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The resuits presented in the 2014 China Digital Red Card are taken from
the period November 12th 2013 to January 12th 2014, This independent
study with no-bias towards any particular football club reflects the current
performance of the top 13 European football teams on Chinese digital and
social media. We assessed 4 core competences:
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OVERVIEW OF
INDUSTRY

SO what's new?

2IOICo T Mvmbher 4f fosthal

g Y140

he social media

environment in China iIs
dynamic and constantly
cnanging, but a few clea

winners have consistently

emerged in the past few
years, Here's a short

OVerview of what they are
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METHODOLOGY

We measured the digital competence of aadh Oub by assessing the 4 key categornies
that determine a dubd's success with Chinese sooal network users. Our objective 15
b0 provide a robust tool to understand the digital strengths and weaknesses of
EUrcopean foctball Aubs, and Nelp MrKeting Manapers of those teams achieve
Erester return on invesoment.

TOTAL FOLLOWERS ENGAGEMENT OFFICIAL PRESENCE

CATEGORIES

POINTS AWARDED
BUZZ
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2014 CHINA DIGITAL FOOTBALL RED CARD

CLUB Followsrs  Engagement  Official Prasence  BUZZ POINTS
25 50 10 29 114
20 40 8 37 105
25 25 11 31 92
30 25 9 27 91
Arsen 25 20 10 28 83
o/ 35 15 5 27 82
50 0 11 19 80
30 10 8 25 73
20 30 S 14 69
15 10 7 11 43
15 10 1 1 37
10 20 4 3 37
15 S 11 2 33
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TOTAL
FOLLOWERS

The ﬂm m.gofy inthis rw consicers the tocal Goven e prowtrg poesd ity oF Burogean 1ostull in Chng and a
number of Sina and Tencent Welbo followers of each % 177" 7 e s masmuiing taly Tl g e of Eurogees

o, e Red Cort! 1ot Wl riD ooyt oy il sith & 1

club. We recognised only dubs’ officially verified 0t it Of FOROwers Over S00.000 2

accounts and ignored the number of followers from -

other fan driven or unofficial club accounts. Largest Fan Rase Srmaliest Fam Rase
Fhae atand oot wannwer of S catrpory I vt sCovers i tha catepory e Aas
Markhester Oty who S oumsinp @ of ther  aned P50 haphiightng ®w Lac that By o
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Manchester
) City

Renl
Bayern Liverpool “‘“ Arsenal
Mumas Manchester . 1 . P AC Tottenbham
Urvited ‘.n A\ >4 Milan
= - L “o“.w' Juventus  Pans
”:' ¢ - @ Saint-Germain

COPYREHT 20714 MAILMAN GROUP (:'j



Bayern Munich
ManchesEgelalicls
AC Milan

Real Madnd
Liverpool

Arsenal

Ajax

Barcelona

Chelsea

juventus
Tottenham Hotspu
Paris Saint-Germain

Manchester City

Engageqient

ENGAGEMENT
FIGURES

N TS SaCDON, W anaiyse the engagement oF each Oud
aganst their total fTolower number, Regarded as the
Matrix that defnes 3 Gub's sucoess i the social media
INCustry, the engagement higures lllustrate how
effectveldy (Or not) each Club = engaging and
CONNECUINE WIth thewr 1ans on the SO0 NETWOrks

A T e —— ————

Daa provnded by KAWO tracked each cub's
engagement over a 30 day penod and provides us with

Average fwds/comms

per post
Bayern Munch
Manehester United

the combined forwards ang Comments D&Y DO ALross
Sina and Tencent Weiho

10 Tind out which club has the most engaged fan base,
we Lake Into account the amount of Tollowers sach
team NRas. We dmide thewr average engagement per
POSt Dy the number of foliowers (10 the Nnearest
milhion)

Most Engaged

Boyern Munich possess the strongest engagement of all

Cubs, with an average of 317 forwards and comments —
Per post, receiving maximum points for thes score. Thewr |
Urebie winning Season and current excetient form
chearty played & malor part in thesr China sucoess L]

Least Engaged =1
N Sark contrast, Manchester (RS huge ToBlower
NUMDers do NOL refiect the aCUVty On thew accounts
They are the club with the widest gap between online
fans and average engagement on thelir acocounts
resulting in & score of 0. 0

Real Madrid
Liverpool
AC Milan

Arsenal

_—

Barceiona

Chelsea

juventus

Ajax

Tottenham Hotspur
Manchester City

raris Saint-Germain
100 200 300
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OFFICIAL PRESENCE

The first huedbe 1or any Clud entering the Chinese market 1S 10 sefect and
régeter an official 003 media account. An extensve and Integrated
prasence that engages weth all demographics 15 the ideal situation
NOoweyers, this 'L"u‘!"t'l‘x;:e 1S Made iNncraas ?‘.',Lf" dificuylt Oy the groweng

numMber of OO mMmedia "ll.)”(:u TS S ;%!:lt' g#lf‘?c]it)ael rc(l)‘fannels
We awarded each cubd ponts according 1o the strengeh of their
QITIC OninNe presence, MOocating haghest pomts for an offical
Chinese website. The number of points awarded for each account
reflects the imporance and popularty of each platform:
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Why?
A Chinese webste provndes a hubd for all
Chinese fans to access localised
content, whilst Sina Weibo 15
CONSCred the NUMDEr ONe 00
Media NetWOork resuiting in these twe
channes beng awarded the highest
number of points

Liverpool, Manchester City and P56 have the most

COMprenensve orasence with Nive ofifical channsis each
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BUZZ

The last category In this report calcuslates the number of tmes KAWO tracked Sina Weibo for 30 days,

each dub is mentioned on Sina Weibo, This category allows  scanning all posts for specific key

us to consider discussions that take place outside of the dub’s  words. Anty post which mentioned one
official accounts. This is important s many of these unoffical  of our foctball dubs and included the
fan pages were early to enter the market, often well before the ey word Yootball was puied into our
dlubs’ officlal accounts. These accounts often possess a high database. The 30 day period was the

levei of engagement, therefore can provide an additional same for each team to ensure fairness.

dimenson 10 answer 1o who is the mast popular dub, | '
Unsurprisingty, it i the Red Card top 3

Manchester United and Liverpool, with over 30,000 clubs who perform best in this category,
mentions each, are the most talked about clubs on Sina Weibo.  W4h the mast organic online

Following closely behind are Arsenal and Bayern Munich, whitst  <ONversations.
Real Madrid, Manchester City. Barcelona and Chelsea all show

simiar levels of ‘Buzz'.
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FINAL STANDINGS VS. UEFA OFFICIAL RANKINGS

Bagem Munich
TOTAL POINTS: 1574
VEFA Ranking: £

The Winner
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Manchester United Liverpool Real Madrid
N POINTS - N LN : ) >

Barcelona - P-4 Tottenham
"OTAL PONTS L TOTAL AONES: 1 Hotspur

A Laviong |

Manchester £TN ~AC Mikan Juventus
City tiA Rerbic 17 AR 3
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2014 CHINA DIGITAL RED CARD
INSIGHTS







HUPU SPOR

10 support this report, we asked Hupu Sports 10 conduct an Independent poll to
determine the populanty of Eurcpean football Gubs in China. Hupu.com 5 a top
SPOrES portal and Is China's number one online foothall forum (30m users/month),
The poll asked 5000 Chanese fans ‘Which clubs do you follow on Welbo¥ ana
Provices an alternative view as 1o whath dubs are the most popular aMOnNgst active
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u WINNING CONTENT

-~ e

Engaging Chinese Twist

Connecting

incentive to Compete




SOCIAL MEDIA HIGHLIGHTS OF

Eth January:

Messi wins his forth Ballon d'Or
{Sina sports video: F3,42% C778)
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15t May:
Bayern Munich's 7-0 te vict Irst Barcelona In
lg: Chamm: semi-Nnal
F:10812C.1.529
L 3]
. 16th May:
David Bechham announces his retirement
(F-272.790 C.8077)

FRAA R SN BRI AAT TR M ITIMAL Y pgamae

it =pn

25th October & 15th November:

LIVrpoot Continue 10 further the Chinese sporns
market by opening an academy in and establishing a
partnership with Hupy sports

©

¢

I

&th March:

David Seckham appointed as a Chinese Football Association
ambassador (F:12,922 C3,951)
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8th May:
Sir Alex Ferguson announces his retirerment (F 22.114 C6.617)
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2nd & 3rd September:

Record transler pald for Ozil and Bale m-v? the

m window (Ol F: 8920 C: 2.464 & Bale F4. 386

th November: -

Guangrhou Evergrande FC Deat Seoul FC 10 win the Asian
S g??# Condederation Champlons League (F: 103,197 C:
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TOP PLAYERS ON WEIBO

Tencent

On Tencent Wesbo, 15 Clear to see that
players from La Liga boast the highest
figures with 7 of the top 8 playing in Spain,
This 15 directly driven by the extremely
successiul period of the Spanish national

the lack of English players or players from
the Premuer League 15 very surprissng, with
jan Mata and Vincent Kompany the only
players 1O appear in the top 10.

team and FC Barcsiona in turope. Howeyver,

Rio Ferdinand
w:yne Rooney

FH hl‘,i"

Mcx Oxude Chambetiain
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Lukas Podolskl

Lione! Mess!
Cristiano Ronaxio
ANCrés Inlesta
Gerard PQuée
Neymar

Daved Vika

uan Mata

AL

Manuel Neuvet
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19,334,250
13,599,413
3,195,403
3.01961/
1,.984.003
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213,911



SFONSURSHI Prearuse
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Manchester United was the Brst 1o enter
the fray in 2013, compieting two Oeals
with the Wahaha Deverage group ana
Ching Comstruction Bank. Thess
DArINershios scorusd an sshimaisg 5 5m
USD ang were 2 wake-upD cal 1o Tooths
AMSs arouna the woryg

SOOrt sponsorsin makes up 77% of
total sponsorship spending in China
in 2013 Chinese irfvestmaent in the
FOOCDA Secior reached over 83m USD

(WO from oeSmin 20121

AL T

Asla Sponsorship News (ASN] 15 the
ading source of market intesigencs
for the Spc NSOMSHiID and Branced
Content ndustry In Asia, Operatng
snce 2007, ASN offers industry
DEOTSSSONAS UNTivalied News NalyLs
AN INEENEE ON & sUDsCNphion Dass

ASN

Folowing this, Tottenham Hotpur
DArtHered with Doth AA and gosiceng I
the build up tO thes season and Ajax
compisted a ged worth arcung SO0k US0
with C57, Chang Shin Tire

s

POSIDENG

aila

e worigs o 00rts Drangs continue o
YW ey Inlo the Lhinaie manet
Nike are lsading the way wieth the 19m
USD man sponsorship of the Chiness
SUDESr League and thesr aiTBation with 4 of
China's top dubs. Their maen rivals Adidas
NV partnered with the Lhingse nathonal
LA N an estimated J.5m USD gdesl

With the Worla Cup on the Hornzon, itis
gadr that Lhinese investoment into
European footbadl is top of Chinese
Brands marketing agendas and 2014 wil
DE & lurMming point for Ching™s sports
SDOMSOESHID Ndusery

Why is sponsorship in China different?

1) Local knowledge and support is critical
2] Chinese nyeators see RO very
gifferently 10 their wessern counterparts
3) A Chinese partner |5 key 1o dosing 4
onsorship deal

saah s Al ) ) W PP i\’ Y4500 Bikas ) P alislifl TOM DA aMNDASSAAOrS iy 100 T orw M SRy s s o
' O# iy Sy Aol TIPS A IMNAMED AN LI 5 I 1350 08 1Y tr Oyl OoF maarsenane sl VL W F
- W A Beckham Mot Ronaldo and Kaka 11e ioadew ™he wey with vyt ol deals i thox . M "W
w T 21 e i 3 Wy e sy T TN T I ry 4! et Ut 0N (P — ) eonr BTy Mt Taat T -
c :.'r:,. : .‘taH” | x: DTN 2 repoteed m USHL Pion 1ot Becdham wan anpodreed the Furanean andassadior for the
0 t 4 on . L N S OCEOE AL Lt " AL A 1 2.0 r & o IV e o L2t i a2a -
Mt A Bt T LA i o e 1 . ey ) - d .



WeChat will continue to
broaden the reach of its brand
in 2014 by offering new
services and functions:

@)

%

The latest WeChat Payment funcuic
brands 10 use thesr account as a

site t0 recetve payments directly froe fi
This new payment develcpmaent 5 Iksiy 1o
online e-commarce glants In China Witk

and mobde solution.

in 2014 many brands are Muely 1o appiyic
Welhat Service Account. Although thisiim
brands 10 only ane push Message per MONTH, thi
account offers the option of a customised men
which can act as a mikro mobile ste for thebeat
meaning followers Can access company
nformation whiist mobile,

The improved WeChat analytics means that it &
now easer to track fans’ data and adjust the
content accordingty. Brands can use the platform
10 coilect fans’ preferences through questionnaires
whiist many will look 1o make use of the
LoCation-Based Services,



WeChat. the Tencent owned . attorm has L onged 4 nw
MANOM 1O CUDS IO CONNACT WIIEN THheir Tans. wWith six Clubs
NAVINE Sready s&ized this opportunity. The strength of the
Wwelhat platiorm 15 that It enabies 3 personal resationshap
Detween the dubd anc the fan, alowing them o leverage
MArKMINE COPOrIUNITIeS SUCH &5 AUGI0O MEesSaRes,
automated responses, videos and messages that can be
sent darectly 1o their fans’ mobie phones. However, this
DErsonal clement 350 means that foliowesr nuMDers are
private to the Cub onily

Worth y Mention

SOUS Bave CONUNUAS 10 Orove hat ey

CaN Mix it with the top CUDS Decoming

the thad cubd tolaunch an attive WetCnat

account and in a short space of ome

have attracted almost 69 of fans

10 SUDPOr: ths report, Tencent, the founder of the WeChat
PIATOrM, ran an incependeant poll tNrouUEN their Tencent Spors
website and socal media accounts asking fans Which football
teams do you follow on WeChat? Tencent Sports are a leading
sports news portal and provide a neutral platform on which to
NOSL LIS DOIL Meaning that we were abie o COHOCT autheanti

resuits from 1.000 partcpants
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A WORD FROM THE EXPERTS

Do you think lower ranked clubs outside of Europe’s elite can succeed on Chinese Social Media?

What we've seen over the past year, Is an influx of all types of football organizations onto Chinese social media, From huge
football names like Read Madrid and David Bedkham 1o lesser known teams such as Aston Villa. What | have learnt is that
SUCCRSS On the pitch only gets you half way there, The key factor IS 1o make it clear to Chinese football fans that they are
haghly valued and more than just 8 number, Cubs and players who regularly post content exclusive to China and spend
tme interacting with indnadual fans are those who have the best zhot at major success, both online and through
commercial deals.

Dovid Hornby, KAWO Sports Manager
Why do you think so many of the top clubs have identified China as a key market to engage with their fans?

| think It's because more and maore Chinese fans are now paying serious attention to European football. The
development of the Internet boosts European football's influence in China. Adoutionally, Chinese fans’ purchasing power
Is stronger than before, therefore they are willing to pay for TV broadcast and want to colect the genuine kits of the team
they supporl They are even willing 1o g0 abroad to watch a game in the stadiums which they've only seen on TV. China

- Which club best uses Chinese social media to engage fans? What do you think Is the most
 Important aspect of enline success in China?

At the moment, | think Bayern Munich are best, It is very important to consider how to post high
quaity Weibo content from a fans’ perspective. You need to think about why fans would Me to
follow and read your Webo page, how to obain exclusive content, wonderful pictures and videos.
And most importantly, providing an authentic club presence, rephing to fan comments frequently
and forwarding their messages are all great for community management.

R, Sino Sports Sendor Editor

COFYRMT 2074 MAILMAN GROUP @



| Why do you follow
win A European football?

EUropean footbal 1S the Dest in the workd, If's much
stronger and faster than anywhere else. The Europesn
leagues attract the best players so there IS a great mixture
of gifferent styfes of football. The time of matches in
Europe can often fit into the Chinese Mestyle, for example,
Chinese fans can watch the aftermoon foures with thesr
friends in the evening in China.

Fernondo Zhang, 24 yeors old, Real Modrid fan

It

There are not just 2 or 3 top teams, instead there at least /
top clubs competing, and small Clubs always have a chance
1O WiN SEainst the top teams. Every Premier League ciud
has the strength o buy good players, for example,
Southampton bought Osvaldo from Roma this summer.

Solly Wang, 25 yeors old, Liverpool fon.

What is it about the Premier

League that attracts
Chinese fans?

[:-g. 5 " Which team do you support
P Iﬂd Why'?

Liverpool. They went through the toughest tme in my life
with me, 50 | have a connection with the team. It seems
like the whole team 5 my mentor, Therefore, no matter
how they are doing, | will always support them because |
have fazh in the Reds,

Roxan Nsing, 26 years old, Liverpoeol fon

What is the most important factor for a team
to succeed in China?

Playing in the Champions League is
IMPpOrtant as this compettion is
regarded by Chinese fans as the best in
the world and it gets 30 much exposure.
Otherwise, the most important thing is
the history and culture of the foothall
cub, & Aubd with many honors & likely 10
find success casier to achieve.

Welyi Zhe, 26 yeors old, Tottenhom
Hotspur fon

IN SU(IESI Teams with a weill-known rival makes it
: — SSsier L0 succeed. These fixtures are

|
Lo a8 ¥ . heavily promoted which means that
o U] } "z more fars will be watching these games
;! = Fronkiey Zhong, 21 yeors old,
¥ Manchester United fon

]



ABOUT MAILMAN

Established in 19595, we proneered many of China’s early
media, technology and advertizng initiatives. We've helped
over 100+ brands develop in China, mduding global
foothall teams, entertanment companes, celabrites and
maore.

We specialize in digital and Chinese soclal media strategy.
Our service ndudes localzation of international sodal

Media strategies, vidkeo production, SEOQ, media-buying and
on the ground marketing support in China.

Our partnership team Is responsible for media and

COMMErOal rghts agreement Negotiation, strategy and
consuitation with Ching's lsading brands and mede

companies

To learn more aboyt the 2014 China Digital Red Card or
eOquire about business contact InfodPmalimangroup.com.

To downioad the full report, visa
MDAy mdmangTouy comvred cord X0 1 4 iy

ABOUT KAWO

KAWO i3 3 specalizz Chunese marketing placform for the
ports maustry. KAWO provides multi network promotion,
social media insights, brand protection, transiation and
Competitive intalligance.

TO take up A free trial for KAWO contact salesiawo. com
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