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Federer's Brand Pays Off
Even When He's Not Playing

Estimated earnings of the highest-paid tennis players
in the 12 months since August 2021

B On-court Off-court

Roger Federer ) (SOM LY
Naomi Osaka @ | $55M
Serena Williams & $35M
Rafael Nadal &) $25M
Novak Djokovic i [l $20M

Emma Raducanu EI% I EEELT] s18m

Daniil Medvedev gy I FELT] $12M
Kei Nishikori @ TP $13M

Off-court earnings include income from endorsements, appearances, licensing
and memorabilia, as well as cash returns from any businesses operated by
the player. All earnings bevore taxes and agents’ fees.

Source: Forbes

statista %a




This is a list of the highest-paid athletes in the world as ranked by Forbes magazine.

2023 list |[edit)

The 2023 list.["]
Rank # Name % Sport $ Country & Total ¢ Salary/winnings ¢ Endorsements #
1 Cristiano Ronaldo | Association football | [} Portugal 3136 million 346 million | $90 million
.2 | Lionel Messi Association football | — Aurgenting " $130 million $65 million | $65 million
3 | Kylian Mbappé Association football | || B France $120 million  $100 million | 320 million
| 4 | LeBron James Basketball = United States  $119.5 million $44.5 million | S75 million
5 | CaneloAlvarez | Boxing Bl Mexico $110 million  $100 million $10 million
6 | Dustin Johnson Golf = United States | $107 million $102 million | =9 million
| 7 | Phil Mickelson Golf | B United States | $106 million $104 million | $2 million
8 Stephen Curmy Basketball = United States | $100.4 million  348.4 million $52 million
.9 | Roger Federer Tennis . Switzerland | $95.1 mlllim@ | EEE@

. =
=

Kevin Durant Basketball = United States  $89.1 million  $44.1 million 245 million






Lionel Maltese - Jean-Philippe Danglade

Marketing du Sumt

et événemen l sportif
Préface de Marshall thkman

Quelle: zont les strategies marketing mizez en ceuvre autour de
clubz zportifs comme le Pariz Saint-Cermain ou le R.gb Club
Toulonnaiz, d'evenements tel: que le Vendee Clobe ou | Open 13,
et de stade: moderne: a I'image de I'O2 Arena de Londrez 2

A partir de ["analyze du businezz model de: organization: sportives,

cet ouvrage decrypte les uzages et tendance:s marketing tels qu'ils

sont pratiques dans le sport business. Il aborde :

* le management de: marques sportives (clubz et evenements
et de leurs partenaires ;

* 'experience du conzommateur au coeur des spectacles,
et le developpement des services qui lui sont propozes dans
lez enceintes sportives (marketing des zervices et experientiel) ;

* ["activation de parrainage: sportifs et le developpement de:
prestation: de relationz publiques (marketing relationnel)

* lez enjeux et impacts territoriaux lies a l'implantation
geographique de: marques sportives (marketing territorial).

Hlustre de nombreux exemples, ce livre propoze une analyze
large et précize du zecteur aux profeszionnels et aux étudiants
qui zouhaitent ze zpecializer.
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#1 U'5A Today Bestseller = #2 Wall Street Journal Bestsellar
Meaw York Times Basiseller

1 g b T g Wl b stwncdng ia 3 g BghY athr siiding | hoamghly degapeg dod
bighly enlprimning Dok o mkal i1 mewng fo et wal i ddays comee e Basines s dvaie”
Eill Feres. ieomir @

NETWORKING 1S
A CONTACT SPORT

How S1aying Connected and Serving 0thees Will Halp Yoo Grow
Y¥our Business, Expand Youwr Influence—or Even Land Your Mexf loh

JOF SWEENEY. ...

FEMEWEES BY [ACE CANFIELD, €. CREATON CF THE CRICKEN S0P FOR FRE SO4L SERES
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SPORTAIMENT BUSINESS

PLACE
&
MOMENT

For
FANS



Marshall Glickman

CEO G2 Strategic, former president of the NBA's Portland Trail Blazers, Ex CEO
Euroleague

Over the last four decades, sports in North America has evolved from pure competition to
business...from game to entertainment. Although the quality of competition has remained the
centerpiece, North American sports culture is primarily motivated by money.

In France, as in most European countries, the sports culture has historically been driven by the
competitions themselves, so consumption trends are not comparable. That said, there is no
question that economic reality is driving French sports organizations to become more
professional and oriented to business and profits.

From the perspective of an American who has extensive experience working with European and
French sports organizations, finding the right balance between economics and culture is
precisely the right recipe for success.



Why invest in
soft power?
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% CNBC

\ delightful. thought-provoking book.
Clayton Christensen, author of 7he Innovator's Dilemma







ITF announces historic partnership with Kosmos
to transform Davis Cup by BNP Paribas

The ITF today announced plans for a 25-year, $3 billion partnership with investment group Kosmos that will transform Davis
Cup by BNP Paribas and generate substantial revenues for global tennis development.

The ITF Board of Directors unanimously endorsed a proposal to create a major new annual season-ending World Cup of
Tennis Finals that will crown the Davis Cup champions. Featuring 18 nations and played over one week in a world-class
location in November, the event will be staged by Kosmos in partnership with the ITF,

Gerard Pique, the Spain and FC Barcelona football star, is the founder and President of Kosmos. The group is backed by

Hiroshi Mikitani, the Chairman and CEO of Rakuten, the Tokyo-based e-commerce company.

The investment from Kosmos will include significant increases in prize money for players and ITF member nations, and the
funding of grass roots projects and other tennis development programmes.

The proposal is subject to further development, and the successful completion of due diligence and finalisation of a formal
agreement.

ITF President David Haggerty said: “This is a complete game-changer for the ITF and for tennis. Our Board has supported a
bold and ambitious plan for the future of Davis Cup by BNP Paribas, one of the sport’s most cherished and important events
and a key cornerstone in our ITF2024 strategy.




Sport Marketing Digest : Communication - Networks — Experiences — Brand

CRM - Ticketing — RP —
Social Capital

« The Place to be »

ERWIMLE BENN, FRELIP KIONTLER
s HEM SHIELDS

Merchandising —
branding

« The Place to express
your brand »

Entertainment BtC BtB CtC

« The Place to show the
show »

« The Place to leverage
and activate »



To be a value-added in sport business

Or american dream !

Business Marketing capabilities !

_#*] NATIONAL BESTSELLER

MARK H. McCCORMACK

DON'T il
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Sport business market competencies

[ 4
ZEN

SALES : Ticketing, PR, Activations, Rights, COMMUNICATON : Branding, Digital, Medias, PR EVENT MANAGEMENT : Coordination,
Sponsorship, Negociation, Project management, Suppliers
Merchandising, Licencing, CRM (FRM), management, Recruitment, Human
Place Management... organisation...




Sport Business Markets Sponsorship Activation Oral presentation on
and Case Studies Method activations

Program




CASE STUDY 1

ROLEX
pr
]
A
BNP PARIBAS BNP PARIBAS #>
MASTERS MASTERS
2006 - 2011 2011 - 2016 FUTURE ?




TICKETING REPUTATION
100 000 SPORTAINMENT
spectators

| FAN EXPERIENCE |

N1
INDOOR TOURNAMENT



Positioning

Experience




ACTION

“VOLUME” “DIFFERENCIATION”

Journey session Night session




entabili Innovation

| Sportainment reference |

Sponsorship ACTIVATIONS



Competencies...
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| am greatly honored
to have been chosen
by the FFT as the new
Rolex Paris Masters
Tournament Director
going forward.
It promises to be an
exciting challenge.




Tennis, ATP

Le Masters 1000 de Bercy devrait étre

délocalisé a Paris La Défense Arena a partir
de 2025
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Lenceinte de Paris La Defense Arena, a2 Nanterre, devrait accu r le Masters 1000 parisien de
tennis a partir de 2025, (B.Papon/LEquipe)



PARIS

Candidate City
Olympic Games 2024

Q688

Made for Sharing




.
Paris .!'IH'."-u I-H-I-H' TR l.|'-.1




PARIS 2024

Q65

EtienneThobois Tony Estanguet Bernard Lapasset









1 BUT

OM « Champion Project » ?



Hugues Ouvrard Pablo Longoria



Business & Marketing Organisation

p—

TICKETING

MS . GMS

Tickets — Match Day
Revenue

Merchandising
Products

SPONSORSHIP P> &

HOSPITALITY SERVICING
BK AM

Sponsorship
Hospitality Events |

DROIT AU BUT




¥ INTERSPORT

Lle 13 septembre 2014

Nomination Direction Générale

Chers Fournisseurs,

Mous avons le plaisir de vous annoncer la nomination de Corinne GENSOLLEN au
poste de Directeur Général @ compter du 3 octobre prochain. Frangois NEUKIRCH
pour sa part devient Sociétaire INTERSPORT avec l'ouverture de son premier
magasin @ HERBLAY (%5} en acdt 2017. Frangois MEUKIRCH accompagnera
Cornne GEMIOLLEN pendant quelgues mois

Agée de 48 ans, Corinne GEMNSOLLEN est diplémée de I'ISC Paris
et a débuté sa camére en 19790 chez Procter & Gamble. Au z=in
du géant des biens de grande consommation, elle a
successivement occupe les postes de Chef de section,
Responsable de clientéle régionale, Directeur de clientéle
nationale avant d'évoluer vers le poste de Directeur Trade
Marketing de 1957 & 1599,

Elle rejoint en 1779 I'Olympique de Marseille auv poste de Directeur Marketing et
Commercial afin d'assurer le développement de la marque CM. Corinne
GEMSOLLEN poursuit sa camére de 2001 a 2005 en tant que Directeur Général de
'agence WND Sport. spécializée dans le consell en stratégie et crganisations
sportives.

Er mai 2005, Corinne GEMSOLLEM réintggre 'Olympique de Marseille ol slle
occupait jusqu'a cet été le poste de Directeur des Opérations avec pour
principales missions la définition et la mise en place de la stratégie marketing et
commerciale du club, mais aussi le développement de la Business Unit.

A travers cette nomination INTERSPORT France poursuit sa stratégie de conguéte
en France et en Belgigque. Corinne GENSOLLEM, avec le Conseil d’administration,
'équipe du Comité de Direction et les &quipes intermnes, va poursuivre le plan
stratégigue 2015-2020 et développer la plateforme de margue INTERSPORT.

Sportivement

Jacky RIHOUET Muriel SAVARIEAL
Fre&zsidenf-Directeur Gengral Vice-Présidents



ATSHEAT
SPORTS NETWORK




Entertainment Is

temporary happiness, but
the real happiness is
permanent entertainment.

~Amit Kalantri
From: RaiseYourMind.com




% with Passionate in interests

HOW DOES SPORT COMPARE TO OTHER INTERESTS?
— % OF THOSE ‘PASSIONATE’ FOR EACH INTEREST

®m Sport m Cinema / Movies © Music = Travelling m Cooking / Food

65%
’ 62% 63%
% 60%
56%
54% 54%
51%
II I | I | 34%| |

74%

71% 71%
50%
40%|

65/ 66%

62% g19,

Western Europe Eastern Europe Central / South America China South Africa




CONTENT IS KING R G

WITH CONSUMPTION HABITS CHANGING, NON-LIVE CONTENT CREATION & PRODUCTION IS

BECOMING INCREASINGLY IMPORTANT T0 CAPTURE AND ENGAGE WITH YOUNGER AUDIENCES
& ATTRACT NEW FANS TO OUR SPORT.

We must invest in the creation of a centralised production unit, specialising in short form & off-
court content, that will become the ultimate collaborator and modern marketing partner to the 3

— THELAST DANCE

The strongest route to market for this content is via collaboration with the players.

Investment in the creation of ATP Studios will be critical to delivering highly-engaging,
premium content to grow our athletes’ following and the sport’s digital presence.

2 : .



SPONSORSHIP
IN MARKETING

T. Bettina Cornwell

S?ons«s\\i? n M.m‘kdina Lz«'u‘asi nq and Activation
T. BeHina Cornwell
Leverage is all Spending Beyond the dud

Ackiation is that port o leverging that
promotes Oudience engagement, invelvement

or porHeipation.
oty oty

Less « sponsorship as adverstising » and more « sponsorship-
linked marketing » as authentic engagement

(Bettina Cornwell, 2019).

One of the key changes in the evolution of sponsorship has been
the transition from “badging” (by sponsors) to “building”

(brand engagement and relationships) as the raison d’etre for
sponsorship involvement

(Tony Meenaghan, Damien McLoughlin, and Alan McCormack,
2013).
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