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SUMMARY- Commercial Operations
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Matchday Revenues

Plan (cont.):
Season Tickets

*Reward supporters and reduce customer turnover by introducing a season ticket holder
loyalty program that effectively utlizes the season tiketholder supporter card

Match Day|Tickets) 1 .~ | - ¥ t

Leverage mecii gartner dnk retail paftneriretdtlonships and ohets o Hrarket anset
tickets/vouchers

« Integrate premiums and promotions into Match Day sales

Group Tickets

~ Develop dedicated group sales activity focused on sales to

« Youth groups and clubs

« Schools, colleges, universities, churches and community organizations

+ Unions and trade organizations

« Corporations

+Offer enhanced corporate entertainment packages (dine with AS Roma greats) and theme
games (e.g. Salute to Military Day)

« Connect to travel and tourism industry leadership such as the Rome and ltalian Tourist
Boards, airlines and cruise lines, ticket retailers, etc. to develop tourism-focused ticket
product offerings
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Matchday Revenues
(000's)

€azm

é36m

30,563

o

F2011 Est

Comparole it reported 3 wide rane frevenvesfom tket s nter Wl 42

60,355 cpend n y 2006

32,094

F2012p

F2013p F2014p F2015P

s 38 sl €110,





image8.jpeg
Publishing and Merchandising

Objective
«Increase publishing and merchandising revenues by 10% from FY 2011 to FY 2012;
20% FY 2012 to FY 2013; 30% FY 2013 to FY 2014; 35% FY 2014 to FY 2015

plan: V12 arion

«Develop and expand editorial offerings including syndication and re-purposing club-
created editorial content

«Create new guidelines for licensee and retail relationships that will ensure
maximum product quality, proper distribution and increased revenues

«Re-launch AS Roma website to enhance online sales/interest and avidity to the
global fan base

«Increase licensed merchandise activity in Rome with robust retail partnerships that
generate sales beyond minimum contractual guarantees

«Insure intellectual property protection with professional enforcement.

+Implement an aggressive tourist area merchandise program that connects the club
crest to the story of Rome (Romulus and Remus)

+Partner with a non-sporting goods manufacturer to create a target-appropriate AS
Roma themed lifestyle line that draws its inspiration from the game, Rome and
Italy
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Sponsorship

Objectives:
“Maximize sponsorship revenues based on existing agreements

“Move to restructure Kappa agreement prior to F2013 option; initiate conversations with
other global suppliers (NIKE, adidas, etc.)

Plan:
“Initiate full analysis of all sponsorship agreements amongst other global football brands
including terms and financials
“Secure global-focused sponsors in key target categories: telecom, automotive, airtine,
timing, payment systems
“Further tier sponsor offerings to ensure that we maximize the number of broad-based
agreements with the corporate community, but also allow us to establish a small number of
premium partnerships with blue-chip consumer-focused companies
« Place heavy emphasis on increased sponsorship activation:
> Host sponsor partners networking events (e.g. Sponsor Summit, President's Club)
> Develop a sponsorship sales philosophy focused on providing the creation of
marketing solutions for the club’s partners as opposed to a mere fulfillment of
deals
> Ensure that each premium sponsor agrees to marketing activation of the AS Roma

brand as part of each sponsor agreement
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Marketing

Objective:
« Increase Marketing revenues by 10% from FY 2011 to FY 2012; 20% FY 2012 to FY
2013; 25% FY 2013 to FY 2014; 30% FY 2014 to FY 2015

Plan;

+ Execute competitive market research study for pricing and deliverables to ensure
2 data- driven approach to the sales effort

+ Negotiate new agreement with DAO (agreement ends F2012), other partner or
build an internal capability that generates over €15million by F2015

« Identify new signage positions and other salable inventory in the stadium

« Explore digital signage technologies, installation and financials that increase ad
revenues

+ Create additional revenues with Match Day sponsorship package and deliverables
(e.g. halftime sponsor)

o | g




image11.jpeg
Digital Media

Obj

+ Build a comprehensive digital media infrastructure that generates new revenues,
increased brand exposure and enhanced supporter relationships.

*+ Dovelop strategic patnerships and agreements ith igial technology providers and

platfesins: rFio e net - ) / e

Plan

+ Create and implement a digital media plan that generates addtional revenues from the
application of digital and mobile technologies to existing revenue streams (e.g. ticketing)
as wellas digital support for new businesses.

« Provide access and additional opportunities for supporters to create more
comprehensive relationships with the ciub, the players and the brand

« Develop distribution outlets and partnerships for the proprietary AS Roma content that is
developed

« Build digital platforms for enhanced and increased sponsor and advertiser activation that
increase the value of these agreements

« Develop a comprehensive e-commerce capability
+ Present ASRoma.it as a viable digital media channel for advertisers and media buyers
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Club Touring Initiative

Objective:
+ Intiate a Ciub touring plan to ncrease revenues and brand exposrs, and o provide a
significant activation platform for global sponsors; generate €amillion annually by 2015

+ Develbppishiorer relationshi
relevant markets

+  Plan initial international tour for July 2012 to generate at least €3million

+ Utiize tour to generate aditional global inventory that can be included in worldvide
sponsorship agreemens.

+ Employ traditional and digital media to create interest and involvement of global
supporter base

+ Where appropriate, target touring markes that have substantial populations with people
of ltalian descent

» Brazil- 25 million

> Argentina- 20 miion

> United States- 18 million

> France- 5 milion

» Canada- 1.5 million
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Club Touring Initiative

+ Explore involvement and participation in these events with the Italian government and
italian Tourism Board

+ Preliminary discussions through our contacts dt Major Leagiie Soccer/ Soccer United
Marketing (SUM) suggest that, with SUM acting as our North American promoter, AS
Roma would potentially be guaranteed per-match revenue that could approach
€imillion plus expenses (Touring Clubs such as Man U, Chelsea and Barcelona command
more than €1.75 million per match)

+ Possible North American tour cities could include:
» New York
> Boston
> Los Angeles
> Chicago
» Toronto
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AS Roma Academies

Objective
+ Create AS Roma branded facilities that provide new and meaningful revenue

opportunities and help identify and develop world class players from other markets
+ Genrate-€4# anqually by FY 2015 A

Plan:

« AS Roma will partner with leading US and Asian football organizations (with other
geographies to be explored) that are capable of providing the highest quality
experience for youths and have strong ties with the local community

+ The AS Roma Academy will focus on both the soccer experience and the personal
development of its participants

« Academy partners must have access to top-notch facilities and, with AS Roma
oversight, be responsible to protect and expand the prestige of the AS Roma brand
related to the facility

+ S Roma will be an active partner in order to facilitate the success of the Academy
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AS Roma Academies

Enrollment at each Academy is expected to be 500-1,000 participants initially for
players aged 8-18

‘The Academy will operate
(sumimer)of f-eason

-10 months,each year and will host off-season camps in the

AS Roma will appoint a resident technical director to the Academy and will send two to
three additional coaches to implement processes and manage the training program

AS Roma’s coaching staff will rely on a collaborative working relationship that leverages
the Academy’s local staff and skills in order to maximize the soccer and educational
experiences.

Periodically, select AS Roma Academy participants will be invited to travel to Rome as
guests of AS Roma and attend games/practices where they will meet AS Roma's players
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AS Roma Academies

« As contemplated, AS Roma will receive 30-40% of all revenues generated by the
Academy

+ Inorflef to create-ap incentive for the local partner to maximize-the Academy’s. -
economic performance, the partner will pay AS Roma an annual minimdm guarantee

«Anticipated AS Roma revenues per academy could range between €1-1.5M
« In addition to attractive revenue opportunities that the academies provide, the

identification and training of future potential AS Roma players through the Academies
creates an efficient talent scouting process
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Revenue from Stadium and Facilities

Objectives:

+ Generate incremental revenue through the enhanced utilization of AS Roma-related
facilities and assets (Stadio Olympico and Trigoria)

* Create opportunities for AS Roma supporters nd tourits to viit, tour, and enjoy
existing facilities | ~

+ Creats a plan and pracest for the debelopment of 4 o stadim

an:
« Review current Stadium Tours plan to maximize revenue opportunities

> Could include daily tours of the stadium and Trigoria practice facility, locker room,
field, and other unique access areas.

+ Enhance corporate hospitality, conferences and conventions programming
Explore additional revenue opportunities from sponsored assets and naming rights

Host events as part of joint ventures with Rome Tourism

> Non game day events and programming that position AS Roma and the

stadium/training facility as a cultural destination
> Non football shows and events that enhance stadium revenue, reﬂect’fwsmvely on
the AS Roma brand, and further position the facility and surmundmg jevelopment as
a community-based asset
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Revenue from Stadium and Facilities

Objectives

+ Generate incremental revenue through the enhanced utilization of AS Roma-related
facilities and assets (Stadio Olympico and Trigoria)

+ Create opportunities for AS Roma supporters and tourits to Vit tour, and enjoy
existing facilities

« Create a plan and process for the development of a new stadium

Plan:

+ Review current Stadium Tours plan to maximize revenue opportunities
> Could include daily tours of the stadium and Trigoria practice facility, locker room,
field, and other unique access areas
+ Enhance corporate hospitality, conferences and conventions programming
« Explore additional revenue opportunities from sponsored assets and naming rights
« Host events as part of joint ventures with Rome Tourism
> Non game day events and programming that position AS Roma and the
stadium/training facility as a cultural destination
> Non football shows and events that enhance stadium revenue, reflect positively on
the AS Roma brand, and further position the facility and surrunding development as
a community-based asset
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AS ROMA Commercial Operations
The Revenue Potential

Prepared by Madison Avenue Sports and Entertainment
25 January 2011
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Introduction

« AS Roma is a storied football club that has the potential to quickly become a powerful
global brand, and successful as both a cash flow and asset value business

+ While subsequent documents will detail plans to ensure continued and consistent
management of players and the quality of the on-field product, including a laser focus
on expense control across the business, the following pages are intended to
demonstrate the key objectives and strategies for driving revenue and enhancing brand
value for AS Roma in Rome, ltaly and around the world

oo Arent fperts and Ermartmment - 25 Jary 3071
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The AS Roma Commercial Operations Opportunlty

When properly managed and
positioned, the AS Roma
business has the opportunity
to realize the same success
off the pitch as it has
enjoyed on the field of play.
To do so we will maximize
the revenues from existing
businesses, while
simultaneously creating new
global revenue streams.
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Creating a Global Audience for the Eternal City’s Club

« Our revenue efforts across all aspects of the business, both in Rome and across the globe,
will be driven by our ability to position the AS Roma brand as an extension and
personification of the Eternal City.

* To that end, AS Roma will:
> be an integral part of the business engine of the great city in which the Club
resides
» /attract the attention and discretionary dollars of the many visitors to-Rome
> connect with people of Italian heritage around the world as well as those who
associate themselves with Rome and ltaly through familiar brands and rituals
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Revenue Overview

« The following pages demonstrate how we will begin to maimize revenues from
existing businesses and provide examples of how we will create new and
enhanced revenue streams.

« Key revenue drivers include:
> Ticket Sales.
 Publishing and Merchandising
> Sponsorship
> Marketing
> Broadcast
> Digital Opportunities
> Club Touring Initiatives
> Academies

[Ty ——————




image24.jpeg
Matchday Revenues

Objectives:

« Bring match day sales back to historic levels and beyond

* Increase season tickets sales to 40% of all ticket revenues

+ By F2015, build season tickets revenue back to F2009 levels

« Be one of the top three ticket revenue clubs in Serie A
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Comparable Football Clubs:

SPONSOR

CLUB (shirt) Emirates Pirell BetClic.it
TECHNICAL(Kit) NIKE NIKE NIKE
OTHER ) Acer Balocco
Citroen Tim Tim
Lucozade Sport Trenting Alitatia
EA Sports Volvo Telcom
‘Thomson Sport Alitaia Fiat
Blu Hotels. Veneta Banco
Expert Trentino
Jomi Sony Ericsson
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Massigen
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Samsung
sisal

[y




image27.jpeg
Sponsorship
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Marketing
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Broadcast

Objectives:
“Develop incremental media revenues beyond the current revenues that are part of Serie A
collective rights
Plan:

Develop and produce adjacency “shoulder” programming and other proprietary content
that can be distributed across multiple platforms (TV, digital, mobile) and multiple global
markets. Based on our experience and initial research with top European Clubs, this
programming can generate as much s €2-3million/year. Examples include:

>, “Inside AS Roma” reality show
> Competition Series where the winner attends an AS'Roma Acadery with opportunity
t05ign a contract with the club
> Building the cheerleaders team show
> Training Camp Show (“AS Roma Hard Knocks” on HBO)
“Fully digitize the AS Roma content archive to create additional Club-controlled
programming and revenue-generating media
“Create partner agreements with production companies for program development and
distribution
“Engage the services of a “placement agency” to have AS Roma licensed products, logos and
players involved in television and movie projects
> The new management team has considerable relationships across the entertainment
business
o e Spors ek Ereaen T3 A T El
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Broadcast
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Digital

I Brosdessting
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New Commercial Init
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Revenue from Stadium and Facilities

+ Create a Task Force to work on all aspects of new stadium development including
identifying a parcel of land and funding for a size appropriate stadium (potentially 40-
45,000 seats with incremental standing room space) that is designed to provide access
and amenities for supporters of all economic backgrounds

« Create stadium plan for the new facility to anchor an entertainment district
(restaurants, shops, clubs) and residential and commercial real estate

« Design the facility in a manner that balances the history and heritage of AS Roma,
while incorporating new technology that will maximize fan enjoyment and enhance in-
stadium revenues

oo Arent fperts and Ermartmment - 25 Jary 3071
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Summary

AS Roma is a storied football club that has the potential to quickly become a
powerful global brand, and successful as both a cash flow and asset value business

Our efforts will ensure that the AS Roma brand is as relevant for the citizens of the
Eternal City as it is for visitors to Rome, as well as people around the globe who
associate themselves with Italy through Italian brands and culture

While the product on the pitch will always be the most important objective, the
new AS Roma management team will be relentless in building and protecting the
brand, maximizing existing revenues streams, and developing and exploiting new
global opportunities

We will achieve this by hiring the best people, by investing in the Club and its
infrastructure, and by employing best business practices from North America and
around the world

oo Arent fperts and Ermartmment - 25 Jary 3071 ]
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Our Commitment

As caretakers of the AS Roma club, we feel a deep level of obligation to be contributing
members of the city of Rome and worldwide business and football communities.

we commiff: O e.net - A narione.ne
-Put the best team on the pitch to consistently in championships for our supporters
~Make AS Roma the pre-eminent football brand around the world

~Manage the club as a profit-oriented business, led by experienced sports professionals
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Brand Development

‘The most successful global enterprises are those that fully develop, nurture and protect their brand
essence. Apple, NIKE, and the New York Yankees are successful examples of this approach

g — M

‘The AS Roma brand deserves and demands the same type of treatment as other iconic and
successful brands. Brand development for AS Roma will not be a creative exercise, but rather should
be viewed as the foundation for revenue generation and maximization

‘We will apply our experience and expertise to enhance and protect the AS Roma brand in an
unrelenting manner. This effort will increase asset value and maximize profits.
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AS Roma Brand Development

The AS Roma brand is developed by careful
consideration and refinement of key

brand elements. This brand “map”
drives/arid:supports husiness-and_
marketing decisions, protects and
enhances asset value and helps to
increase revenues.

Brand
Attributes

Emotional
Benefits
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Matchday Revenues

Plan:
“Develop a comprehensive ticket sales plan that details pricing, acquisition,
renewal and retention tactics and staffing

“Fully eyaluate.and, as needeg, enhance ticket sales staff tainig, compensation
and incentives )

“Put in place aggressive outbound ticket sales and marketing initiatives to include
list rentals, advertising, and digital and social media

“Introduce electronic ticketing technology to maximize AS Roma control and at the
same time allows for greater flexibility for use and by the AS Roma ticket holder
(while adhering to Serie A rules)

“Utilize sales call centers that mirror North American ticket operations and which
are staffed by commission-based sales personnel hired from local colleges and
universities

+Initiate and develop customer relations management (CRM)/data collection
initiatives to develop strong relationships with ticket holders and create sales
opportunities

“Increase ticketed product offerings, by improved segmentation of audience, such
as family sections.
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