




SALES REVENUE: SEASON 2007/08

Group in TEUR

Ticketing 22.591

Sponsoring 39.254

Broadcasting 26.024

Transfers 5.398

Catering, Licensing & others 45.059

total 105.326





LACK OFCOHERENCEIN BRANDIMAGE

SITUATION 2008
NO MARKETING & BRAND PRINCIPLES

NOBRANDIDENTITYESTABLISHED



STRATEGIC BRAND MANAGEMENT
IS NOW PART OF THE CORPORATE MANAGEMENT



BVB BRAND STEERING WHEEL



TOTAL CORPORATE REVENUE
BORUSSIA DORTMUND GMBH & CO. KGAA

Bereich / in Mio. € 2019/20

Game operation 32,5

Advertising 98,0

Broadcasting 169,8

Merchandising 33,3

Conference/Catering/others 36,5

total 370,1

Covid-affected (without transfers)

Bereich / in Mio. € 2020/21

Game operation 0,5

Advertising 106,5

Broadcasting 186,6

Merchandising 32,6

Conference/Catering/others 7,7

total 334,1

Covid-affected (without transfers)



Game Operations

TV-Marketing

Transfer

Sponsoring

Merchandise

Conference, Catering, Sonstige

Whats the logic behind
the revenue in

Sponsoring,
Merchandise,

others?

BVB
Earnings

Revenue Structure



BORUSSIA DORTMUND
GERMANY‘S STRONGEST FOOTBALL BRAND

“I don’t like  it”
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All other
Bundesliga Clubs

Borussia Dortmund:
High popularity & 

Very  low polarization

Source: Nielsen Fußball Monitor 2020; n=1000, 16-65J., fußballinteressiert

Brand Power

61,24

46,01

43,00

RankPoints

1

11

19

Source: University Braunschweig Fußball Studie 2019



BVB‘S 09 KEY TARGET MARKETS: FANS
EXPERIENCE TRUE LOVE AROUND THE GLOBE

Expansion of markets, independent of annual summer tours

Technical infrastructure

Global fan exchangeevents

Greater involvement of fans around the world

Joint market development with strong partners (e.g.Puma)



VIRTUAL TOUR 2021
09 DAYS AROUND THE WORLD - HIGHLIGHTS

USA

PUMA flagship store NYC – live 
session (incl. 

Dahoud & Owo)

Gio Reyna kids Q&A

10.07. 18.07.17.07.16.07.15.07.14.07.13.07.12.07.11.07.

POLAND

Lukasz Piszczek surprise visit at 
Football Academy

Life kinetik session

JAPAN

Online Charity Auction („10 
years of Great East Earthquake“) 

with M. Hitz

EMMA city tour in Tokyo

VIETNAM

JustFootball App campaign with
09 BVB challenges

NextMedia partnership
announcement

CHINA

4-city trophy tour (Shanghai, Nanjing, 
Shenyang, Beijing)

Haaland & Reyna signing session

Grand final partner rooftop event Beijing 
incl. Lukasz Piszczek dial in

BRAZIL

BVB legends at Sao Paulo 
Soccer Museum

Evonik x BVB CSR event

INDIA

KL Rahul Cricket Challenge

Player catch up with partner
club Hyderabad FC

Media Round table with
Hyderabad FC

KOREA

Twitch live stream from Brackel        incl. 
Julian Brandt Q&A

Launch of BVB‘s Korean social media
accounts

BVB legend Young-pyo Lee activities

SINGAPORE

EMMA sustainability day

Lion City Sailors Football 
Club challenge

VIRTUAL TOUR 2021: 09 DAYS AROUND THE WORLD - HIGHLIGHTS



17.5

15.0

32.55m
people with (strong)

interest in BVB

49.2

3.3

9.3

4.6

13.1

5.525.8

1.1

55m
North & 
South America

6m
Middle East /
Africa

124m
Asia / Pacific

8.6

90m
Europe

BVB - A PEOPLE‘S CLUB
GLOBAL FOLLOWERSHIP OF + 270 MILLION



More than just
views & impressions in a highly

emotional enviroment.



Data analysis
User Tests
Service

Registrations, Visits, App-
Installs, SoMe-Follower

New options in club marketing
More Leads & Conversions
Higher Loyalty & Reach

Personalised content
Relevant offers
Better User Experience

Lead fans to our digital channels
Better understand their behaviours

To create added values: 
for them and our club. 



Fans
&

Partner

DigitalstrategieDigital strategy

Interaction
=

Reach
=

B2B earnings

Attraction
+

Relevanz
=

Reach & 
Conversion

Reach
x

Conversion Rate
=

B2C- & B2B2C-
Earnings

Cross-Selling
+

Retention
=

Loyalty & 
Conversion




