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Brazilian football clubs' financials 2022

Marketing revenues consolidation

INCLUDES WOMEN'S FOOTBALL MARKETING AND A NEW © Sportsvalue
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“' METHODOLOGY B s
— Sports Value has the extensive historical series of financial statements :
data ,from football clubs in Latin America. H H D

The data makes up one of the largest finance/marketing/digital data
analytics in the football world. We have decades of global data and current
information from digital, finance, marketing and trends.

Brazilian football clubs' analysis has a historical series that began in 2003.
The most extensive on the market. We have data from all over Latin America,
Europe, USA and Asia.

The data in this report are extracted from the public financial statements of
the 20 clubs with the highest revenues in Brazil.

The TOP 20 make up our League, if Brazil had it, to compare with
international markets. Exchange rate impacted the numbers.
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" INTRODUCTION

After the revenues recovery in 2021, the 2022 year showed improvements in
some sources, such as gate receipts and marketing. TV has returned to its
previous level, after post-pandemic adjustments in 2021.

A fact that affected the comparison with 2021 data, was the absence of Vasco
da Gama and Botafogo. They did not obtain revenues to be among the TOP 20 in
Brazil.

The increase in revenues was provided by the full stadiums' operations,
commercial income and clubs” performance in international competitions. The R$
devaluation continues to contribute to revenues, with payments in dollars from
international competitions. The exchange rate also makes our players cheaper for
foreign clubs.

An extremely positive highlight was that marketing revenues reached US$ 230
million in 2022. Sports Value includes in marketing revenue now sponsorships
and licensing. This revenue was US$ 190 million in 2019.

© 2023- Sports Value - All rights reserved
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INTRODUCTION

Exchamge rate — US$ - R$ - 2003-2022

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022



INTRODUCTION

Some TOP 20 clubs-2022°s data:

Revenues grew 78%in 2022 in US$ terms. In R$ increased 9%.

TOP 20 clubs reached R$ 7,5 billion (US$ 1.43 billion) . There were about STty
US$ 221 million new. gl

The main impacts were gate receipts that reached US$ 115 million,
compared to US$ 27 million in 2021. Social club and football membership

- ‘Q .

showed important growth, too. W
When reclassified the football members as matchday income, which includes h‘ ‘N |
also gate receipts, matchday reached US$ 211 millionin 2022. : '} 5
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Some TOP 20 clubs-2022°s data:

Marketing revenues, which encompass sponsorships and other commercial
income, have jumped sharply in recent years.

Sports Value now ranks sponsorships and licensing jointly, in order to give
more equity to the clubs' comparison. Marketing revenues generated US$ 230
million in 2022.

TV rights and prize money totaled U/S$ 575 million compared to the US$ 646

million received in 2021. That year the clubs received more than US$ 97
million in revenue from the pandemic. Now the regular cashflow again.

_ O sportsvalue
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Some TOP 20 clubs-2022"s data:

The TO 20 clubs' football costs reached (/S$ 1.01 billion |ast year, compared
to US$ 0,9 billion in 2021. In 2019 they were at US$ 1.2 billion.

Football costs represent /7% of revenues in 2022 and include wages and
other football direct expenses.

The 2022 net profits were US$ 50 million. The losses for 2020 were
US$ -250 million and the 2021 profits were US$ 96 million. In the last 5
years the accumulated deficits reached U/S$ -180 million.

Debts in 2022 reached US$ 2.03 billion.
Federal tax debts totaled US$ 0,6 billion.

© 2023- Sports Value - All rights reserved
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OTAL REVENUES

The TOP 20 teams reached for the first time R$ 7.5 billion in 2022,
US$ 1.43 billion in total revenues.

However, when the data are upended by the inflation clubs have not yet
surpassed pre-COVID-19 revenues, because of high inflation in Brazil.

The biggest highs in R$ terms of 2022 were gate receipts with +329% increase,
members +43%, transfers +7% and marketing 7%.

TV rights revenues fell 17% in R$ terms and payments returned to normality.
There's a lot of potential to growth in Brazil in all income sources.

The TV rights of 2019 were US$ 720 million.

Brazilian market needs to expand gains with new media and with
international market urgently!

@ Sportsvalue .
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TOP 20 clubs- Total revenues- US$ billion

Updated by inflation and annual exchange rate
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TOTAL REVENUES

With the 2022 figures published, it was paossible to verify changes in the share of the
clubs' revenues sources.

TV rights accounted for 40% of total revenues in 2022, from 52% in 2021.

Transfers reached 20% of the total, the same as the previous year. Marketing &
Commercial revenues represent 16% and are consolidated as the third most important.
Members and social club went from 9% to 12% of the total.

Gate receipts went from 2% to 8%.

Brazilian football needs to leverage marketing revenues, digital and create recurring
resource generation from digital transformation if its business.

From page 92 we explored this topic. 5:;’5# S5
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TOP 20 clubs — Revenues breakdown -In %
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TOP 20 clubs — Revenues breakdown -In %

E TV & Prize money

M Transfers

m Marketing fCommercial
m Members [ Social

H Gate receipts

W Other
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marketing & commercial.

2022

BTV & Prize money

M Transfers

B Marketing /Commercial
B Members [ Social

B Gatereceipts

B Other

The big change compared to pre-pandemic and post-pandemic was the growth in
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TOP 20 clubs — Revenues breakdown - in US$ million

USS 230 M USS 115 M

US$ 575 M USS 268 M Gate
Marketing /Commercial | receipts

USS 97 M USS69M |USS 64 M

Social
TV & Prize money Transfers Members Other club




TOTAL REVENUES

Consolidate Revenues TOP 20 Brazilian football teams in 2022

7 , C
TV rights Members

USS 575 million USS 97 million

Players transfers Amateur club
USS 268 million USS 64 million

Marketing

USS 230 million Gate receipts
USS 115 million




% Biggest revenues
$ -
US$ 225 M US$ 164 M US$ 149 M
& & O\O/0O O
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Total revenues — US$ million

Total revenues- US$ million Charge
2022 2021 2020 2019 2021-2022
225 194 129 237 16%

-

Flamengo

Red Bull Bragantino 67 52 28 10 29%
Fluminense

Santos

yA Palmeiras 164 163 102 160 1%

kI Corinthians 149 90 91 106 66%

4 B9 Paulf) 126 83 69 99 51% TOP 20 clubs

I Internacional 89 68 54 110 31%

I Atlético-MG 82 90 26 88 -9% surpassed US$ 1,4
/A Athletico-PR 71 50 63 97 42% billion in revenues.
8

9

67 60 37 66 11%

|

|
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|
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| 65 2 46 L[ - Players” transfers
| 65 89 82 110 -27%
|

|

|

|

|

|

|

|

|

Grémio 0 Z 2 i o generated US$ 268

33 28 20 26 16% million in 2022.

31 16 21 11 100%
29 26 24 72 12%
28 18 9 8 56%
26 13 4 6 103%
21 37 25 47 -44%
20 9 17 25 127%
19 20 10 5 -5%

Fortaleza
Ceara
Coritiba
Cruzeiro
América-MG
Cuiaba
Bahia
Goias

Atlético-GO




TOTAL REVENUES

Absolute revenue growth - 2021 to 2022 US$ million

O sportsvalue
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By club - Share of revenue sources - In %

Clue TV & Prize money Players “Transfers Sponsorships Members & Social Gate receipts Other
2019 2020 2021 2022 2019 2020 2021 2022 2019 2020 2021 2022 2019 2020 2021 2022 2019 2020 2021

Flamengo 32% 33% 26% 11% 42% 20% | 14%
Palmeiras 18% 28% 14% 20% 34% 19% 12%
Corinthians 11% 40% 6% 19% 43% 12% 12%
Sao Paulo 26% 42% 25% 35% 31% 11% 9%

Internacional 31% 24% 23% 37% 33% 13% 13%
Atlético-MG 30% 20% 18% 20% 36% 23% 10%
Athletico-PR 34% 61% 12% 27% 35% 19% 10%
Fluminense 40% 26% 33% YA 44% 9% 11%
Santos 54% 35% 26% 21% 42% 19% 6%

Grémio 24% 28% 32% LY 26% 16% 16%
Fortaleza 5% 12% 2% 7% 44% 20% 13%
Ceara 14% 26% 19% 19% 42% 13% 11%
Coritiba 7% 40% 5% AN 30% 10% 14%
Cruzeiro 37% 19% 14% 11% 19% 19% 13%
América-MG 13% 10% 2% 7% 69% 12% 20%
Cuiaba 0% 1% N 8% 66% 4% 2%

Bahia 24% 17% 17% 20% 20% 17% 18%
Goias 1% 49% 17% 3% 70% 12% 1%

Atlético-GO 3% 7% 3% 14% 70% 5% 0%
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Who's coming right behind?

These clubs presented revenues that can lead them, in future studies, to participate in
the TOP 20.

Revenues in 2022- US$ million

Vasco da Gama
Ponte Preta
Vitdria
Chapecoense

Guarani

Criciuma
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Global broadcast rights

Top 10 Sports Share of Global Media Value 2021

Global Football moves
Golf Others 5.0% US$ 21 billion in

Multi-sport events Socoer 39.9% broadcasting rights

Cricket 2 0% ﬂ
lcahockey 3.3% &
Motorsport 3.9% “
. Global total

US College Sports 5.8% ’ $52.1bn
Baseball 7.6% ‘
‘ American Football 154%

Basketbal 8.5%
Source:: Sports Business.com

Brazilian teams represent
3% of football and 1% of

global sport.
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TV rights — USS$ billion

& ‘ G
Fa Premier g?‘ - ». of -’
League LaLiga BUNDESLIGA “ lESrUE v

Santander

3.7 21 1.6 1.2 0.8 0.6 0.3

53%  48% 14% 18% 12% | 1% | NA

Difference between 1,2x 3,1x 1,7x 2,8x 2,5X 10x 0

first and last
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TOP 20 clubs- Players” transfers revenues and share of the total-US$ million

Updated by inflation and annual exchange rate

B TOP 20 teams- Players” Transfers USS M ——Share of total revenue

700 40%
600 35%

' ' 500 30%
@ 25%
400
\ ‘ 20%
300
I 5%
BRASILEIRAO 20
ASSAi X I I I

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
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In the last 8 years Brazilian clubs have generated US$ 2.4 billion in players ” transfers.

Between 2003 and 2022 US$ 6.2 billion.
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Revenues - US$ million - 2022

TV & prize money Players transfers
Flamengo 95 Sao Paulo a4
Corinthians DT PPN Y ST 5 Palmeiras I —— 3 3
Palmeiras EEESTE— e STORS W WSS @] 55 Internacional 1 L WL T 33
Sdo Paulo EEEESSEE SR 30 Corinthians I e ] )3
Atlético-MG mEEEEEEEEESS—————— 30 Flamengo S S— ST )5
Internacional IEEEEEEEEEEEESENS——— 30 Grémio I 2 0
Fluminense IEEEEEEEEEEEEE———— 29 Athletico-PR IS 1O
Santos I 23 Fluminense IEEEEEEEEEEEEEEESSN———— ]S
Athletico-PR EEEEEEEEESS———— 25 Atlético-MG TS 17
Fortaleza HEEEEEEEE———— 3 Santos NN 14
América-MG mamsssm———— 20 Coritiba m—— 7
Grémio I 17 Ceara mmmmmmm 6
Cuiabd mEEEE——— 17 Bahia mmssm 4
Goias I 14 Fortaleza mmmm 4
Ceara NN 14 Cruzeiro mmmm 3
Atlético-GO mmmm—— 13 Atlético-GO mmm 3
Coritiba m—— © América-MG i 2

Cruzeiro W 6 Goias 1 1
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Flamengo
Palmeiras
Atlético-MG
Corinthians
Sdo Paulo
Athletico-PR
Santos
Internacional
Grémio
Fortaleza
Fluminense
Cruzeiro
Ceara

Bahia
América-MG
Coritiba
Goias
Cuiaba

TOTAL REVENUES

Revenues - US$ million - 2022

Marketing & Commercial

46 Flamengo
32 Palmeiras
19 Corinthians
18 Sao Paulo
BN TN T 13 Internaci...
L T . 13 Grémio
W SN NS S PR 13 Atlético-...
T/ - 111 Athletico...
T ATEE 11 Fluminen...
L TS WY 10 Fortaleza
e ——— Cruzeiro
— Coritiba
— Ceara
T Bahia
oy Santos
-y América-...
T Cuiaba
- - Goias

Members & Social

12
T VRN Y NG TE o 12
T EITE 10
v p— ]

| e e s S sy
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—— T 7
R e
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4
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- 3

10

10
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Revenues - US$ million - 2022
Gate receipts

24

Flamengo
Corinthians

19

Palmeiras 17
Sdo Paulo I TSN WY BT NN ] D
Coritiba I T S 7
Atlético-MG I 7
Cruzeiro IS G
Athletico-PR IEEEEEEEESESSS———— 5
Fluminense I 5
Fortaleza EEEEEEEEEEE———— 4
Bahia EEEEE————— 3
Ceard e 3
Internacional EEEE————— 3
Cuiabi mes——— 3
Atlético-GO mmmmmm 2
Goias mmmm 1
Santos mmm 1
América-MG w1
Grémio 0
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Sponsorships & Licensing
Some clubs, in addition to sponsorship revenues, have been able to increase earnings with new commercial
revenues. Brand licensing and product sales are important sources that need to be explored.

According to Sports Value s calculations, sponsorships represent about 72% of the clubs’ marketing income.
Marketing revenues — US$ million - 2022

m Sposorships B Orher commercial = Marketing total

50

45

40

35

30

25

20

15

| I b I II

5

0 IIII ||||-I|II

Flamengo Palmelras Cormthlans* Atlético-MG Athletico-PR  Sdo Paulo Santos** Internacional  Grémio Fortaleza  Fluminense

M Sposorships
B Orher commercial 17 4 4 6 =) 3 0 2 2 7 0
B Marketing total 46 32 22 19 13 13 13 11 11 10 7

*Corinthians registered licensing in the social club was reclassified only for this analysis. **Santos consolidates sponsorships and licensing jointly.
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Flamengo went from US$ 7.5 M in
2021 to US$ 17 M in licensing in
2022.

In 2019 it was US$ 4.5 M.

Licensing accounts for 7% of
revenue, up from 2% in 2018.

MARKETING REVENUES

Good Examples

]

Athletico is the highlight of 2022.

Only club”s OTT generated in 2022
US$ 4.2 M.

It was US$ 40K in 2021.

There are US$ 9M in commercial
explorations, 12% of the revenues.

CAM

‘ll"

Atletico has been showing robust
revenues with product sales.

In 2021 they were US$ 7 M, and
in 2022 they reached US$ 5.6M in
2022.

Royalties account for nearly 7%
of revenues.
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Athletico Paranaense- Marketing revenues- US$ million

7

H 2021 m 2022

2
Conhe¢a o Furacdo Live
l oy 0 01 0,1
e | — — :

Sponsors and oTT Ocicial Store ecommerce A&B Football schools
AD

The club's OTT leveraged marketing revenues. From all commercial income, 31% came from

the new service
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TOP 20 clubs - Members + Gate Receipts

Revenues- US$ Million
Updated by inflation

M Gate receipts & HC ® Members M Total

Stadium
occupancy
rate in Brazil

% 283 1 282 is still low.

214

445
401
388
278
244 248
209 .
167 473 There is
157
s 123125 e 126132 S huge Spa.c g
ot pa 96 299 to grow in
o matchday
19 3°I revenues.
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MATCHDAY REVENUES

TOP 20 clubs - Members + Gate Receipts

Flamengo
Palmeiras
Corinthians
Sao Paulo
Internacional
Athletico-PR
Atlético-MG
Cruzeiro
Coritiba
Fortaleza
Grémio
Fluminense
Bahia

Ceara

Santos
América-MG
Vasco da Gama
Atlético-GO

Revenues- US$ Million

Football Members

2021

=
2 NN W

W N = N N

OIAINININ AN

O\O70

Gate Receipts Matchday Total
2021 2022 2021 2022

o
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(O sportsvalue MATCHDAY REVENUES

N TOP 20 clubs - Members + Gate Receipts
Revenues- US$ Million oNoY/e)

Flamengo [N T S o = L o T Ty
Palmeiras SRRSO W LR 0
Corinthians VSt Ay IS e
séo Paulo msmad IR TR
Internacional
Athletico-PR
Atlético-MG /N vas ¥ RO
Cruzeiro
Coritiba A I
Fortaleza
ST |
B
s
N
N
H

Fluminense
Bahia

Santos
América-MG
Vasco da Gama
Atlético-GO



REVENUES WITHOUT TRANSFERS

Sports Value always analyzes revenues without plyers” transfers, in order to understand
the operating revenues of each club.

Without the transfers the volume generated by the TOP 20 clubs was
US$ 1.1 billion in 2022, a 14% growth. In 2011/2012, this operating revenues surpassed
US$ 2 billion.

Flamengo, Palmeiras, Corinthians and Sao Paulo are the TOP 4 in operating revenues in

Brazilian football in 2022. The TOP 3 are the biggest revenue generators in entire
American Continent.

© 2023- Sports Value - All rights reserved
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Top 20 clubs — Operating revenues- US$ million

Updated by inflation and annual exchange rate
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O sportsvalue REVENUES WITHOUT TRANSFEF

Operating revenues- US$ million

Operating revenues Charge

2021 2020 2019 2021-2022

-

Flamengo

VAR Palmeiras 138 74 133 -5%
3 Corinthians 85 54 95 43%
ZIN Sao Paulo 62 40 73 31%
I Atlético-MG 73 21 47 -10%
6 Internacional 53 41 76 7%
VAR Santos 54 30 46 -3%
I Athletico-PR 44 25 64 16%
A Fluminense 60 37 40 -19%
Fortaleza 31 15 28 56%
Grémio 61 59 83 -24%
Ceara 23 15 22 17%
América-MG 11 5 7 146%
Cruzeiro 25 19 45 4%
Coritiba 15 12 10 66%
Cuiaba 12 4 6 64%
Goias 8 9 24 164%
Bahia 31 23 36 -46%
Atlético-GO 20 9 5 -16%
Red Bull Bragantino NA NA NA -



FOOTBALL COSTS

TOP 20 clubs sought to reduce costs in this pandemic period, which resulted in more
balanced figures.

In 2022 the costs reached US$ 1.01 billion and in 2021 the clubs had football costs of
US$ 876 million, compared to US$ 970 million in 2020. ( salaries, structure, trips, hires.)

Many clubs continue to spend much more than their revenues allow, such as the cases of
Cruzeiro, Atlético-MG and Grémio.

In average for the TOP 20 clubs, 71% of the revenues went to the football department in
2022.

Brazilian clubs can create a virtuous cycle of new revenues, that will impact positively
the football investment in a long-term view.

_ O sportsvalue
© 2023- Sports Value - All rights reserved
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Top 20 clubs — Football costs — US$ million

Updated by inflation and annual exchange rate

1,81
169 L74
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1,44 1,41
1,27
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) 1,04 0,97 1,01
0,88
0,77
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0,57
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Biggest football costs

US$ 117 M

*
ey
(]

US$ 86 M US$ 75 M

O sportsvalue
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Football Costs- US$ million

Football Costs Charge
2021 2020 2019 2021-2022

1 Flamengo 154 15%
yAR Palmeiras 111 100 127 6%
KB Corinthians 59 89 113 82%
ZIN Sao Paulo 74 64 106 19%
I Atlético-MG 93 60 76 -8%
‘B Internacional 50 52 76 48%
VA Grémio 66 60 78 -1%
3 Fluminense 43 27 46 16%
VI Athletico-PR 29 30 48 56%
Santos 46 60 68 -15%
Red Bull Bragantino 30 22 7 10%
Fortaleza 19 12 17 54%
Ceara 22 15 19 18%
Cruzeiro 22 48 109 -6%
América-MG 12 6 8 71%
Bahia 28 26 34 -33%
Coritiba 10 13 11 71%
Cuiaba 10 3 4 70%
Atlético-GO 15 9 4 5%
Goias 6 11 15 81%
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Top 20 clubs - Football Costs / Total Revenue — Index In %

93%
77%
73% 70%
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Football Costs / Total Revenue — Index In %

Football Costs /Total Revenues- In %

Football Costs /Total Revenues- In %

2021 2020 2019 2017 2016 2015 2014 2013 2012 2011
Red Bull Bragantino 63% - - - - - -
Goias 68% 64% 60% 54% 76% 55% 45% 45% 47% 76% 67%
Coritiba 66% 64% 104% 53% 59% 56% 64% 64% 82% 68% 71%
Fortaleza 61% 70% 58% 99% 99% 104% 25% 48% ND ND ND
Santos 58% 114% 63% 90% 73% 59% 102% 96% 88% 68% 75%
Flamengo 64% 84% 65% 65% 54% 39% 41% 49% 66% 78% 59%
Cuiaba 77% 71% 63% ND ND ND ND ND ND ND ND
Athletico-PR 64% 48% 50% 81% 72% 65% 68% 59% 88% 34% 85%
Sao Paulo 87% 93% 106% 75% 74% 69% 83% 95% 68% 67% 65%
América-MG 67% 69% 97% 83% 44% 52% 81% 86% 84% - -
Palmeiras 66% 98% 79% 82% 73% 61% 70% 83% 74% 57% 78%
Cruzeiro 87% 203% 151% 84% 71% 81% 84% 87% 84% 82% 69%
Corinthians 66% 98% 107% 80% 75% 62% 84% 92% 79% 65% 68%
Fluminense 75% 72% 70% 56% 84% 62% 68% 67% 66% 50% 80%
Ceara 77% 75% 72% 94% 67% 70% 63% ND ND ND ND
Atlético-GO 61% 93% 91% 74% 87% ND ND ND ND ND ND
Internacional 74% 96% 69% 76% 87% 60% 72% 94% 81% 76% 78%
Bahia 76% 103% 72% 70% 85% 53% 56% 83% 94% 81% 106%
Grémio 74% 73% 70% 62% 68% 59% 92% 75% 79% 58% 67%
Atlético-MG 91% 229% 86% 80% 71% 74% 68% 106% 64% 77% 91%

On average, the 20 clubs have a 71% ratio, of football costs over revenue.




Osportsvalue  PLAYERS INVESTMENT- INTANGIBLE

Top 20 clubs - Intangible Assets
Amounts invested in players- In 2022- In US$ million

Flamengo
Palmeiras
Atlético-MG
Red Bull Bragantino
Corinthians
Athletico-PR
Grémio
Internacional
Sao Paulo
Santos
Fluminense
Fortaleza
Cruzeiro
Bahia
América-MG
Coritiba

71

55
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The 20 clubs combined

represent an intangible asset
of US$ 81 million in 2022
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PROFIT / LOSS

The TOP 20 clubs presented in 2022 total net profits of US$ 56 million.

The numbers are extremely positive, considering that the values and TV have returned to
the normal. At other times, clubs would have ended the year with heavy losses.

In 2021, profits were US$ 102 million, due to the extraordinary TV values. The losses of
2020 exceeded US$ -241 million, caused by COVID-19 effects.

The clubs with the largest profits in 2022 were Flamengo, Atlético-MG, Coritiba,
Athletico-PR, S&do Paulo and Fortaleza. The Atletico-MG’s good performance due to its
real estate operations.

In the last 5 years the TOP 20 teams presented deficits totaling US$ -182 million.
Considering the inflation of the period, losses already reach US$ -250 million. In the last
20 years, the accumulated losses value exceeds US$ -1.3 billion.

...’.Q, ‘.o‘ 'g. d - ~ o

N »
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O sportsvalue PROFIT / LOSS

Top 20 clubs — Net Profits / Losses- US$ million

Updated by inflation and annual exchange rate
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Net Profits / Losses- US$ million

Flamengo
Atlético-MG
Coritiba
Athletico-PR
Sao Paulo
Fortaleza
Cuiaba

Red Bull Bragantino
Palmeiras
Santos
Corinthians
Atlético-GO
Goias
Fluminense
Internacional
Ceara
América-MG
Cruzeiro
Bahia
Grémio
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DEBTS

The net debts of the TOP 20 clubs reached U/S$ 2.03 billion, compared to US$ 1.97 billion
in 2021. The clubs net debts before pandemic (2019), reached US$ 2.57 billion.

Atlético-MG leads the ranking with US$ 302 million debts, followed by Cruzeiro US$ 193
million and Corinthians US$ 174 million.

Tax debts represented US$ 593 million and represent 29% of the clubs' debts.

Financial expenses with loans and taxes updates from the debts in 2022 generated an
impact of more than US$ 191 million in the clubs’ cashflows. =
With interest rates skyrocketing in Brazil, clubs should reduce financial leverage from
their operations and debts in order to apply resources more productively. e
2%
A= %
© 2023- Sports Value - All rights reserved © Sportsvalue ‘f:‘(.f-‘ ")“
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O sportsvalue DEBTS
Top 20 clubs — Total Net Debts- US$ billion

Updated by inflation and annual exchange rate

4,27 4,25

3,91 3,91 3,84
2,70 2,63 2,69 2,60 2,73 257
R ('3 2,26
1,97 2,03
1,44 1,34
1,04 I I I

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Clubs have managed correctly the financial position after pandemic alarm.
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Biggest Debts

US$ 302 M US$ 203 M US$ 175 M

US$ 168 M US$ 166 M US$ 140 M

© 2023- Sports Value - Todos os Direitos Reservados
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Total Net Debts- US$ million

Net Debts Charge
2021 2020 2019 2021-2022
186 29%

Atlético-MG

Cruzeiro 183 185 199 11%
Corinthians 163 183 195 7%
Palmeiras 78 109 198 117%
Internacional 155 170 102 8%
Botafogo 154 181 206 -9%
Fluminense 119 125 160 10%
Vasco da Gama 127 160 185 1%
Sao Paulo 145 111 110 -2%
Santos 91 110 31 14%
Grémio 72 76 39%
Red Bull Bragantino 49 28 125 18%
Athletico-PR 34 39 69 60%
Bahia 40 52 56 36%
Flamengo 77 144 127 -35%
Coritiba 52 57 77 -12%
América-MG 16 16,6 20,5 44%
Goias 11 12 12 -17%
Ceara 6 5 4 29%
Fortaleza 6 7 6 -2%
Atlético-GO 2 6 7 0%
Cuiaba 3 1 1 -85%
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Top 20 clubs — Index- Net Debts / Total Revenues

Debts / Revenues Debts / Revenues
2020 2017 2016 2015 2014 2013

Cuiaba 0,21 0,20 0,12 0,00 ND ND ND ND ND
Fortaleza 0,21 0,44 0,21 0,60 1,32 - 2,19 ND ND
Atlético-GO 0,14 0,33 0,61 1,18 0,73 ND ND ND ND ND ND
Ceara 0,20 0,26 0,14 0,19 0,30 0,40 0,32 ND ND ND ND
Flamengo 0,30 1,12 0,54 0,76 0,52 0,90 1,63 2,01 2,78 3,79 1,92
Goias 1,24 0,67 0,49 0,56 0,65 0,64 0,80 1,28 1,74 1,51 4,32
Athletico-PR 0,70 0,61 0,71 1,52 1,79 1,61 1,57 1,68 1,16 0,00 0,06 »l
América-MG 0,90 1,82 2,57 1,03 1,44 1,45 1,00 2,10 2,55 2,39 Brazilian clubs
Red Bull Bragantino 0,94 0,99 3,20 6,67 0,15 - - - - - - A A
Séo Paulo 1,35 1,60 1,26 0,93 0,61 0,86 1,09 1,38 0,69 0,9 0,70 include in
Palmeiras 0,90 1,06 0,78 0,71 0,78 0,83 1,17 1,36 1,72 1,33 1,62 EB|TDA* p|ayer
Corinthians 1,80 2,01 1,84 1,01 0,94 0,88 1,52 1,44 0,61 0,49 0,61
Coritiba 3,30 2,78 6,99 2,35 2,07 2,21 2,66 2,46 1,74 1,74 1,67 transfers,
Grémio 0,81 0,93 0,93 0,98 0,97 192 2,22 1,85 1,44 0,80 1,39 .
Santos 1,25 2,37 1,10 2,05 1,19 1,21 2,41 2,18 1,56 1,41 1,10 different from
Internacional 2,26 3,14 1,80 2,48 2,85 2,26 2,19 1,66 0,88 0,85 1,05 Eu rope.
Fluminense 1,99 3,34 2,42 2,12 2,48 1,71 2,56 3,60 3,39 2,94 5,05
Bahia 1,08 2,05 1,18 1,51 1,63 1,38 1,93 2,85 2,60 0,92 1,58
Atlético-MG 2,44 2,99 2,11 2,31 1,73 1,64 2,03 2,75 1,92 2,54 3,68
Cruzeiro 6,41 9,33 7,62 1,46 1,08 1,52 0,80 1,13 1,06 1,19 0,93
Vasco da Gama 3,81 4,35 3,45 2,39 2,94 2,14 2,46 4,62 3,64 2,94 3,08
Botafogo 7,08 5,84 3,87 4,28 2,54 4,69 6,04 5,19 3,85 5,38 9,57

Debts / Revenues

It's a great diagnosis to analyze the financial reality of clubs. A lower indicator represen

more balanced management.

Ideally, it's close to 1.

*EBITDA- Profit before taxes, financial expenses, depreciation and amortization. It is the operating cash flow.



O sportsvalue WORD FROM THE EXPERT

Amir Somoggi, Sports Value’s partner and responsible for initiating the
analysis of the balance sheets of Brazilian clubs in 2003 in Brazil.

"Brazilian football has shown strong resilience in this post-pandemic and
revenues have reached the highest level in the history. Costs remain high, but
more controlled than in other years. The transfers' dependence to balance the
accounts remains our reality.

2022 figures continue to indicate that good management has won out over
irresponsible management. And even without Financial Fair Play, National

League or regulation, the champions are that presented good management.

The future also involves women's football and data-driven sponsorships.

Our analyses complete exactly 20 years of history, and this report brings a lot
of data and unique analysis in order to contribute to the next decades.”




NECESSARY CHANGES IN BRAZILIAN FOOTBALL

URGENT CALENDAR FINANCIAL FAIR PLAY.
CHANGE.

A LEAGUE CREATION MARKET
INDEPENDENT OF THE GLOBALIZATION

TOTAL FOCUS ON NEW CONTENT TO
SERIE A, WHO ATTRACT YOUNG
PAYS THE BILL. AUDIENCES.




Osportsvalue  NECESSARY CHANGES IN BRAZILI

In all parts of the planet, national competitions start the regular season, focusing on the main dispute of
the calendar, after a pre-season and with a lot of promotion and marketing.

Starting the calendar by the State championship in Brazil decreases at least by 35% the size of the
football business in the country. When Serie A begins, coaches have been fired, players have been
injured, fans are already discouraged. Only the League can change everything. Starting with the calendar.

Attendance- Main competitions- Brazil
According to
IBOPE, the State
8.160.683 Championships are
the competitions
with the least
11.785 el interest from fans.

B All competition =———Average

3.902.871

A Calendar change
can generate

1.100.000 984.520 e
. R B US$ 760 million

new in b years.

1.779.977

Série A Série B Copa do Brasil Paulsta Carioca




A benchmark for the Brazilian
market.

_ O sportsvalue
© 2023~ Sports Value - All rights reserved
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©sportsva|ue Fortaleza, a benchmark for the |

Fortaleza's 2022 numbers should serve as a reference for the Brazilian market, according to Sports Value.
Revenues last year were US$ 51 million, a record for the club. Debts were reduced by 9% and now stand at
US$ 6 million.

Club remains very efficient in Serie A, present in international competitions, maintains a controlled budget,
reduced liabilities and presents excellent indicator Debt / Revenue.

Fortaleza, according to Sports Value is the successful model of club administration, which can and should be
replicated in clubs from different regions.

Fortaleza — Debts X Revenues US$ milion

Fortaleza accumulated net profits of m Debts s Revenues ——Index
US$ 9 million in the last two years. 600 100
(2022 and 2021) =

0,80
40,0 0,70

0,60
0,50
0,40
0,30
0,20
0,10
0,00

30,0
20,0

10,0

., mm ml m

2017 2018 2019 2020 2021 2022
I Debts 6,0 6,2 6,2 6,5 6,3
[ Revenues 6,8 10,4 30,0 16,6 31,3 51,3

e |ndex 0,88 0,60 0,21 0,44 0,21 0,12



O sportsvalue Fortaleza, a benchmark for the market

Fortaleza — Marketing Revenues- US$ million Fortaleza — Marketing Revenues- US$ million

M Sponsorships B Store and royalties M Total Marketing
10,3

6,0
5,0
4,1 4,1 4,1
3,3
2,8
2,02,2 1,9 1,7
0,8 3

0,404’ I I . I
m s N

2017 2018 2019 2020 2021

2018 2019 2020 2021 2022

2022 compared to 2021. M AT Dies 3 1,220%!
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Players transfers in the
World, LATAM and Brazil
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O sportsvalue Transfers in the world, LATAM and Brazil
Brazilian market is a major global player exporting players in number of athletes, but is far behind in
revenues compared to the more developed markets in Europe.

The talent exports are the only way to keep the operation of the clubs balanced. Sports Value evaluated the
global transfer market, Brazil's role in the global context and especially in the Latin American market.

Players” Transfers sales — World- US$ billion

mm Global players transfers- USS Bn = Growth

34%

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022
Source: FIFA
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Sales vs. Players Hirings- World — US$ million

RK sales US$ million Hirings Net result

The international player transfer market works like any 6 b,
other foreign trade operation, involving exports and Ry} - 4
imports. Cpih A
Holland 220
In 2022, transfers moved US$ 6.5 billion. The record seigam b
was in 2019 when US$ 7.4 billion were moved. gs‘ky '1}
Dinamrca 61
Data monitored by FIFA TMS shows that of the 20,000 B -~
players transferred, only 14% involved financial Uty =
resources in 2022. e -y o
Russia -86
The leagues that invest signing players have a negative - s
result. The others focused on sales, a cashflow. e 12

Colombia 38
Greece -22
Ecuador 34
Serbia 20
Paraguay 28
Chile 18
Saudi Arabia -43

Source. FIFA



©sportsva|ue Transfers in the world, LATAM and Brazil

The leagues with the highest net profits on the sale (-) acquisitions of athletes in 2022 were Portugal,
Netherlands and France. Brazilian players generated the most revenue from transfers last year.

Highest Player Transfer Profits- World Nationalities that generated most resources
In 2022 US$ million In 2022- US$ million
Portugal Brazilian IETEENTTEN N T 843

French IS 592
Portuguese I————— 437
France Argentinian IEEEEEES———— 380
Dutch I

Spanish ——— 263

Uruguayan s 255

English s 250
Belgian I 235

n Colombian s 204

n Nigerian Wl 104

Brazil

Argentina

Uruguay

Dinamrca

Switzerland

Sweden

Source: FIFA

Only a small part of Brazilian players sales come to the
Brazilian clubs, 32% of the total.
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Latin American Market moved in 2022 US$ 666 million in transfers, compared to US$ 570 million in 2021,
up 17%. Brazil represented 46% of the total, in the average of the last 5 years.

Transfers revenues — LATAM X Brazil — US$ million
B Latin American Market i Brazilian Market -~ Share

854 863 51%

49% e

45% 43% Y
40%

666 66
570
383 8
I I 293 267

2018 2019 2020 2021 2022

6

372

Source. FIFA
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Transfers revenues — LATAM — US$ million

Countries 2018 2019 2020 2021 TOTAL 5 YEARS
Brazil 1.641
Argentina | 844
Mexico 337
Uruguay 253
Colombia ‘ 193
Ecuador 122

Paraguay 95
Chile 77
Venezuela 17
Peru 16
Costa Rica

Panama

Bolivia
Source: FIFA
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As previously presented, transfers remain the second most important revenue source for Brazilian clubs
but have lost importance compared to previous years.

The clubs that generated the highest transfers revenues between 2003 and 2022 were Sao Paulo,
Internacional and Corinthians. In recent years there has been Flamengo and Palmeiras. very strong rise.

Transfers revenues-2016 to 2022 — Brazil — US$ million

Clubs 2016 2017 2018 2019 2020 2021 2022 TOTAL 7 YEARS
Flamengo 276
Sao Paulo 265
Corinthians 199
Palmeiras 194
Santos 167

Grémio 168
Fluminense 141
Athletico-PR 132
Atlético-MG 133
Internacional 127

Source: Sports Value



O sportsvalue Transfers women football

Transfers revenues in women's football have been increasing. It was US$ 800K in 2018 and jumped to
US$ 1.2 million in 2020. And in 2022 they reached US$ 3.3 million. (+450% in 5 years).

A ridiculous value, compared to the US$ 6.5 billion moved in the world, only 0.05%. And this value was
quintupled in the period analyzed.

Revenue women players” transfers — World- US$ million Biggest transfers of 2022
mm Revenue Women Transfers - USS M ——=Global share \C;j @ @

3,30

0,05%

JJJJJJJJJJ

Keira Walsh
.
<
Julle Blakstad x
2 =
0/// & L)

- ~ <
Montpellier Mérault Ny Faater Manchester City Women
France) 2t (England
 de Souza da Sitv

ackie Groenen

S =
2018 2019 2020 2021 2022 ey e
Source: FIFA oY
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O sportsvalue Revenues >>Digital N) ZEENG

DATA DRIVEN PLATFORM

Sports Value has established a strategic alliance with
Zeeng Data Driven.

The two companies are already developing many joint
analyses, especially for the sponsors.

We are analyzing data and trends, so the brands can
achieve effective return with sponsorship investments.

We also help clubs to understand how to monetize their
digital assets.

The main current trend is that additional content to
games, such as behind the scenes for example, has
gained enormous relevance.

© 2023~ Sports Value - All rights reserved

66
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Sports Value analyzed different variables from the Brazilian clubs on Zeeng's platform, established metrics with
revenues. The number of followers, although relevant, does not help to understand the numbers. Analysis on total
posts, total interactions, average interactions per past and views help a lot.

Data from January to December 2022- - Consolidated numbers of all social networks

Followers M Total posts
0 5 QO™ 15 20MEN05 BOMNSSE 10T S S 0L 55 0 5.000 10.000 15.000 20.000 25.000 30.000 35.000
Al Brazilian clubs
Corinthians Flumi
Sdo Paulo E——— have mare than Corinthians
Palmeiras  m—————— HIH Santos
Vasco da Gama messssssss—m 24 U mi | | 1on fans Atlético-MG
Gsaf"‘,“ B @ 0 on social Pacl:“‘:::
remio I 1
Atlético-MG  mm— netWUrkS Séo Paulo
Cruzeiro E—— Bahia
Internacional E— Athletico-PR
Chapecoense  mm— fog:
Fluminense  m— Internacional
Sport  me—— Ameérica -MG
Botafogo mewem Fortaleza
Bahia  messm Grémio
Athletico-PR s | n 2 0 22' 'th e Sport  EEE—
Fortaleza mmm . Vasco da Gama s
Ceard wmm blggeSt C|UbS Cearda FE——
Coritiba == . Cuiabd m——
Goids m posted on social Coritba
i 1 Avai S———
e 0 P media more than vy
vai
América -MG n 3 5 7 y 0 0 0 times. Atlético GO  mmmm——
Cuiabd » Juventude m———
Atlético GO Red Bull Bragantino s
Juventude 1 Chapecoense mm—
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Here the two most important indexes, total interactions and average interactions per post. Currently, on
average, 73% of interactions with Brazilian fans come from Instagram and 12% from YouTube.

Data from January to December 2022- - Consolidated numbers of all social networks

Total Interactions M Average interactions per post
0 200 400 600 800 1.000 BraZI |Ian ClUbS 0 5.000 10.000 15.000 20.000 25.000 30.000
v totaled more Flame:
Corinthians il Corinthians
Palmeiras than 37 bl”l[]n Palmeiras
Sdo Paulo S—— . . . Sdo Paulo
Atlético-MG  me— mtera Ctlons Wlth Vasco da Gama
Cruzeiro m—— fans on SUCial Cruzeiro
Santos EEE—— y 1 Atlético-MG  m————
Vasco da Gama s n etworks N Santos I
Fluminense m— Botafogo m——
Botafogo s 2 U 22 . Fluminense m—
Internacional e Fortaleza m———
Fortaleza mem Internacional EEE——
Grémio = Grémio m———
Athletico-PR  wem Ceard e—
Sport mmm Sport  EE———
Ceara wm Athletico-PR
Bahia mm The average Bahia
Coritiba = ¢ . Coritiba  mem
Goids 1 interactions per Goigs mm
América-MG | HH Chapecoense =
-y post of Brazilian .
Avai | clubs in 2022 s
Atlético GO | Atlético GO =
Red Bull Bragantino | reaChed 10 - 3 K Red Bull Bragantino =
Chapecoense | América-MG =

Juventude Juventude =
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Instagram is the most impactful and valuable digital asset of the Brazilian teams There are 60M followers!.

KPIl s Revenues

Instagram - Data from January to December 2022

Total interactions on Instagram M

o

200

400

600

800

Corinthians
Palmeiras
S&o Paulo

Atlético-MG

Cruzeiro
Santos
Vasco da Gama
Fluminense
Fortaleza
Botafogo
Internacional
Sport
Ceara
Bahia
Grémio
Athletico-PR
Coritiba
Goias
Cuiaba
América -MG
Avai
Atlético GO
Red Bull Bragantino
Chapecoense
Juventude

Instagram is
profiting a lot
from the
content of the
clubs.

Every post on

average
Flamengo 106 K
people are
impacted.
From
Corinthians are
100K to each
post.

©

Average interactions per post on Instagram

0

11.000 22.000 33.000 44.000 55.000 66.000 77.000 88.000 99.000 110.000

A

|

Corinthians

Palmeiras

Sdo Paulo

Atlético-MG

Cruzeiro

Vasco da Gama
Internaci

Grémio

Santos
Fortaleza
Botafogo

Ceara
Bahia
Sport
Athletico-PR
Coritiba
Goids
Chapecoense
Avai
Red Bull Bragantino
Cuiaba
Atlético GO
Juventude
América -MG
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Sponsorship Revenues X Interactions

1.000
300 Creativity will raise revenues W
with sponsors..
300
700
(2]
=
= A
-'E 500
=
1 500
N
N
o
N
< 100
g
b5 300 ‘ '
o (cAm]
3 Wy
)
£ 200 v l
fﬁa;:z:,ot ﬁ"l I I '
100 N @
9 &

60 80 100 120 140 160
Sponsor revenues in 2022 — In millions
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Sponsorship revenue in R$ million X Total interactions in millions- In 2022

= Sponsorship revenues USS M === Total annual interaction M

Many teams have
high engagement
rates, but small
sponsorship
revenues.

Sponsorships and
data-driven
activations can
change this
scenario.
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Posts with greater digital repercussion in 2022

@

@ Festa do-Trida leert’ad .
Assistir m. Compartilh...

‘,nnmpfﬁfs.-??’

oQd AhlOog® A

2.481.553 curtidas 1.805.184 curtidas
flamengo flamengo

E zRE JCIA NA ¥O9A' Ca'\Fr 3reacio de A emocdo de @evertonsi com a convocagio
para 2 Selegdo Brasileira na Copa do Mundo do
Catar! Boz sorte capitdo, representa a v

Nacic @ @'
Ver todos o3 24.638 comentarios

These Flamengo posts on Insta got . : : _ :
4.2Mlikes, the highest in Brazilian Libertadores title party, with the delegation in the middle of the

football in 2022. mass of fans, was the most impactful of YouTube, with +4 hours.
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Posts with greater digital repercussion in 2022

To P pOStS Ordenar Mais interacdes v

por:

@
z
“
=
E
&
4
a
a
f
v
C]
a
&
e}

20/10/2022 (0] E),' 05/07/2022 & E},‘ (ol
¥ 1mi curtidas %) 102.8k coment. W 3898.9k curtidas %, 64.1k coment. W 835.9k curtidas ®, 20k coment.
‘= 13,18% de engaij. 2% 12,71% de engaj. ‘&% 9,93% de engaj

These 3 Corinthians posts on Insta

totaled 2.7M interactions.
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Fans' word cloud
W #vamggﬂgmengo

me
I lgémre"red' tadcs  Sigh Tnstagram
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eons socio-torcedor

nagao.l:!
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Fluminense in 2023

Fluminense saw its social networks exploited in early 2023, with the P o

’ . . e BBV ES 810 03 qunagy
Marcelo’s arrival. The average per post of the major networks was g \ U R st ¢ ey
6.8K jumped to 11K. - - A ™

This post in English has reached the incredible mark of 1.9 M

interactions!
Interactions in M
m Total year ® Average per month

2021 2022 JAN -ABRI 2023
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Fluminense in 2023

The biggest posts in the history of the club, ALL, happened since the arrival of Marcelo.

According to
Nielsen, idols by
2023 will account
for US$ 1.2 billion in
social media
advocacy.

Brazilian football
needs global idols,
such as Marcelo, in
order to leverage its

brand abroad.




Women's football

strength
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Sport and the female audience have never made so much sense
together.

For a long time, women were raised away from sport, as if playing
sport was something eminently masculine.

More women practicing, consuming and working with sport, is
reflected in more revenues and income.

This is changing, but even today it is a reality that needs to be
worked on.

Investing in women's sport is fostering the development of the
sports industry worldwide.




O sportsvalue Women's football strength

There are many differences when sport is analyzed between men and women.

o]

Men are encouraged to play sports. In Brazil they
are encouraged to play football.

They start practicing earlier and take longer to
quit.

They are the majority in audiences, both in
broadcasts and digital.

Boys and young men are the most interested in
women's sport in the world.

?

Women, especially low-income population are not
encouraged to play sports. Now it's changing.

Women practice many modalities more than men.
They start later and stop earlier.

Girls and women, in general have less interest in
sports content. Nowadays we saw some
improvement. More marketing will change the
landscape

79
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Female Sedentarism

In all countries of the world the practice of >
sports and interest in events is lower among Chile
the female audience than male. N

Italy

Germany

The growth of women's sport depends on b
more girls playing sport. France

Spain

Switzerland

More income and education in the country,
the smaller the gender gap.

Sweden

Source: WHO

A Brazilian woman practices 3.3 x less sport than a Swedish woman.
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Kids sports practice and practice as a child are the reasons that lead to like
women's soccer. Watching big events is a main factor, too.

What made you like women's sports?

mUSA m World

43% 42% 42%
0,
- e it XTARCN
30% ik 30% y 30%
I I I I i 25% I
I have a child who plays | practiced as a child and| watched big events like Friends/family There is a team in my | saw highlights and got
sports the interest remained the World Cup and the introduced me region interested
Olympics

Source: YouGov Sport
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Brazil does not appear on the world map created by FIFA of registered
professional athletes, led by the USA. (+100 K athletes).

COUNTRIES WITH MORE THAN 100,000 REGISTERED PLAYERS

More women
playing football
and more
professional
structure will put
Brazil on the global
map.

113,207 ;

4
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Worldwide women's professional events with the most interest

0,
31% 30%
(v)
25% 24%
22%
20%

I I ;

FIFA Women's Women’s Women's Women’s Women’s MMA W Series- Racing Ladies
World Cup Tennis National eSports / Professional

Association - Baskteball professional Golf
WTA Association - igaming Association-

WNBA LPGA

Source: YouGov Sport

In all countries, women's sports have less impact, but show a
higher growth rate.
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Brazil is one of the global audience leaders for FIFA in the last women's

World Cup.
Growth Women's World Cup- Canada 2015 vs. France 2019

1 minute 993.5m 764.0m +30.0%
Viewers viewers
i 810.9 .
3 minutes Vieweg‘ 5\?@'—‘:”221 +45.9%
20 minutes 53&32" 327.8m +64.9%

Note — Figures refer to in-home reach only Source: FIFA
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Evolution of the residential television audience
Women's World Cup- In million

FIFA
1.250
994 Between 2007
764 and 2019 2x more

05 530 I audience!
2007 Chi 2011 G 2015 Canad 2019 F 2023-

na ermany anada rance . ‘;O?

Zealand*
Source: FIFA FIFA?
*Projected , with the same coverage. WOMEN'S E
WORLD CUP

AU 20
NZ 23]
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Gender differences in FIFA World Cup audiences

B Male audience ® Female audience

61%
53%
47%
: I

Men's Cup Women's Cup

Source: YouGov Sport

FIFA

Men's Cup
reached 3.2 billion
people, +2%

Women's Cup 1.1
billion, +30%.

In Brazil it grew by
500%.




(O sportsvalue

Club

FC Barcelona
Manchester United
Manchester City
Paris Saint-Germain
Arsenal

Tottenham
Chelsea

Bayern Munich
Everton

Real Madrid
Liverpool

West Ham
Leicester City

Atlético de Madrid

€ million

Women's football strength
Revenues of women's teams in Europe Total teams revenues

Revenue
£7.7m
£6m
£5.1m
£3.6m
£2.2m
£2.1m
£1.8m
£1.7m
£1.5m
£1.4m
£1.2m
£1.1m
£0.4m

€0.1m

€ million

V =\ N
© © O

©
©

Manchester City Real Madrid Liverpool Manchester United Paris Saint-Germain
€731m €713.8m €701.7m €688.6m €654.2m

Bayern Munich FC Barcelona Chelsea Tottenham Hotspur Arsenal
€653.6m €638.2m €568.3m €523m €433.5m
Juventus Atlético de Madrid  Borussia Dortmund Inter Milan West Ham United
€400.6m €393.9m €356.9m €308.4m €301.2m
© - ©
AC Milan Leicester City Leeds United Everton Newcastle United
€264.9m €252.2m €223.4m €213.7m €212.3m

Source: Deloitte

Women's teams revenues represent a tiny fraction of total revenues.

Less than 1%.
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Women's football fans in Europe Women's football revenues in Europe
In million € million
M Fanatical ™ Engaged M Casual B TOTAL H Total Revenue B Matchday H Sponsorships B TV Rights

686

551

194
41 116 105 135
69
21 Hom
.

2021 2033 2021 Realistic 2033 Optimistic 2033

Source: FIFA

World has more than 1 billion fans of women's football. Number
will more than double in 10 years.
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Women's sports audiences in the world by age group.

Women's sport rejuvenates brands

Young men watch
more women's

40%
football than mature
34% 34% 33% 34%
women.
28%
The difference
16% between women and
men is small on
average.
Women's football is

Global 18-24 yo 25-34 yo 35-44 yo 45-54 yo 55 yo + Men Women

44%

a content for
Source: YouGov Sport different targets.
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Brands that sponsor women's sports earn loyalty and support from fans.

WORLD- ONLY AMONG WOMEN
Positive impact of sponsorships by supporting the sport

B Men's Sport B Women's Sport

45%

31%

26%
23%
20%
0 17%
E I .IGA I

Professional Sport Amateur Sport College Sports eSports

Source: YouGov Sport



O sportsvalue Women s football strength ‘(WNBA
Brands that sponsor women's sports have a high market impact.

TV Advertising Awareness in US.
WNBA sponsors have 40% more impact, which is the overall average.

m US Adults ® WNBA Fans

38%

34%

22%

17%
- 16% 15%

11%

8%

21%
16%
10%
5%
i

AT&T Beats by Dr. Dre Google Youtube TV Fan Duel EA Sports

Source: YouGov Sport
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© sportsvalue A new sponsorship vision
The game has changed: The digital power!

Over the years, studies around the planet have already shown that to obtain ROl with sponsorships it was
necessary a strategic investment in the digital environment.

With the pandemic this has taken on another proportion. Digital market budget are decisive for brands to get
returns with sponsarships. The results measurement in a click converted the digital activations more assertive.

The players entry such as Crypto, Betting and
digital banks has accelerated the process.

Sponsorships and activations need to be data-
driven to generate effective returns for brands.




O sportsvalue A new sponsorship vision
The game has changed: The digital power!

According to Deloitte, the smallest part of the fans attend the teams' stadiums and games in the USA. The fans
who have season tickets, over the total fanbase is very low. 11% in the MLS and 6% in the NBA.

Season ticket holders’share on the total of fans in the USA. In Brazil, according to Datafolha,

only 20% of fans have been to the
stadiums.

According to data from
Sports Value, the fan
members share over

Brazil's total fanbase is only
0.6%.

Source: Deloitte USA
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The game has changed: The digital power!

Media activities undertaken in a typical week - Global by age

People spend more time on the internet
than in front of the TV.

3544

In younger generations it is virtually
impossible for a sponsor to achieve RO
without digital activations.

Watch content on
video streaming
services

Watch non-live video
content online

Rendanewoner , , Even the most mature
prin o onine people dedicate more and
Listento the rao : = more time to online

Stream musie % actiVitieS-

Watch non-live TV

Play video games on
console, PC, mobile
phone or any other

handheld device ' Source: YouGov 95
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Nielsen data shows, how over the years the
return on social media has grown for NBA teams

Sponsars.

In 2015 only 2% of the return came from social

media.
In 2020 it was at 32% and currently it is 50%.

NBA teams generated more than US$ 1.5 billion
in sponsorships revenues in 2022.

In 2017, revenues were US$ 861 million.

A new sponsorship vision
NBA sponsorships

fres
Social X TV- Sponsorship impacts for the 8 TOP NBA teams

TV vs Social Sponsorship Share of Value

i T ey T Among the Top & NBA teams
+ SociM - average
— "
54° T — - I
R
. 3
Do
! 34%, _,,.-f""'.r_
"_'_ﬂrfl"".’.’-‘
x| ot ot |
’ 1516 1607 -8 1819 T 0-

1%-15

Source: Nielsen

Digital is no longer complementary, is fundamental for sponsors.
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Sponsorship trends

The match is no longer the only important
content currently.

Sponsors want much more than visibility
on boards and uniforms.

Focus is technological innovation, data,
creativity, measurement and content
marketing.

Clubs need powerful storytelling to
leverage sponsorships.

Sportentertainment, idols power and
digital transformation are the paths.
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Sponsorship trends

Purpose and Storytelling

Sponsorships should not only generate visibility,
but they also need to make sense for the brand
and especially for the world.

Data Driven Sponsorships

Data is the future of sponsorships. To talk to fans,
brands want to get to know them in depth, so that
campaigns are more assertive.

Far beyond the match
Impacts outside the game broadcast can be much
greater for sponsoring brands.
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Sponsorship trends

Content marketing
Creating exclusive, impactful content and concrete
monetization are the future of sports marketing.

Technological innovation

Sponsorships need to be aligned with technological
advances. Analog and linear model does not
generate digital return.

Improve measurement/create effective ROI
Traditional \visibility measurement model in
transmissions has become outdated and obsolete.
More people watch videos on the Internet,
download APPs, use ecommerce.
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Gobal Football
How do you watch live matches?

I p ] Over-the-top (OTT)
Free-to-air TV’ Pay to watch® Social media® streaming devices'

81% Il 62% EIll 72% W 68% ™.

Brands are more Brazil WATCH HIGHLIGHTS BY SOCIAL

attractive for sponsoring. 'L':‘:’ NETWORKS

Australia %
s o ACCESS ONLINE SPORTS CONTENT
Spain %

o

5 : France
Seek information about aly = CHECK ONLINE RESULTS
Sponsors. e

Second Sreen Fan behavior when online

== China

= Germany

Source McKinsey
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evaluation
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The company KORE has published a very interesting study analyzing the global sport impact on the
digital environment, especially for sponsoring brands.

Corporate spending on sponsorships totaled US$ 77 billion in 2022 and will rise to US$ 116 billion in
2027, largely because of the digital environment.

In 2022 Sports with more return in digital

Sport has generated 100 billion interactions.

Value in social networks reached @ 6‘5 @ @

U S$ 12 bl | | Ion . (AAV) SOCCER MOTORSPORT BASKETBALL CRICKET AMERICAN FOOTBALL

$4.2BN $1.0BN $655M $469M $288M
Sponsoring brands received US$ 8.6 billion 49%ofall value ~ 12%ofallvalue  7.6%ofallvalue  54%ofallvalue  3.3% of all value

in digital returns.

Football accounted for 49% of the total.
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Value — Highest RO/ Social Media in global sport

By Brand
Brand Promoters  AAV ) ’ o [j_mlrares f
Nike 6118 | $297.9M S - Ik f =
Adidas 4791 $296.4M LS e ol & T2
Emirates 1,355 $268.0M
Santander 761 $143.1M
e e SlEaN According to the company Kore, 63% of the
i Pl $121.1M return is intentionally generated by brands or
e Ly $101.6M their sponsored properties.
Mastercard 575 $88.3M
TeamViewer 226 $71.BM
Accor Hotels 389 $67.5M

Source: Kore
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Brands that hold important sponsorship properties and own teams (e.g. Red Bull) are the ones that
generate the most intentional return for themselves, on social networks.

Value — Social Media ROI generated by own brand - Own voice - US$ million

Red Bull

Santander

4 AT Ferrari

Deliberate Deliberate Deliberate Deliberate Average

Deliberate

Posts Post Ratio AAV AAY Ratio Deliberate Quality Effective Quality

64.5k 58.9% $135.0M

I $114.7M I

46.1%

54.8%
Source: Kore

$81.9M
22 9k 92.3% ‘ $72.8M ' 94.3% 39.99%
33.4k 90.7% 61.9M 94.9% 52.1%
Sy
L ) \
W HIGHLIGHTS
LaLiga MATCHDAY 10 sl

& Sclnto nder fg',‘l.al.iga&Santunder
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Football teams are a key factor to sponsors
return.

When a club is more data driven oriented,
sponsors will benefit from the digital
operation.

Kore’s data indicate that Corinthians is the
best club in Brazil in digital return
US$ 61 million in 2022.

Flamengo is second with US$ 56 million.

River Plate is the third Latin American with
US$ 32 million.

17 clubs = US$ 1.7 billion.
Real Madrid= 18% of the total.

Sponsorships digital evaluation

Value — Social Media RO/ generated by the club- US$ million

Real Madrid
Barcelona
Manchester United
Liverpool

Paris Saint German
Chelsea
Manchester City
Juventus

Bayern Munchen
Corinthians
Flamengo

Arsenal

Tottenham
Fenerbace
Galatasaray

A C Milan

River Plate

RN RS TR 0 L
[ ya e s MRS
| 62 |
| 61 |
| 56
HEE
| 49
| 45 |
| 2
| 42
32

Source: Kore
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The most successful brands are those that have more efficient sponsorships in the digital environment.

Value — ROI Social Media of the brand X Number of brand promoters (properties)

mmm Return Social Media- USS M === Number of brand promoters

1000, 4SS . - a4 T i - 35.000
900
800
700 —
600 -
500
400 —
300 -
200
100 -

30.000

25.000

20.000

15.000

10.000

5.000

Source: Kore
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Each generation has different characteristics, including watching and consuming sport.

BARY BOOMERS

(1946-1960)

Generation X

T

Generation Y GENERATION /

(1981-1995) (Born after 1995)

% e
N
I ni

107
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Devices used for each generation to watch sport.

[l Television [l Computer [ Tablet [l Phone N/A - | do not watch live sporting events

24/o
m

24%

GenZ

Millennials | !|.~L v, 28%‘

15%

Gen X

71%

Boomers

Source: Sportico
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Brazilian football market
potential
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Brazil is one of the largest untapped Each generation consumes content differently.

markets in world football. It's not possible just to insert the brand on the jersey or

field si
There are more than 150M football fans, b e

but the clubs make very little money from
all this passion. Content consumption- General fans - Gen Z - Millennials

® General Sports Fan mGenZ m Millennials

Another challenging aspect is the presence
of European teams. According to IBOPE

49%
43% 13% 1%
more than 70% of young people in Brazil ol s 7% = = 6%
have a European team. = e
20% 21%

13% 14% % -
Other habits such as eSports, streaming’s
series and new broadcasts of modalities

Such aS NBA NFL SUI’ﬁI’Ig and MMA haVB Highlights Read articles TV Shows Talk Radio Podcasts Fantasy games Betting
changed the young Brazilians consumption. Source Moring Consult
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Advertising market vs. Clubs sponsorshjps GOP and advertising market — US$ million

Leagues Country GDP AD market

MLS -USA 22.939.000 285.210

Premier League-UK 3.108.000 38.280
Bundesliga-GER 4.230.000 26.700

Ligue 1- FRA 2.940.000 15.810

Serie A- BRA
Série A - ITA 2.120.000 9.590

Russia 1.647.000 7.850

2 LaLiga- SPA 1.439.000 6.430
But a small companies' investment share e 481.000 2300

goes to the clubs. Belgium 581.000 4.980
Sweden 622.000 4.960

Netherlands 1.007.000 4.870

Mexico 1.285.000 4.460

0 1 = Poland 655.000 3.200

Less than 1.8% of t.he totgl in Brapl, iy = =
compared to 16% in Spain, 10% in Switzerland 811.000 2.600
o/ 0/ Denmark 397.000 2.200
Turkey, 6% in France/Germany and 5% in S 500 2500
UK. Norway 445.000 2.100

Portugal 252.000 1.200

Colombia 301.000 797

Chile 331.000 730

Brazil has one of the largest advertising
markets among the world football
leagues.

O 00 NO U A WN =
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Due to the size of the Brazilian aavertising market, the clubs’revenues from marketing could easily double if 1big
aavertisers returned to invest in the clubs.

Marketing Revenue vs. Advertising Market- Football Leagues

2.500

2.000 +

c
2
=
v
v
)
=
g 1.500 vl
(7]
(]
o [ % " ]
© &
- 1.000 E——
§ T
=
c
: =
]
'j_: 500
f e —
Q —_—
: H5 .
g =1
(<]

0
(&)

0 50.000 100.000 150.000 200.000 250.000 300.000

Advertising Market- US$ Million
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Social classes consumption in Brazil- US$ billion Brazil - Annual consumption - By sector — US$ billion
Housing EE Sy ¥ Al o T e e Ty 183
324 Vehicles I O3
286 Food athome I 63

Eating away from home ———— 37
Medicines mmm———— 29
Building material m—————" 23
Health Plan and dentist mm—m 24

112

Personal care mmmmm 23
Clothing mmmmm 19
Education mmmm 17

A B c D/E RURAL Entertainment W 16

Furniture and home mmm 13
Household Electrons mmm 12
Drinks mm 11

Spending by Brazilian families reached US$ 824

b||||0n |n 2022 Urbantrar-:-sportI | ;0
Of this total, US$ 16 billion per year goes to L
Bntertalnment (2%) Cleaning Articles m 4

Books and school supplies u 3

Source IPC Maps
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An exclusive analysis by Sports Value shows that clubs and sponsors in Brazil have not yet figured

out how to involve football fans in their strategies. Brazilians' spending on their clubs reached a small
amount, only US$ 211 million in 2022.

Less than 1.3% of Brazilians' spending on entertainment reaches clubs' accounts.

Brazilians Spending — Entertainment x Football Clubs — US$ billion

16,5 Clubs, through data-driven

sponsorships, can amplify
the impact with Brazilians.

0
LRy el Brands can contribute
with new revenue, with
0,2 more assertive digital
activations.
Spending by Brazilians on Spending by Brazilians with their

entertainment clubs



NEW SPORTS MARKETING INDEXES

Sports Value has been developing a series of
exclusive services to corporate clients.

Sponsors, clubs, startups, investors, agencies,
federations and communication groups have all
benefited from these unique analyses, in Brazil and
abroad.

Some of the most innovative ideas of crossing
financial, marketing, digital and trends data are
being delivering to the clients.

If your company or club's goal is to increase
returns with aisruptive strategies in sport,
Sports Value can help a lot.




Osportsvalue  Disruption in Sport - Sports Value’s Vision

Digital Transformation Smart Stadium Fan Engagement
N
& g
Data Driven Sponsorships Sports practice Sports trends
- & A
| -
Startups consultancy Business Plan to investors ESG & Sports

Y5 S 20



SPORTS VALUE'S SERVICES

b ¥
100

Sports Marketing

Sport offers a unique platform for brands
enhancement, engagement and consumer
loyalty and effective sales expansion.

Startups Consultancy

The world's startup ecosystem represents
US55 1 trillion today. In sports already exceeds
USS 9 billion and is expected to triple over
the next five years.

Sports properties valuation

Sports Value is the first company in the
Brazilian market to evaluate sports assets,
with its own methodology and extremely
consistent premises.

Sponsorships and activations

Sports sponsorship and its complementary
activation actions are proven to be the best
marketing tool for today.

Sports Branding

In today's ever-changing world and with
increasing consumer demand, branding or
brand management becomes even more
essential.

International Affairs

The rapidly evolving world demands that
sports marketing projects have a global
character today.

£

Trends Reports

The ever-changing world requires
companies, agencies, clubs and federations
to make their decisions in anticipation of
trends and directions in today's world.

(i

Brand valuation

Branding is a fundamental discipline in the
global business. Brands are constantly
evolving and must be at the heart of every
management.



Thank you!

Amir Somoggi
+5511 99749 2233


mailto:amir.somoggi@sportsvalue.com.br
http://www.sportsvalue.com.br/
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