


Green Carpet: 
«connec.on link»

Entertainment	 and	 football	 world	 are	 more	 connected	 than	
ever.	

Entertainment	channels	(tv,	cinema,	web)	for	a	 long	9me	now	
bid	on	 football	 players	because	 they	 generate	 interest	 on	 the	
audience.		

From	 the	 beginning	 of	 the	 XXI	 century	 with	 the	 social	 media	
gaining	ground,	football	players	became	real	global	idols.	

	

Football	 players,	 on	 their	 hand,	 realised	 that	 to	 gain	 more	
money,	 it’s	 not	 enough	 their	 role	 in	 the	 match	 but	 it’s	
necessary	the	visibility	that	only	entertainment	can	offer	them.	



Green Carpet: 
football and TV

Football	players	on	tv	guaranteed	share!	

	

Everybody	knows	who	they	are,	because	they	always	
see	players	on	football	fields,	but	they	desire	to	see	
them	in	another	context.	

	

So	 when	 they	 appear	 in	 a	 different	 context	 the	
audience	 is	 curious	 to	 find	 out	 their	 thoughts	 and	
feelings.	



Green Carpet: 
football and cinema

Pele’s	 impeccable	 life	 and	 Maradona’s	 cursed	 life.	
Amusing	 stories	 like	 «Bend	 it	 like	 Beckham»	 and	
«L’allenatore	 nel	 pallone».	 Epic	 tales	 like	 «The	
damned	United»	and	«Victory»	or	 the	 invented	but	
credible	story	of	the	«Il	Campione».	

Football	 works	 also	 on	 the	 «big	 screen»	 and	 now	
even	more	with	NeSlix	and	Amazon.	

	

The	 audience	 loves	 to	 watch	 the	 stories,	 offen	
troubled,	 of	 men	 who	 successed	 following	 their	
dream	on	a	football	pitch.	



Green Carpet: football 
and social media

The	advent	of	social	networks	gave	to	public	persons	
the	 chance	 to	 become	 real	 global	 phenomenon.	
Football	players	are	one	of	the	biggest	expression	of	
this	phenomenon.	

	

The	 possibility	 to	 use	 different	 instruments	 and	
languages	allow	them	to	increase	their	public	(the	so	
called	 “followers”)	 and	become	more	 influen9al,	 so	
more	aXrac9ve	for	sponsor	companies.	



Green Carpet: 
«connec.on link»

The	 Green	 Carpet	 project	 stems	 from	 the	 twenty-year	 long	
experience	of	one	of	its	stakeholders,	with	the	aim	of	becoming	
one	 of	 the	main	 connec9on	 link	 between	 entertainment	 and	
football.	So	the	company	is	proposing	to:	

-  Offer	 advisory	 service	 to	 clubs,	 players	 and	 their	 agents	 to	
manage	 and	 op9mize	 athletes	 involvement	 in	 the	 most	
important	european	entertainment	programmes.		

-  Offer	 advisory	 service	 to	 clubs,	 players	 and	 their	 agents	 to	
verify	 the	 feasibility	 and	 manage	 the	 realiza9on	 of	 film	
projects		related	to	them.	

-  Offer	 advisory	 service	 to	 clubs,	 players	 and	 their	 agents	 to	
develop	social	media	strategies.	



Green Carpet: 
«taylor made» services 
for Clubs

The	Green	Carpet	project	has	also	another	purpose.	
«Connec t»	 d iffe ren t	 geog raph i ca l	 a rea s	
characterized	 by	 a	 different	 level	 of	 development,	
both	 from	 the	 football	 and	 the	 economic	 point	 of	
view,	by	providing	the	know	how	and	the	rela9ons	of	
the	 involved	 stakeholders	 to	 offer	 «taylor	 made»	
services.	

	

Football	clubs,	both	in	spor9ng	and	in	marke9ng	and	
commercial	 terms,	 increasingly	 need	 to	 operate	
worldwide,	 with	 a	 constant	 prensence	 on	 the	 new	
markets.	



Green Carpet: 
beyond the globaliza.on

Europe,	 Asia,	 South	 America.	 These	 areas,	 all	 together,	
represent	now	a	global	market	but	each	of	them	has	 it’s	
own	charateris9cs	that	makes	it	unique.	So	it’s	necessary	
to	 have	 a	 globaliza9on	 strategy	 that	 includes	 specific	 g-
localiza9on	ac9ons	for	each	area.	
	
Green	Carpet	intends	to	enter	the	market	with	this	vision	
as	 a	 pillar	 on	 which	 all	 it’s	 development	 strategies	 and	
modus	operandi	stand	on.	
In	 the	 following	 slides,	 a	 concise	 overview	 on	 the	main	
«football»	 	 	charateris9cs	of	the	markets	in	which		Green	
Carpet	intends	to	operate	and	the	work	areas	in	which	it	
offers	its	services.	

	
	



Europe: the «cradle» 
of football

Con9nent	 with	 a	 low	 level	 of	 economic	 growth	 (Spain	 2,3%,	
France	 1,3%,	 England	 1,3%,	 Germany	 0,5%,	 Italy	 0,1%)	 but,	
without	a	doubt,	“cradle”	of	world	football.	

The	Champions	League	is	the	most	followed	compe99on	in	the	
world	 (the	 2019	 final	 was	 followed	 by	 400	millions	 people	 in	
130	countries).	

	

The	first	20	places	in	the	ranking	list	of	football	clubs	with	the	
highest	revenues	are	all	held	by	european	companies.	

	

The	 most	 important	 football	 players	 in	 the	 world	 play	 in	
European	football	clubs,	even	if	they	born	abroad.	



 
Europa: the «cradle» of 
football 
Revenues by country
European	 football	 in	 season	 2017/18	 originated	 revenues	
for	28,4	billions	of	euro	(+11%)	

	

The	7	most	 important	countries	 totaled	 the	bigger	part	of	
revenues:	 Premier	 League	 5,44	 billions,	 Bundesliga	 3,16,	
Liga	 3,	 Serie	 A	 2,21,	 French	 Ligue	 1,7,	 Russia	 813	milions	
and	Turks	731	millions.	

	

Premier	League	 Bundesliga	 Liga	 Serie	A	 Ligue	1	 Russia	 Turchia	



Europe: the «cradle» of 
football 
Distribu.on revenues
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Europe: the «cradle» of football 
Revenue European Clubs



Europe: the «cradle» of 
football 
Analysis of the revenues

In	season	2017/18	commercial	revenues	represent	the	main	incoming	for	
6	of	the	8	Na9onal	Champions.	The	two	excep9ons,	Juventus	and	Porto,	
have	 registered	 the	 highest	 rate	 of	 annual	 growth	 of	 commercial	
revenues:	+21%	Juvents	around	145	millions,	+43	Porto	38	millions.	

Juventus	club’s	50%	revenues	come	from	tv	rights.	

Barcelona	 club	earned	200	milions	 from	 tv	 rights	but	 	 305	milions	 from	
commercial	rights.	

The	most	significa9ve	fact	 resul9ng	 from	the	financial	statement	of	Real	
Madrid	 is	 the	 growth	 of	 commercial	 revenues	 (+	 54	millions	 in	 1	 year)	
thanks	to	new	sponsor	companies	and	merchandising.	

The	commercial	revenues	of	an	English	club	are	around	65	millions	euro	
per	year;	Manchester	United	earn	over	360	millions.	

	



Europe: the «cradle» of 
football 
Analysis of the revenues

The	impact	on	total	revenues	is	30%;	this	percentage	increase	for	Deutch	
clubs	 (43,8%)	 and	 French	 clubs	 (40,6%)	 and	 reduces	 for	 Italian	 clubs	
(22%).	

The	 English	 and	Deutch	 stadium	model	 guarantee	 revenues	per	 «match	
day»	of	20,6%	and	16,5%.	

The	 tv	 rights	 are	 a	 very	 important	 part	 of	 the	 incomings	 and	 for	 this	
reason	 the	 gap	 between	 Premier	 and	 other	 leagues	will	 increase	 in	 the	
next	years,	also	as	a	result	of	asia9c	market	growth.	

With	 the	 acquisi9on	of	 	 Ligue	 1	 rights	 by	Mediapro,	 the	 revenues	 of	 tv	
rights	will	increase	over	60%.	



Europe: the «cradle» of football 
Revenues TV rights



 
Europe: the «cradle» of football 
Revenues Interna.onal TV rights



Green Carpet in 
Europe

Two	are	the	areas	of	pra9ce	in	which	the	company	will	
operate	in	Europe:	

-  Advisory	 to	 clubs	 for	 intermedia9on	 transfer	 of	
football	players	from	South	America	and	Europe.	

-  Advisory	 to	 clubs	 and	 leagues	 in	 order	 to	 garrison	
new	 markets,	 in	 which	 develop	 the	 “awareness”	
with	 online	 ac9vi9es	 and	on	field,	with	 the	 aim	 to	
start	 the	 process	 of	 crea9on	 of	 a	 «regional	
partner».	

	



Brazil: the “locomo.ve” 
of South America

Of	the	42	millions	people	live	in	South	America,	half	of	them	
live	in	Brazil,	a	Country	with	a	stable	economic	growth.	

It	 is	 a	 land	 in	which	 the	passion	 for	 football	 is	 very	 strong:	
95%	 of	 the	 popula9on	 support	 a	 football	 team,	 19%	 (40	
millions)	 support	 a	 foreign	 club	 and	 the	75%	 (155	millions)	
support	one	of	the	20	main	local	teams.	In	the	range	of	age	
18-29		the	72%	support	foreign	clubs.	

Brazil	 is	 a	 football	 players	 factory,	 its	 Na9onal	 team	 is	 the	
best	 in	 the	 world	 since	 ever,	 but	 its	 clubs	 are	 not	
compe99ve	and	they	have	low	revenues,	although	they	can	
count	on	a	large	number	of	supporters.	

Palmeiras	 and	 Flamengo,	 the	 two	 clubs	 that	 earned	 the	
most,	respec9vely	141	and	138	millions	of	euros.		



 
Brazil: the “locomo.ve” of South America 
Revenues per club



Green Carpet in 
South America

In	this	Con9nent,	star9ng	from	Brazil,	the	company	will	
operate	in:	

-  Local	 scou9ng	 in	 order	 to	 iden9fy	 young	 talents	 to	
replace	 in	 other	 markets.	 The	 aim	 is	 to	 work	 with	
players	already	ready	for	interna9onal	leagues.		

-  Advisory	 to	 CBF	 and	 local	 clubs	 to	 increase	 their	
managment	skills	with	the	european	know	how	

-  Star9ng	 partnerships	 with	 locals	 and	 developing	
european	brands	in	South	America.		

	



Asia: the future is 
now

It	 is	 the	 big	market,	with	 countries	 that	 register	 a	 PIL	 growth	
that	 now	 it’s	 impossible	 to	 register	 in	 the	Western	 countries	
(Vietnam	6,5%,	China	6%,	Indonesia	5%,	Malesia	6%,	Thailandia	
3,2%).	

	

	

The	technical	football	level	in	Asia	it’s	very	low,	only	Japan	and	
South	 Korea	 usually	 aXend	 the	 World	 Cup,	 but	 the	 ten-year	
development	 programme	 wanted	 in	 2015	 by	 President	 Xi	
Jinping,	started	a	mechanism	of	football	growth	in	the	Country.		



China: the “giant” 
woke  up

In	China	a	 lot	of	people	 follows	european	 football,	 the	most	 followed	 is	 the	
Premier	 League	 and	 just	 few	 people	 are	 interested	 in	 the	 na9onal	
champioship.	

	
In	2015	Chinese	Football	Associa9on	and	the	Ministry	of	Educa9on	drawn	up	
an	 official	 document	 for	 the	 development	 of	 chinese	 football,	 with	 the	
declared	purpose	to	win	the	World	Cup	by	2050.		
Some	of	the	statements	of	this	programme	are	significa9ve:	“a	developmente	
of	 chinese	 football	 on	 the	 model	 of	 those	 more	 advanced”,	 “	 a	 long	 term	
strategy	 to	 give	 this	 sport	 stability,	 through	 incen9ves	 and	 promo9on”,	 the	
crea9on	 of	 ”a	 beXer	 environment	 for	 the	 developmente	 of	 football”;	 "An	
improvement	 in	management	 and	 the	 development	 of	 a	medium	and	 long-
term	 plan,	 which	 creates	 a	 Chinese	 model",	 "significant	 growth	 in	 youth	
football,	 so	 that	 the	 organiza9on	 of	 the	 League	 and	 the	 level	 of	
compe99veness	 become	 the	 largest	 in	 Asia	 ,	 where	 the	 men's	 team	 must	
excel	 and	 the	 women's	 team	 return	 to	 its	 former	 glory”,”football	 must	
become	a	mass	sport,	the	championship	one	of	the	best	in	the	world	and	the	
na9onal	team	one	of	the	favorites	for	the	World	Cup	".	

	
	



China: the “giant” 
woke  up

To	support	the	growth	of	football,	China	will	organize	two	major	
interna9onal	 compe99ons.	 The	 new	 version	 of	 the	 FIFA	 Club	
World	 Cup	 in	 2021	 and	 the	 2023	 edi9on	 of	 the	 Asian	 Cup.	 To	
take	 advantage	 of	 the	 opportuni9es	 offered	 by	 this	 new	 large	
football	market,	many	European	teams	and	leagues	have	started	
ac9vi9es	on	site.	Real	Madrid	has	decided	to	open	a	theme	park	
with	 the	 Club	museum	 and	 points	 dedicated	 to	merchandising	
and	catering.	 Instead,	 the	entertainment	parks	 that	 the	English	
club	will	open	 in	Beijing,	Shanghai	and	Shenyang	by	the	end	of	
2020	 will	 be	 called	 "Manchester	 United	 Entertainment	 and	
Experience	 Center".	 Juventus	 has	 opened	 6	Academy	 to	which	
approximately	700	children	are	enrolled.	La	Liga,	 in	 the	second	
half	of	2021,	will	open	a	 large	sports	hub	 in	Kunming,	financed	
with	 40	million	 euros	 by	 the	 administra9on	 of	 the	 province	 of	
Yunnan.	 For	 the	 Spanish,	 China	 is	 the	 second	 largest	 market	
aver	the	domes9c	one.	Aver	transferring	the	TV	rights	to	PPTV,	
he	created	a	partnership	with	Weibo	and	Yutang	for	the	crea9on	
of	a	social	and	media	plaSorm.	La	Liga	has	taken	many	ini9a9ves	
to	bring	Asia	closer	to	their	tournament:	in	the	last	4	years	over	
100	 games,	 of	 a	 total	 of	 300,	 have	 been	 scheduled	 for	 the	
morning.	The	 results	were	excellent:	40%	 increase	 in	 television	
audience	and	12%	aXendance	in	stadiums.	



China: the “giant” 
woke  up

	
The	Premier	League	for	the	period	2019/2022	will	collect	from	
China	620	million	euros	for	its	television	rights.	The	Bundesliga	
has	 opened	 its	 own	office	 in	 Beijing	 in	 2019:	 one	of	 the	 first	
ini9a9ves	 will	 be	 the	 "Legends	 Tour".	 Various	 clubs	 already	
have	 representa9ve	 offices	 in	 China:	 Borussia	 Dortmund,	
Eintracht	 Frankfurt,	 Borussia	 Mönchengladbach,	 Bayern	
Munich,	 Schalke	 04	 and	Wolfsburg.	 Real	Madrid	 is	 the	most	
followed	European	club	on	Chinese	social	networks,	 followed	
by	Bayern	Munich	and	Manchester	United.	Cris9ano	Ronaldo,	
Neymar	 and	 Messi,	 in	 order,	 are	 the	 most	 followed	 foreign	
players:	 alone	 they	 create	 75%	 of	 the	 total	 engagement	
generated	by	online	footballers	in	China.	At	the	Championship	
level,	 the	 Premier	 is	 the	 most	 followed,	 it	 was	 the	 first	 to	
launch	 an	 official	 Chinese	 app,	 followed	 by	 the	 Bundesliga,	
Liga,	Ligue	1	and	Serie	A.	



South-east Asia in the 
pipeline

	
China	 is	 a	 candidate	 for	 the	 organiza9on	 of	 the	 2034	 Football	World	
Cup	but	for	the	same	event	a	group	of	10	countries	of	South	East	Asia	
has	come	forward	(Thailand,	Brunei,	Cambodia,	Singapore,	Philippines,	
Indonesia,	 Laos,	Malaysia,	Myanmar	 and	 Vietnam).	 It	 will	 be	 difficult	
for	them	to	get	the	beXer	of	their	decidedly	more	trusted	rival,	but	it	is	
s9ll	the	signal	that	things	are	moving	in	this	part	of	the	world.	The	City	
Football	 Club,	 already	 owner	 of	 8	 clubs	 around	 the	 world,	 has	
expressed	 its	 inten9on	 to	 take	 over	 the	 shares	 of	 the	 Thai	 club	
Muangthong	 United,	 currently	 owned	 by	 the	 Siam	 Cement	 Group,	 a	
giant	 in	 the	 construc9on	field	with	 a	 turnover	 of	 14	 billion	 dollars	 In	
2019,	the	richest	man	in	Indonesia	bought,	through	a	Bri9sh	company	
in	 which	 he	 holds	 75%,	 Como	 Calcio.	 This	 is	 Robert	 Budi	 Hartono,	 a	
tobacco	 tycoon	who	 controls	 $	 25	 billion	 in	 assets	 in	 his	 country,	 or	
approximately	 20%	 of	 the	 Indonesians'	 assets.	 Indonesian	 clubs	 have	
started	to	go	public.	The	first	was	Bali	United.The	PSG	already	in	2018	
opened	 a	 representa9ve	 office	 in	 Singapore	 shortly	 aver	 signing	 a	
partnership	with	the	marke9ng	company	Desports,	which	manages	the	
club's	rights	and	sponsorship	licenses	in	China.	



Green Carpet in Asia

In	this	great	Con9nent,	in	light	of	the	growing	interest	in	
football,	there	are	many	ac9vi9es	to	be	developed	but,	at	
the	start-up	phase,	the	company	intends	to	focus	on	3	
business	lines:	

•  Ac9va9on	of	rela9onships	with	local	clubs	to	support	
them	in	the	purchase	of	players	from	other	markets	

•  Ac9va9on	of	rela9ons	with	federa9ons,	leagues	and	
local	clubs	to	offer	them	European	know-how	on	the	
managerial	front	(management,	marke9ng,	
commercial,	communica9on)	

•  Star9ng	partnerships	with	local	structures	capable	of	
organizing	the	development	of	European	football	
brands	in	their	respec9ve	territories.	



Green Carpet: 
organiza.on

Both	on	the	sports	front	and	on	the	marke9ng	/	
commercial	one,	for	several	years	now	there	are	
operators	working	on	an	interna9onal	scale.	

Football	agents	make	transfers	from	one	con9nent	to	
another.	Event	agencies	organize	tournaments	that	are	
held	on	mul9ple	con9nents	(ICC	in	par9cular).	

At	the	moment,	however,	there	is	no	company	that	can	
offer	clubs	a	360	°	service,	as	our	structure	intends	to	do.	

For	this	reason,	Green	Carpet	intends	to	provide,	from	
the	outset,	a	structure	divided	into	3	hubs,	strategically	
posi9oned	in	the	3	con9nents	where	it	intends	to	operate	



Green Carpet: the 
stakeholders

•  Ellida	Bronze-:	founder	and	CEO	of	Red	Carpet	
Group,	a	company	opera9ng	for	over	a	decade	in	
the	television	entertainment	sector,	in	the	
produc9on	of	TV	formats	and	marke9ng	ac9vi9es	in	
the	context	of	social	networks.	

•  Claudio	Minghe-:	lawyer	specialized	in	tax	and	
interna9onal	law.	

•  Carlo	Oggero:	expert	in	sports	marke9ng	and	image	
management	of	athletes.	

	


