
BRAND BONANZA FOR BRAZIL 
The fu ture is rosy for Brazi l ian 

domest ic footbal l , w i th the 'brand 

value' of the top 12 teams having 

shot up by 134 per cent since 

2004 according to a recent study. 

Fernando Duarte reports. 

AS FAR AS INTERNATIONAL perceptions go, 
2011 could not have been worse for Brazilian 
football. While the national team showed 
worrying signs of a confidence crisis and talent 
drought, Barcelona unceremoniously drubbed 
Santos in the FIFA World Club Cup final in Japan. 

In the money game, however, there are 
reasons to be cheerful: Santos is part of the 12 
teams whose collective brand value has shot 
up by 134 per cent since 2004, reaching /1.43 
billion in 2011, according to a study recently 
published by the Brazilian office of accountancy 
and consultancy group BDO. 

Revenues, naturally, are on the up, with BDO 
showing takings of £735 million in 2011, up 172 
per cent in relation to 2004. Although dwarfed by 
comparison with European figures, the numbers 
seem to suggest the need for a more professional 
approach to business management has finally 
sunk in across Brazilian football. 

Much of the bonanza is fuelled by the 
inflation in TV rights revenue, which in the 
case of some of the most popular clubs, such as 
2011 champions Corinthians, has ballooned; in 
2010 for example, the club made /19.2 million 
from broadcast rights, a staggering 244 per cent 
increase on 2004 figures. 

TV money, which top clubs receive through 
an individual selling model, has become 
more important following a slow down in the 
European-South America transfer relationship, 
a crucial source of income for Brazilian 
clubs. But even though experts see ground for 
improvement in maximising revenues, clubs are 
already benefiting from the economic prosperity 
Brazil has experienced in the last eight years, 
not only thanks to increased purchasing power 
amongst supporters, but also thanks to greater 
rights-fees from sponsors. 

Flamengo, 2009 Brazilian champions, saw 
matchday revenue jump to £6 million, up 
almost threefold in seven years, while the 
emergence of hot talent such as Neymar at 
Santos saw the club register virtually a 100 per 
cent increase in gate receipts and a 68 per cent 
rise in sponsorship and marketing revenues 
between 2009 and 2010. This performance also 
meant the club made famous by Pelé climbed 
from eighth to sixth place in the brand value 
ranking, with a value of £79.7 million. 

Behind Flamengo in absolute number of 
supporters, Corinthians turned the tables by 
topping the brand list, with /303.4 million 

- and the fact they will be the proud owners 
of Itaquerao, Sao Paulo's stadium for the 
2014 FIFA World Cup, will result in further 
increases. Flamengo is second (/241.3 million), 
followed by Sao Paulo (£232.5 million) 
and Palmeiras (/158.5 million). The 2006 
Libertadores Cup winners Internacional in fifth 
place might lag far behind in comparison with 
the top four (£97.2 million), but the club is 
hailed as an example of best practice in terms 
of its business operations. 

"Internacional is a club that has been working 
in revenue diversification," explains Amir 
Somoggi, BDO's director of consultancy. "It 
has natural advantages such as owning its 
own ground and a much more concentrated 
local rivalry than Rio and Sao Paulo, which has 
allowed for initiatives focused on supporters. 
Expenditure from supporters at that club is 
bigger than TV money." 

Internacional's scenario is still the 
exception, however, says Somoggi and BDO's 
report points out what some analysts call the 

"financial monoculture" in Brazilian football. 
Simple steps to get over this include a more 
solid investment in e-commerce and more 
direct participation in licensing schemes, says 
Somoggi: "There has been a reluctance in terms 
of long-term investment and one cannot be 
fooled by the growth. 

"The growth is a reason to be positive but still 
pretty much below to what clubs with so much 
potential could be achieving." 
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Fonte: Sportbusiness international, London, n. 175, p. 10, feb. 2012.




