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the Host Country and ten Host Cities

Host Country Impact of UEFA EURO 2024

economy
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2. /M TICKET HOLDERS

44% from outside Germany
1.5 watched matches per person
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The UEFA EURO 2024 must be considered a great success due

to the major impact on its Host Country Germany .
Host Country Impact of UEFA EURO 2024 v

Economic

Impact
HOST COUNTRY IMPACT: E
., MM Ns

Summary

The total monetary effect generated by
the Tournament in Germany and its 10
Host Cities amounts to , 7,442 M. Over
90% of this is generated by direct
expenditure by  Ticket Holders,
Organizers or Accredited Persons as
well as the resulting indirect and
EUI?f('—)\2024 induced economic effects . The high

GERMANY level of media coverage generated an
effect of , 571M for the perception of
the Host Cities and the Host Country .
The Tournament also had a noticeable
impact on the social system in
Germany.

«** Nielsen
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The main value driver of the UEFA EURO 2024 for its Host ©_ &

Country and related Host Cities is the impact on the economy w \&r) 6
Host Country Impact of UEFA EURO 2024

ECONOMIC IMPACT
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* Based on the theories of British economist John Maynard Keynes. Calculation is based on the country -specific Marginal Propensity to Consume (MPC), representing the
share of each additional Euro of disposable income that is spent on consumption . MPC can be estimated based on key economic parameters such as disposable income

and private household consumption within an economy .
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Ticket Holders perceived the Tournament very positively in 9 @

many respects & €3
Host Country Impact of UEFA EURO 2024 v

Pride

4

Revisit

Ticket Holders

97% of Ticket Holders would like
to visit Germany again, on
average 79% of Ticket Holders
recommend visiting one of the
Host Cities

2.7M Ticket Holders were in
stadiums for the 51 matches
(52k per match) of UEFA

EURO 2024 - of which
over 1.7M were
unique Ticket
Holders

85% of Host City residents
stated that hosting UEFA EURO
2024 gave them a sense of pride

Image

Origin
Of the Ticket Holders, 23% came
from the Host Cities, 33% from
the rest of Germany and  44%

were international
Ticket Holders

Inspiration

78% of Ticket Holders rate UEFA
EURO 2024 with a positive
image strength across several
characteristics

Around a quarter of resident Ticket
Holders were inspired by UEFA

EURO 2024 to do an average

of 2.2 hours more
sport per week

«** Nielsen
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UEFA EURO 2024 took place in 10 German Host Cities across

the nation and attracted a total of 2.7M people
UEFA EURO 2024 event

Key facts

Name UEFA EURO 2024 Germany
Date 14% June w14t July 2024 ‘ 3
Host Country Germany \ 4 "‘
Host Cities Berlin [BER], Cologne [COL], Munich [MUN], Frankfurt [FRA], Hamburg [HAM], Dortmund [DOR], Leipzig 7 .

[LEI], Gelsenkirchen [GEL], Stuttgart [STU], Diisseldorf [DUS] ‘
Teams 24 national teams LERN

A~
Matches o EURO2024
Gender Men GERMANY
Ticket Holders 2,664,731 (52,250 per match)
<> Nielsen
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The Tournament started with the opening match on 14 th June and
ended with the finalon 14 ™ July

Event calendar

(0]9) (V]V}
June 2024

Mo Tu We Th Fr Sa Su Mo Tu We Th Fr Sa Su
(o [10) A

SEFN
QELy

EURO2024

GERMANY

Group stage Round of 16 Quatrter -finals . Semi-finales . Final

<> Nielsen
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The Tournament was held in ten different stadiums across the entire

country

Location of the venues

Hamburg, Hamburg
Capacity: 49,000
Matches: 5

Gelsenkirchen, North Rhine -Westphalia
Capacity: 50,000
Matches: 4

Duesseldorf, North Rhine -Westphalia
Capacity: 54,000
Matches: 5

Cologne, North Rhine -Westphalia
Capacity: 43,000
Matches: 5

Stuttgart, Baden -Wuerttemberg
Capacity: 54,000
Matches: 5

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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GERMANY

Leipzig, Saxony
Capacity: 40,000
Matches: 4

Berlin, Berlin
Capacity: 71,000
Matches: 6

Dortmund, North Rhine -Westphalia

Capacity: 62,000
Matches: 6

Frankfurt, Hesse
Capacity: 47,000
Matches: 5

Munich, Bavaria
Capacity: 66,000
Matches: 6
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Congratulations to Spain winning the UEFA EURO 2024!

UEFA EURO 2024 bracket

B Germany == Spain r == England == Austria W B | Romania r EX Portugal *
E3 Switzerland W Bl tay W == Denmark B 0 France W Belgium Tirkiye

== Hungary == Croatia Emm  Slovenia * == Netherlands o @ Slovakia == Georgia o
)=4 Scotland B Albania FE  Serbia = Poland W Ukraine b Czechia

%= Spain t B B Romania

== Georgia ER spain « == Netherlands == Netherlands
B Germany & | ™= Germany Tarkiye = Austria

== Denmark = Spain W %= Spain W == Netherlands Tirkiye *
Portugal - Bl France == England == England W —+ England "
s Slovenia EE Portugal — England * i Slovakia

B B France t B B France * Switzerland E3 switzerland
B B Belgium BE tay

«** Nielsen
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Nielsen Sports analyzes the monetary
Impact of the UEFA EURO 2024

Initial situation & approach

Initial situation

UEFA EURO 2024 is one of the most prestigious competitions in international football .
Many people have fond memories of Germany hosting such a major football event, with
the 2006 FIFA World Cup being remembered by many as the aSommermérchen ".

In this context, evidence of the impact that such an event has is particularly relevant. The
derivation is multi-layered and complex, which is why UEFA commissioned Nielsen Sports
to determine the monetary equivalent of UEFA EURO 2024 as part of a comprehensive
impact analysis .

Approach

Nielsen LJo~ I @pfirBach is based on a retrospective analysis and includes primary
research data collected through on-site surveys, cross-media monitoring and evaluation,
as well as additional expertise and knowledge from 150+ Host Impact studies that were
successfully carried out in the past. In addition, any existing Host Impact research and
UEFA internal data were analyzed and matched with Nielsen LJo~ ‘I rps¥afch approach . In
that sense, all relevant Host Impact levels, i.e., economic, media, social, and
environmental, were analyzed based on this data set.

This study analyses the monetary effect for Germany. The effects mainly arise in the 10
host cities, but also partly in the rest of Germany. For this reason, the sum of the monetary
effects of the host cities does not add up to the total effect for Germany as a whole .

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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For reliable results various data
sources are applied for this research

Data sources

on-Y*pjzYpoa*jvYzy, _<z0*R™juzb " Aj1Y
oA *edlzr  YX< uYz |z Ve AZ
event and in the Host Country.

P~ Yuzezb Ypze*pudzeza{ £ zZAyuUY°
°oljejy” Yz~ z1j6j. 0asy

CRYTzM<y *EyW*T Y
well as missioning hours of volunteers.

Country and the Host Cities due to exposure in media.

{Mojmpuxvje

opT zg  Yoljzu, jz,*<. jYpzoT YVY*uT jzey  *a*pudz zp. | y Zp, jz' X<01§VY:
using benchmarks and Nielsen Sports expertise. \* <t 3

sdn*yzayupye
o quantifies the media value which is generated by the event for the Host

<> Nielsen
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Host Country Impact S X
assesses the effects :

of the UEFA EURO 24 ‘o

on its Host Country (e g Host Coury 4‘3
across four critical

dimensions

4
=

If you want to learn more about the
methodology for each category * It has been decided that the environmental impact will be considered in a separate study as soon as more meaningful
please click here data and results are available.

.
B . - . " <**» Nielsen
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Host Country Impact

UEFA EURO 2024
Germany

The P U*X R PJ [ A j dedtiBn provides a
detailed insight into the Ticket Holders of the
Tournament . This includes S0Cio -
demographic factors such as origin, age or
family status, but also their perception of the
Tournament and their stay in the Host
Country Germany .
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Over 2.7M Ticket Holders visited the 51
matches

Ticket Holders wGeneral findings

Total attendance of 2.7M Ticket Holders spread over 51 matches consisted of
over 1.7M unique Ticket Holders

967K came from the Host Country directly  win total Ticket Holders came from

Around 745K people attended the Tournament from outside Germany,
119 different countries

. ‘ 22% of the Ticket Holders were female and the
BE average age was around 43 years

<> Nielsen
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2.7M Ticket Holders were attending the UEFA EURO 2024 in
Germany

\."? MPAC
Ticket Holders wOverview figures
Ticket Holder figures o;" 2,664,731 Unique Ticket Holders “e, 1,711,480
Total Ticket Unique Ticket
Holders Holders*
415K 210K 383K 230K 237K 363K 154K 195K 248K 231K

Internationals 1.58
Nationals 1.42
Residents 1.42

(%]

15
matches
attended

DMK e D DD

6 matches 5 matches 6 matches 5 matches 5 matches 6 matches 4 matches 4 matches 5 matches 5 matches

* Unique Ticket Holders express the number of unique individuals that visited the event. It accounts for the fact that Ticket
the total Ticket Holder figure does not reflect the total amount of individual (i.e., unique Ticket Holders) Ticket Holders.
Sample size: 7,841 Ticket Holders of the event

Holders visited several matches over the entire course of the event. Therefore,

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

«** Nielsen



Many of the Ticket Holders travelled from the UK, which will be -
the host of the UEFA EURO 2028

Ticket Holders w Split by origin

of } 2,664,731

Ticket Holders of UEFA EURO 2024

/ll N A
'S: W International
L # o Top 10

w ( UK s 9.4%
Netherlands B 4.4%
Switzerland B 4.0%
Germany Austria B 3.8%
Romania W 3.1%

United States ™ 2.5%
Belgium B 2.5%
Poland ™ 2.5%

Denmark ™ 2.4%
France W 2.2%

Others 28.0%

«** Nielsen

Source: UEFA Ticketing Data
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The average Ticket Holder is male, 43 years old and married ¥ =

Ticket Holders wCharacteristics

Age Gender Residence

16-29 years | 15%
30-49 years |50%
50+ years |35%

@43.4

33%

years ' ' Others Host Rest of Rest of
City Germany the World
7% 22% <1%
Occupation Family status
Top-5
Employee s 229, Married ;'XL"E
58%
Executive / Manager I 19% : ng; =
Academic profession  m—— 12%
Self-employed . 12%

. No answer
Pensioner 11% 4%

dp H
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Almost every international Ticket Holder says that they -

would like to visit Germany again =
Ticket Holders wVisiting Host City

Visit to Host City in Revisit of Host Country in Recommendation of a
the past the future visit to Host Country

Non-resident Ticket Holders International Ticket Holders International Ticket Holders

Have visited
Host City before

o

OF INTERNATIONAL TICKET OF INTERNATIONAL TICKET
HOLDERS HOLDERS
\ stated that they would like to visit the Host stated that they would recommend
Country Germany again. visiting the Host Country Germany.

Have not visited
Host City before

Questions: Did you ever visit the Host City in the past before UEFA EURO 2024?

Question: Would you recommend visiting Germany to your family and friends? (4 -point-YRY” j "zt zpzeajl9z” *Bpt) Ddazpy zyzpepzet arpzU ozn
Sample size: 6,014 non -resident Ticket Holders of the event, 3,412 international Ticket Holders of the event

«** Nielsen
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Ticket Holders were very positive about the Host Cities and

expect to come back to visit again o =
Ticket Holders wPerception of the Host City

All Ticket Holders

24

UEFA EURO 2024 improved my 0
impression of the Host City 54 /0

UEFA EURO 2024 was a
figurehead for the Host City

4%

The Host City has become
44 0/ more attractive as a holiday or
0 weekend trip destination  to me
after my recent visit to the city

Question: To what extent do you agree with the following statements? (5 -point-YRY” jrztzpze U py” " 2zy<1Tpp2eBexy~ zdzpzep z. Hzy<ljjarz

Sample size: 7,841 respondents

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Economic Impact
Host Country Impact

UEFA EURO 2024
Germany

The P { R™ _ A, % g Seqiin takes a holistic
view of all direct and induced expenditure
incurred in connection with the Tournament in
the Host Country. This includes the
expenditure of Ticket Holders, but also of the
Tournament organization or the participating
associations .

<> Nielsen
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UEFA EURO 2024 had an Economic Impact of
yl 0. Az, | 1tz 6j1y""7

Economic Impact wGeneral flndlngs

The event generated a Direct Economic Impactof . N0 1 glus an Indirect and
Induced Impactof . 70 n] ¢

The UEFA EURO 2024 had a total economic impactof . D01 | dntthe Host
Country Germany

The expenses of the Ticket Holders were the most
important source of Direct Economic Impact

26 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



Expenses of the Ticket Holders as the most important source of = -
Direct Economic Impact
Economic Impact wOverall compilation

el D119 0s

. h'nnos LNt rnas L ht 1 nAs
Ticket Holders Event Organiser* Accredited Persons Fan Zone Visitors Pub & At Home Recipients
Direct Economic Impact
zNm| O' s
Multiplier™ ¢ ¢
3.29 for GER
Please click here for a
definition of the Economic Total Economic Impact
Impact categories
.zOhmMnnnos
QQ)Methodology y AXTjRUZY. AZ*_ AD
* Due to the short notice with which this study was prepared following the Tournament, the final costs could not yet be taken into account in all areas. This calculation is therefore based on a mixture of actual and planned
figures.
** Based on the theories of British economist John Maynard Keynes. Calculation is based on the country -specific Marginal Propens ity to Consume (MPC), representing the share of each additional Euro of disposable
income that is spent on consumption. MPC can be estimated based on key economic parameters such as disposable income and priv ate household consumption within an economy.

.
A . - . - <> Nielsen
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UEFA EURO 2024

Economic Impact wTicket Holder spending by category

Resident Ticket
Holders
9.9M
. Nnr TN
TICKET HOLDER
SPENDING*
Non-resident Ticket Holders
nitnts
* Ticketing and merchandise spendings are not included, as sales by Swiss -based UEFA do not generate any economic impact in the

28 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Accommodation

Food & Beverages
outside the stadium

Travel to Host City

Other Expenses

Food & Beverages
inside the stadium

Travel in Host City

German market.

HosTCoUNTRY

DNN TS

nnn"| s

1117 0s

TTI0D0s

nnnl—r(
=
L

Free provision of local
public transport by
UEFA in coordination
with the respective
transport companies
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Ticket Holders stayed for almost two days on average
w87% stayed up to three nights

Economic Impact wTicket Holder duration of stay

C 1 day )—( 2 days )—( 3 days )—( 4 days )—( 5 days )—( 6 days )—( 7 days )—(7+ days ) @o answeD

1.9 Avg.
v
oot oo™
2.5 Avg.
_ v

1.2 Avg.
) v
A

Question: How many days did you stay in Germany this time?
Sample size: 6,014/3,412/2,602 non -resident Ticket Holders of the event

.
, , - _ - «** Nielsen
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80% of non -resident Ticket Holders stayed within the Host Cities =

Economic Impact wTicket Holder spending accommodation

Place of accommodation

In Host
Cities

Qutside
Host Cities

Form of accommodation

Hotel/Hostel/

At a place of one
of my friends/ - 21%

family members

Rented apartment o
(e.g. Airbnb) l 11%

Others I 2%

Questions: Where was your accommodation during your stay located? Where did you spend the nights during your stay?
Sample size: 2,790 non -resident Ticket Holders of the event from outside the Host Cities

30 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Calculation approach of the economic

impact of accommodation
( Exemplary calculation

78% 93%

Ticket holders from Event main reason
outside of a Host City for visit

29% 83%

Accommodation Paid
inside a Host City accommodation

. T D nheaZ expenditures
= . T 1 D dccGnmodation impact

<> Nielsen




Almost two thirds of Ticket Holders used public transport

within the Host Cities

Economic Impact wTicket Holder transport

Transport to Host Cities

52% .
8%
I —
—
Own car Train Local train Plane Rental car / Long
car sharing / distance bus
taxi

Questions: Which of the following means of transportation did you use to travel to Germany and/or to the Host City on your tr
you mainly use to travel within the Host City to visit matches of UEFA EURO 2024? Please choose the means of transportation t
Sample size: 6,041 non -resident Ticket Holders of the event / 7,841 Ticket Holders of the event

31 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Transport in Host Cities

65% .

HosTCoUNTRY

o

AL 7%
— 1% 1%
Public Own car Rental car / E-Scooter Rental Bike
Transport Taxi / Car
sharing

ip to UEFA EURO 2024? Which of the following means of transportation did
hat you have used most frequently.

«** Nielsen



1~ 0. Az, NninszejljzYoj_ pz
holders waround 30% inside the stadiums

Economic Impact wTicket Holder spending food and beverages

All Ticket Holders

HAM
Spending for Food and Beverages
BER
Non-resident Ticket Holders
Non-resident Ticket Holders of UEFA EURO 2024
who cited the event as the main reason for their
visit to the Host City had the following expenditure DUS
on food and beverages
COL LEI
During Outside of
UEFA EURO 2024 UEFA EURO 2024
match match
no . nt

Economic value

nnnnnn

Resident Ticket Holders

Resident Ticket Holders of UEFA EURO
2024 who live in the Host City had the
following expenditure on food and
beverages

During
UEFA EURO 2024
match

T2

Economic value

T DS

Questions: How much money did you roughly spend in HOST CITY during your stay?
Please th_i_nk about__everything you spend specifically in__ttle Host City.

V" JyYizgVYpu*, ypugzd 01z0§1VY |y~ zjMoj, VjVz>, Z{U’Iﬂ;'E’I zp,dz' "
Sample size: 7,841 Ticket Holders of the event

32 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Spending
Food & Beverages
B VUN RIS

DNN s

17 NS
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1 O_. Az, DDdDIsSszoj1jzYoj.

UEFA EURO 2024

Economic Impact wEvent Organizer spending

EVENT ORGANIZER
SPENDING*, D710 DS z

EURO 2024
GmbH / UEFA

* Due to the short notice with which this study was prepared following the Tournament, the final costs could not yet be taken
This calculation is therefore based on a mixture of actual and planned figures.
Source: Indication of the Hosts

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

into account in all areas.

Host Cities
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The expenses for the Accredited Persons amount -
“ Z y 'I UA N Z n 1 I $ Z e

Economic Impact wAccredited Persons spending

vips/Hospitality [ NN 2.5 ACCREDITED PERSONS
SPENDING:
staft [N 54131 Travel I A \Y e

volunteers [ 13,401

Media [ 8,824

Commercial I 2,087 214 499 Food &
Partners ] Beverage
ACCREDITED
Team Delegation | 2,387 PERSONS
Others | 1,466
Accommodation
UEFA Staff | 1,228
Other
UEFA Officiating 258 (e.g. sightseeing)
Team
Agency 35

Source: UEFA accreditation list

.
, , - _ - «** Nielsen
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UEFA Fan Zones and Public Screening Program .
<j.dlyuwinzyanjazey  0jz "z.Nn's 2

Economic Impact wFan Zone Visitors spending

.1 hns
non s Travel to Fan Zone

Entrance Fee** w

FAN ZONE VISITORS*
- SPENDING:, N'' ' 015§z

LN ns
Food & Beverages
inside the Fan
Zone

* Calculation of expenses contains visitors of official UEFA EURO 2024 Fan Zones plus UEFA -licensed Public Screening Events.
** Official UEFA EURO 2024 Fan Zones did not charge any entrance fee. Only Public Screening Events charged entrance fees.

«** Nielsen
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matches in pubs and at watchparties at home

Economic Impact wPub & At Home Recipients spending

PUB & AT HOME RECIPIENTS

.) SPENDING:, T 1110 0OS Z ‘

®
Pub Recipients* i At Home Recipients**

B I B EITr—

* Pub Recipients: Spectators who watch matches in gastronomy
** At Home Recipients: Spectators who watch games in groups at home

«** Nielsen
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The UEFA EURO 2024 gave its Host Cities a
prominent stage to present themselves

Media Impact wGeneral findings

n The ten Host Cities and the Host Country Germany were visible for over
® in total in the global live broadcast

advertising value generated for the Host Cities and the Host Country
& \ combined through event broadcasting

TV & OTT is with the overall most important source of media value

generated

Source: Nielsen Sports Media Analysis

«* Nielsen
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The UEFA EURO 2024 generated a huge broadcasting media - 5
6y  0jz '"z.o2nrsz' lzXpuYzlji"yujnz,es

Media Impact wSplit by category

\ MEDIA IMPACT:
®

TV & OTT*

TERR

N

EURO2024
GERMANY
Online

Social Media  Print

*TV & OTT contains live and dedicated coverage only, highlight coverage not included.
Source: Nielsen Sports Media Analysis

«** Nielsen
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More than 50% of the total media value is created by the a
center LED Board

Media Impact wSplit by category and tool

LEDBoardCenter [ . n2xnn s

Tunnel M . ' 10 s

Visuals [ ra1 00 s

Bench

Highboard | . t nnas
l.1nt1s
.

. . '1Ds nris .
Miscellaneous TS TV & OTT Online Textmentions W, nin7s
MEDIA
Facebook 1 1 ns IMPACT Text mentions . onos
Social Media ¢ Print
Twitter / X L Ints Visuals |, onrt s
Instagram . 1ns
Source: Nielsen Sports Media Analysis < N'elsen
« I
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The Host Cities and the Host Country were visible on various -

advertising tools inside the stadiums

Media Impact wVisibility for Host Cities on advertising tools

o 1!

4
X

. '.:::4: '.'\f' PR
S » i -
l.le! lQ\‘n. B E R LI N

DUSSELDORF

IS UNITED BY FOOTBALL

Source: Nielsen Sports Media Analysis
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Host Cities were visible for over 1,150 hours -

In the global live broadcast

Media Impact wTV & streaming value for Host Cities

o \ i TV & Streaming Media Analysis*
IV advertising value

Exposure (hh:mm:ss) 1,150:52:38
Sponsoring contacts 112,904M
100% advertising value . T mdOnNnns
Ql value ** . '"1Ds
Broadcast Time ( hh:mm:ss) 14,515:06:09
Contacts 603,056M

*TV & OTT contains live and dedicated coverage only, highlight coverage not included. The actual figure may therefore differ . Due to the short publication period, the number of viewers is also partially extrapolated.

** The Quality Indexed (QI) Media Valueis animpact -1 yYjAaza g0y  *pudzA_ AjMzLR 1j®zyp, yuz* Yz dgéctedidirifigagalysisiThe QA scgré ddtrand ekppsurk is deteemingdAhiojigh fvg Y

factors (size, location, duration, number of brand hits and impact factor) and then applied as a weighting for the value calc ulation. The QI media value is the result of the unweighted media value multiplied by the QI score.

Source: Nielsen Sports Media Analysis .
<** Nielsen
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Top three markets that watched the UEFA EURO 2024 are -
Germany, China and the United Kingdom

Media Impact wTV and streaming live audience by origin

® — live audience watched UEFA EURO 2024
' Germany [l 601.0
China 524.4
United Kingdom 424.0
Pan Middle East 361.9
Indonesia 283.6
Italy 229.8
Spain 194.4
France 181.1
Vietnam 176.2
Turkey 172.3
Topl0 L ophers 2,280.4

*live cumulative event audience

Source: UEFA Audience Data .
<** Nielsen
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Host Cities of UEFA EURO 2024 were mentloned 146k times in |
*odz, ANt YyzZ<J_ JMTYyUur_ <z,  NTI1SZg, H

~ ~

Media Impact wOnline KPIs

Number of mentions 145,808
LEI

Sponsorship contacts 63,144M coL
100% advertising value .. D1ns

STU MUN
QI media value N1t 1 s

Source: Nielsen Sports Media Analysis .
<** Nielsen
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Facebook accounts for the largest proportion of the social - N
media QI value for the Host Cities and the Host Country

Media Impact wSocial media performance per social network

Total Facebook X

45% 35%

Total
11% 10%
Total
51% 26%
/ Total

51% 26%

Source: Nielsen Sports Media Analysis

«** Nielsen
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Social Media Listening

The Social Media Listening analyses the generated
buzz around UEFA EURO 2024 and helps to create a
deep understanding of the opinion around the
Tournament . Insights can be drawn from this for the
processing and organization of future events .

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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The Host Cities and Germany took on an important
role in the social media buzz surrounding the event

Social Media Listening wGeneral findings

...posts were identified on social media worldwide in connection with
the UEFA EURO 2024 during the analysis period from 14 ™ June w14t
July 2024

...posts contained the word mark Germany or one of the Host Cities in

v social media communication around the  UEFA EURO 2024, which
corresponds to a share of 6% of all identified posts \

Good morning

. _ Welcome to Munich v
...engagements were generated in the measured period for the posts

including either a Host City or Germany - 308 engagements per post m oo @)

o=
Fan Pass

...of all identified posts including either a Host City or Germany in the
9 analysis period came from X, which represents the main driver of public
communication

Updates Matches Guides

Suggested for you

- ...of all identified posts including either a Host City or Germany in the | e

analysis period were published by a male author
Going to the Showyour co
Stadium back your tea

Source: Nielsen Sports Social Analytics

«** Nielsen
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In around 6% of the total social media buzz around the UEFA
EURO 2024, either a Host City or Germany was mentioned e

Social Media Listening wGlobal Buzz and project focus

Worldwide Buzz UEFA EURO 2024
[Instagram, Facebook, X; 14 ™ June w14t July 2024]

Number of
Posts

2,053,316 Q

Host City and Host Country Buzz

Estimated
Reach

The following social media analysis focuses on
26,855,665,926 the buzz around that includes one of the ten
Host Cities or the Host Country Germany.

Number of
Engagements

498,687,716

Source: Nielsen Sports Social Analytics .
<** Nielsen
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116K posts globally identified around the UEFA EURO 2024 that - .
included the Host Cities or Germany on major social networks =

Social Media Listening wGeneral KPIs

Post volume _
[14™ June w14™h July 2024] Final
Semifinal ESE’“ ENG
14,000 ESP-FRA 14" July 2024
' 101 July 2024 13,034 posts @ LA
12,000 11,678 posts - - ’ -
10,000
Round of 16
8,000 1st July 2024 An estimated social media reach of
7,120 pOSts  -sreoseeeeeeeees around 2BN was created through 116k
6.000 Opening match posts . Although a consistently high level

14™ June 2024 of buzz was generated on all match days,

P V— 4,096 posts the peaks were around the Round of 16
4,000 matches on 18t July and, as expected,
around the semi-finals and the final on

2,000 14t JUly

0

Number of - Estimated Number of “ Overall PR Value / e
Posts Reach A Engagements QI media value

115,984 1,966,336,242 35,701,534 . 1hDszez, 1

Source: Nielsen Sports Social Analytics

<> Nielsen
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All three platforms play a different role in users' digital -

communication
Social Media Listening w Split by platform

Posts 15,967 11,105
Estimated 679,377,769 310,505,855
Reach
Reach/Post 10,982 27,961
Engagements 3,539,444 3,952,429
Eng./Post 40 248

L]
* *

@-

Source: Nielsen Sports Social Analytics

In a comparison of the three platforms, X achieves by far the
greatest absolute reach. Facebook however achieves the
highest reach value per post at just under 43K.

50 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

115,984
Posts

Instagram

m X Facebook

In a comparison of engagements, Instagram is the most
valuable platform . Here, the highest values are achieved
both overall (factor 7) and per post (factor 10) compared
to runner-up Facebook .

«** Nielsen
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Almost 20% of generated social media buzz was posted from -

residents of the Host Country

Social Media Listening wSplit by socio -demography internationally

Author split per country (top  -10)

n Top 10
®
Germany IS 19.4%
e A
United Kingdom [N 14.7%
Spain 8.0%
USA 7.4%
France 5.6%
Turkey 5.2%
Italy 3.2%
Indonesia 2.7%
Mexico 1.8%
Brazil 1.8%
Others 30.1%

Source: Nielsen Sports Social Analytics

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

nnnnnn

Author split by gender

78% 22%

«** Nielsen



The Host Cities and Germany played a good role on social media -

and were often mentioned

Social Media Listening wBuzz analysis

Euro/EURO #fOOtbalnletherlands
‘ Germany #fussball

#uefaeuro2024 england

Dortmund m Inglaterra m M

Switzerland Berlln Le\pzwg Gelsenkuchen Alemania
= #euro 024
#em2024

Portugal #germany
Espana (Hembus ) (#nenin) ENgland
France Furoz024 Spaln U Frankfurt

EFA
i Ompiastacion
#spain #dortmund #espana

Deutschland

Negative
Source: Nielsen Sports Social Analytics
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HOSTCOUNTRY
MPACT

The Hashtag #euro2024 was by far the most used
keyword in the global buzz around the UEFA EURO

2024 . It was used in more than 62,000 posts of those
that also include the Host Cities or Germany .

In addition to the UEFA EURO keywords, the top
keywords in the buzz around the event also involve
most of the ten Host Cities and Germany . However ,
this is not surprising since we only have a look at
those posts here that are also connected to the Host
Cities or Germany itself .

With a 20% share of positive connotated posts, the
UEFA EURO 2024 is perfectly in line with the average
of other sporting events .

«** Nielsen



Social Impact
Host Country Impact

UEFA EURO 2024
Germany

The P LT RA,y3 y sastn deals with the
influence of UEFA EURO 2024 on German
society and the perception of the Tournament
by its inhabitants . The effects on the
healthcare system due to more frequent
sporting activities or volunteer mission during
the Tournament are measured .

<> Nielsen
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The UEFA EURO 2024 exerts significant impact on
the communities of the related Host Cities

Social Impact wGeneral findings

The overall Social Impact of the UEFA EURO 2024 resulted in a monetary value
6 of, 1 2 sAround . | D sesult out of the fact that its spectators were inspired
\., to be more active physically. Another . 1 | were generated through voluntary

mission through the UEFA Volunteer Program.

w m 26% of the resident Ticket Holders stated that they are inspired to do more
sports. On average people willdo 2.17 additional hours per week.

85% of all visiting residents feel a stronger sense of pride because their city is
hosting the UEFA EURO 2024.

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Overall Social Impact for Germany and related Host Cities
y. 0. pYzp z,13s

~

Social Impact wSplit by category

6 TOTAL SOCIAL IMPACT: Volunteering

B 19016 »

SOCIAL IMPACT

VALUE:
AP0 s

Increase in sport
participation

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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After attending UEFA EURO 2024, 26% of residents
feel inspired to do more sports in their leisure time

Social Impact wlIncrease in sport participation -

Resident Ticket Holders

By watching the matches of UEFA EURO 2024, | feel inspired to do more sports:

26% Top-2-Box

D

Totally agree Partly agree

(2

Y/
2.2

Additional hours per week doing sports because of UEFA EURO 2024:

o o o o o Hours of additional sports
+ per week
ole) O
19%

19%
. 14% i 13% -

Up to 1 hour Up to 2 hours Up to 3 hours Up to 4 hours More than 4 hours No answer / Don't know

606,
616,
© O

Questions: To what extend do you agree with the following statements: By watching the matches of UEFA EURO 2024, | am motivat ed to do more sports in the future? How many additional hours per week will you
do sports because you feel inspired by UEFA EURO 2024?
Sample size: 228 resident Ticket Holders

«** Nielsen
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The inspiration effect practicing more sports leads to a
ANdRTIYYdzZ "z, 12sz2,4y" W, zZR

Social Impact wlIncrease in sport participation -

Host Country

Resident visitors 16,244 Avg. of Host Cities

Inspired to do more sport
Top-1-box 13% Avg. of Host Cities w

Additional hours of
football per week

217 Avg. of Host Cities SOC|AL VALUE
FROM REDUCED

HEALTH COSTS:
12 weeks Avg. national | DN $

Average duration
motivation prevails*

Monetary value of one

hour of sport** ,., n | n -] | Avg national
Increase in sport o ) )
participation value . | 2N | Y Sum of individual Host City + Host Country calculation™**

dz 6j1y<jzadlyp*" z~ 'ztjeztjy'lRYErgbssp £202D)YI2waeks ™  YzyYzol1™ R™ y*. jnzi 9z
** Monetary value of one hour of sport for the health system calculations based on Dallmeyer , Wicker, Breuer (2020) & OECD figures
*** Total value is based on the addition of the individual calculations for each Host City. Multiplication of the above value s leads to deviations in the total value.

«** Nielsen
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The mission carried out within the UEFA Volunteering Program
leadstoa labour j ©* " jJRUuZ " z. 11 S

Social Impact wVolunteering -

Host Country

Volunteers 13,247

Avg. event days
per volunteer

Avg. daily hours

per volunteer D

SOCIAL VALUE
VOLUNTEERING: -

Volunteering 64 TIDT §

hours per volunteer

Minimum wage* . TN T

Volunteering - Value

—
=]
=7
v

* In a conservative approach, the current minimum hourly wages in Germany were applied to calculate the value of volunteering
Source: UEFA accreditation data

«** Nielsen
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Host City residents derive a great deal of pride and joy
from hosting the UEFA EURO 2024 event

Social Impact wEffects on the well -being of the residents -

59

Stronger sense of pride Increased life satisfaction

7 out of 10 Ticket Holders  from
the Host Cities notice an
increasing life satisfaction in
relation to the event.

85% of all visiting residents
feel a stronger sense of pride
because of their city hosting the

UEFA EURO 2024.

Question: To what extent do you agre_e_with the following statements: Hogting UEFA EURO_2024 gave me as a citizen of Host City _asense of pride?
(5-point-YRY” j~ztzpzeU py” " dzy<ljjazu zdzpzep z. pzy<ljiarz0 oznz] Ms
Sample size: 1,827 residents visiting the event

«** Nielsen
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The positive image strength of the event may lead to transfer
effects and enhances the perception of the Host Cities

Social Impact wImage characteristics of the event & Host Cities v

All Ticket Holders

energetic
The Host Cities are /
= = - PERY o
a { £ 2 { agzznlniaz v international Lo fun
90%
85%
cool (" 7404 819 passionate
(_@ ]
" . 86% 80% _

Host Cities average Image Strength entertaining 67% attractive

78%

UEFA EURO 2024 Image Strength . . . Host City Image

innovative authentic

L y e UJEFA EURO 2024 Image
Questions: Now we would like to know your opinion about UEFA EURO 2024. Please indicate to what extent the following characte ristics apply to UEFA EURO 2024 / Now we would like to know your _ _
opinion about the Host City of the event. Please indicate to what extent the following characteristics apply to Host City? (5 -point-YRY” jrzdzpzep JY_ Rpuz'*pzyuwzy  “azp zrvrzpze A uYzrR 07 jui”~

Sample size: 7,841 Ticket Holders of the event

«** Nielsen
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The residents identify very strongly with UEFA EURO 2024 and
recognize the added value for the Host City

Social Impact wPerception of event in Host City by residents -

Resident Ticket Holders

hosting UEFA EURO 2024

UEFA EURO 2024 was a 0 0 ;
figurehead for the Host City 77 /0 85 /0 gave me asa resident O.f the
Host City a sense of pride

UEFA EURO 2024 created a

UEFA EURO 2024 improved my 0 m H 0 :
impression  of the Host City 55 /0 - -_— 73 A) sense of community among

the residents of the Host City

Question: To what extent do you agree with the following statements? (5 -point-YRY” jrztzpze U py” " 2zy<1Tpp2eBexy~ zdzpzep z. Hzy<ljjarz
Sample size: 1,827 residents visiting the event

«** Nielsen
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ost Country Impact

2024

Germ
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Data sources

Parameter

Ticket Holders

Data sources

Parameter

Data sources

Slide

Ticket Holder figures UEFA Ticketing data 20 Ticket Holder spending Nielsen Sports Market Research
Unique Ticket Holders UEFA Ticketing data, Nielsen 20 Ticket Holder duration of stay Nielsen Sports Market Research 29
Sports Market Research
Split by Origin UEFA Ticketing Data 21 Ticket Holder spending Nielsen Sports Market Research 30
accommodation
Characteristics Nielsen Sports Market Research 22
Visiting Host City before Nielsen Sports Market Research 23 Ticket Holder transport Nielsen Sports Market Research 31
Recommendation of a visit Nielsen Sports Market Research 23 Ticket Holder spending food and Nielsen Sports Market Research 32
beverages
Revisit Host Country Nielsen Sports Market Research 23
Perception of the Host City Nielsen Sports Market Research 24 Event Organizer spending UEFA, EURO 2024 GmbH, Host 33
City Data
Fan Zone Visitors spending UEFA Fan Zone Data, UEFA 34
Public Screening Data, Nielsen
Sports Market Research
Accredited Persons spending UEFA Accreditation Data, EURO 25
2024 GmbH Data, PNA Data,
Nielsen Sports Market Research
Pub & At Home Recipients Nielsen Sports Market Research, 36

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

spending

Nielsen Sports Expertise
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Data sources

Parameter Data sources Slide
Media Impact Nielsen Sports Media Analysis 39-42
44-45
TV Audience UEFA Audience Data 43
Social Media Listening Nielsen Sports Social Media 48-52

Analysis

64 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Parameter

Vx

Data sources

6Jz92"~

Slide

Increase in sport participation Nielsen Sports Market Research, 56-57
Frobdse (2020), Dallmeyer et al.
(2020), OECD
Volunteering UEFA Accreditation Data, UEFA 58
Volunteering Data, Market
Intelligence Data
Effects on the well -being of the Nielsen Sports Market Research 59
residents
Image characteristics of the Nielsen Sports Market Research 60
event & Host Cities
Perception of event in Host City Nielsen Sports Market Research 61

by residents

«** Nielsen



ountry Impact

O 2024
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Host Country Impact

UEFA EURO 2024

Germany
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Nielsen Sports analyzes the monetary
Impact of the UEFA EURO 2024

Initial situation & approach

Initial situation

UEFA EURO 2024 is one of the most prestigious competitions in international football .
Many people have fond memories of Germany hosting such a major football event,
with the 2006 FIFA World Cup being remembered by many as the aSommermaérchen ".

In this context, evidence of the impact that such an event has is particularly relevant.
The derivation is multi-layered and complex, which is why UEFA commissioned Nielsen
Sports to determine the monetary equivalent of UEFA EURO 2024 as part of a
comprehensive impact analysis.

Approach

Nielsen LJo~ 'l apptdach is based on a retrospective analysis and includes primary
research data collected through on-site surveys, cross-media monitoring and
evaluation, as well as additional expertise and knowledge from 150+ Host Impact
studies that were successfully carried out in the past. In addition, any existing Host
Impact research and UEFA internal data were analyzed and matched with Nielsen
LJo~ ‘I redeBrch approach. In that sense, all relevant Host Impact levels, i.e.,
economic, media, social, and environmental, were analyzed based on this data set.

Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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