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Most Marketable

MOST MARKETABLE MALE ATHLETES
VS MALE CELEBRITIES

Compared to female athletes where none appear in the top ten amongst all
female celebrities, two male sports icons, David Beckham and Michael Jordan,
are in the top ten of most marketable male celebrities globally with the number
three and eight ranking. Football and basketball are unsurprisingly the most
popular sports featuring male celebrities. With the exception of Australia, India
and Japan, all the male athletes from the other 12 markets featured in Celebrity
DBl are either football or basketball players.

British former football star David Beckham is the most marketable male athlete
dominating three markets: his native UK, Russia and France. Although Yao Ming
is the male athlete with the highest Celebrity DBI ranking overall with a score of
92.77 in China, Indian cricket hero Sachin Tendulkar has the highest scores in
India in all DBI categories compared to the other male athletes with the exception
of endorsement.

In the US, Venus Williams is the first female athlete at number 40 amongst
the list of all female celebrities. However, Michael Jordan is number three ahead

of American actors Morgan Freeman and Tom Hanks,
which indicates that male sports stars are much more highly
regarded than female athletes in America. Additionally, this
also shows the high popularity of basketball as opposed to
tennis in the US.

In fact, aside from Mexico and Russia, male athletes
feature in the top ten in all other 13 countries assessed with
Yao Ming in China and Ishiro Suzukiin Japan being the number
one celebrities as well as most marketable athletes in their
respective countries. Spain is the country with the highest
preponderance of sports athletes amongst male celebrities
with Spanish goal keeper lker Casillas being number one,
followed by basketball star Pau Gasol and tennis maestro
Rafael Nadal occupying the top three spots. Will Smith is
the first non-sport star to feature in Spain’s top celebrities at
number four. Thus, in Spain, China and Japan, male athletes
are seen as more credible and more revered compared to
other male celebrities such as actors and singers.

Most marketable male celebrities worldwide across all categories
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Former football star David IB;éckham is number three in most
marketable male celebrities worldwide.

American basketball legend Michael Jordan is number eight
amongst the most marketable male celebrities worldwide.

Insights by Repucom
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CASE STUDY

BATTLE OF THE SEXES: MOST MARKETABLE FEMALE vs MOST MARKETABLE MALE TENNIS PLAYER

2014 RESULTS:
16 TOURNAMENTS
WINNING 4 TITLES:
STUTTGART, MADRID,
ROLAND GARROS AND
BEUJING

A
TOTAL SOCIAL MEDIA VALUE

$219,323

s $12,884 per post
2t

= Endorsement deals:
/ Nike deal 2010 to 2017 estimated

at US$ 70 milion. Other sponsors

First tennis player to surpass include: Head, Cole Haan, Samsung

y y 15 million Likes on Facebook electronics, TAG Heuer, evian, Porsche,
Pinkberry and Avon Luck. Reportedly

earns US$ 15 to 20 million per season
(including Nike deal).

Source for sponsorship figures: Repucom’s Sponsorglobe. Source for media evaluation: Repucom’s social media valuation model.

Copyright © 2015 Repucom



31

Most Marketable

6L0BAL 081 scoe 80, 6.8

END 0F 2014 SEASON RANKING: =

2014 RESULTS: <

DUBAI, CINCINNATI,
SHANGHAI, HALLE AND
BASEL

$188,777

$ 9,884 per post

Nike deal 2008 to 2017 estimated
at US$ 130 million. Other sponsors
include: Credit Suisse, Mercedes-
Benz and National Suisse. Reportedly
eeeee US$ 40 to 50 million per season
(including Nike deal).




TOMORROW

Repucom has a vast mountain of data tracking shifts in women'’s attitudes and behaviour in
relation to sport over the last decade. The selection of insights in this report shows that these recent
changes are the latest development in even bigger differences in our society stretching back to the
1970s and before, which the media revolution in this last decade has accelerated and amplified.
In our mobile and digital world, both men and women can access a much broader range of interests,
including sport —and the gap between how men and women partake in sport and which sports they
are interested in is shrinking.

A major driver of this change is women’s participation in sport both as children and adults. Taking
part in sport drives life-long interest, but it also drives engagement with the brands associated with
sport and the level of behaviour change sponsors can expect to inspire in women. Understanding
the triggers and barriers to participation, and how these differ for men and women, is therefore one
of the future keys to success in the sports marketing industry.

2015 is the next chapter in the history of women and sport. The FIFA Women’s World Cup in
Canada this year will be an important marker, but the combination of public policy focus in this area
and the underlying need for brands and sports to connect with women in a relevant and authentic
way has created unstoppable momentum. The second generation of women in sport has arrived.
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