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Global Sports Event Management						Charlotte Walker
Assignment 1 – UEFA Champions League Final: Branding				P146343

Introduction:
As you all know the Champions League is an annual football competition between the top-division European clubs, organised by the Union of European Football Associations, or as everyone knows it UEFA.
It has been running since 1955 and is the biggest annual sporting event in the world. It ranks eighth among professional sports leagues around the world by the revenue that it produces.
The most successful team of the competition is Real Madrid, winning the competition a total of twelve times, the twelfth time being the 2017 final against Juventus at Cardiff.
This was the very first Champions League final to be held in Wales and was the twelfth final that was held in the UK.
The bid for Cardiff to become the host city was put in by the FAW (Football Association of Wales), Cardiff City Council and the Welsh Government.
First Minister of Wales Carwyn Jones said that “staging the UEFA Champions League in Cardiff would prove a legacy throughout the country of Wales due to the passion for football across the nation.”
The tournament was held at the Principality Stadium, which is the second largest stadium in the world with a fully retractable roof, UEFA ranked the stadium as category 4.
What is branding?
Branding involves creating a unique name and image for a certain product in the consumers’ mind. It is mainly carried out through advertising campaigns, carrying a consistent theme throughout. It aims to create a significant and different presence within the market that will continue to attract customers and help to retain them. (Business Dictionary, 2017).
Branding of Champions League Final:
In the lead up the big event there were a lot of changes made around Cardiff for the advertising of the tournament, and a lot of this was done by making changes to the branding.
The biggest change was the name of the stadium, it could not be called the Principality Stadium for the tournament due to it being linked with a different sponsorship, so it was called the National Stadium of Wales and anything regarding or linked to Principality was taken away from the stadium, including the main signage on the outside of the stadium. (Abbandonato, 2017)
“Although the WRU have adhered to UEFA wishes for a name change, they will still be using Principality Stadium on their social media platforms and in Welsh rugby promotions over the coming weeks.” (Abbandonato, 2017).
Also any signage that represented Under Armour was taken away and replaced with other banners and signage, the ones outside the stadium were replaced with the two different team emblems. (Sands, 2017)
“UEFA's own commercial partners, such as MasterCard, Nissan, Heineken and Sony, are expected to have branding on the ground by the river walkway.” (Abbandonato, 2017)
Throughout the city there were lamp post flags and Champions League advertisements jumping out at you from every direction, one of the biggest was the large interactive screen outside Westgate NCP car park, which had a massive Walker’s sponsorship along with it.
The unique brand that they decided to go with this year was actually quite creative, it was a blue dragon holding the tournament trophy. The dragon is a representation of the host city, Wales, blending in with the theme colour of the tournament – blue. 
They very cleverly created a unique opportunity to get this out to the public eye by crafting a huge blue dragon and replica trophy and placing it on top of the castle wall. Along the two sides of it then were banners of players in the tournament from Real Madrid and Juventus draped over the edges.
The wall that runs behind the stadium was also repainted, covering up the graffiti that was originally there to ensure that it was completely fresh with no chance of any other type of advertising that didn’t relate to the Champions League.
The Champions League festival which was held in Cardiff bay for four days was another opportunity for them to sell themselves and the brand. There were again flags on every lamp post and banners wrapped around posts, and a floating football pitch has also been created for various events to have taken place over the course of the four days. (Sands, 2017)
After the final branding was unveiled at the draw for the Champions League Group stages in Monaco it was predicted that it would soon be seen all over the streets of Cardiff and they were right.
UEFA said about the design “the brand identity captures the prestige of the competition as well as the unique spirit of the host venue Cardiff – a modern city rich in culture and history.”
They fully intended on incorporating the Welsh dragon into the design from early on which can be predicted from the unveiling in Monaco the year before. (Southcombe, 2016)
Dr, Jewell stated that “although Cardiff is no stranger to hosting international events, the staging of the Uefa Champions League final on Saturday represents the city’s biggest single sporting undertaking.” (Jewell, 2017)
Management & organisation of the event branding:
There are three things that must be included when it comes to the branding of an event: the creative angle, the messaging angle and the creation of a unique experience. All of these three components should all interact well with each other and attract the right audience and sponsors. It needs to attract the audience so that they can get the best kind of audience for the event and needs to be attractive to the sponsors so that they have the chance of retaining the sponsorship deals with them, showing that they are continuing to be successful and that they should want to continue to support them. (Evenesis, 2017)
Comparison to London 2012:
I have done a comparison between the Champions League Final and the London 2012 Olympics, regarding the branding of both major sporting events. Although the branding that was created for the Champions League was very well thought out and effective, especially the dragon design and the sculpture being placed on top of the castle, it was nowhere near enough as good as the London 2012 Olympics. 
It wasn’t so much as seeing the branding of London 2012 everywhere you looked but you would certainly see the logo on something you bought or in a magazine/paper.
It was less in your face as you walked the streets and more there to catch your eye with something you would buy in a shop or even in a fast food outlet – McDonald’s were official sponsors and placed the brand on the happy meal boxes, toy information slips, tray-liners, food containers and they were giving away free glasses with the logo/branding on them with certain meals which also included a rubber wrist band, with various colours to collect.
These comparisons may have a heavy part to do with the sponsorship providers and stakeholders and how much they were willing to buy into the event. Walkers seem to have a big buy into the Champions League with their own branding placed onto the giant tv screens at Westgate Street and Queen Street but Heineken was the biggest deal they had.
Conclusion:
In conclusion, I believe that the branding that was carried out for the event was extraordinary, the dragon was a very good idea and attracted the right response from the fans and supporters especially the Welsh fans who thrive on the culture of their city/country. The dragon on top of the city’s castle was an excellent strategy and well thought out, it’s followed the lead from the rugby ball that was made to look as if it was coming out of the wall and I think it is a tradition that ought to be followed for every big sporting event as now I believe that the community are waiting to see what the next one will bring to the castle.
The Champions Festival at Cardiff Bay was a very good idea to bring the fans out into the bay area and helped to promote all of the branding as when it’s a festival in one specific area it’s hard to escape it, it would have been in every direction they went.
I do think that there could have been a lot more to be done after comparing it to the London 2012 Olympics as they managed to pull off a lot of nifty and clever ideas.
Recommendations:
Less ‘in your face’ branding and more niche style ideas, keep all of the banner ideas and big promotional posters but also think about how to get it out there as much as possible without it being in every single direction you look, so maybe on coasters in pubs or on envelopes that would get delivered to consumers with MasterCard statements. Little emblems printed on each of those could go a long way and gain more attraction from a wider population.
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Conclusion

Branding for the event was extraordinary in
regards to the dragon design and sculpture as it
pulled in the culture of Wales.

It was a very good strategy to pull in the Welsh fans
and supporters who thrive in the culture of their
country.

Followed the take on the rugby ball coming out of
the wall which was also a huge success.

Champions Festival in Cardif Bay was a good idea
to bring fans all into one zone where they were
surrounded by the brand.
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