcida do Flamengo na
mesma faixa. Porém, essa diferenca € minima, nao refletindo de maneira nenhuma
a disparidade dos resultados esportivos alcancados no periodo (Figura 1).

Flamengo - Lider em Todas as Faixas Etarias. Penetracao
Percentual sobre o Total de Torcedores, por Faixa Etaria.
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Figura 1
Fonte: Elaboracdo Marketing Flamengo com base na Ultima pesquisa Lance IBOPE.

A forca da marca Flamengo
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Segundo a referida pesquisa, mantendo-se essa tendéncia, a torcida do Flamengo
deixaria de ser a maior do Brasil em 40 anos. Isto é, se ao longo dos préximos

40 anos o Flamengo obtivesse 0s mesmos resultados esportivos, e Sao Paulo

e Corinthians idem, poderia ser que, findos esses 40 anos o Flamengo fosse
ultrapassado em termos de nimero de torcedores.

Trata-se, portanto de hipdtese remotissima e longinqua. Até esse distante futuro a
verdade é uma s, o Flamengo teve, tem e terd a maior torcida do Brasil, no minimo
por mais duas geracoes.

Na verdade com uma distancia de 10 milhdes de torcedores para o segundo
colocado no ranking de torcida, e 20 milhdes para o terceiro, a perda da lideranca,
em um prazo inferior a dez anos, entre as maiores torcidas do Brasil pelo
Flamengo, antes de ser improvavel é uma impossibilidade demografica. Vale
lembrar que a populacdo total do Brasil cresceu cerca de 10 milhdes de habitantes
entre 2000 e 2004, segundo o IBGE. Poderia-se até projetar um crescimento total da
populacao brasileira nos proximos 10 anos em cerca de 20 milhdes de habitantes.

Porém, vale a pena lembrar que, segundo o IBOPE, 25% dos brasileiros néo se
interessam por futebol (e isso ndo pode ser mudado com performance esportival.
Entao, para ser ultrapassado como time mais popular do pais, seria necessario
que, a partir de hoje, ndo mais nascesse nenhum torcedor do Flamengo. Mesmo
assim seriam necessarios no minimo 10 anos para ser ultrapassado pelo segundo
colocado, e 20 anos pelo terceiro.

Portanto, a Marca Flamengo além de ser lider em termos absolutos em nimero de
torcedores, é também a lider em penetracao nacional e lider nos segmentos mais jovens.

Mas e quanto a questado s6cio econdmica? Frequentemente somos obrigados a
ouvir afirmacoes de experts que dizem ser o Corinthians a marca comercialmente
mais importante do futebol brasileiro. Essas afirmacoes estao calcadas em
raciocinios, segundo 0s quais se um time é o mais popular do estado de maior
renda total do pais ([mesmo sem ter a maior renda per capital, 6bvio que esse time
tem a torcida que “vale mais”.

A segunda parte desse trabalho vai procurar explicar o que é uma marca, como é
feita sua avaliacao econdmica, e quais os fatores que sdo relevantes de fato para

os diversos parceiros comerciais (Patrocinadores, Licenciados, Investidores, etc).
Além disso, vamos mostrar de forma definitiva que a Marca Flamengo, em seu valor
econdmico agregado [ndmero de torcedores vezes potencial de consumol, é mais
uma vez, a maior e mais importante do Brasil.

O Valor da Marca

Uma marca é como um selo de qualidade. O consumidor percebe uma marca
como uma garantia de performance, de que o produto a ela associado terd uma
qualidade superior, um desempenho esperado. Do ponto de vista econdmico,
uma marca agrega valor a um produto de trés maneiras possiveis: ou através da
possibilidade de se cobrar um preco mais alto por aquele produto (o chamado
premiun price); ou através do aumento no volume de vendas do produto com
marca em relacdo ao produto sem marca; ou através da combinacao desses
dois fatores. Ou seja, uma marca forte aumenta o volume de vendas, o preco de
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venda, ou ambos. No universo das marcas ligadas ao futebol ndo é diferente.
Uma marca forte é garantia de que um produto serd mais vendido, ou o

preco praticado maior, ou as duas coisas. E importante, porém, separar duas
questoes que geralmente sdo objeto de confusao por alguns especialistas que
elaboram analises apressadas sobre as marcas do futebol brasileiro. Existe

uma diferenca fundamental, por exemplo, entre o valor econdomico da marca
para o patrocinador, e o valor econémico da marca para o investidor/parceiro
comercial. Para o primeiro o valor estad centrado na visibilidade da marca, e

do recall (capacidade de ser lembrada) que possui. Para o sequndo o valor da
marca é sua capacidade de geracdo futura total de resultados, inclusive, mas nao
restrito, aos patrocinios. Inicialmente iremos analisar a performance das marcas
dos clubes brasileiros em relacdo ao retorno obtido por seus patrocinadores.
Trata-se de entender o valor de cada marca para os patrocinadores. Sob a

tica do patrocinador o critério inicial de performance é a visibilidade. Quanto
maior é o nUmero de pessoas que visualizam a marca que se pretende mostrar
através do patrocinio, melhor. Assim sendo, de forma bastante simplificada é
como se as camisas (ou outras propriedades objeto de patrocinios) dos clubes
de futebol fossem como outdoors privilegiados, através dos quais as marcas dos
patrocinadores sao vistas por milhdes de brasileiros.

Seguindo estritamente esse critério seria facil estimar as marcas mais
importantes para os patrocinadores. Seria Unica e exclusivamente o caso de
acompanhar o nimero de telespectadores e leitores que tenham assistido ou
lido sobre um determinado time, em um determinado periodo de tempo. Aquela
que tivesse o maior nimero de alcance, seria a marca de maior valor para o
patrocinador. Sabemos, entretanto, que nao é tao simples. Nao é necessario
apenas ser visto, é preciso ser lembrado. De nada adianta ter o maior niUmero de
aparicoes na midia se a marca de um clube especifico gera pouca repercursao,
se tem o chamado recall baixo. O significado do recall é o seguinte: do total

das pessoas que véem o clube através da televisdo e da imprensa, quantas
conseguem se lembrar do nome do patrocinador. Na verdade a visibilidade
efetivamente alcancada pelo patrocinador em sua acdo comercial é dada pela
multiplicacdo do nimero de aparicoes da marca esportiva em diversas midias,
vezes o recall médio obtido. Ou seja, da base total de pessoas alcancadas quantas
de fato lembram quem é o patrocinador.

Assim sendo, elaboramos um estudo com base nos dados da Informidia
Pesquisas Esportivas, empresa especializada na mensuracao da visibilidade
alcancada pelos clubes de futebol na midia. Além disso, para os dados relativos
a recall, utilizamos um estudo sem paralelo elaborado pela Sport Markt Ag,
que vem a ser uma das maiores e mais respeitadas empresas de pesquisas
de mercado para o seguimento esportivo, da Europa. Esse estudo € o Unico
até hoje elaborado sobre o recall de marcas no mercado de futebol brasileiro.
Denominado “Football Monitor Brazil” permite obter os dados de recall, que
complementando os dados de alcance obtidos na pesquisa da Informidia, nos
possibilita medir as marcas de maior valor para patrocinadores, em termos de
futebol brasileiro.

Novamente comparando os resultados das trés maiores torcidas do mercado
brasileiro, é possivel através do valor pago por seus patrocinadores oficiais, do



Junho | 2008

BRANDING E O FUTEBOL

alcance em termos de telespectadores, e do recall obtido por cada um, medir as
marcas que geram maior retorno para seus patrocinadores.

Podemos iniciar nosso calculo através de uma divisdo simples. Dividindo-

se o valor anual pago pelo patrocinador pelo nimero de torcedores de cada
clube. Trata-se da coluna C da tabela abaixo. Denominada CPM Torcedores seu
resultado é exatamente o valor anual do patrocinio oficial de cada clube (coluna
A), dividido pelo numero total de torcedores de cada um (Coluna BJ, multiplicado
por mil. O significado do valor na coluna C é, quanto cada patrocinador gasta por
ano para atingir mil torcedores. Note-se que o custo incorrido pelo patrocinador
oficial do Flamengo para atingir um grupo de mil torcedores (R$ 393,94, ou
R$0,39 por torcedor) é quase a metade dos R$ 583,33 pagos pelo patrocinador
do Corinthians, e quase um terco do que é pago pelo patrocinador do Sdo Paulo
Futebol Clube. Ou seja, segundo esse critério, o Flamengo é aquele que oferece
o melhor custo beneficio a seu patrocinador. Entretanto, do ponto de vista do
patrocinador, de nada adianta o tamanho da torcida se o clube patrocinado nao
tem uma boa exposicdo na midia. Essa exposicao estd diretamente ligada ao
numero de insercoes na televisao, especialmente a transmissdo de jogos. A
coluna D da tabela, denominada Alcance 2006, mostra exatamente o nimero
acumulado de pessoas diferentes que assistiram a pelo menos 15 minutos de um
jogo transmitido de cada equipe entre janeiro e julho de 2006. Esse nimero da a
exata nocao da exposicdo na midia de cada um nesse periodo.

Aqui vale lembrar alguns aspectos importantes. Fica claro que o SPFC liderou

o numero de expectadores alcancados no periodo, seguido do Corinthians, e s6
depois do Flamengo. Isso estéa diretamente relacionado a exposicao alcancada por
esses clubes especialmente na Taca Libertadores da América nesse periodo. Nao
deixa de ser surpreendente, entretanto que, o Clube de Regatas do Flamengo sem
participar da competicao internacional, e nao tendo chegado sequer a final do
campeonato carioca, tenha tido no periodo um alcance de 17 milhdes de pessoas
contra 18 milhdes do Corinthians e 20 milhdes do Sao Paulo.

Prosseguindo com nossos calculos a coluna D da tabela, denominada CPM Alcance
considera quanto cada patrocinador gastou no ano para ser visto por um grupo de mil
torcedores. Trata-se de célculo semelhante ao da coluna C (CPM Torcedores) apenas
considerando o numero de pessoas que efetivamente assistiram a uma partida
transmitida da equipe, e ndo seu numero total de torcedores. Essa é uma forma de
calculo que representa de forma mais exata o retorno alcancado pelo patrocinador.
Aqui temos uma inversao. Uma vez que o Flamengo teve menor exposicao na midia
que Corinthians e Sao Paulo, o custo incorrido por seu patrocinador acaba tornando-
se mais alto que o dos outros dois clubes.

Porém, existe ainda um componente final que precisa ser considerado. Como visto
para o patrocinador nao basta o tamanho da torcida, é necessario que a equipe
tenha visibilidade na midia (TV). Entretanto, apenas isso também nao é suficiente.
De fato, mais do que apenas ser vista, é preciso que a marca do patrocinador seja
lembrada. De nada adianta uma grande audiéncia se apds a partida ninguém
lembra qual era o patrocinador de uma equipe. Essa capacidade de gerar
lembranca em quem vé o patrocinio é denominada Recall. O Recall é um atributo
de marca, equipes com grande poder de marca e repercussao tem a capacidade de
provocar um recall maior no consumidor.
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A tabela abaixo, em sua coluna F (Recall] mostra exatamente o resultado do Gnico
estudo realizado sobre o Recall de patrocinadores de camisa no futebol brasileiro.

Andlise Comparativa do Retorno Para o Patrocinador Oficial.

0 u] u] ] 0 o ul u]
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Figura 2
Fonte: Elaboracao Vice Presidéncia de Marketing Flamengo.

Esse estudo, realizado por uma das mais prestigiadas empresas de marketing
esportivo do mundo, especialista nesse célculo, mostra que enquanto 45% dos que
assistem a uma partida do Flamengo na televisdao lembram-se do nome de seu
patrocinador, apenas 28% lembram do nome do patrocinador do Corinthians, e 19%
do Sao Paulo Futebol Clube.

Assim procedemos o ajuste do alcance total para refletir o impacto do Recall.

A Coluna G da tabela abaixo, mostra exatamente o alcance total (coluna D)
multiplicado pelo Recall de cada clube (coluna FJ). Assim temos, quantos torcedores
efetivamente foram atingidos pelo patrocinador em cada um dos clubes. Nota-se
que, novamente, o Flamengo é aquele que tem o maior alcance dentre os trés.
Finalmente na coluna H dividimos o custo total do patrocinador (coluna A, pelo
valor da coluna G (o alcance ajustado pelo Recall).

O resultado final mostra que o patrocinador do Flamengo tem o melhor custo
beneficio em termos de alcance sequido pelo do Corinthians e pelo do Sao Paulo.
Ou seja, devido a sua alta propens&o natural a ocupar espaco na midia (fruto

de um total de 33 milhGes de telespectadores potenciais), combinada com um
alto Recall (fruto de uma marca poderosa e de grande poder de repercussao),

o Flamengo representa a propriedade de melhor retorno para patrocidores no
futebol brasileiro.

Calculado o valor da marca do ponto de vista do patrocinador, resta-nos analisar o
valor da marca Flamengo sob a 6tica do mercado, do potencial de consumo de seus
torcedores. Esse € um numero que interessa diretamente a investidores, parceiros
do clube na venda de produtos e servicos licenciados, enfim, a todos aqueles cujo
objetivo final é vender produtos e services aos torcedores do Flamengo.

Passamos agora a analise do potencial econdmico da torcida do Flamengo.
Mais uma vez, a comparacao é feita com o segundo e o terceiro no ranking,
respectivamente Corinthians e Sao Paulo.

Frequentemente somos obrigados a escutar analises segundo as quais a marca
mais importante do futebol brasileiro seria a do Corinthians, j& que trata-se do
clube mais popular do estado com a maior economia do pais. Essa visdo simplista,
preconceituosa, quando nao mau intencionada, do que seja valor de potencial de
mercado, nos Ultimos tempos vem sendo repetida com uma certa frequencia.

A forca da marca Flamengo
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Cabe aqui ressaltar que o Estado de Sdo Paulo é lider nacional em termos de PIB
em valores absolutos. Ndo obstante, essa lideranca esta diretamente relacionada
ao tamanho de sua populacao. Trata-se do Estado mais populoso da Unido. Quando
o critério é a renda per capita, esse sim um indicador pertinente no calculo do valor
de mercado das torcidas, o Estado de Sao Paulo ocupa a terceira posicao no ranking
nacional, atrds exatamente do Distrito Federal, e do Estado do Rio de Janeiro. Nao
por coincidéncia, exatamente os dois mercados onde é mais acentuada a lideranca
do Flamengo na preferéncia de torcedores. Entdo é curioso constatar que nas
unidades da Federacao onde ha o maior PIB per capita, a lideranca é do Flamengo,
e por percentuais que superam os 50% do total.

Na verdade os dados necessarios para medir o tamanho do mercado em termos
econdmicos, dos clubes de futebol no Brasil, ja estdo disponiveis em diversas
pesquisas realizadas. Em muitas das pesquisas de opinido que mapearam o
tamanho da base de torcedores de cada clube, também houve o mapeamento
da sua distribuicdo por faixa de renda. Uma vez que sabemos o nimero de
torcedores de cada clube por faixa de renda, torna-se bastante simples calcular
sua renda total agregada. E apenas uma questao de multiplicar o nimero de
torcedores em cada faixa, por sua renda média anual para obter o Potencial de
Mercado das torcidas.

Inicialmente partimos da distribuicao da torcida por faixa salarial. A Ultima pesquisa
IBOPE de 2001 apresentava a penetracdo percentual de cada clube em diversas
faixas salariais, sempre em salérios minimos. As faixas eram: até 1 salario minimo;
de 1 a2 salarios minimos:; de 2 a 5; e mais de 10 saldrios minimos. Com esse

dado é possivel calcular quantos torcedores cada time tem em cada faixa de renda
especifica. A multiplicacao do nimero de torcedores pela renda média por faixa nos
dé a renda total daquela torcida. E como se calculdssemos o Potencial de Mercado
de cada torcida. Cabe aqui ressaltar que na ultima pesquisa Lance IBOPE, os dados
foram disponibilizados apenas em termos de classes sécio econémicas (A, B, C e D/
E). Assim fizemos uma adaptacdo das informacoes obtidas em ambas as pesquisas
sem comprometimento dos resultados.

Distribuicdo do nimero de torcedores por faixa de renda (em salarios minimos).

Numero de Torcedores Por Faixa de Renda (Salarios Minimos) Total
Ndmero de Torcedores Mais de 10 de5a10 de2ab dela2 até 1
Total 1000000 100000000 00000000 0010ooooo 00i000b0o0 000000000
CRF 1000000t (oooomooo (oooomooo (Jio0oiooo 0o0oac
SCCP 100000C 00000000 [Joooomoo 0i000Iooo 0o0oac
SPFC 1000o0c 0:0oomoo 00oomoo 0iooomooo 0oi0oo 0l0000o0
Figura 3

Fonte: Pesquisas IBOPE 2001, e Lance IBOPE 2004. Nota Importante: Inclui apenas os torcedores que
tem renda.

Nota-se inicialmente que o Clube de Regatas do Flamengo lidera em termos de
numero absoluto de torcedores em TODAS as faixas de renda, inclusive na faixa

de renda superior a dez salarios minimos. Ha apenas um empate técnico entre o
Flamengo e o Corinthians, na faixa de renda entre 2 e 5 salarios.

A forca da marca Flamengo
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Note-se ainda que o nimero listado de torcedores limita-se a aqueles que tem
alguma renda declarada.O passo seguinte é a multiplicacdo do nimero de
torcedores por faixa de renda, como descrito na tabela acima, pela renda anual
média para cada faixa. Esse calculo nos da a renda total da base de torcedores dos
trés clubes para cada faixa de renda. Finalmente, o somatério desses nimeros nos
dé o Potencial de Mercado total de cada torcida.

0 Potencial de Mercado Total Anual das Torcidas em Bilhdes de R$.

ooo

fioooooo Oooooomnog 000I0oom

Figura 4
Fonte: Vice Presidéncia de Marketing do Flamengo, com base nas Pesquisas IBOPE
2001, e Lance IBOPE 2004.

Concluindo

Esperamos ter contribuido para recolocar em seu devido lugar alguns nimeros
relativos ao mercado de futebol no Brasil. Além disso, esse trabalho pela primeira
vez na histdria do futebol brasileiro, vai além da especulacao e calcula o tamanho
de mercado para cada uma das trés maiores torcidas do pais.

Acreditamos que a partir de agora sera muito mais dificil negar o 6bvio, que o Clube
de Regatas do Flamengo é lider nacional em ndmero de torcedores, retorno a
patrocinadores, e em tamanho de mercado.

A forca da marca Flamengo
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by Melissa Davis [19-May-2008]
http://www.brandchannel.com/features_effect.asp?pf_id=422)

China has become a highly competitive, global economic power — an impressive
accomplishment considering its past decades of turmoil: World War I, civil war, the
Cultural Revolution, and subsequent market reforms. Now, China is showcasing its
new nation brand to the international community with the 2008 Olympics. But is the
world buying it?

The Politics of Sport

As any country knows, hosting the Olympics, or any international sporting event, is
a big deal. It can stimulate a country’s economy, help attract tourism, and create
sustainable infrastructure. Perhaps most importantly, it can unite and boost pride
within a country—and it has certainly done so within China.

But the hosting of any international sporting event also makes a country vulnerable
to scrutiny. Implicitly, every host country is inviting the world to view its nation,

its people, and its policies. This level of attention needs to be managed from the
outset—by China now, by South Africa for the hosting of the 2010 soccer World Cup,
and by London for the 2012 Olympics.

“China and the I0C are in the public eye. By hosting the Olympics, China is expecting
to feel like part of the developed world and the international sports movement,” says
David Bruce, a brand strategist and sports brand expert at Wolff Olins, the agency
responsible for developing London’s 2012 brand campaign.

The Olympics is an ancient brand—the first Games were held in Greece nearly 3,000
years ago. It is a sporting event that holds value and meaning to people around the
world and across different generations. And these core values must be protected
and respected by any host country.

“The Olympics is founded on bringing mankind together—on peace and harmony,
understanding one another and celebrating life through sport,” says Bruce. "But
how can you celebrate life and human achievement when everything in the press
about China goes against that grain?”

Furthermore, the Olympic body has a duty to uphold those values that the Games
encompass. "Those rings are sacred,” Bruce elaborates. “They represent the Olympic way
of life. The I0C must protect what the rings stand for and the Olympic brand.” This gives
the 10C legitimate reasons to avoid potential flashpoints of conflict—such as running the
Olympic torch relay through Tibetan areas, due in Lhasa, Tibet's capital, on June 20th.

Nation Building

In today’s global communications climate, the host country of any international
event needs a thorough long-term brand strategy that manages the country’s
reputation both domestically and internationally.
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“China needs to adopt a more strategic brand game if it wants to open up. It

needs to decide whether it wants to push being the biggest or the best,” says lain
Ellwood, head of consulting at Interbrand UK. “An engaging and inclusive approach
will multiply its investment in the Olympics rather than the singular approach it

is currently taking. They need to have an integrated marketing plan on boosting
China’s brand as well as the Olympics.”

One of China’s issues is the type and tone of message delivered. The slogans and
blunt language used by the Chinese leadership are often aimed at a domestic
audience (the largest nation audience with 1.3 billion people). Its leadership is more
comfortable communicating this way rather than in the West’s softer language

of international diplomacy and political “spin.” Consequently, many of China’s
messages - often reported from a controlled state media - seem aggressive, one-
sided, outdated, and irrelevant to an informed, online, and international audience.

“The Chinese government tends to take a hard line. Its approach does not align with
western PR and the ideas of transparency and engagement. It is easier to throw

up a wall and clam up rather than engage,” says Perry Keller, a media law expert
and China specialist at King's College, London. “There are enormous difficulties.
China must now shift and find a new model to present themselves to the rest of the
world other than using the slogans that they relentlessly push—slogans that do not
resonate outside of China although they may work internally.”

Yet, the seemingly softer language used by Western leaders and the international
media can, in turn, seem confrontational within Chinese culture. Terms like
“openness” may seem aggressive or expose vulnerabilities. The West's demands
for “transparency” spurred on by many corporate scandals, does not necessarily
translate effectively in Asian culture. The Chinese leadership often prefers to adopt
more subtle words like “harmony” or “peaceful rise”"—the latter is used to describe
China’s strategy for becoming a competitive but peaceful global economic force.

However, there is evidence that the Chinese leadership is already softening its
tone. The international media has been delivering open and extensive coverage

of the tragic earthquake that hit China on May 12, in the Sichuan province, even
as the death toll continues to rise. This contrasts sharply with the disaster and
media management response by its neighbor, Myanmar, where the ruling military
regime is refusing both international aid and press access to the regions recently
devastated by a cyclone.

China and Tibet

There is a need for a new form of dialogue that bridges East and West. For the past
decade, the dominant dialogue between China and the West has been based on a
common language of business, economic growth, and new markets. China, after
all, represents a market share that offers huge potential for corporate growth and
brand presence, particularly with an ever-burgeoning Chinese middle class whose
sheer numbers dwarf most other markets.

This focus on business has dampened any visible dialogue on human rights issues
with China, particularly in relation to the oppression of the Tibetan people. Tibet is
also rarely discussed through official channels like the United Nations (UN), where
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China is a member of the Security Council—one of five countries with the final say
on issues to be raised within the UN.

“Tibet was last tabled at the United Nations in 1961. Any movement forward on
Tibet would not come from the United Nations as China will veto any decisive
action,” says Guglielmo Verdirame, a barrister and lecturer in international law at
Cambridge University, UK.

It is not surprising, then, that recent vocal calls by the West to the Chinese
leadership referring to “engagement” may appear a little hypocritical given the
degree to which they both benefit from the current dynamics.

From a reputation standpoint, Tibet is one of the main issues that divides China
and much of its international audience. The Tibetan cause represents a significant
“brand,” built up over years of international lobbying with a strong global exile
community. It is a cause with huge international empathy and interest, and its
spiritual leader, the XIVth Dalai Lama, is its greatest asset. He is respected by
many in the West, including senior political leaders, in a similar manner that South
Africa’s former leader, Nelson Mandela, is globally revered.

A resolution on Tibet, and the Dalai Lama’s calls for autonomy within China, seem a
long way off, but China’s hosting of the Games has finally put the issue on the front
pages. Itis possible that, if international pressure continues post-Beijing 2008, there
may be some progress on Tibet and other human rights issues.

“The Olympics has often been a vehicle for progressing international relations—
part of its process and role has been to positively impact on foreign relations,
progressing certain issues to further resolution,” says Ellwood. “The world will
be in a better place and have a more refined point of view post-Beijing. There will
be greater fluency in issues like human rights and Tibet—that would not have
happened without China hosting the Olympics.”

Brand China’s Future?

In August, China will demonstrate her economic achievements to the world in a
staged performance that will, no doubt, be breathtaking. But a perfectly staged event
will not end the controversy, and—for the sake of China’s international image—must
not replace dialogue. It may be that China’s sensitivity to her own global reputation
will encourage a shift; it has been reported that the Chinese leadership is currently
seeking an international PR agency. But there is also an obligation on western powers
to find a common public terminology that is less threatening and more conducive to
positive, progressive dialogue about human rights.

China’s domestic reputation may currently rest on Beijing 2008, but her
international reputation lies on what will happen in the months and years after

the Games: “Social change is a longer journey—it is not a moment in time like the
Olympics,” says Ellwood. “People need to take a longer, more strategic view of these
issues and remember that China has come a long way in a short time. There needs
to be patience and a strategic plan from all sides.”



