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STUDENT CHALLENGE

AWARENESS 7 REPUTATION

REPUTATION

How well known is each What is each personality
personality? known for?
|dentify the top-of-mind Assess the perceptions,
personality. associations and level of trust.

COMPARE ¢ JUSTIFY ¢ DISCUSS
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REPUTATION ?

Built over time. Earned every day. Defined by others.

SIMPLICITY
Intuitive

INNOVATION

4 BOLDNESS
For everyone » Entrepreneurial

o®e¢ EXPERIENCE
&® Customer first

@ BRAND
Inspiring

IMPACT DESIGN

Worldwide

TRUST
Since 1975

=" Microsoft

Bill Gates Steve Jobs Richard Branson
Co-founder of Microsoft Co-founder of Apple Founder of Virgin

Your brand is what people say about you when you're not in the room.
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LE QUOTIDIEN DS SPORT ET DE LAUTOMOBRE

Plusieurs joueurs
de I'équipe championne
de France de handball seraient

visés par une information
judiciaire portant sur des

paris frauduleux enregistrés
avant le match Cesson-
Montpellier du 12 mai dernier.
Le club est sous le choc.
(Pages 2 et 3)
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Guy

Le derby basque,
un « phénomeéne
social »

(Page 10)
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La FFT mise
sur la jeunesse
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L’OM perd le Nord

Sechement battu  Valenciennes hier, FOM met fin 3 sa série LYON - BORDEAUX : 0-2
de six victoires. Il reste leader de |a L1 avec trois points

davance sur Panis, quil recevra dimanche. (Pages 4 et 5) L’OL 'II'
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Huit joueurs sont toujours auditionnés par la police
judiciaire dans le cadre de I'affaire des paris suspects précédant
la rencontre de handball entre Cesson-Sévigné et Montpellier le 12 mai
demier. Parmi eux, Nikola Karabatic, vingt-huit ans, double champion
olympique et double champion du monde, focalise I'attention.
(Pages 2 et 3)
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AFFAIRE BENZEMA - VALBUENA

« 81 TU VEUX QUE LA VIDEC
ELLE SOIT DETRUITE,
MON AMI IL VIENT
TE VOIR A LYON. TU VOIS
DIRECTEMENT AVEC LUI ET TOI
TU PARLES AVEC LUI,
TU ENVOIES PERSONNE. »
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Les héros de 1998 ne sont plus Les seuls champions du monde francais. Au bout d'une finale pleine de rebondissements, les Bleus de Paul Pogba,
Kytian Mbappé et Antoine Griezmann écrivent leur propre légende, celle d'une équipe et d'un pays en pleine communion, e
. . e
Ly J

JAUNE

A O AR BN S A S G U TORRAST & ST AR e 1T S O AMTR
OB AT 5 08 LA LS

SIMPLE COMME RICARD

— _—
ANGEREUX POUR S T CONSOMMER AVEC

- —

VO AT WTen Tt et - B 4N

L T ea————







BALMONT | ARBITRAGE | B. MENDY | LUZENAC | AJAX | VIDAL J. FERNANDEZ | BREST | DOMENECH | AUXERRE | MOUSSILOU | PRUNIER
FRANCE S FRANCE

QATAR 2022 GUERRE OUVERTE A LA FIFA
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“Je pense que
le PSG gagnera la
Ligue des champions.” -

Andreé Villas-Boas

« Je suis un fan inconditionnel
de Boca Juniors. Je suis les
matches et je connais tres bien
Dario Benedetto. C'est la priorite
n°1au poste d'attaquant »

Andreé Villas-Boas

I'’EQUIPEF m

1,70€ mardi12novembre 2019 74*année N° 23 848 France métropolitaine W @lequipe
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De a lourde défaite face
au PSG (0-4) fin octobre
3 lavictoire probante contre
U'OL dimanche soir [2-1),
André Villas-Boas, ;
U'entraineur de 'OM, a réussi ‘
a remettre son équipe .
a Uendroit pour Uinstaller
2 la deuxime place.
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FOOrBAlLl Marseille reporté Rennes

Quelgues heures avant le match OM-Rennes, une centaine
de supporters marseillais ont saccagé le centre d'entrainement
de la Commanderie. Cette explosion de violence
a obligé les autorités a reporter la rencontre.
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«0n peut toujours ?
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dire des choses
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LES DESSOUS
D'UNE ELECTION

C'est sur fond de trahisons et de vente suspecte de billets
de Roland-Garros que s'est jouée larrivée
de Gilles Moretton a la présidence de la FFT, en février.

&
Gilles Moretton a été élu président de La Fédération francaise de tennis en février, devant Bernard Giudicelli, candidat sortant.

GILLESSIMON

Son pouveir n'ad'égal que sadiscrétion. To-
talementinconnu du grand public, Hughes
Cavallin semble pourtant détenir le pouvoir
de faire élire les dirigeants du tennis fran-
cais. C'est lui quia, en grande partie, décidé
de [élection du 13 février en passant avec
armes et bagages du camp du président
sortant, Bernard Giudicelli il était son tréso-
riergénéral), a celui de sonadversaire, Gilles
Moretton. Lesarmes, ce sont les voix du co-
mité de Paris et de la ligue d'lle-de-France,
qui ont fait basculer la majorité dans le giron
de (ancien 65° mondial [en 1981). Les baga-
ges, ce sont des décennies d'expérience, de
réseautage et de connaissance des rouages
delaFédération quiil met désormaisau ser-
vice de la nouvelle direction. Dans les cou-
loirs du siége fédéral, a Boulogne-Billan-
court, celui qu'on surnommait « The
Snake »Le Serpent] enhommage ason ha-
bileté manaeuvriére est devenu « Judas » et
porte désormais un costume de directeur
général «bis» taillé surmesure.
Dansl'organigramme de la FFT (Fédéra-
tion francaise de tennis], Cavallin occupe
une case 3 part, qui ne le relie directement
qu'a Moretton. On lui a donné le titre de di-
recteur de cabinet du président et du secré-
tariat général. Comme le trésorier général,
Jean-Luc Barriére, a été de toutes les ba-

tailles avec lui au comité de Paris et lui est
acquis, il embrasse toute la structure et son
autorité s'étend sur tous les services, se
heurtant a celle de la directrice générale,
Amélie Oudéa-Castera.

Si Cavallina changé de camp, c'est pro-
bablement moins « en raison d'un certain
nombre de désaccords » avec Giudicelli, ainsi
qu'illaffirme, que vraisemblablement pour
sauver sa peau. Depuis [té 2020, il se savait
visé parun auditmené par ladirection finan-
cigre de la FFT etil avait été poussé a ladé-
mission de son poste de trésorier général,
finoctobre, lan dernier. Il faut se replonger
dansle contexte d'une campagne électorale

du magnifique cadre et des rencontres spor-
tives », vantait le site internet dAdequat. Or,
depuis septembre 2017, si les ligues régio-
nales disposent toujours de la possibilité
d'acheter en priorité des billets de Catégo-
rie 1 pour gérer leurs relations publiques,
elles n'ont absolument plus le droit de re-
vendre ces places ades fins commerciales,

Giudicelli sevoitoffrir une opportunité de
déstabiliser son rival électoral. Le directeur
général de la FFT, Jean-Francois Vilotte,
adresse un courrier a la ligue ARA pour la
mettre en demeure de « communiquer tou-
tes informations utiles sur lexistence et les
nmodalités d'exécution du partenariat évoqué

particul brutaleet

Pour sept ligues, Uaudit conclut

a«attribution de billets

ades niveaux pouvant étre

considérés comme allant

au-dela de la courtoisie

sans flux financiers identifiés »
Enaoiit2020, ladirection dela FFT découvre
lexistence de liens commerciaux entre la
société d'intérim Adequat et la ligue Auver-

parlasoci Adequat » (sollicitée 3
plusieurs reprises, cette derniére n'a pas
donné suitea nos demandes). Puis, pour se
protéger d'une accusation d'opportunisme
électoral, la direction de la FFT décide de
lancer unaudit sur lensemble des ligues,
piloté parladirection financiére.

Dés le lancement de la procédure, Ca-
vallin semble trainer les pieds. Le trésorier
général envoie méme un mail pour expli-
quer qu'il ne comprend pas la méthode et

gne - Rhéne-Alpes (ARA) présidée par Mo-
retton. Al'occasion de Roland-Garros 2019,
«Adequat disposait de 80 places VIP Gold sur
dixjours, grace a son partenaniat avec a ligue
ARA. L'occasion pour nos

quiilsendé ise. Tous les contrats de
partenariat supérieurs a 10 000euros des
années 2018 et 2019 sont étudiés. Pour
sept ligues [sur dix-huit), laudit conclut 3

dagences dinviter leurs clients 3venir profiter

Lattr de billets a des niveaux pouvant
étre considérés comme allant au-dela de la

Gilles Moretton,
ancien 65° mondial,
contemple le Court
Philippe Chatrier
en mai dernier, lors
de Roland-Garros.

Samedi 13 novembre 2021 | LEQUIPE

courtoisie sans flux financiers identifiés ».

Mais deux entités sont clairement épin-
glées: la ligue ARA, dont neuf de ses con-
trats de partenariat prévoyaient en contre-
partie des billets pour Roland-Garros, et le
comité de Paris [qui releve de la ligue dlle-
de-France).

Le nouveau Comex décide,
«al'unanimité des membres
présents ou prenant part
auvotede mettrefinala
mission confiée par laFFT»

Le comité de Paris, présidé par Barriére,
aurait directement revendu quarante pla-
ces sans passer par la plateforme de la
FFT. Quarante billets adressés a la société
AS Events dirigée par Agnés Bourguignon,
la compagne de Cavallin, lui-méme ancien
président du comité (de 1996 3 2017). Le
principal intéressé balaie les accusations
d'un revers de manche. « La saisie d'une
adresse mail n'est pas un acte de vente ou
dachat, affirme Cavallin. Ma compagne a
acheté et payé quatre places, comme elle en
ale drott, point barre. Chaque année, je rem-
plis une déclaration d'intéréts ot figurent
mes activités associatives et professionnel-
les. Je n'aijamais fait figurer Agnés parce que
je ne suis pas actionnaire et parce qu'ellen’a
Jjamais eu la moindre transaction financiére
aveclaFFT.»

>

@282’ | LEQUIPE

PP «Jenaiacheté que quatre billets (soit le
quotaauguel elle avait droit) au comité de
Paris, se défend Bourguignon, billets que;ai
revendus & une connaissance & leur prix fa-
cial. Pour les trente-six autres billets évo-
qués, il n'existe aucun lien entre le comité de
Paris et AS Events autre que celui de la trans-
mission des billets. »

Sollicité par la Fédération, le cabinet
d'avocats Vigo ne préconise pas d'aller en
justice contre la ligue ARA, mais conclut
que «[aFFTsemble fondée a déposer plainte
[..]duchefde vente ilégale de billets etéven-
tuellement, a la lumiére d'éléments circons-
tanciés supplémentaires sur linfluence de
M. Hughes Cavallin au comité de Paris, du
chefde prise illégale d'intéréts ». Eninterne,
le comité des risques est saisi des deux
dossiers. Campagne électorale oblige, le
temps presse. Mais la présidente du co-
mité, Isabelle de Kenviler, prévient rapide-
ment que son rapport ne sera pas rendu
avant les élections. Le 4novembre, le co-
mité exécutif (Comex) de la FFT saisit alors
la commission des litiges des deux dos-
siers ARA et comité de Paris,

Lavictoire de Moretton chamboule tout.
La toute premiére réunion du nouveau Co-
mex, le 18février, décide, «aunanimité des
membres présents ou prenant part au vote
[Moretton s'est éclipsé et Barriére ne vote
pas), de mettre fin & la mission confiée par la

)
[T
TN

Ny a

FFT aMaitre Emmanuel Daoud (du cabinet
Vigo) pour la représenter dans ce litige, et de
retirer les saisines & (encontre de M.Hughes
Cavallin, de M™ Agnés Bourguignon, de
M. Jean-Luc Barriére et du comité départe-
mental de Paris ... de la Ligue Auvergne-
Rhéne-Alpes en tant que personne morale,
de M.Gilles Moretton, son président... »

“Une entreprise
pour m'éliminer 9
GILLES MORETTON, PRESIDENT DE LA FFT

Le Comex s'appuie sur une décision de la
commission de justice fédérale, qui avait
conclu que le Comex du 4 novembre avait
saisi la commission des litiges sans res-
pecter un article des reglements adminis-
tratifs qui exigeait « entre autres conditions,
celle de lurgence », «non remplie en l'es-
pécen. Lors d'une réunion du Conseil su-
périeur du tennis (CST), le 19juin, Giudicelli
amis endoute la régularité de lannulation.
Ilveut désormais porter (affaire devant le
CNOSF, le Comité national olympique et
sportif francais.

Cavallin précise de son coté que, quel-
ques jours plus tard, la commission des li-
tiges a acté qu'il n'y avait pas matiére a
poursuivre dans les deux dossiers. Une
commission aurait donc rendu un avis
apres avoir été dessaisie du dossier ?
LEquipe a demandé lextrait dece PVala

FFT, maisilluia été répondu qu'il était con-
fidentiel... Ejecté fin octobre 2020, Cavallin
est revenu par la grande porte quelques
semaines plus tard: apres un long par-
cours de bénévole, il est désormais salarié
de la Fédération. Un changement de statut
assezinédit et qui interroge. Cavallin a-t-il
échangé les voix de llle-de-France contre
l'abandon des poursuites et un poste de di-
recteur général bis ? En interne, ils sont
beaucoup a le penser, méme si plusieurs
personnes attestent que Cavallin s'était
rapproché de Moretton bien avant laffaire
des places de Roland-Garros. Personne,
pourtant, ne veut témoigner a visage dé-
couvert. Le changement de présidence
s'est accompagné d'un ménage brutal
(sept directeurs ont été licenciés ou ont
choiside partir) et les menaces de poursui-
tesjudiciaires qui seraient agitées par Mo-
retton semblent faire effet.

« C'est votre interprétation, se défend le
patronde la FFT. Hughes, de faconunanime,
afait un travail remarquable sur les finances
de la Fédération. Quand jai appris qu'il était
en désaccord avec ce qui se faisait a la FFT,
Jai trouvé dommage qu'on se sépare d'une
personne comme ¢a... » Le nouveau prési-
dent assure aussi «qu onva reprendre (au-
dit [sur lavente de billets) parce quonena
pris des extraits pour s'en servir. Il faut me-
ner cette mission jusquau bout. Et vous ver-

rez, quand ¢ca sortira... » Dans le dossier
ARA, il évoque une « entreprise pour méli-
miner. Les ligues ont toujours invité des en-
treprises sponsors oudes maires, des élus. Il
est écrit dans le réglement qu'elles ont la
possibilité d'utiliser les places de Roland-
Garros pour faire des relations publiques. On
amodifié ce réglement en décembre 2019,
mais les contrats passés avant étaient tou-
Jours valables. » Cependant, un contrat de
partenariat avec flux financiers n’entre pas
vraiment dans la définition des relations
publiques...

Dailleurs, depuis quelques mois, lanou-
velle direction s'affaire pour modifier les rée-
glements. Comme pour régulariser une si-
tuation qui ne l'était pas ? Au Conseil des
présidents de ligues, le 1¥juillet, on a évo-
qué « [idée de proposer un espace dans Ro-
land-Garros dédié aux ligues et comités ».
«C'est une désacralisation du tournoi, s'in-
surge Giudicelli, 'ancien président. La va-
leur du produit va diminuer... » Et fragiliser
les contrats de sponsoring passés par la
Fédération. « Roland-Garros, c'est le bien
commun du tennis francais, explique au-
jourd'hui Oudéa-Castera, la directrice gé-
nérale de la FFT. Je ne vois pas au nom de
quoion priveraitles ligues d aller chercher ces
ressources et de tisser des partenariats dans
les régions. Ensemble, on peut faire grossir le
gateau. » Etfaire table rase du passé.®

I
FFT

Bernard Giudicelli
(photo du haut,

a droite,

en discussions

avec Hughes Cavallin)
amis en doute

la régularité

de lannulation

de la procédure.

I veut aujourd'hui
porter Uaffaire devant
le CNOSF.

e et Jérbme Prévost/LLqupe
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Tennis Justice, FFT
Soupgons de détournement de biens publics a la FFT:
Anticor fait un signalement a la justice

L'association anticorruption Anticor a, a son tour, adressé un courrier au Parquet
national financier (PNF) pour dénoncer les agissements du président de la
Fédération francaise Gilles Moretton, a révélé « Mediapart ». Elise Van Beneden,
présidente d’Anticor, nous a expliqué ce qui a motivé cette démarche.

chrono

Tennis, AT, Rome Medved
Roland-Garros (0) Ce tunds
Tennis, AT, Rome Medvedev
Tennis, ATP, Rome Clé:

Tennis, ATP, Rome

[ woms o | )
FFT: L'ERE MORETTON, OU LA REPUBLIQUE

DE LA TERREUR
Anthony Rech o

Ce contenu n'est plus disponible.

Mier TENNIS

Qui est Gilles Moretton, patron acculé du
tennis francais

Le président de la Fédération francaise de tennis, élu en 2021 sur une promesse d’exemplarité,
est dans le collimateur de la justice dans une affaire de revente illégale de billets du tournoi de
Roland-Garros.

o oy

Bouches-du-rhone : Cette astuce pour
protéger les domiciles fait fureur en
France

Marseille : Les Francais nés avant 1968
peuvent bénéficier d'une mutuelle
excellente

INFO RMC SPORT

FFT: PRESSIONS, CONFLITS D'INTERETS ET
ACCORD ELECTORAL.. COMMENT LE DUD
CAVALLIN-BARRIERE A FAIT BASCULER
L'ELECTION DE MORETTON

Par Anthony Rech o

ROLUANDZGARROS)2023

"NADAL EST GRAND MAIS
ROLAND-GARROS L’EST ENGCORE




Tennis francais : label affaires ! Exces en tous genres,

TENNIS

le DTN Nicolas Escudé "en dépression”... Le mandat

Moretton soupconne de parjure sy

Gilles Moretton, ici en septembre 2021 dans les locaux de "La Dépéche du Midi". / DDM - NATHALIE SAINT-AFFRE

Pierre Lahalle/L Equipe

| T MORETTON VII

Gilles Moretton, président de la Fédération francaise de tennis. EBEB LE BEGHUTEMENT

C'estuntémoignage quisestdéroulédansleca-  [HATVP), sarémunérationa Carrefour, surlen- DU CAPITAINE DE COUPE DAVIS

dre de sonaudition a [Assemblée nationale,ven-  semble de l'année 2020, avait été de 590947 eu- Ly
dredt surles dysfonctlonnements des fédéra-  ros,doncbeaucoup moins quetrois fois plus que “ h

.. ..l. “...._.......... ollede |3 =
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Tennis chrono - filtrer : tennis

« Chasse a 'homme », « management 12:05 US Open, Le jour od..
brutal », « pratiques autoritaires » : la FFT
une nouvelle fois épinglée dans un audit

Thiem : «Mes batteries sont vides»

07:45 US Open
Sinner affiche sa décontraction

01:30 US Open (F)
Swiatek : «Je vais aborder le tournoi pas a p...

23 aodt Tennis, Dopage

Sinner : «Je sais que je n'ai rien fait de ... >

23 aodt Tennis
Tsitsipas, rompre avec le pére pour s'émanc...

23 aolt Tennis, Justice
Jules Marie porte plainte pour cyberharcéle...

23 aolt Tennis

: ; S >
Sinner se sépare de son kiné et de son ...

23 aout Tennis
Peter Lundgren est mort 3 59 ans

le journal

L'ancienne directrice générale de la FFT Caroline Flaissier et le président Gilles Moretton sont
fortement mis en cause dans l'audit. (F. Faugere/L'Equipe)

Dans un rapport du cabinet Technologia pour le CSE de la FFT,
que révele « Mediapart », le management et la gestion de la
Fédération, présidée par Gilles Moretton, sont vivement dénoncés.
Ce qui confirme les nombreuses enquétes de presse a ce sujet
ces derniers mois.




le dessin du jour par '

) TENNIS DE TABLE : Tennis féminin frangais
FELIX LEBRUN NUMERD 2 MONDIAL Patrick Mouratoglou appelle
| Gilles Moretton et
lvan Ljubicic

mais uneplus-value



https://www.instagram.com/reels/Dbs_N6RMDr_/

a7sago  Djokovic "respects” court ruling, will leave Australia

Here is Novak Djokovic’s full statement, just released:

tennis / Open d’Australie

OKOVIC

‘ ‘ I would like to make a brief statement to address the outcomes o
today’s Court hearing. I will now be taking some time to rest and
to recuperate, before making any further comments beyond this

I am extremely disappointed with the Court ruling to dismiss my
application for judicial review of the Minister’s decision to
cancel my visa, which means I cannot stay in Australia and
participate in the Australian Open.

I respect the Court’s ruling and I will cooperate with the relevant
authorities in relation to my departure from the country.

I am uncomfortable that the focus of the past weeks has been on
me and I hope that we can all now focus on the game and
tournament I love. I would like to wish the players, tournament
officials, staff, volunteers and fans all the best for the
tournament.

Finally, I would like to thank my family, friends, team,

LEQUIPE > supporters, fans and my fellow Serbians for your continued
" N — B
Ay support. You have all been a great source of strength to me.
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En slmfosam sans trop de difficultés, Porte d'Auteuil, face au-Norvégien
Casper Ruud (7-6, 6-3, 7-5), NOVAK DJO) devient le premier
tennisman de Uhistoire a remporter 23 titres en Grand Chelem.

PGS




- SERIES

*FIFA UNCOVERED

NETFLIX

DIACOATAR

CHOC DE
, "FIFA UNCOVERED”




BANDE-ANNONCE

OFFICIELLE



Judgement is Passed Publicly and Quickly

“Nike’s stock falls after Duke star is hurt as

his sneaker comes apart”
“...all large institutions of any kind,

whether they be government agencies,
nonprofits, universities, and certainly =
inCluding b 1g corporations, deserve to be =
inspected and scrutinized. It’s normal.” N N ‘.

CNN

|
Jeff Bezos, Amazon CEO |

o))

Reputation Institute

Source: GeekWire; CNN, Yahoo Finance
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2018 City RepTrak®: The Top Ten
mm Top 10

Tokyo 81.8 ¢ n
There 1s some shake
2 Sydney e up in this year’s list—
3 Copenhagen 81.0 s only 4 cities
L @ appeared last year,
4 Vienna 809 ¥ meaning 6 are new
to the top 10
5 Stockholm 80.8 ¢
6 Venice 80.3 Sl ,
Copenhagen, Vienna
7 Rome 79.2 1+ 7 and Stockholm were
_ the only cities on last
8 Zurich 785 ¢ year’s top 10 list
9 Munich 78.2
10 Montreal 78.2

i

Reputation Institute s s : o & : ; . . : ! — Source: City RepTrak® 26



Doing What’s Right, No Matter the Cost

NETFLIX

Netflix took transparent and decisive
action to remove Kevin Spacey from
its hit show “House of Cards”
following sexual harassment
allegations, despite the show’s

popularity.

o

ttttttttt

The pre i i f i int 1 + o :
. Reputation Institute the exp Source: CNN Money



[Loss of Assurance Based on a Broken Promise

Google

»  The company that promised to “Do no evil”
was increasingly being judged:

— Employee Walkout over sexual harassment
and gender inequality

— Data breaches potentially exposing 52.5
million Google Plus users’ personal info

— Congressional hearing on company
Governance practices and transparency

)]

Reputation Institute

Source: 2018-2019 Global RepTrak®



Global RepTrak 100 | Driver Weight Trends 2015 - 2022

22% e
- T~ —— Products 20.8%

%) = o

18%

16%

prefer to buy gﬂuds 4% ________-;-___________‘_"""-—- Conduct 145%, Citi![}ﬁﬂhfp 14.1%
and services from &_ — —= Performance 13.2%, Leadership 13.1%, Innovation 13.0%

companies that “stand e
for a purpose that ————— Workplace 11.2%
reflects their values

and beliefs” and will
avoid those that do not 2015 2016 2017 2018 2019 2020 2021 2022

Source: Historical RepTrak Data Year

Source: 2022 Global RepTrak 100 Study




THE RIGHT THING IS _ ..
GOOD BUSINESS

BUSINESS OUTCOMES ARE TME DO N OVR MODEL
OF REPUTATIONAL ELEMENTS. THEY ARE THE
ACTIONS STAKEHOLDERS ARE wWILLING TO TAKE

NG
WHEN CONSIDERING, SUPPORTING, AND ENGAGH
WITH YOUR COMPANY.

Reputation Score

WHAT ISSUES ARE MOST IMPORTANT FOR
CORPORATIONS TO ADDRESS IN HELPING
TO BETTER SOCIETY?

15% OF RESPONDENTS 12% OF RESPONDENTS SAID
SAID “PROVIDING A “CARING FOR EMPLOYEE
FAIR LIVING WAGE" HEALTH AND WELL-BEING"

Source: 2024 Global RepTrak 180 Study

FOR CONTINUAL GROWTH IN
THESE AREAS, COMPANIES
NEED TO BE INNOVATIVE IN
HOW THEY TACKLE MAJOR
CHALLENGES AND COMMUNICATE
THE INITIATIVE THEY ARE
DEPLOYING TO TACKLE THOSE
CHALLENGES.

- HARRY FOSTER , ,
SVP OF ADVISORY (EMEA)
THE REPTRAK COMPANY




Relationship Between Reputation and Support

ESTEEM

| Economic
Indicators

tEELING
F4INAY

TRUST

DI

k. Th it =
& Reputation Institute th Source: City RepTrak®



2018 City RepTrak® Ranking

TOKYO SYDNEY COPENHAGEN | VIENNA S1OCKHOLVI VENICE RUVIE URICH VIUNICH = MONTREAL
| - -
| 818 @) 815 @ - 810 xp || 809 = J 808 1g Z 80.3 { ) t/ 792 { ) ' 785 O ' 782 @ ) 782 (%)

HELSINRY VIELBOURNE ORONIO IVIILAN SARCELO VANCOUVER ‘_'uJU’J»"l DUBLIN VIRURID >AN FRANCISCO
>

L 77.7 -l- 12 @ 1= 776 (%) -1 7721 ) 13 765 : 17 764 (%) I-) 764 124 761 () 1:) 76.1 : 1) 759 EE
+* & & B 8 8 i & t* +* =

EDINBURGH -RANKFURT! NEW YORK PRAGUE PARIS SINGAPORENG SEATJLE: DRUOOELS
<> PN X
75.7 "= -y) 755 oy 7S 755 B ) 750 % 5 7248y 5733 4) ) 31 B 730 @ /) 72.9 % -11) 72.1 "

"yl 75.7 == <)) 75. 23 )
3 3 % 't 3 & &

- b =N
72.0 . <74 71.7 % =) 715 v._-_—E 1.3 713 % =) 10.7 Y ) 69.7 @; 69.7 a % }Y) 69.4 ) 69.2 %
4 1 ] 1t L ) 4 1 ) $
. Y 3 > A/‘ ll \,) l7 ) “J (J'r,:jv :/ I ) JJ r] B 7 _,/_/-/4 ""
= = ‘at > < - -
es.c 682 - 662 @ 66.1 & .17 657 % 653% - 647% 1 4.7 63.5 W 62.6 &

4§ Positive/negative rank change since 2017

The presentation is confidential and contains proprietary information and intellectual property of Reputation Institute, whic h may not be reproduced or disclosed without e
ge Trak® is a regi istered trademark of Reputation Institute 3 Reputation Institute, all rights reserved Source: Clly Remek® 27

"i:\:., Reputation Institute the express written permission of Reputation Institute



Judgement is Passed Publicly and Quickly

“Nike’s stock falls after Duke star is hurt as
his sneaker comes apart”
“...all large institutions of any kind,

whether they be government agencies,
nonprofits, universities, and certainly
including big corporations, deserve to be
inspected and scrutinized. It's normal.”

CNN

Jeff Bezos, Amazon CEO

v/
Reputation Institute Source: GeekWire; CNN, Yahoo Finance







REPUTATION: A KEY STRATEGIC RESOURCE?

THE Y+R=]l=0=N TEST

R - rariTY

V - vawe \/ e /

/ REPUTATION

SUSTAINED )

®  COMPETITIVE *—__ I

O - oreamzaTION — \  ADVANTAGE
N\

— INIMITABILITY

N — NON-SUBSTITUTABILITY



REPUTATION: A KEY ASSET — BUT DIFFICULT TO CONTROL

Visibility can be managed. Reputation is coIIectively constructed.

 ESSEC

Visibility does not automatically
create legitimacy.

fj INSEEC

BUSINESS SCHOOL
ARG - SORTEALX - (HOR

| MEDIA EXPOSURE a .

ESC,
- skema
9 A BEING GOOD vs. BEING KNOWN }\{ggg‘ggl“s: \
I I Performance and awareness o tbS'?ﬁ?‘E“é"?“
a follow different logics. HEC :

. <N business school
Bueness Ko \ ARTEM

Recognition is immediate;

9 ¢ l NOTORIETY vs. REPUTATION @ - =

reputation is cumulative. ISC.4 JEWEINTS ). 2
o _ﬁ; X THE REPUTATIONAL THRONE l
- —i ACTORS & EVENT SCALE - - -
¢ Athletes « Coaches « Managers NEOMA 1‘.ﬁ “ IESEG
BUSINESS SCHOOL T EM Strasbourg SCHOOL OF MANAGEMINT

Local « Major « Hallmark « Mega-events

YOU CAN SHAPE REPUTATION —




Expressive Organizations

THE EXPRESSIVE VALUE SYSTEM

In entertainment and sport, clubs and events are
expressive organizations.

They compete through their

(Q ability to express who they are

and what they stand for.

Emotional and symbolic PRODUCT
@ expressiveness becomes part

of the business experience.

2R

090 stakeholder: employees, EXPERIENCE
customers, shareholders, creditors, :
suppliers, communities and the media.

Strategy must serve every
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IDENTITY

Who we are

EXPRESSIVE
ORGANIZATION

CLUB / EVENT
BRAND

How we communicate
& behave

Distinctive « Coherent »
Recognizable

REPUTATION

How we are
perceived

ALIGNING INTERNAL MEANING WITH EXTERNAL PERCEPTIONS




CORPORATE IDENTITY | Fombrun, 1996

Who we are — and what we have become over time

I VALUES &

N1/ PRINCIPLES

@ Beliefs that employees,
players and managers

associate with the
organization.

ACCUMULATED
il EXPERIENCE
Il

The organization’s history
since its founding.

@ 0 -9

FOUNDING SUCCESSES FAILURES IDENTITY

CORPORATE
IDENTITY

Shared meaning

SPORTS ORGANIZATIONS

@@i Identity is shaped by both on-field

and off-field history.

IDENTITY IS NOT INVENTED — IT IS BUILT, |




CORPORATE IMAGE

Fombrun, 1996

CORPORATE
IDENTITY ACCURATELY

MIRRORS

R

CONTROLLED DISTORTION /§ UNCONTROLLED DISTORTION
\/, Advertising & self-presentation ‘Q 5 Rumors
~ eoe
‘ The company attempts to .‘ @  Unofficial statements circulate
influence public perception. among employees, peers,

analysts & reporters.



Reputation (Fombrun, 1996) ooewrencen

CHARLES J. FOMBRUN « CEES B.M. VAN RIEL

“Reputation” is the GENERAL ESTIMATION in 1‘ I | 1%1
which one is held by THE PUBLIC. '
American Heritage Dictionary i‘] ‘ 1 J ‘ j

A corporate reputation is the NET AFFECTIVE OR
EMOTIONAL REACTION — good or bad, weak or

strong — of customers, investors, employees and
the general public to the COMPANY’S NAME.

"Fame and Fortune is a searching examination of a company’s elusive yet valuable asset:
its reputation. At Johnson & Johnson, we agree with the authors' thesis: A powerful reputation
begins with organizational values that are clearly stated and rigorously upheld. Employees,
consumers, and customers of businesses today, while still expecting quality and price,

= | CTI\/C g’* o s I :'*'ih NRED HHIDCADENT increasingly valve integrity. So do we.”
o { q ° L .Y, .
REPUTATION = COLLECTIVE STAKEHOLDER JUDGMENT

—Willam C. Weldon, Chairman and CEO, Johnson & Johnson




fEELING

DEFINING CORPORATE REPUTATION

AN EMOTIONAL BOND THAT DRIVES SUPPORTIVE BEHAVIOUR

eSTEEM
©

EMOTIONAL
BOND

TRUST

Noj vy wav

REPUTATION CREATES

CONFIDENCE

Customers stay loyal

Customers recommend you

Partners support you

Policymakers and regulators
give you the benefit of the doubt

Media seek your point of view

Employees engage and
deliver on your strategy



WHAT’S IN A NAME?

In sport, a name is a strategic asset.

L)

ECONOMIC
VALUE

Endorsements « Partnerships ¢
Commercial influence

5 REPUTATION 14

| Cities « Symbols « Animals Meaning accumulated

| Communities * Sponsors through recqgnition
| | | and experience |

NAME

EXAMPLES REPUTATIONAL CAPITAL

Michael Jordan « Jack Nicklaus

é Arnold Palmer ¢ Joe Montana «

= Wayne Gretzky « Andre Agassi ¢
Zinedine Zidane

Colts « Bulls « Celtics » Patriots

BNP Paribas « Hopman Cup *
Evian Masters « Andros Trophy

A NAME IDENTIFIES. A REPUTATION DIFFERENTIA

\

Y
V

%

Realizing
Value

;;;;;;

BOTH CREATE VALUE.




REPUTATION & MEDIA

WHO CONTROLS THE NARRATIVE?

EXTERNAL MEDIA TRIBUNE

LIMITED CONTROL

TV « RADIO « PRESS + DIGITAL PLATFORMS - I
SOCIAL CONVERSATIONS MyNe)&tChaptel’

KEVIN DURANT

FROM MEDIA DEPENDENCY
TO NARRATIVE OWNERSHIP

OFFICIAL WEBSITE « CLUB MEDIA -

ORIGINAL CONTENT « OWN TV CHANNEL KEVIN DURANT — “MY NEXT CHAPTER"”
THE PLAYERS' TRIBUNE: ATHLETE-CONTROLLED STORYTELLING




LINKING IDENTITY - NAME - IMAGE - REPUTATION
Fombrun, 1996

CORPORATE IDENTITY '
\

4 NAMES & SELF-PRESENTATIONS

) —
oOo CUSTOMER /8\ COMMUNlTYw INVESTORW | O EMPLOYEE
IMAGE IMAGE u[ll] IMAGE (V)  IMAGE
l {} CORPORATE REPUTATIONJ |




==
— FOUNDATIONAL BRAND FRAMEWORK
EDITION

: . , Strategic |
A brand is a name, term, sign, symbol or design — or a Brand Management |

“ combination of them — intended to identify and differentiate
the goods and services of one seller or group of sellers from
those of competitors.

Kotler, 1991
THE SPORT BRANDING CHALLENGE

Building, Measuring, and Managing Brand Equity
FOURTH EDITION

Kevin Lane Keller

INTANGIBLE PRODUCT O DUAL BRAND POWER
O Beyond the ticket, the core offer f-\* Athlete brands can compete

is largely intangible. j with the team or event brand.

LIMITED CONTROL TANGIBLE ANCHOR ALWAYS LEARNING PEARSON
Ul][' Performance and the long-term % The stadium gives the brand

product are difficult to control. a physical identity.

BRANDS BUILD MEANINGFUL ADVANTAGE > Y | MARKETS PEOPLE




SIX CLASSIC ELEMENTS OF ABRAND

03 ATTRIBUTES e 04 CUSTOMER BENEFITS

03 What the brand promises Defines class like no other.
Distinctive characteristics directly associated The Mercedes-Benz S-Class

with the brand.
Mercedes-Benz: Solidity ¢ Durability ¢ Prestige

“Unlike any other.”
CLUB / EVENT: WHAT MAKES US DISTINCTIVE?

ATTRIBUTES —> BENEFITS

v
CUSTOMER BENEFITS

What customers actually gain
Functional and emotional value created by the brand.

04

FUNCTIONAL EMOTIONAL ——— THE PROMISE BECOMES A CUSTOMER EXPERIENCE ——
Durability « Safety Confidence ¢ Status

CLUB / EVENT: WHAT VALUE DO WE CREATE?



SIX CLASSIC ELEMENTS OF ABRAND

01 VALUES « 02 CULTURE |

01— VALUES D

GERMAN AUTOMOTIVE
@ What the brand stands for GRS A EREE
Expresses the organization’s heritage, beliefs and ambitions. ey
Mercedes-Benz: Performance  Prestige ¢ Tradition (\(‘f;(\ﬂm
\, <%‘ A > P
> CLUB / EVENT: WHAT DO WE STAND FOR? Audi
>

02 — CULTURE

Where the brand comes from

Connects the brand to a country, community and way of doing things. PORSCHE

Mercedes-Benz: German engineering and excellence

i DIFFERENT ORIGINS.

A SHARED LEGACY.
> CLUB / EVENT: WHICH CULTURE SHAPES US?

BRANDS BUILD BRIGHTER FUTURES PEOPLE BRANDS PROGRESS



6 CLASSICAL ELEMENTS OF A BRAND

01 — PERSONALITY & CORE TARGETS

PERSONALITY MADE VISIBLE

If the brand were a person, an animal or an object —
who would it be?

(O » BRAND PERSONALITY

Person: CEO archetype
Animal: power, instinct, prestige
Object: stadium, trophy, iconic place

' Clubs and events can deliberately build this personality —
a hallmark of US franchise marketing.

CORE TARGETS

Who is the brand primarily designed to engage?

Mercedes: CEO profile, around 50 years old

Sport: tribal and fan-based segmentation creates
sharper communities.

090

N ' A BRAND BECOMES DISTINCTIVE WHEN PERSONALITY MEETS COMMUNITY.




LOGO

VISIBLE SIGNAL

BRAND IMAGE

WHAT PEOPLE SEE — AND WHAT THEY REMEMBER

Brand image is defined as perceptions -~~~ °
about a brand, as reflected by the brand
associations held in consumer memory.
Keller, 1993

—

THE STRATEGIC QUESTION
IS THE CLUB OR THE EVENT THE REAL BRAND?

- IN MARKETING
' REPUTATION — BRAND IMAGE




BRAND CONSTRUCTION & CONTROL

IN A HIGHLY EXPRESSIVE ORGANIZATION

A

PLACE - CITY - COUNTRY

/ CLUB OR \

\ EVENT |\
ATHLETE : TN PUBLIC « FANS
BRANDS | COMMUNITIES

THE

I@\

SPONSOR BRANDS ev a

CHAMPIONSHIP

BRAND VALUE EMERGES FROM THE INTERSECTION




REPUTATION ( ( ] ,
INSTITUTE

REPUTATION

The collective perception people hold
of an individual or organization.

& - sat

DIRECT EXPERIENCE ORGANIZATIONAL THIRD-PARTY
MESSAGING CONVERSATIONS
What people personally

encounter What people see and hear What others say and share

INDIVIDUAL » COMPANY CITY o COUNTRY




BRAND & REPUTATION

Promise made. Promise experienced.

BRAND - REPUTATION

The unique promise
an organization
defines, crafts and
makes to its

stakeholders. ALIGNMENT
BUILDS TRUST

IRSEIOUT > €— OUTSIDE IN

stakeholders believe
the organization
fulfills that promise.

The degree to which ‘ (

BRAND SETS THE EXPECTATION. REPUTATION REVEALS THE REALITY.



BRAND vs REPUTATION

THE PROMISE AND THE PROOF

BRAND ~ REPUTATION

THE PROOF
The extent to which

THE PROMISE

The distinctive promise
an organization creates stakeholders believe the
and communicates to its organization consistently

stakeholders. CONSISTENT delivers on that promise.
DELIVERY

INTENT « IDENTITY « POSITIONING EXPERIENCE « PERCEPTION  TRUST

PROMISE EXPERIENCE REPUTATION

A ‘ THE GAP BETWEEN PROMISE AND DELIVERY CREATES REPUTATIONAL RISK



BRAND vs REPUTATION e

WHAT IS THE DIFFERENCE?
REPUTATION

THE PROMISE - THE PROOF

Stakeholders’ judgement
of whether the promise
is delivered.

PROMISE

A relevant and distinctive
commitment. ‘

' OWNED BY e®¢ OWNED BY
THE ORGANIZATION 'l A4 STAKEHOLDERS

YOU CONTROL THE PROMISE. OTHERS CONTROL THE VERDICT.




REPUTATION

BRAND
CONSTRUCTION A ¥
ISDIFFICULTINTHIS

CONTEXT. V.

BUT

REPUTATION
CONSTRUCTION & CONTROL

can stimulate and develop your commercial brand.




RETHINKING YOUR COMMUNICATION

From strategic intent to brand-building — through reputation




FROM PERCEPTION TO PEREFORMANCE ———

CORPORATE REPUTATION CAN BE
MEASURED — AND MANAGED

) —

le /

MEASURE MANAGE
The Reputation Quotient ‘ Reputation Management /
S — . /

——— WHAT GETS MEASURED CAN BE ORCHESTRATED. o—



REPUTATION MANAGEMENT

THE FIVE DIMENSIONS

FOMBRUN, 1996

VISIBILITY
BE SEEN

AUTHENTICITY _

BE TRUE

» TRANSPARENCY

BE OPEN

CONSISTENCY ., o DISTINCTIVENESS

BE COHERENT BE DIFFERENT

———— STRONG REPUTATIONS ALIGN WHAT AN ORGANIZATION IS, SAYS AND DOES —————






FERRUARY 19,2020

KOBE BRYANT
1978-2020










THE EXPRESSIVENESS QUOTIENT

Five dimensions of corporate expressiveness

® Communicates appropriately with everyone
VlSlBLE ® Carries out visible stakeholder initiatives
@ Participates in worthy social initiatives

Is recognizably different

DISTINCTIVE ' ® Makes a distinctive promise

. @® Stands out

® Walks the talk @ EXPRESSIVENESS
CONSISTENT @ Isidentifiable in its communications QUOTIENT

@ Conveys a consistent message

® States its beliefs openly

TRANSPARENT e Discloses information in a timely fashion — l

® Responds to all stakeholders

HOW CLEARLY THE
Is credible and sincere in its communications ORGANIZATION EXPRESSES
AUTHENTIC Is honest WHOITIS

Is appealing to deal with

Fombrun & Van Riel, 2004



SN
St

_ THE BIG THREE: THREE TIMELESS REPUTATIONS __

FIVE PRINCIPLES OF REPUTATION MANAGEMENT o

ROGER FEDERER RAFAEL NADAL NOVAK DJOKOVIC

THE TIMELESS BRAND THE TIMELESS COMPETITOR THE TIMELESS WINNER

Sport & public-affairs centric o

@ 0_1 Sport & business centric o Sport centric ¢ Sponsorship e
Sustainability

BE VISIBLE Sponsorship ¢ Sustainability Sustainability

‘o‘o‘ E Team ¢ Coach ¢ Family e Family « Coach ¢ Spain Serbia ¢ Family « Team e
BE AUTHENTIC Foundation ¢ Nadal friendship Hard work ¢ Federer friendship Hard work ¢ Foundation
E Offensive elegance Physical dominance e Complete game
BE CONSISTENT Talent refined into mastery Left-handed intensity Destructive creator on every surface
_4 Style « 8 Wimbledon titles Fighting spirit e 14 Roland-Garros 24 Grand Slam titles ¢ 10 Australian
E DISTINCTIVE Global fan appeal titles » Global fan appeal Opens ¢ Mental strength
E Clear career evolution Clear preparation ¢« Academy e Open on tennis choices o

BE TRANSPARENT Powerful personal brand Future vision More contested public positioning

THREE LEGACIES — THREE DIFFERENT REPUTATIONAL ASSETS



BCREATE « PROTECT » REPAIR

.,
REPUTATION MANAGEMENT IN ACTION = ™ =~

Les BCcnos.fr

Marseille : les relations
sulfureuses de Jose Anigo
r Paul Molga y | 2131 r Je O 16.5

@
g

REPAIR

1
>
-
N
J
AN BRI 742
\ WY
P —

CREATE PROTECT

Build trust and Monitor risks and Respond, restore
positive associations stakeholder signals and rebuild credibility
e , J . S \. . J
- A\ THEOM WARNING | BAD REPUTATION CAN UNDERMINE BRAND DEVELOPMENT

-

.



DON'T FORGET YOUR
REPUTATIONAL RESOURCES

Reputation is shaped by assets the organization does not fully control.

wee VVISIBILITY WITHOUT POSITIVE VALUE

4Z%  SPONSOR BRANDS >
¢}  PR&CEOVISIBILITY >
222  LOCAL & CULTURAL IDENTITY >
@ HOSPITALITY & VENUE >

= ORGANIZATIONAL HISTORY >

i - ‘; -" H @ ~» ,(-i;,;_::;‘(\r '7«7-;_’_»,;?:'\3 '
BEING KNOWN i BEING GOOD | siode rrancais-

High awareness can coexist with ealler negative reputatlon. New York Knicks




REPUTATION IS A MAGNET FOR STRATEGIC RESOURCES

Fombrun & Van Riel, 2004

—— ATTRACTED RESOURCES —

=
EMPLOYEES
>
™
CUSTOMERS
D
B
INVESTORS
—
‘\
MEDIA &
JOURNALISTS
=
-
FINANCIAL
ANALYSTS

B

VALUE CREATED

/‘) Stronger coverage

ﬁ
More attractive jobs ]
& stronger motivation
& _.
—
_7 Repeat purchase
1 I & greater market share
\_
il
f Lower capital costs
& new investment |
Y
~
B More favorable
= press coverage
N
&

& recommendations




HOW IS CORPORATE REPUTATION MEASURED?

REPTRAK™: SEVEN RATIONAL DIMENSIONS DRIVE AN EMOTIONAL BOND

llI O
PERFORMANCE il
RATIONAL DRIVERS ?
What stakeholders
observe and evaluate & FOlEET Q

LEADERSHIP INNOVATION
EMOTIONAL

<43 BOND LUyl
A 4

[ ]
EMOTIONAL RESPONSE & i dmd
What stakeholders feel CITIZENSHIP TRUST WORKPLACE

about the organization

i
il

GOVERNANCE

.l. I RATIONAL PERFORMANCE EXPLAINS EMOTIONAL REPUTATION




MEASURING CORPORATE REPUTATION

THE REPUTATION QUOTIENT

FOMBRUN & VAN RIEL, 2004

(v 2

SOCIAL RESPONSIBILITY EMOTIONAL APPEAL

e Supports good causes e Feel good about
e Environmental responsibility e Admire and respect
Community responsibility e Trust

7-POINT SCALE

o — DESCRIBES VERY WELL

@

REPUTATION

VISION & LEADERSHIP QUOTIENT PRODUCTS & SERVICES

e Market opportunities — — e High quality
e Excellent leadership 6 DIMENSIONS ¢ Innovative

e Clear vision for the future 20 ATTRIBUTES ® Value for money
e Stands behind its products

FINANCIAL PERFORMANCE WORKPLACE
e Record of profitability ENVIRONMENT

Low-risk investment e Good place to work
Growth prospects e Good employees
Outperforms competitors e Rewards employees fair

ONE OVERALL REPUTATION SCORE — BUILT FROM MULTIPLE STAKEHOLDER PERCEPTIONS



REPUTATION IN SPORT ORGANIZATIONS

| TRANSFER OF THE REPUTATION MODEL TO THE SPORT CONTEXT ! | g rUQEpUS

7 = DESCRIBES VERY WELL

1 = DOES NOT DESCRIBE WELL

/ SOCIAL RESPONSIBILITY\ / EMOTIONAL APPEAL\
/ e Supports good causes e Admire and respect
e Ethics e Sport & athletes
e Environmental responsibility e Passion & hedonism
‘K e Community responsibility e Consumer experience g -
e Fans /

f PRODUCTS & SERVICES\

VISION & LEADERSHIP\ " N\
e Market opportunities " e High quality
e Excellent leadership \ REPUTAT'O § e Sport show & experience
e Clear vision for the future \ ¢ |nnovation
e CEO celebrity \ y e Value for money
j ) " A \ e Tickets & hospitality /

. f FINANCIAL PERFORMANCE WORKPLACE ENVIRONMENT p ' ' Lv' f
e : " -
e Record of profitability e Good place to work " .
e Low-risk investment e Good emplovees ,..'-' T T Y
/ 4." ‘ v . ¢ Growth prospects o VolunteeF: myanagement ‘a NN
’ wwr e Outperforms competitors . ‘
e Media returns & affluence "
\ e Stakeholder performance "

C. GENERIC INDICATORS @ SPORT-SPECIFIC TRANSFER)




18032003
IRl WU TOWE DE FRAMGT

Du 7 au 29 juilet 2007

LE MONDE EN JAUNE

BA B AU BT JURLET 3503 I

TOUR DE FRANCE 2005
Du 2 au 24 juillet



http://www.letour.fr/index.html

LE TOUR TOUJOURS

TOUR DE FRANCE 2009 - Du 4 au 286 iliet
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TOUR DE ERANCE 2011
Du 2 au 24 juillet - 98¢ édition
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TEASER 2024
TOUR DE FRANCE




TOUR DE FRANGE

mﬁ_ REPUTATION & BRAND TAKEAWAYS

COMMUNICATION

Does the narrative
reflect today’s reality?

MEMORY

Merchandising keeps
the event’s history alive.

ATHLETE HALO

The event builds the A popular event creates
visibility and reputation reach — but makes
of its riders. precise targeting difficult.

MASS APPEAL

.~

Aa”’“jﬁ‘

HERITAGE

Places and French
heritage shape identity
and reputation.

THE CARAVAN

A unique platform that
unifies sponsors within
the event narrative.

EVENT DIRECTOR: FROM CHARISMA TO INSTITUTIONAL LEADERSHIP

JEAN-MARIE LEBLANC - CHRISTIAN PRUDHOMME

THE EVENT IS BOTH A MEDIA, A MEMORY AND A NATIONAL STAGE




MANAGING AN EXCEPTIONAL EVENT

From key questions to strategic answers

B ( 23

KEY QUESTIONS STRATEGIC ANSWERS

MAINTAIN EXCELLENCE
Protect standards, consistency
and delivery quality.

5 How do you sustain
excellence in a mega-event?

INSIGHT
LEAD TO

bl How do deve'opment IMPACT ORCHESTRATE REPUTAT'ON
'O' and innovation reinforce BUIl.d * Protect o Repair
performance? A pivotal strategic resource

; e : TURN REPUTATION INTO A BRAND
09 Ow does culture Create a lasting, distinctive
Wil shape the event? commercial asset.

s L)

SPONSORS MEDIA INSTITUTIONS COMMUNITIES

EXTERNAL ECOSYSTEM







Bl ROAND-GARRDS
f e 47 2006

Reputation = Brand

Roland Garros




C Kowat Klapheck - Galere Lebong /5FY 2009

Championnats Internationaux de France 2009
Stade Roland-Garros, du dimanche 24 mai au dimanche 7 juin

"ROLAND

GARROS

=X
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Rotand Garrtos 2017







BIEAN CLARACQ / FFT 2021




ROLAND-GARROS
2023
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ROLAND-GARROS 2025
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ROLAND-GARROS: :

MORE

A LEADING GLOBAL SPORTEVENT | i1

The annual IFOP survey confirms exceptional awareness and a highly positive perception.

AWARENESS TOP ASSOCIATED VALUES* GLOBAL FAME

4% 4™

—
Awareness among tennis fans** @ INTERNATIONAL Most famous sport event™**

e ,
B o) \@ PRESTIGIOUS ? QR ==

CHAUMEIF";ONS
. . ,. HIGH-LEVEL

LEAGUE

ROLAND- WIMBLEDON AUSTRALIAN US OPEN FIFA OLYMPIC UEFA ROLAND-
GARROS OPEN WORLD CUP GAMES CHAMPIONS GARROS
LEAGUE

AWARENESS PRESTIGE GLOBAL REACH _ pAms

UNITES
THE WORLD

A POWERFUL REPUTATIONAL ASSET




FIVE PRINCIPLES OF
REPUTATION MANAGEMENT

Applled to Roland Garros

BE VISIBLE BE AUTHENTIC || BE CONSISTENT = BE DISTINCTIVE | BE TRANSPARENT

® Media partner ® Preserve traditional ® Protect the sporting ® Grand Slam status ® Clear communication
choices identit advantage .
Y < ® Iconic clay courts ® Credible former-
® Stadium ® Celebrate history ® Control sponsor . player voices
transformation and heritage visibility and on-court ® :;We?ir:rjmlczhys'cal ® ‘EFTgovernance
colors P and public

| accountability
Q ~ P & D \ _ D & : J

YA - . D Y R = —

? 4 ey . v O ¥ i~ . " S > e A - - 03 oy g ATy - SN
7, e PN RN P NI e e S : ) oY AN ot AR S 5 Oy I, SRR o> D5 &S IR P RIS~ O3 SRR AN A e
e P L,‘f/.— o DT SOl ¥ ; 7 % % R £ = . v # » S 1 v A Vs 3 A
- I Pt R ) : 5

REPUTATION IS BUILT WHEN VISIBILITY, HERITAGE, CONSISTENCY,
DISTINCTIVENESS AND TRANSPARENCY REINFORCE ONE ANOTHER.




REPUTATION AS A RESOURCE SYSTEM e

HOW ORGANIZATIONAL CAPABILITIES CREATE, PROTECT & ACTIVATE VALUE

@ PHYSICAL —_ PARTNER _— RELATIONAL
RESOURCES | RESOURCES | RESOURCES

A

RPN v »

CORPORATE ~ e®¢ REPUTATIONAL SPORT
[ all RepuTATION > [ M) RESOURCES ]‘ [ ? REPUTATION]

t | t
(© =) ($ o)

————————— t —-—————————\‘l "—'-‘—————‘—_1‘———_——“‘\\'
1 | |
q'é LEARNING | E Gb FORECASTING}:

___________ \"_""' \"_"7"""""“
ORGANISATIONAL
CAPABILITIES

-—————,




THE ASSET CASCADE

FROM RESOURCE FLOWS TO AN ACCUMULATED STRATEGIC STOCK

ORGANIZATIONAL

01 — REPUTATIONAL N i ,
RESOURCES it SRR {
Strategic axes 7 e @ LEARNING
et CAPABILITIES
i e 4

02 — PARTNERSHIP "1\ A\ LEARN + ADAPT « RECONFIGURE
RESOURCES ' %

03 — PHYSICAL
RESOURCES

04 — RELATIONAL
RESOURCES

“BRICOLAGE” — RECOMBINE WHAT IS AVAILABLE : ACCUMULATED STRATEGIC ASSETS
... BZ W=

| a .a, DYNAMIC CAPABILITIES STOCK OF RESOURCES

CAPABILITIES TURN DISPERSED RESOURCES INTO A COHERENT ASSET SYSTEM




JEAN-CLAUDE BLANC

URC { S ‘:..,’ '. oi
\ f ..e -’0

S USTAINAB:LESSUCTCIE:S*S

THE RESOURCE-MANAGEMENT STRATEGIST ... -==" ,
& } oy 1 l - —
TICKETING SPONSORING PUBLIC RELATIONS TV RIGHTS
L €21M €25.5M €31M €32M
O ‘ O L o o Jicia d1 N ¥
L RESOURCE-BASED EQUILIBRIUM | 2001-2006 J —

|

NO RESOURCE

DEPENDENCY

|+

v

EXTERNAL CONTROL —
OF THE ENVIRONMENT =

ﬁ RENT OPTIMIZATION ‘

A KEY SOURCE OF VALUE IN FRANCE

-
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A NEW
SETTING

NEW
ROLAND
GARROS



ALLEYES ON ROLAND-GARROS

2026, MAY 18™ — JUNE O7™

e A

o el
5 ,AWAumt-:Nces SAY

P i
B B46M " francestv 522,9M

UNIGUE VIEWTRS
ON FRANCE TV CHANNELS

VEWEOS FOUOWED THE X068
IDIMON OF BOLAND CAVROS

mm+5M 2

UNMOUT VIRWIRS” WATOMRD
THR WOMEN'S FIXAL

= 1OM <

UMW VIZOMIG" WATOAMD
THE NS Pl

TJOUBCE MILGUN BASID O A | COMICUTIVE
MONUTE MACH

i 27 BEST FERTORMANCE
= : VIS AVERAGE
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, .I 9 Glmtvs Tl ST WX 3M S AL
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W, A ¥ r
B [ SOCIAL MEDIA ~ /% ) S I
Loiiie oo

783 K E3YouTube

VIEWS ON YOUTUBE (LIVE « BEST OF)

103M

VIDEO VIEWS ON SOCIAL MEDIA

2/5p e

\'\O{OS VIEWS

4B S®aED

IMPRESSIONS

| 158Me= |

S ENGAGIMENTS

#1060

GLOBAL TENNIS BRAND
ON TIKTOK (M4 FOLLOWERS)

COMMUNITY & LEGACY

+180K

TICKETS SOLO
j unoer 30

£Y +7LOKE

RAILLD TO SUPPOKT INCLUSIVE
N AND DNVIBOMIONTAL
COMMUNITY INITIATIVES

+11K

MIAL BQUIVALENTS

138 000

DURMNG THE OPENING WEIK

o>
727 500

RG FANTASY GAME
Y INIOTYS

aD
REDISTNOUTED YO PROME

IN VUURLAXOLE SITURTONS 62 yl‘ K

THANKS 10 (€ CHANON PLATERS
MANGUANT

X ISOIN u}dhn

All encie Haier Infoss | Hespedde JCDocwx

L
m P’mff Wikson @ POTERBCRAROT 9/4}@

BNP PARIBAS <<)> -
ROLEX

ROLAND-GARROS 2026:
A GLOBAL MEDIA & FAN PLATFORM

From sporting event to worldwide engagement ecosystem

TV AUDIENCE

46M |

Unique viewers
in France

WL AR I

©

ON-SITE ATTENDANCE

% 727,500

Fans

&

INTERNATIONAL REACH

22.9M

Viewers followed the 2026
edition in the United States

i

DIGITAL ECOSYSTEM

1.6M

Unique visitors on the
Rolandgarros.com app

EIS WD LAGSTIER Peaes & ==
N

SOCIAL MEDIA

2.5B

Video views

MERCHANDISING

836K

products sold

ROLAND-GARROS ORCHESTRATES MEDIA, DIGITAL, VENUE
AND COMMUNITY RESOURCES TO EXTEND VALUE FAR
BEYOND THE COURT.

Source: Roland-Garros 2026 performance infogrophic




=7 | FRENCH TENNIS FEDERATION T —
PORERATION PRANGAISE TSRO ERA RV 202,987 235,672 230,541 -5,131 -2% +27,554 +14%

DE TENNIS in € thousands

@ EVENT-RELATED ACTIVITIES — FRENCH INTERNATIONALS

@ PRODUCTS

TICKETING

PARTNERSHIP

HOSPITALITY

MEDIA

COMMUNICATION / EDITIONS
MISC. OPERATIONS
EXCEPTIONAL PRODUCTS

NN NON«§- Jhol 1

PROVISIONS REVERSED

TOTAL PRODUCTS

G CHARGES - BY CATEGORY

PLAYER PRIZES

TICKETING COSTS

PARTNERSHIP COSTS
HOSPITALITY COSTS

MEDIA COSTS

ORGANIZATION COSTS
COMMUNICATION / EDITIONS COSTS
MISC. OPERATIONS

PAYROLL & SOCIAL CHARGES
EXCEPTIONAL CHARGES
PROVISIONS

DEPRECIATION & AMORTIZATION
EXCEPTIONAL AMORTIZATION

FEEFPRINRECOD PR

TOTAL DIRECT CHARGES

GROSS MARGIN ON DIRECT COSTS

Note: Figures may not add up due to rounding

2024
Actual
63,747
63,596
71,307

12,779
39
3,065
416

13

319,962

2024
Actual
58,109

1,433

3,763
15,753
21,104
57,188

4,372

2,364
16,163

314
310
28,452
0

209,325

110,637

2025
Budget
66,278
68,977
75972
149,863
35
2,926
0
0

364,051

2025
Budget
62,417
1,404
3,697
16,941
26,003
63,472
5,085
2,619
17,725

229,590

134,461

2025

Actual
66,345
66,084
75,373
155,178
17
3,088
43
95

366,323

2025
Actual
60,176
1,373
3,665
16,434
25,836
61,966
4,943
2,518
17,934

224,650

141,673

Variance vs Budget 2025

€
67
-2,893
-599
5,315
82
162

Variance vs Budget 2025

€
-2,241
-3
-32
-507
-167

%

%

G ALLOCATED CHARGES

(8) WATER/GAS / ELECTRICITY SHARE
()  STADIUM OPERATING SHARE

PAYROLL & SOCIAL CHARGES SHARE

TOTAL ALLOCATED CHARGES

TOTAL CHARGES

@ FINANCIAL HIGHLIGHTS

ANALYTICAL BALANCE

€ thousand
vs Budget 2025
135,782

128,379 +7,403

116,975 +6%
vs Actual 2024
o +18,807

+16%

2024 2025 2025

Actual Budget Actual
@/ KEY TAKEAWAYS

Strong growth in Media revenues
driving overall products up by

€46,361K vs 2024,

202,987

2024 2025
Actual Budget
2,287 1,989
-1,227 4,093
-1,398 0

235,672

230,541

2025 Variance vs Budget 2025
Actual < %
1,952 -37 -2%
3,939 -154 -4%
0 0 -

-5,131

MBA FRENCH INTERNATIONALS

€ thousand

158,606

145,427

2024 2025
Actual Budget
Disciplined cost management

keeps total charges slightly
below budget

vs Budget 2025
165,584
o +6,978
+4%
vs Actual 2024
O +20,157
+14%
2025
Actual

Solid financial performance with
improved margins and positive
trend vs 2024



Selected Sports Rights Renewals

Package Old Partner(s) AAV New Partner(s) AAV % Increase Announced

@ [ W— $55 million P $350 million +536% oe;;'z“ob‘"

NBCU humou [  prr— LU LY Se— | [ March
5.6 billion T 10.1 billion +79%
@ &sen FOX > NBCU 5% FOX ’ | 2021
. & sy POK S1Sbilion | EWWPROK | ..o, 7% ;g;‘;
DSCOVERY 1 DISCOVERY |

m NBCU $188 million m:m $625 million +233% Soptusrer
DISCOVERY | 2021

6{:{"; NBCU $166 million NBCU $460 million +177% ~°‘2';2'“1b°'
B1G i saso million | NBCU FOK | ¢, 10, +160% P
FOX Slaramount 2022

NBCU | NBCU pie video . | Movember
’m m $820 million m @ o $1.1 billion +40% 2023
'AY ey . | =T o ¥ ] rifs March
| § | RGP =TT} S600 million wanes gacs o $1.3 billion +117% 2024
6 N BCU $17 million aRES an0s $65 million +282% ;“‘);:

* Warner Bros. Discovery sublicensed College Football Playoff rights from ESPN in a five-yvear deal starting this season.

Source: Companv reports. MoffettNathanson estimates and analvsis



RED OCEAN STRATEGY VS BLUE OCEAN STRATEGY

Compete in existing market space Create uncontested market space

Beat the competition Make the competition irrelevant

Exploit existing demand Create and capture new demand

Make the value-cost trade-off Break the value-cost trade-off

Align the whole system of a firm's activities with its Align the whole system of a firm's activities with its
strategic choice of differentiation or low cost strategic choice of differentiation and low cost




RED OCEAN vs BLUE OCEAN

COMPETE IN EXISTING SPACE — OR CREATE A NEW ONE?

RED OCEAN

COMPETE IN A CROWDED MARKET

MARKET SPACE
Compete in existing market space

COMPETITION
Beat the competition

DEMAND
Exploit existing demand

VALUE-COST LOGIC
Make the value-cost trade-off

ACTIVITY SYSTEM

Align the whole system of a firm’s activities
with its strategic choice of differentiation
OR low cost

VALUE
INNOVATION

A SHIFT
FROM
COMPETING
TO CREATING
VALUE

BLUE OCEAN

CREATE UNCONTESTED MARKET SPACE

MARKET SPACE
Create uncontested market space

COMPETITION
Make the competition irrelevant

DEMAND
Create and capture new demand

VALUE-COST LOGIC
Break the value-cost trade-off

ACTIVITY SYSTEM

Align the whole system of a firm's activities
with its strategic choice of differentiation
AND low cost
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61,7 64 69
Roland-Garros Open d'Australie Wimbledon US Open
(2026) (2026) (2025) (2026)

usopen

australion open
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~Renégociation ratée des droits féle, ' M 2
~ extensiondifficile de Roland-Garros, —
- @rosion des licenciés... Tout ne va pas Si
ala Federation francaise de fennis.
eUr des dossiers lourds, son directeur
ral. 'omnipotent Gilbert Ysern.
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AMELIE MAURESMO
NOMMEE DIRECTRICE

GILLES
MORETTON

DEMISSION AVEC
FRACAS

pas gentil
organisateur

GILLES MORETTON, 48 ans, ancien
[ joueur de tennis. Président de 'Asvel,
organisateur d'événements, numeéro 2
| de Sportfive France, il a autant d'ennemis
| que de casquettes. Et applique aux
affaires ce qu'il a appris sur les courts :
on peut avancer sans étre aime.

) ;‘v-
-
4 ) .

ST




Sports, Tennis, Rolex Paris Masters 2023

Tennis : Gilles Moretton, 'omnipotent président qui « sait
tout sur tout »

Le président de la Fédération francaise de tennis, qui procéde au choix du futur
capitaine de Coupe Davis, n’est guere enclin a déléguer. A un an des élections,
I'opposition se met timidement en place...

Par Eric Bruna

Le 3 novembre 2023 2 19h59

Annonce

DACIA SANDERO STEPWAY

..... Dacia DECOUVREZ-LA

Gilles Moretton (ici lors de la finale de Roland-Garros 2023) est président de la FFT depuis février 2021. LP/Arnaud Journois
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ONE-MAN SHOW OR
TEAM EFFORT?

WHAT REALLY DRIVES
SUCCESS?

LEADER

e Direction ¢ Momentum

[ SUCCESS EMERGES WHEN LEADERSHIP ACTIVATES COLLECTIVE CAPABILITIES. J




LEADERSHIP & GOVERNANCE VOICES

Shaping reputation through strategic decisions and public communication

La banque d'un g

YEA-CASTERA |

CAROLINE
FLAISSIER




ROLAND-GARROS BUSINESS MODEL

Distinctive capabilities orchestrate an interconnected resource system
ROLAND-GARROS CUSTOMER RELATIONSHIP
BRAND MANAGEMENT MANAGEMENT

REPUTATIONAL PHYSICAL PARTNERSHIP

RESOURCE
ORCHESTRATION

EXTERNAL
AGENCIES

RESOURCES RESOURCES RESOURCES
SOCIAL
- i CAPITAL

STADIUM & TICKETING
MANAGEMENT
INFRASTRUCTURE —
DEVELOPMENT

VALUE CREATION THROUGH RESOURCE ALIGNMENT

- RESOURCE BASE @ DISTINCTIVE CAPABILITY —p  DIRECT IMPACT . DEPLOYMENT
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REPUTATION As THE ORCHESTRATING RESOURCE
.

A STAKEHOLDER-SHARED BUSINESS MODEL

CONNECTION WITH FANS = MEDIA "
<& pyBLIC "
s\ PRIVATE SPORTS
[ "Z}‘ SPONSORS Ll spoNsoRs INSTITUTIONS

REPUTATIONAL

a
BUSINESS, MODEL s Tl oRGAmZATION}—P CLUB / EVENT

SHARED VALUE
PLATFORM

SERVICES FOR FANS MEDIA PLATFORM =
ENTERTAINMENT
CONTROL THE RELATIONSHIPS ¢ ORCHESTRATE THE RESOURCES e BUILD THE REPUTATION



FROM REPUTATION TO A CULTURAL FRM BUSINESS MODEL

Orchestrating resources, capabilities and relational outcomes

RESOURCE BASE CORE COMPETENCIES RELATIONAL OUTCOMES

N ATHLETE I B2B CRM
MANAGEMENT ol ACTIVATION

PPN
PARTNERSHIPS

®
)74
SOCIAL CAPITAL
[ @ ENTERTAINMENT ] [ o PR INFRASTRUCTURE}
PRODUCTION e TICKETING * DEVELOPMENT
CRM

- ——— A ————————————————————————————————————————————— - —

=== DIRECTIMPAGT = =  =—=—==7—= P INDIRECT IMPACT —————@ DEPLOYMENT



HOW CAN THEY
PROTECT THEIR _
REPUTATION?

WHEN TOP MANAGEMENT'S
REPUTATION IS DAMAGED

/ STRONG
J GOVERNANCE

TRANSPARENCY

CREDIBLE
ACTION

MEDIA
SCRUTINY

' STAKEHOLDER
TRUST

®\ STAKEHOLDER B . e :

)/ CONCERN ﬁ-”..: vl " .« ~omallill “ b
LOSS OF gy - ‘ ‘ - NI
TRUST / g R k. ] L. 4 - ¥ W : . ] )‘ e ~" '
REPUTATIONAL ' MR -
SPILLOVER

FROM INDIVIDUAL CRISIS TO ORGANIZATIONAL RESILIENCE




THE MANAGEMENT IMPERATIVE

YOU CAN'T MANAGE
WHAT YOU DON'T

BusinessWeek

| ‘ e B U S | R . of |

MU _\th Pciﬁfr Drucker’s
s =L ) ideas still matter
lll O BY JOHN A. BYRNE
- J
MEASURE UNDERSTAND MANAGE

FROM INTUITION TO EVIDENCE

REPUTATION ((j/
INSTITUTE "1



THE RELATIONAL BUSINESS MODEL  “a: e

CRM &
NEGOTIATION

SOCIAL CAPITAL AS THE GLUE BETWEEN RESOURCES

RESOURCES
S ©)
O COMPETENCIES

~—

N _/ OFFER
a8l ATTRACTIVENESS

! 1. SPONSORSHIP
& - l | e PR
e N ==/ SOCIAL d ® VISIBILITY
R —E\J CAPITAL \ E 4 e CSR
L BRAND | - (3 v 2. MEDIA RIGHTS
o T )
— @ 3. TICKETING
A PHYSICAL
SPORT & y
MANAGEMENT SUPPORT ¥

a
'
INTERPERSONAL Jue o
NETWORKING /

PEOPLE
CONNECTIONS
OPPORTUNITIES

PERFORMANCE

STRONGER

HOSPITALITY
MANAGEMENT

RELATIONSHIPS DO NOT JUST CONNECT RESOURCES — THEY MAKE THEM WORK TOGETHER.




THE REPUTATIONAL BUSINESS MODEL

Reputation as the glue that binds resources into an attractive offer VALUE

- | £ 13
(- CRM
LEGEND e ACTIVATION

A
- RESOURCES SPORT
MANAGEMENT
@ creimes |00 i oo I s '& -
2 %

~ SPONSORSHIP

OFFER
ATTRACTIVENESS

-------- » DEPLOYMENT

— DIRECT IMPACT

o MEDIA RIGHTS

REPUTATION VALUE
FACILITIES BRAND o © creation | © 3Z§3t3‘?'3§*."§spa

STADIUM - ARENA BINDING RESOURCE
€ rmickeTing

Q COMMERCIAL
BRAND

\4

il SOCIAL
TICKETING & B;AND i
ENTERTAINMENT MANAGEMENT
NEGOTIATION &
HOSPITALITY
RESOURCES

REPUTATION IS THE GLUE — ORCHESTRATION TURNS CONNECTIONS INTO VALUE. | RELAGON- RS

RESULTS




THE CULTURAL BUSINESS MODEL

Managerial glue transforms resources and competencies into strategic assets

TICKETING &
SPORT SERVICING
MANAGEMENT

CRM
ACTIVATION

ay
S OFFER
SPONSORSHIP ATTRACTIVENESS
¥
: A ; (‘\ , | ; = ( @ Ticketing & Services
. e — FACILITIES / i
\ REPUTAT/ION — k STADIUM / ARENA "8 Sponsorship

CSR » PR  Visibility

..‘ Media Rights

BRAND

SOCIAL
CAPITAL il Commercial Brand

MANAGEMENT

HOSPITALITY

FAN RELATIONSHI
e ENT
NEGOTIATION

esources + P compETENCEES 4 ﬁ MANAGERIALGLUE = QP STRATEGIC ASSETS

(((



* -
™ THE SPORT BUSINESS MODEL LIFE CYCLE ~ **

FROM RELATIONSHIPS TO A SUSTAINABLE BRAND

Y
4
YA

- ~l : : SUSTAINABLE
RELATIONAL . REPUTATIONAL CULTURAL SPORT BRAND

BUSINESS MODEL / BUSINESS MODEL BUSINESS MODEL

BUILD RELATIONSHIPS CONVERT TRUST INTO REPUTATION ; { EMBED THE BRAND INTO CULTURE |

{ RELATIONAL CAPITAL = REPUTATIONAL CAPITAL = CULTURAL CAPITAL

-,
Rogs g

THE BRAND BECOMES SUSTAINABLE WHEN RELATIONSHIPS AND REPUTATION ARE EMBEDDED IN THE ORGANIZATION.




DAVID J. TEECE

ASSET ORCHESTRATION

The managerial search, selection and configuration
of resources and capabilities

) ® n
®° {',' > >
o o )
SEARCH SELECT CONFIGURE
IDENTIFY EVALUATE COMBINE AND
RESOURCES AND CHOOSE ALIGN INTO
AND CAPABILITIES THE BEST AN INTEGRATED SYSTEM
» An optimal configuration makes the whole David J. Teece — The Scholar Entrepreneur

more valuable than the sum of the parts.




MANAGING YOUR ‘GLUE’ RESOURCES

How invisible contributors build a powerful social sport brand

GLUE GUY

/glu: ga1/

A player who makes everything work when they are
on the court.

@ CONNECTS PEOPLE

Q ORGANIZES THE COLLECTIVE

THE TEAM BEHIND THE TEAM

@ DOES THE UNSEEN WORK THAT HELPS THE TEAM WIN

©

THE MOST STRATEGIC RESOURCES ARE OFTEN THE LEAST VISIBLE.

FROM PLAYER TO BRAND

Glue resources connect stakeholders, reinforce trust
and transform individual contributions into collective value.

DIFFERENT ROLES. A STRONGER BRAND.




VISION BECOMES VALUE THROUGH PEOPLE

ST,

a2 VISION
3 B +
ke EXECUTION

3 1 ‘& PEOPLE

VISION — EXECUTION }\ ™4 - PEOPLE —> DEVELOPMENT
 Vision without VALUE A
}eIXTlC ut.lOIl .IS - CREATION It is people, not capital or raw
allucination. materials, that develop an economy.”
— Thomas Edison — Peter Drucker

Strategy only matters when people turn intent into action.




YOUR STRATEGIC GOAL
B UILD A GLOBAL SUCCESS IS BUILT — NEVER ACCIDENTAL
SPORT ECOSYSTEM [t

Turn shareholders and stakeholders into FANS.

1 | BUILD p

A connected global sport ,/ =
ecosystem v -./

02 | ENGAGE ACCIDENT. IT IS
Transform shareholders and D WORK PERSEVERANCE .
stakeholders into committed fans ARN'NG STUD“NG SACRIFICE

- - LOV (@)
3 | ORCHESTRATE S s
Ye % LoR \:. . "U
Create a shared culture by p : : ...v :,
managing strategic ‘glue’ assets 5 ‘
efficiently S i

FROM RESOURCES TO RELATIONSHIPS. FROM RELATIONSHIPS TO CULTURE. FROM CULTURE TO SUCCESS. —







	Diapositive 1
	Diapositive 2
	Diapositive 3
	Diapositive 4
	Diapositive 5
	Diapositive 6
	Diapositive 7
	Diapositive 8
	Diapositive 9
	Diapositive 10
	Diapositive 11
	Diapositive 12
	Diapositive 13
	Diapositive 14
	Diapositive 15
	Diapositive 16
	Diapositive 17
	Diapositive 18
	Diapositive 19
	Diapositive 20
	Diapositive 21
	Diapositive 22
	Diapositive 23
	Diapositive 24
	Diapositive 25
	Diapositive 26
	Diapositive 27
	Diapositive 28
	Diapositive 29
	Diapositive 30
	Diapositive 31
	Diapositive 32
	Diapositive 33
	Diapositive 34
	Diapositive 35
	Diapositive 36
	Diapositive 37
	Diapositive 38
	Diapositive 39
	Diapositive 40
	Diapositive 41
	Diapositive 42
	Diapositive 43
	Diapositive 44
	Diapositive 45
	Diapositive 46
	Diapositive 47
	Diapositive 48
	Diapositive 49
	Diapositive 50
	Diapositive 51
	Diapositive 52
	Diapositive 53
	Diapositive 54
	Diapositive 55
	Diapositive 56
	Diapositive 57
	Diapositive 58
	Diapositive 59
	Diapositive 60
	Diapositive 61
	Diapositive 62
	Diapositive 63
	Diapositive 64
	Diapositive 65
	Diapositive 66
	Diapositive 67
	Diapositive 68
	Diapositive 69
	Diapositive 70
	Diapositive 71
	Diapositive 72
	Diapositive 73
	Diapositive 74
	Diapositive 75
	Diapositive 76
	Diapositive 77
	Diapositive 78
	Diapositive 79
	Diapositive 80
	Diapositive 81
	Diapositive 82
	Diapositive 83
	Diapositive 84
	Diapositive 85
	Diapositive 86
	Diapositive 87
	Diapositive 88
	Diapositive 89
	Diapositive 90
	Diapositive 91
	Diapositive 92
	Diapositive 93
	Diapositive 94
	Diapositive 95
	Diapositive 96
	Diapositive 97
	Diapositive 98
	Diapositive 99
	Diapositive 100
	Diapositive 101
	Diapositive 102
	Diapositive 103
	Diapositive 104
	Diapositive 105
	Diapositive 106
	Diapositive 107
	Diapositive 108
	Diapositive 109
	Diapositive 110
	Diapositive 111
	Diapositive 112
	Diapositive 113
	Diapositive 114
	Diapositive 115
	Diapositive 116
	Diapositive 117
	Diapositive 118
	Diapositive 119
	Diapositive 120
	Diapositive 121
	Diapositive 122
	Diapositive 123
	Diapositive 124
	Diapositive 125
	Diapositive 126
	Diapositive 127
	Diapositive 128
	Diapositive 129
	Diapositive 130
	Diapositive 131
	Diapositive 132
	Diapositive 133
	Diapositive 134
	Diapositive 135
	Diapositive 136
	Diapositive 137
	Diapositive 138
	Diapositive 139
	Diapositive 140
	Diapositive 141

