From sports sponsorship to sports marketlng
Activating sponsorships taking
FC Bayern Munich by way of example.

Katrin Mruk, Deutsche Telekom AG
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Sponsorship impacts on functional and
emotional

Sports sponsorship ...

Functional Emotional
brand value brand value

* Exclusive study "Sponsorship and Brand Success", Bonn/Basel 2006; Prof. Dr. Manfred Bruhn, Chair of Marketing and
Corporate Management,
LI LP = = gt the Wniversity of Basel'ssCentre forEcenemic Sciencess(\WW\/Z)s = = = & = = & & & & & & 5 & & § & 0 5 8 & & ® ©®

Katrin Mruk, Deutsche Telekom AG 12.09.2008 2



Brand value determines the relationships with
our customers.*

Sports sponsorship ...

Functional
brand value
Satisfaction w o

* Exclusive study "Sponsorship and Brand Success", Bonn/Basel 2006; Prof. Dr. Manfred Bruhn, Chair of Marketing and
Corporate Management,
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Positive customer relationships in turn impact
positively on our sales!*

Sports sponsorship ...

Functional Emotional
brand value brand value

Satisfaction @ o

... Influences
brand value, ...

And that impacts on Customer Sales
. . retention potential
(purchasing) behaviour.

* Exclusive study "Sponsorship and Brand Success", Bonn/Basel 2006; Prof. Dr. Manfred Bruhn, Chair of Marketing and
Corporate Management,
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Interrelationships according to Prof. Bruhn.*

Sponsorship
excellence

Behaviour

Relationship

Satis-
faction

Functional
brand
value

Customer
retention

Commitment

Emotional
brand
value

Sales
potential

* Exclusive study "Sponsorship and Brand Success", Bonn/Basel 2006; Prof. Dr. Manfred Bruhn, Chair of Marketing and
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How to reach sponsorship
excellence?




1. Choose the right sponsorship object!

Sponsorship
excellence

Sponsorship
object

A sponsorship partner must be chosen carefully: indicators such
as appeal and prominence must exist so that the sponsorship
can develop its full impact over the long term.
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2. Has the object the right sponsorship
weighting?

Sponsorship
excellence

Sponsorship
weighting

The sponsorship must have a suitable communications
weighting. Frequent brand visibility as part of the sponsorship
determines the level of our brand presence and ensures
customers perceive us as a sponsor.

Katrin Mruk, Deutsche Telekom AG 12.09.2008 8



3. Does the object credibly fit with your brand?

Sponsorship
excellence

Sponsorship
fit

The partner must fit with us. The level of credibility of the
partnership is decisive in terms of whether the customer is

positively activated through the sponsorship. Image clashes
need to be avoided and a maximum fit ensured.
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4. Leverage the sponsorship involvement via
medial

Sponsorship
excellence

Sponsorship
medialization

Reinforcing the involvement by leveraging communications
media is essential for the efficient, maximum utilisation of
sponsorship.
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5. Capitalize your sponsorship!

Sponsorship
excellence

Sponsorship
capitalization

Additional purchase incentives can be created through the
usage of cross-selling opportunities in conjunction with the
specific sponsorship.

Katrin Mruk, Deutsche Telekom AG 12.09.2008 11



What does this mean
specifically for the sponsorship
with

FC Bayern Munich?




Sponsorship object: FC Bayern Munich.

Target group

FC Bayem Munich |

Favourite team

Werder Bremen

Hamburger SV |
Borussia Dortmund

VIB Stuttgart |

FC Schake 04 |

Boussia M'Gladbach |
1. FC Nuremberg |

Hansa Rostock

1. FC Cologre |
Birtractt Frankfurt |
1. FC Kaiserslautem |
Energie Cottbus
Bayer 04 Leverkusen |
Hertha BSC |
Karlsruher SC

FCB as
favourite team

TSV 1860 Murich |

12

Source: SPORT+MARKT AG , Football Monitor 07/08,

in %

26

. T 2nd wave 11/07
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Sponsorship weighting: FC Bayern Munich.

No other club attracts as much press attention in Germany as FC
Bayern Munich

In the 2007/2008 season there were 7893 TV reports* about FCB

Reporting came to 1115 hours, 16 minutes and
19 seconds*

That is the equivalent of over 1,5 month's (46,5 days)
broadcasting

56 billion standardized 30-second contacts*

*) Source: SPORT+MARKT
AG
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Sponsorship fit: FC Bayern Munich.

Both embody the brand values of self-confidence, innovation and
reliability

Both are leaders in their respective fields
Both have great visions
Both are united by the passion to succeed

Together, the integrated communications tool of sponsorship thus
becomes a successful marketing platform
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Sponsorship medialization at
FC Bayern Munich.



Sponsorship medialization: shirt & panel.
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Sponsorship medialization: branding in the
stadium.
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Sponsorship medialization: trade fairs.
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Sponsorship medialization: internal
communications
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Sponsorship medialization: T-|

ome Lounge.
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Sponsorship medialization: TV ad.
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Sponsorship medialization: presenting of “ARD
Sportschau’.
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Sponsorship medialization: T-Home Fan Reporter.
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Sponsorship medialization: T-|
Reporter.
Print:

ome Fan
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Sponsorship medialization: T-Home Fan

Reporter.
TV: EFE
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Sponsorship medialization: T-|
on www.fcb.de.

ome fan stand
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Capitalization: activity model.

Service offerings

Rate plan check as service
offering for the "waiting fan"

Entertain is brought to life in
the

T-Home Lounge through
product showcases

Product bundles

Combination of
merchandising and/or
contents with existing DTAG
products

Competitions in combination
with "Things you can't buy"
promotions

Branded resellership

DTAG products with the look
& feel of FCBayern

Paid content offerings

The most successful club TV
offering
in Germany with www.fcb.tv

Regional sales promotions

Targeted usage of training
camps and presentation
games to promote sales in
certain regions
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Capitalization: T-Home rate plan check.

Sales staff check the Deutsche Telekom
customer's current rate plan on the spot

Promoters hand out flyers to fans

Competition in conjunction with
"Things you can't buy " prize:

2x2 places on the touchline sofa
Sample result (15.08.2007):
> 700 rate plan checks conducted

3.5 times sales of a normal
Telekom Shop (with no
promotion)
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Capitalization: T-Home Entertain showcase.

The T-Home Lounge offers an exclusive live
contact platform for the T-Home Entertain
product, which provides the target group with
emotional access to this product in unique
surroundings

Showcases and the screens bring to life the
Entertain product locally and enable the target
group to be addressed directly

The T-Home viewing focuses clearly on the
shared football experience

by signage of a contract: high-quality
merchandising item is thrown in free (e.g. signed
FCB shirt)
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Capitalization: T-|

ome marketing bundles.
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Capitalization: FCBayern mobile phone.

SonyEricsson W910i: postpaid product
Includes FCBayern mobile phone cover

Includes free SMS news ticker directly
from Markus Horwick

Includes realtone & full-track "Star of the
South" anthem

Includes fun sounds and SMS sayings from
stadium announcer Stephan Lehmann

Includes FCBayern theme and highlight videos
SonyEricsson K530i: prepaid product
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Capitalization: regional sales promotions.

Friendly SV Waldhof Mannheim
07 vs. FC Bayern Munich on
May 24, 2007 in the Carl-Benz
Stadium in Mannheim

Presented by T-Home,
on the occasion of the centennial
of SV Waldhof Mannheim 07

Live transmission in DSF and
on fcb.tv, plus broadcast
rights on regional TV
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Capitalization: regional sales promotions.

Communications (media analysis):
TV 4.025 million contacts
Print 4.833 million contacts
Radio 0.954 million contacts
TOTAL 9.812 million contacts

Sales (selection):
Overall campaign duration 4 weeks
42 Telekom Shops, 18 MediaMarkt
and Saturn
stores, call centres
Bundled products incl. rate plan and
tickets (2 per signed contract)
> 2500 signed contracts
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Many thanks



