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M a kl n g The UEFA Champions League makes everyone in European football
dream. Since the competition was launched — can it really be 25

Cha m pions years ago? —it has become a benchmark for excellence.

Sport has always been at the heart of the UEFA Champions League's
success. The great clubs and the great players taking part have
enthralled billions. Yet the UEFA Champions League brand is an
integral part of this success story: iconic, instantly recognisable

and prestigious.

The UEFA Champions League is, as the name suggests, all about
making champions. Clubs, players and fans are as one as they
embark on the dream of becoming the champion team of Europe.
The brand epitomises the atmosphere, passion and artistry that
have characterised this remarkable competition —and long may it
continue to do so.

Aleksander Ceferin
UEFA President




The UEFA Champions League is one of the world's
strongest brands. The competition's enduring
success is built on the inspiration, perspiration and
dedication of everyone who created the brand,
commissioned it or used it —and by the artistry of
the great players who have brought the competition
to life. This book celebrates the first 25 years of the
UEFA Champions League brand —and looks ahead
to the next 25 years.
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' 25/11/1992

The opening night of the UEFA
Champions League saw AC Milan
beat IFK Goteborg 4-0 at the
San Siro

Th e 2 Sth Twenty-five years ago, on 25 November 1992, UEFA created the
UEFA Champions League and gave the competition to determine
the champion club of Europe a new life: a new name, a new logo,

a n n |Ve rsa ry a new format, a new innovative marketing concept and a new

identity — a brand was created.

The brand was completely new and quickly became one of the
strongest in the world. The brand has created value by inspiring
the football family to promote what it is that makes this
competition unique. This book is an opportunity to celebrate,
draw insight and to challenge ourselves to build on the strengths
of the brand for the next 25 years.




“IT TAKES GENIUS,
FAITH AND
PERSEVERANCE TO
CREATE A BRAND"

David Ogilvy, advertising pioneer

28/05/2003

The 2003 UEFA Champions
League final in Manchester,
England
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The inside story

The creation of the UEFA Champions League brand
is one of Europe's great successes. The remarkable
story of this creation has never been told from the
beginning to the end —and it has certainly never
been told by all the people who helped to conceive,
develop and perfect the brand.

This book tells that story, from the origins of the
brand all the way to its 25th anniversary. The
narrative unfolds through original documents,
artefacts, concept artwork and the recollections
of all those who played a significant role in creating
the brand —and, above all, through the iconic
sporting images that have defined the UEFA
Champions League.

This is the inside story of the brand, told by the
people who created it for the benefit of the people
who appreciate it and use it.

12-13
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THERE THEY ARE
THE CHAMPI&

THE
IDEA

“THERE THEY ARE,
THE CHAMPIONS
OF THE WORLD"

Stan Cullis, Wolves manager.

This is the post-match comment that led
to the creation of the European Champion
Clubs' Cup

-
13/12/1954

Budapest Honvéd FC
goalkeeper Lajos Faragd
drops the ball by a post,
taking a Wolverhampton
Wanderers forward with him
during the teams' famous
meeting at Molineux
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13/12/1954

Official programme from
the match at Molineux

The foundation
of the competition

A competition for European club champions was always a
good idea, but it would take a night-time friendly match in
Wolverhampton and a French newspaper for the idea to

become areality.

In the days before the creation of the European
Champions Clubs' Cup, the top clubs across Europe
would play friendly matches. One such match was
held between Wolverhampton Wanderers,
champions of England, and Honved, champions of
Hungary, on 13 December 1954. Honved's stellar
line-up included Ferenc Puskas, Sandor Kocsis and
other great players, many of whom had played in
the FIFA World Cup final earlier that year.

More than 55,000 people turned up to watch
the match, which was also televised live that night.
In a dramatic game, Wolverhampton Wanderers
came back from 2-0 down to win 3-2. This triumph
led their manager Stan Cullis to make a statement
that was reported in the English press the
following day: “There they are, the champions of
the world".

Two days later, Gabriel Hanot, editor of the
French newspaper LEquipe, said: "If the English
are so sure about their hegemony in football, then
this is the time to create a European tournament.”
The Wolves match —and the British newspaper
headlines —spurred L'Equipe to publish a blueprint
for the competition (after sketching out the

regulations on six sheets of paper), organise
meetings with the top clubs, and work with
UEFA. The new competition kicked offin
September 1955 —just nine months after the
idea had been mooted.

The original idea was to call the competition
the European Cup, but this was not approved,
so UEFA chose "Coupe des clubs champions
européens' as the official name of the
competition, words that were etched on the
imposing silver trophy donated by L'Equipe.
Those exact words are still on the current trophy.
The word ‘Champions' has always defined the
competition, especially since it became the
UEFA Champions League in 1992.

The phrase “champions of the world" used by
L'Equipe was technically inaccurate but it reflected
the fact that the competition was conceived by
visionaries who foresaw that a competition
between the best clubs in Europe was always
going to mean more than just a continental
championship. It was a contest to establish the
best of the best, and that powerful ideais at the
heart of the competition's enduring appeal.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

“MORE MODERN,
MORE SENSATIONAL"

Founding vision of the European
Champion Clubs' Cup
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-
15/12/1954

The L'Equipe article that
proved the impetus behind the
creation of the European Cup
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Dec 1954 Feb 1955

| Theidea The proposal

Launching a competition to establish the

French sports paper L'Equipe created the

champion club in European football was not a proposals for the new competition —which it
new idea but it took a friendly match between suggested should be called Coupe d'Europe

Wolverhampton Wanderers and Honvéd to
provide the spark that turned a long-held

de L'Equipe — by sketching out the regulations
on six sheets of paper. These proposals were

dream into reality. then discussed with the football family.

PARIS

April 1955

Club meeting

The meeting that marks the foundation of the
competition was organised by L'Equipe in Paris
and attended by 18 clubs. That meeting ratified
the development of the new competition, which
was then endorsed by FIFA with UEFA agreeing to
organise it.
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May 1955

Competition name

UEFA directors met in Paris and agreed the start
date of the competition and the name of the
competition “Coupe des clubs champions
européens'. The name was eventually engraved
on the trophy that L'Equipe agreed to donate
and is still on the competition’s trophy today.

LISBON

Sept 1955

The first match

At 5pm on 4 September Sporting Clube de
Portugal and Yugoslavia's FK Partizan drew
3-3in front of 33,000 fans in the first match
of the new European Champion Clubs’

Cup. Many of the clubs that entered the
competitionin 1955 regularly feature in
the UEFA Champions League.

20-21

COUPE

| CHAMPIONS
| EVROPEENS
Fing e ¥

June 1956

The first final

The first-ever European Champion Clubs' Cup
final was played under lights — at Parc des
Princes in Paris on 13 June. Around 40,000 fans
watched Real Madrid beat Stade de Reims 4-3
to become champions of Europe — a title they
would retain for the first six seasons of the
competition.
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11/05/1966

Francisco Gento lifts the
European Champion Clubs’
Cup after Real Madrid

This would be the final time
the original trophy design
was given to the winner

“THE COMPETITION THAT
PROMISED TO REVOLUTIONISE
THE WORLD OF SPORT, NEEDED
A TROPHY THAT WAS DIGNIFIED,
SERIOUS AND IMPORTANT"

Jacques Ferran, reporter, L'Equipe

defeated Partizan in Brussels.

The trophy story

The trophy presented at the first final in Paris in 1956, was made in
the city and donated by L'Equipe. After winning the competition
six times, Real Madrid were allowed to keep the original trophy and
a new one was commissioned by UEFA which, quite literally, is the

biggest prize in club football.

In football, a trophy is a symbol of victory, of
ambition and of the competition. A great trophy
is more than precious metal: it has to embody the
competition, be aesthetically pleasing and, above
all, be memorable. The trophy will star in the most
emotive, dramatic and resonant images —images
that will define the history of the competition.

Once it was decided to award the original trophy
to Real Madrid, UEFA commissioned a completely
new trophy. A sum of CHF 10,000 was made
available, a significant amount of money, and Jurg
Stadelmann, a young silversmith from Berne, was
selected for the task. It took just four months to
create one of the most recognised trophies in sport.

The trophy was designed in Switzerland,
assembled in Germany, inspired by a French design
and first won by a team of Scots. Like most things
connected to the competition, this iconic piece of
silverware was a very European affair.

The trophy was presented to Celtic skipper Billy
McNeillin Lisbon on 25 May 1967. The ceremony on
the pitch may have been low key but the trophy was
the centrepiece of a spectacular parade on the
team's return to Glasgow, cheered by several
hundred thousand jubilant fans.

In 1968, UEFA introduced a regulation that any
club that won the competition three times in arow
—or five times in total — could keep the trophy. This
means that a grand total of six trophies have been
made for the competition. Five are exhibited in the
trophy rooms of Real Madrid, Ajax, Bayern, AC Milan
and Liverpool. The sixth trophy is kept by UEFA, and
presented each season to the winners of the
competition.

In 2009, UEFA decided that no club would ever
again win the trophy outright. It would be presented
to the champions just after a final, but each winner
would take home areplica.

There have been slight changes to the trophy
design over time. Some have featured the roll of
honour, some haven't. The handles are now quite
different to earlier designs. The original competition
nameis still in French, but with a slightly more
modern typeface. The current trophy stands 73.5cm
tall and weighs 7.5kg.

The trophy is so iconic that, when the UEFA
Champions League was created in 1992, there was
never any discussion about changingit. The
beautiful trophy has become integral to the UEFA
Champions League brand.

25/05/1967

Celtic FC captain Billy McNeill
receives the newly designed
trophy in Lisbon after his side
beat FC Internazionale Milano
2-linthe final
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THE TROPHY MAKER

Jurg Stadelmann

‘ ‘ My story starts in Berne in November
1966. My father came into the workshop
and asked me to create the new trophy
for the European Cup.

The new trophy is presented
to Hans Bangerter in Berne

He knew Hans Bangerter, the UEFA General
Secretary, very well. Our company had supplied
many trophies and medals to UEFA in the past.
However, this was going to be my job. My father
would give advice and help out but, basically, | was
onmy own.

I was quite young then, only 25. Out of art
school with lots of ideas and | wanted to make my
own mark in the world. For our first meeting |
created around 30 designs. | went into Herr
Bangerter's of fice and laid out all the sketches on
the floor.

I had my favourite, a huge plate with football
imagery in the centre. | thoughtit looked great,
but it soon became clear that nothing that |
presented that day would be chosen. | can picture
Bangerter as if it was yesterday, saying: "You're a
young man, everything here is just too modern
and won't appeal to all Europeans”.

In essence, the requirement was to make
something important that reflected the prestige
of the competition. The trophy had to be visible
on television for the winners' ceremony. It had to
hold four bottles of champagne for the post-
match celebrations. And, most important of all,
the handles had to be much bigger than on the
original trophy, so the cup could be easily carried
onthevictory lap.

The trophy handles were awfully important to
UEFA; | even had to create a set of ‘wooden ears'
for approval. We all lifted handles with no trophy
for days!

Once | had the brief, | sketched out the trophy
quite quickly. A full 60cm high drawing, it had
some plaques for the previous winners and the
shape of a football underneath the UEFA badge.
The overall shape was liked but the details weren't,
so | had to redraw the top half of the trophy and
this was eventually approved with the size going
up from 60 cm to 78 cm. The UEFA Executive
Committee approved the sketch, the ‘ears’ and
the finished trophy, but it was quite a challenge for
a 25-year-old.

The trophy is made of solid silver and it looks
quite rough when you work with it. When it's finally
polished and coated you hold it up and all you can
seeis your face, it's just like a mirror. That's exactly
what | wanted. When such a big trophy picks up
thereflection of the players and the lights it's
quite a spectacle.

It took three of us around five weeks to make
the trophy. The biggest stress was that | was
getting married on 28 March, around the time the
UEFA Executive Committee had to approve the
new trophy, two deadlines that | had to stick to.

My father ended up presenting the trophy to
UEFA so | missed out on that honour. That being
said, the trophy | created has been lifted by the
game's all-time greats. | had to make the trophy
many times. It's fantastic that something | created
50 years ago is still so popular.
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Full-size pencil sketch of the
trophy submitted to UEFA
forapproval. This is the first
everimage created of the
iconic trophy

24-25

The top half of Jurg
Stadelmann's first sketch
was not approved so had to
be redrawn

“I WAS LOOKING FOR
SOMETHING THAT WOULD
REFLECT THE WORLD
OF EUROPEAN FOOTBALL
ON A TROPHY"”

Jurg Stadelmann
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BRUSSELS

May 1966

| Original trophy

The original trophy was commissioned by
L'Equipe and presented to Real Madrid six
times. After their sixth triumph, the club
were allowed to keep the trophy and UEFA
commissioned a new one.

LISBON

May 1967

The first winners

The second trophy, somewhat inspired

by its predecessor, was first presented to
Celtic captain Billy McNeil in Lisbon in 1967,
and then awarded to Manchester United,
AC Milan and Feyenoord.

BELGRADE

Ajax

Arule was introduced that allowed a club to
keep the trophy in perpetuity if they won the
competition three timesin a row or five times
in total. After their third successive victory, Ajax

kept the second trophy. UEFA commissioned a
replacement, with exactly the same design.

GLASGOW

May 1976

Bayern

On winning the competition three timesina
row, Bayern retained the trophy only they had
ever won. The fourth trophy travelled for many
years before AC Milan won it, for the fifth time,
in 1994 By then, the competition had become
the UEFA Champions League.
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EUROPE

May 1977

The medal

The medals awarded in the 1970s featured 11
stars, symbolising the 11 champions winning
the competition. Between the birth of the
competition and the early 1990s many great
champions had won the trophy —Johan
Cruyff, Franz Beckenbauer, Paolo Maldini—
but it was clear that, despite such sporting
success, change was required to safeguard the
competition for the future.

MONTREUX

Sept 1991

UEFA Congress

The event that paved the way for the creation

of the UEFA Champions League was the UEFA
Extraordinary Congress held in Montreux,
Switzerland. The Congress endorsed changes that
led to the restructuring of the competition and the
eventual adoption of central marketing.

26-27
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By creating the European Cup the pioneers of
European football had, as their objective, the
goal of discovering the best club in Europe. The
competition had been successful in sporting
terms and had grown in prestige, but by the
early 1990s it was clear that change was needed
and the UEFA Champions League was created.
Same trophy, same history but a new format,

a new commercial concept and a new brand.
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“IT ISN'T EASY TO CHANGE
A COMPETITION THAT IS
RECOGNISED AS THE BEST
CLUB COMPETITION IN
THE WORLD"

Gerhard Aigner, UEFA General Secretary

ROLL OF HONOUR 1956-92

1992 FC BARCELONA

1991 FK CRVENA ZVEZDA
1990 AC MILAN

1989 AC MILAN

1988 PSV EINDHOVEN

1987 FCPORTO

1986 FC STEAUA BUCURESTI
1985 JUVENTUS

1984 LIVERPOOL FC

1983 HAMBURGER SV

1982 ASTON VILLA FC

1981 LIVERPOOL FC

1980 NOTTINGHAM FOREST FC
1979 NOTTINGHAM FOREST FC
1978 LIVERPOOL FC

1977 LIVERPOOL FC

1976 FC BAYERN MUNCHEN
1975 FC BAYERN MUNCHEN
1974 FC BAYERN MUNCHEN

28-29

1973 AFCAJAX

1972 AFC AJAX

1971 AFCAJAX

1970 FEYENOORD

1969 ACMILAN

1968 MANCHESTER UNITED FC
1967 CELTICFC

1966 REAL MADRID CF

1965 FCINTERNAZIONALE MILANO
1964 FCINTERNAZIONALE MILANO
1963 ACMILAN

1962 SL BENFICA

1961 SL BENFICA

1960 REAL MADRID CF

1959 REAL MADRID CF

1958 REAL MADRID CF

1957 REAL MADRID CF

1956 REAL MADRID CF

Opportunity






CREATION

The creation
of the UEFA
Champions
League
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Lennart Johansson and
Gerhard Aigner, the two
men who set out to reform
UEFA's club competitions

Reorganising the European Champion Clubs' Cup to form
the UEFA Champions League created a competition that
generated more revenue —and more prestige —for the

whole of European football.

The election of Lennart Johansson as UEFA
President in April 1990 prepared the way for the
creation of the UEFA Champions League. Working
closely with Gerhard Aigner, UEFA General
Secretary, Johansson set out to reform European
football with the aim of managing the club
competitions more efficiently, raising standards
on and off the pitch and addressing the way
UEFA's club competitions were commercialised.

The exponential growth of the television
market in Europe had made the UEFA Cup more
attractive because the bigger markets were
represented by up to four clubs. This meant that
often it was more lucrative for a club to compete
in the UEFA Cup than in the Champion Clubs' Cup.
The system through which revenue was collected
for UEFA —based on a percentage of the club’s
ticketing and television income —was also difficult
to administer.

The decision was eventually taken to introduce
a 'league’ element to guarantee a fixed number of
matches in the Champion Clubs' Cup and adopt a
central marketing approach to optimise revenue
and distribute income more equitably for the
whole of European football.

The UEFA Champions League was born,
inall but name, in September 1991 at a UEFA
Extraordinary Congress in Montreux, where it
was agreed that the 1991/92 competition would
include a group stage to decide which of the last
eight teams would reach the final.

As there was no consensus on the introduction
of central marketing for that season, each club
retained their marketing rights. The 1991/92
competition generated CHF 10 million in revenue,
so when a central marketing programme
guaranteed CHF 70 million for exactly the same
number of matches, clubs quickly understood the
benefits of central marketing. This strategy was
adopted for 1992/93, the season that marked the
real birth of the UEFA Champions League.

On 2 February 1992 a UEFA Executive
Committee meeting in London approved a
proposal from TEAM Marketing AG to become
UEFA's marketing partner for the competition. In
the space of just 297 days the UEFA Champions
League was created.

The competition's commercial concept was
finalised and sold. All event logistics were defined
and delivered. The iconic brand was created and
implemented across the whole of Europe. All this
was accomplished in time for the launch of the
competition on 25 November 1992.

The phrase that was used many times in the
planning for the introduction of the new
competition was “the triangle of mutual benefit"
—the idea that clubs, sponsors and broadcasters
should all gain from the UEFA Champions League
concept. That proposition is as relevant for the
UEFA Champions League today as it was in 1992.
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UNION DES ASSOCIATIONS EUROPEENNES DE FOOTBALL

EAN CHAMPIONS

To Vhom it May Concern

PLAY OFF

The letterissued shortly after
the UEFA Executive Committee
approved a partnership with
Team Marketing
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The branded

competition

Like many powerful ideas, the UEFA Champions
League brand was based on a simple insight. In the
past, the competition's matches were marketed
by each club, so every game was slightly different
with respect to broadcast coverage, sponsor
partners, general appearance and even what they
were called. In other words, they were effectively
different ‘products’. If UEFA could create one
consistent pan-European ‘product’, with a
compelling brand, it could strike long-term
agreements with theright calibre of partners to
commercialise the competition.

Klaus Hempel and Jirgen Lenz, the founders of
Team Marketing, are generally acknowledged as
the architects of the UEFA Champions League
brand. Many of the ideas that define the iconic
brand originated during their three-week retreat in
the Swiss city of Lugano in April 1991. “We spent
three weeks in the Villa Sassa fitness clinic in
Lugano where we worked every day on creating a
‘branded’ club competition," according to Hempel,
“integrating event and media rights that had
become separated in the past.”

The successful promotion of any football
competitionrests, in large part, on the activities of
its commercial partners. The commercial strategy
and the branding strategy for a competition such
as the UEFA Champions League must combine
seamlessly to offer a clear, consistent proposition
to the outside world.

Inthe early 1990s, after the end of the Cold
War, the European Union was coming together,
making a single pan-European sponsorship

particularly attractive to many of the world's
leading companies.

Twenty-five years ago, most matches featured
aplethora of advertising. Hempel and Lenz—and
UEFA —believed that an exclusive less-is-more
approach, featuring a select number of quality
sponsors at the eventand on TV, would cut through
the advertising clutter, generate more revenue and
enhance the prestige of the competition.

The other significant breakthrough made in
Lugano was the idea of developing a logo and an
anthem that would be combined to create the
‘UEFA Champions League television network'’, a
heavily branded approach to the presentation of
matches on television, with broadcasters obliged
to carry the competition's branding. This idea
—revolutionary in the world of sport at the time
but much copied since —is still at the heart of the
UEFA Champions League brand.

That blueprint was the start of a long, complex
process that produced the UEFA Champions
League brand —a process in which UEFA, the
agencies used to create the branding and the
many organisations thatimplemented the
branding, all played their part.

Brand building is an act of collective faith.

A strong brand is not alogo, a product or a piece
of design, it's an emotive experience, and that
experience can only be delivered if every partner
understands and applies the philosophy of the
brand. That collaboration —and the vision that
inspired it —has been the foundation for the
success of the UEFA Champions League brand.
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14/04/1991

Villa Sassain Lugano, where
Klaus Hempel and Jirgen
Lenz spent a three-week
retreat formulating the ideas
behind the UEFA Champions
League brand
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12/05/1992

The process to create the
brand begins. Thisis the
original mood board used
to explain the ‘Game of the
Gods' brandidea

The brand idea

The quest to develop the new brand for the
competition began in May 1992 when UEFA
and Team Marketing travelled to London, to
brief the agencies that had been invited to
submit pitches for the creation of the UEFA
Champions League logo.

The purpose of the exercise was to create
a global brand identity that would be used by
clubs, television and sponsors, and realise UEFA's
vision for the UEFA Champions League. London
branding agency Design Bridge won the pitch.
A single moment of genius often proves crucial
during a pitch. In this instance, the phrase in the
pitch brief ""eight star teams coming together”
sparked the moment of inspiration.

The starball symbol, an imaginary ball made
of eight stars, was the perfect visual metaphor

for the brand, but as important as the aesthetics
of the logo was the premium feel of the brand and
the idea behind it.

The phrase ‘Game of the Gods' was used to
describe the idea. The phrase wasn't a strapline
or a campaign slogan, it just reflected the belief
that all branding created for a competition to
establish the best of the best, had to be the very
best —'fit for the gods' as it were. Other phrases
are used today, but the core idea behind the
brand remains exactly the same.

When the pitch document was eventually
presented to UEFA, the logo, the idea for the
new anthem, the new name, the starball ball
and the TV branding approach were all shown.

In other words, Design Bridge presented a full
brand experience based on a very powerful idea.
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CREATION
TIME LINE

LONDON

May 1992

European Cup final

The presidents of the eight clubs involved in the
final group stage of the 1991/92 competition
were invited to the final at Wembley by UEFA

to discuss the new format for the competition.
Their views, along with the findings of a UEFA
technical study group, led to an endorsement
of the competition's sporting aspects. The
process of developing the UEFA Champions
League brand also began in May 1992.

May 1992

The idea

Design Bridge was one of four agencies
invited to pitch for the development of the
logo. In early June, a young designer had the
inspirational idea for a logo that would lead to
the creation of the starball symbol.

GOTHENBURG

June 1992

UEFA presentation

The logo proposals were presented to UEFA on the
day of the EURO '92 final in Sweden. The logo, the
music and the brand positioning were all agreed

in Gothenburg. Work could now commence on
preparing the branding.

July 1992

The name

The original working name of the
competition ‘Euro Champions League' was
replaced with the words ‘Champions League'.
The decision was taken to have that one
name for the competition.

LONDON

July 1992

The music

The music, inspired by Zadok the Priest by
Handel (above), was commissioned shortly
after the logo and name were chosen. The
music was composed, lyrics were written and

an entire orchestra hired to record the anthem.

This all happened in just a few weeks, in order
to be ready for the official launch of the brand.

GENEVA

fi#
LS9,
b
CHAMPIONS
LEAQUE

July 1992

Brand launch

At the first round draw of the competition in
Geneva, all the branding was made available
to the media. The UEFA Champions League
brand came to life for the first time. After two
knockout rounds, the inaugural Champions
League commenced.
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LOGO DESIGNER

Phil Clements

‘ ‘ | had known about the UEFA job for a
while. There was a real buzz about this
in the office. | wasn't part of the pitching
team, but on the day of their first review
meeting | was asked if | wanted to
submit a logo suggestion.

If I have everything really clear in my head, and
know what I'm looking for, | work very fast. If
somethingisn't clear it can take ages and it
becomes difficult. | knew the European Cup inside
out, so inspiration wasn't a problem.

| started thinking about the European Union
flag and its stars. Then | thought about a classic
football with the black pentagons, and these two
images sort of fused togetherin my head, and |
started sketching.

There was a phrase in the brief | noticed
straight away "eight star teams coming together".
So I redrew the logo to have all eight stars
represented. It wasn't a ball made of stars
anymore, but eight stars coming together to make
animaginary shape of a ball. We called this the
starball, and the name has stuck ever since.

When the starball was born, it actually had the
wrong name. | had used Euro Champions League,
which was the name in the original brief. | wrapped
the name around the logo, to make the logo look

50-41

like a club badge. The pitch team took my logo
redrew it, removed 'Euro’' and found a premium
typeface for the words ‘Champions League' that
really lifted the piece.

I then had the idea of making an actual ball
with the stars, a starball-ball. In those days we still
had a craft department, we got a ball and painted
black stars over it. It was quite hard to go from a 2D
shape with eight stars to a spherical ball which can
only be made with twelve stars.

Everyone liked the ball, but not everyone
thought it was a good idea to show it to UEFA at
the pitch presentation in Gothenburg. They were
right! One of the UEFA representatives, a former
goalkeeper took the ball and started playing with
it, and it flew out of the window— all that work
wasted! We lost the ball but we won the pitch.

That was the same day Denmark won the
European Championship, a great day for the Danes
—and a great day for everyone who had worked on
creating the new brand for the competition.
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I
26/06/1992

The original pitch boards from
the brand presentation made
to UEFAin Gothenburg
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The pitch

The brand was born following a pitch
presentation to UEFA in Gothenburg, Sweden,
on the day of the EURO '92 final. The choice
was between a logo featuring a trophy and
alogo featuring a symbol that represented
the spirit of the competition. Only after the
pitch was completed was it decided to call the
competition the Champions League.
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The brand
name
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What fans call something is the starting point for
any brand. The idea of creating one product, one
look, one uniform standard of quality needed one
single name, so choosing the right name for the
competition was critical.

‘Champions' and 'League’ have become
synonymous today, but it took more than a year to
decide on the competition's name, far longer than
any of the other branding elements.

In 1992 the whole competition had three
official names. One in English, one in German and
one in French, with the French version engraved on
the trophy. Fans in different countries used
different names for the competition —a problem
that had to be resolved if a coherent brand was to
be created.

The other big challenge was that the ‘brand’
being named in 1992 only referred to part of the
competition between the qualifying rounds and
the final. Instead of applying to the entire
competition, it only described, in essence, the
play-off stage for the final.

Top 8, Euro League, Final 8, Euro Champions
League, Champions League of Europe, European
Champions League were among the many options
considered.

A good way of choosing aname is to see what it
looks like. The first version of the competition logo
used the words 'Euro Champions League', which
felt a bit cumbersome. Another iteration,
containing the words ‘Champions League’,
sounded right, looked right and had the
appropriate premium feel for the new brand.

Does the name work? The new name was much
discussed at the time, especially as two clubs from
one market could enter the competition. “The
name isn't about where you've come from," says
Jurgen Lenz, who came up with the Champions
League name, "it's about where you're going —
that's why it works."
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THE
MUSIC

The UEFA Champions League anthem was
inspired by a work written to celebrate the
coronation of King George Il in 1727. George
Frideric Handel composed four coronation
anthems, the most popular of which, Zadok the
Priest, was a work of such genius that it has since
been performed at the coronation of every British
monarch. An acclamation anthem, Handel's
masterpiece was the perfect inspiration for the
UEFA Champions anthem.

ICED

AND ALL

THE PEOPL

Abust of George Frideric
Handel, who composed Zadok -
the Priest for the coronation &
of King George Ilin 1727 ‘_f
F -
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The early preparatory work for the anthem was

The lyrics for the anthem were developed and
recorded as a series of separate musical scores

translated into the three official UEFA languages

The music

These original documents show how the UEFA
Champions League anthem was created by composer The UEFA Champions League anthem was created for the

. . . first time as a 20-second composition, featuring both lyrics
Tony Britten. The words ‘The Cham-pions', which first P 8 Y

and music. This was then expanded to a 40-second version
appeared on this score, have now become the sonic for TV titles and a full three-minute anthem
logo for the brand.




MUSIC COMPOSER

Tony Britten

L
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“COMPOSING GREAT MUSICIS

- PARTLY A MATTER OF LUCK.

YOU HAVE AN ABSTRACT
. CONCEPT OF WHAT YOU'RE

LOOKING FOR, AND IF
YOU'RE LUCKY YOU HEAR

/ THAT IN YOUR HEAD"”

f

Tony Britten

f
E———

09/07/1992

The UEFA Champions League
anthem was recorded in
London with the Royal
Philharmonic Orchestra,
conducted by Tony Britten
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The brief was clear. The music had to be classy, dignified
and important. And it had to be sung in the three official
UEFA languages: English, German and French

We agreed early on to create a grand choral piece.
At the time opera was all the rage in some sports,
so we all felt that we had to go for something
different. | handed my agent some CDs to take to
a UEFA meeting — the usual suspects Verdi, Haydn,
Beethoven and some Handel. Musical mood
boards in a sense, which gave a flavour of what |
was thinking for the anthem.

Handel's Zadok the Priest was selected towards
the end of June as the inspiration. As the music
was required for an event in mid-July, we only had
afew weeks. Handel had two months to compose
his coronation anthems, | had three weeks, and |
had torecord it as well.

Agreeing the style and mood for the music was
a great help. It allowed me to just focus on creating
the music and compose something that was
powerful, emotive, and communicated the appeal
of the competition.

When | met with Team Marketing and Ortmans
Young, the TV branding agency, there was a lot of
discussion about what was required and how it
would be used, and then | just got going.

Hard to say whether the lyrics or the music
came first, it was probably a bit of both. | had a
good idea of what the competition was all about,

I sat at my piano in my studio, just making music
and singing the different superlatives of the
competition—and thenit all come together!
Quite early on | got the hook for the music ‘The
Cham-pions'. This is the part of the anthem that
is really memorable, a perfect way to end each

version of the anthem. | think ‘The Cham-pions'
is to the UEFA Champions League what the three
stripes are to adidas.

It all happened very fast. Within a few days of
envisaging the music, the lyrics were finalised, all
written and translated into UEFA's three official
languages. Fortunately we found a football crazy
trilingual Scot, who could translate and make it
sound good —not a simple task.

The score was written as a 14-second piece,
then expanded to 20 seconds, then 45 seconds
and finally to the full length of the anthem, which
is quite a different piece of music to the one we
all hear on television. This is how | have always
created my music, start small and then build,
and build.

We recorded in London on a hot afternoon In
July 1992 with the Royal Philharmonic Orchestra.
Orchestra in the morning, choir in the afternoon.
Six hours in total, and the rest is history.

Handel has got a lot of credit for the UEFA
Champions League anthem and Zadok the Priest
was clearly the inspiration. Therising strings at the
beginning of the Champions League anthem and
the feelis ‘Handelian’, but the rest of the music
and the lyrics are different and all mine.

The most memorable moment for mewasina
dark video editing studio in Shepherd's Bush a few
months later, when | first saw the TV title
sequence edited with my music. Wow! I knew my
music really well, but when | heard it with the titles
it sounded even better.



Creating the
brand experience

There was more to applying the UEFA Champions
League brand than just positioning a few logos
around a football pitch or in a television studio.
The aim was to create a premium feel to elevate
theimage of the brand and deliver a unique
emotive experience. The only way to achieve this
was to create distinctive branding and apply it

in such a way that the fans were bound to notice,
whether they were watching the match at the
stadium or on television.

This was a venture into the unknown. This kind
of approach had never been tried for a European
football match before. The same creativity that
was used to create the logo and the music was
needed to develop the branding. In the summer of
1992, many innovations were created for the UEFA
Champions League —notably the centre circle, the
tier dressing, the player's logo patch and the
branded pitch boards —items that are now seen at
almost every top level football match.

The development of these items, many of
which are still being used today, was driven by
creativity and collaboration. Clubs that were likely
to participate in the competition welcomed UEFA
—who explained what could be branded —and
enthusiastically supported all the new initiatives.
The player's logo patch, for example, was not
initially an obligation but all clubs wore this in the
first season.

For compelling practical reasons, much of the
competition branding was obligatory. The starball
tier dressing, arguably one of the most iconic
features of a UEFA Champions League match night,
was created because each club's advertising had to
be covered to deliver the sponsors' exclusive rights.

The starball pitch boards were created because,
at the time, pitches were different sizesand a
device was required that could contract and
expand to give all the matches a uniform
appearance on television.

The most important branding for the
competition was —and remains —the TV titles,
which were created as a vehicle to supply the
sponsors' broadcast sponsorship to the global
broadcaster network. The opening sequence, the
closing sequence and the break-bumpers combine
iconic images of the competition with music and
create the emotive hook that helps make the
brand so powerful.

In parallel to the development of the
branding, manuals were prepared for partners —
and working meetings and workshops held —so
that, when the UEFA Champions League kicked
off on 25 November 1992, a completely new kind
of brand experience was delivered successfully
and consistently at the competition's matches
across Europe.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

15/07/1992

Model of the stadium Design
Bridge used to develop some
of the branding innovations
created for the UEFA
Champions League launch
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CREATION
TIME LINE

LUCERNE

July 1992

| The brand experience

After the brand's creative development,
work began on implementing a totally new
brand experience for European football
match-nights, an experience that would be
shared across Europe for all eight clubs in the
UEFA Champions League.

LEEDS

=
T

eeds ifed

F

Sept 1992

First round (32)

The UEFA Champions League did not enjoy
the best of sporting luck as English champions
Leeds United were drawn against German
champions Stuttgart in the first round. This
meant that at least one club from one of the
largest TV markets would not qualify for the
first season of the competition.

LONDON

Oct 1992

TV idents

Once the logo and the music had been
agreed, the iconic TV idents were developed.
These were crucial in establishing the UEFA
Champions League brand and were needed
commercially for the global broadcast
sponsorship programme.

GLASGOW

nap g P =
QFFICIAL MATCHDAY PROUGRAMME

Nov 1992

Second round (16)

In the second round, in a match dubbed

the ‘Battle of Britain', Scottish champions
Rangers knocked out Leeds United. The UEFA
Champions League endured a challenging
debut, as teams from the key commercial
markets of Germany, England and Spain did
not reach the group stage.

GENEVA

Nov 19Q2

The draw

The first UEFA Champions League draw

was held 6 November 1992. Despite the
difficulties, the strength of the concept

and the long-term nature of the commercial
agreements meant that all the original
financial projections were achieved and the
sporting contest to determine the champions
of Europe could begin.

EUROPE

DROIT AU BUT

Nov 1992
Kick-off

These eight clubs contested the inaugural
UEFA Champions League campaign, kicking off
an exciting new erain European football. The
faultless execution of the branding experience
at every match on 25 November 1992 has since
become a hallmark of the competition.
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The UEFA Champions League was born on

25 November 1992. This section of the book
traces the evolution of the brand and the
competition that bears its name. Season-by-
season, champion-by-champion, and brand
iInnovation-by-brand innovation, this narrative
reveals how the brand was established in a
relatively short space of time.
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“THIS IS ANEW AND
EXCITING ADVENTURE FOR
EUROPEAN FOOTBALL"

Lennar tJohansson,
UEFA President 1992

Benchmark
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25/11/1992

Marseille midfielder Didier
Deschamps in action away

to Rangers during the first
matchday of the UEFA
Champions League. In May
1993, Deschamps would
become the first captain to win
therebranded competition
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| HAVE NEVER EXPERIENCED AN
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HISTORY

Nigerian striker Daniel
Amokachi scored the first ever
UEFA Champions League goal,
striking in the 17th minute

for Club Brugge against CSKA
Moskva on 25 November 1992

UEFA Champions
League kick-off

The face of European Football changed forever on the
25th November 1992, the night the UEFA Champions

League was born.

On that night the matches in Milan, Porto, Bruges
and Glasgow kicked off at exactly the same time
and featured exactly the same branding. The
same branding that would be seen for the rest of
the season. That had never happened before in
European club football.

The TV graphics, the countdown to kick-off, the
sponsorship, were the same in those four cities
hosting matches and in the other 19 countries
that took the TV signal that night, including
England, Germany and Spain, three major markets
that had no clubs in the competition that season.

One of the most visible aspects of the new
competition were the studio sets, which were
a contractual obligation, but actually became
a sort of European contest to establish which
broadcaster boasted the best studio set.

What wasn't visible to the 350 million viewers
who watched the first two matches on television
was the meticulous attention to detail and the
months of planning and preparation that
preceded kick-off.

Workshops, manuals, checklists, new
standardised procedures —this was all quite a
change for some clubs that had been running

matches in the competition for decades. The new
partnership meant new discipline but with that
came the consistency and the higher standards
needed to meet the requirements of the blue
chip organisations investing in the UEFA
Champions League.

The competition's launch was a story of
innovation, consistency and great football.
Thirteen goals were scored in four matches on
the first night of UEFA Champions League football,
which included four magnificent goals from
AC Milan striker Marco van Basten in front of
61,000 fans at the San Siro stadium.

The most significant factors in the development
of the UEFA Champions League were the sporting
product, the innovative commercial programme,
the quality of the event delivery and the branding,
which enhanced every aspect of the competition.

The section that follows tells the story of
the brandin 50 items. When arranged in a
chronological sequence, alongside the iconic sports
imagery of the competition, each item helps to
explain how the UEFA Champions League brand
became one of the strongest brands in the world.
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CHAMPIONS LEAGUE

550 MILLION TV
AUDIENCE FOR THE
CHAMPIONS LEAGUE
KICK-OFF!

Attracting a TV audience of
350 million viewers on its
first match night, the UEFA
Champions League made an
impressive debut
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Matches kick off with the
starball centre circle. Of all
the branding introduced

on the first day of the UEFA
Champions League, thisis the
onlyitemstill being used 25
years later

DROIT AU BUT

1992/93

Marseille

The UEFA Champions League kicked off on 25
November 1992 with two groups of four. The
winners of each group — Olympique de Marseille
and AC Milan — contested the final in the
Olympiastadion, Munich. Basile Boli scored the
only goal, as Marseille became the first French
club to become champions of Europe.

Clubs K]
Matches |25
Top scorer | Franck Sauzée 5

The UEFA Champions League
logo features heavily in TV
interviews across all matches
and creates a significant
exposure for the brand

1.3 billion

Cumulative
TV audience
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A branding kit supplied to clubs
allows them to produce UEFA
Champions League-branded
match programmes. The above
example shows the programme
for one of the single-legged semi-
finals introduced in the second
season. The other semi-final was
heldin Barcelona and watched by
98,000 spectators

1993/94

AC Milan

In the competition's second season, the top two
teams from each group progressed to the semi-
finals, which were played over one leg and won by
Milan and FC Barcelona. In the OACA Spiros Louis
stadium in Athens, the Rossoneri won 4-0, with
French defender Marcel Desailly, who had won

the competition the season before with Marseille,

scoring the fourth.

Clubs

| 8

Matches |27
Top scorer | Hristo Stoichkov 5

A starball background pattern
is created and added to all
the player portraits used to
promote the competition and
its players

80%
awareness of
competition
name (fans)

RSL - Research Service (RSL)
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“AS SOON AS YOU WALK
INTO THE STADIUM YOU

CAN SEE THIS IS A SPECIAL
OCCASION. IT DOESN'T
MATTER WHERE YOU

ARE, IT'S THE SAME"

Michael Laudrup speaking about his debut
in the UEFA Champions League (1993)
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The 'starball player patch'is

of the iconic
athelp fans
identify the brand

#

e
AMPIONS

LEAfRINIE

1994/95

¢ Ajax

The format changed to include four groups of
four teams contesting the group stage and the
top two from each section progressing to the
quarter—finals. AFC Ajax, who had beaten reigning
champions AC Milan home and away in Group

D, met the Rossoneriin the final in Vienna. With
an average age of 23, Ajax triumphed when
second-half substitute Patrick Kluivert grabbed a
late winner and, at 18 years and 327 days of age,
became the youngest goalscorer in a European
Cup final.

Clubs | 16
Matches | 61
Top scorer | George Weah 7

UEFA CHAMPIONS LEAGUE
FINAL'9E

PG 0 LR §raoecet s, RIS AR

; u i
324 05 091

1993 and 1994 final were
not UEFA Champions
branded. The Vienna fin

was thefi

Tickets and randing
all featured the new UEFA
Champions League branding
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24/05/1995

Ajax were surprise victors
against AC Milanin the 1995
UEFA Champions League final

L* 4
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BRAND Clubs | 16 Clubs | 16
HISTORY Matches | 61 Matches | 61
Top scorer | JariLitmanen 9

Top scorer | Milinko Pantic 5

#h JUVENTUS TURIN

/ \ .~ A ) @ BORUSSIA DORTMUND

CHAMPIONS
LEAGUE,

MUNCHEN 97

Anew TVidentity makes its
debut, based on the previous
identity but with more colour
and more football imagery

A sportswear licensing
programme is introduced,
making UEFA Champions

Thelogo is redrawn to make
the symbol appear slightly

The iconic UEFA Champions
League trophy figured
prominently in the 1997 final
identity, which also showcased
Munich's Olympic Stadium

rounder and in the shape of
qqs qb League products widely theball. The logo introduced 1qu/q7
available for players and fans in 1996 is still being used B B
(apart from a small change to
Juventus the UEFA typographyin 2012) 09 | Dortmund

For the third season in a row, the UEFA Champions
League holders tasted defeat in the final. A new
name — Borussia Dortmund —was engraved on
the trophy as Ottmar Hitzfeld's underdogs beat
Juventus 3-1, with Karl-Heinz Riedle scoring twice,
as he had dreamed he would the night before

the match.

Juventus won the first UEFA Champions League
final to be settled on penalties, defeating Ajax 4-2
in the shoot-out in the Stadio Olimpico, Rome.
The match finished 1-1, with strikes from Fabrizio
Ravanelliand Jari Litmanen but two saves from
Bianconeri keeper Angelo Peruzzi prevented Ajax
fromretaining the title.
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28/05/1997

The poster for the UEFA
Champions League final
identity in Munich, the first
season this brand innovation
was introduced. High impact
stadium branding has been
adistinctive feature of every
final since 1997

The final identity

The first significant innovation for the UEFA Champions League
brand was a bespoke final identity. Introduced in 1997, this
identity has become a real asset for the competition.

In principle, the UEFA Champions League final is
just another match. Yet the size, scale and global
reach of this fixture —and a desire to celebrate the
different character of every final —means that
using the very simple branding created for the
competition would not maximise the promotional
benefit of this event.

The idea behind the 1997 final identity was
to take the competition's regular brand elements
—thelogo, the brand colours etc—and add a
flavour of each season's final. The strategy was
to make anicon of the matchiitself and, just as
importantly, of the city hosting it. That principle is
essentially the same 20 years later although there
are now significantly more elements that need to
be branded for each final.

The mosticonic feature of the UEFA
Champions League final has always been the
trophy. In 1996, using the trophy in design and
logos was problematic because all the IP rights had
not been assigned. Once this problem was
resolved, the next challenge was how to make the
trophy relevant for the city of Munich.

The 1997 final was played at the city's
Olympiastadion, a venue associated with some of
the most prestigious events in sport, including the
1974 FIFA World Cup final in which West Germany
defeated the Netherlands.

The graphic for the design, the idea of the cup
being lifted into the night sky, gave designers the
licence to select blue and green, two colours at the
heart of football culture, that suited the brand's
premium positioning.

The challenge for UEFA, sponsors, broadcasters
and clubs is to decide how any final identity is to
be used. The final is only a single match, so it is
important that all users of the brand decide which
elements feature the final identity and which
retain the UEFA Champions League branding.

Applications such as one-off event branding,
editorial, the official match programme and the
sponsors’ promotions all benefit from using the
finalidentity. Where newness and freshness is
crucial in connecting with fans, the final design is
usually appropriate. Where the goal is to build
recognition of the brand, e.g. the centre circle, the
player patch and the TV idents, the final identity
is not used.

Since the final identity was introduced in
1997, it has become an integral part of the UEFA
Champions League brand, reaching out to fans
whether they are in the stadium, watching on
television or engaging with the competition online
and on social media.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

Official match programme
of the 1997 final

FINALE

OLYMPIASTADION - 28. MAI 1997 - 20.30 UHR
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An expansion of the competition
to 24 clubs meant that for the
first time, in some countries,

two clubs per country were
represented in the competition

1997/98

Real Madrid

The UEFA Champions League's growing strength
was reflected in a bigger group stage —with six
mini-leagues of four —and the winners of each
section and the best two runners-up reaching the
quarter-finals. After a 32-year wait, Real Madrid
won a competition they had once dominated.

A second-half strike from Predrag Mijatovic in the
finalin the Amsterdam ArenA secured the septima
as the Blancos defeated Juventus.

Clubs | 24
Matches | 85
Top scorer | Alessandro Del Piero 10

Amsterdam®

The Amsterdam final saw the
introduction of a final logo
featuring the trophy and the red
colour associated with the city

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

For the first time a UEFA
Champions League sponsor
carried out a major promotion
to select all the children for
the player line-up. This fan
engagement activity will grow
and grow in subsequent years

o

1998/99

Manchester United

This UEFA Champions League campaign
culminated in the ‘miracle of Camp Nou' as
Manchester United scored twice in two injury-time
minutes to defeat Bayern Miinchen, who had led
since the eighth minute after a Mario Basler strike,
in the final. The finalists had drawn twice in Group
D before meeting again in Barcelona to provide
what referee Pierluigi Collina called "one of the
most thrilling endings to a football match”.

74-75
Clubs | 2
Matches | 85
Top scorers | Andriy Shevchenko 8
Dwight Yorke 8

The first official match ball
featuring UEFA Champions
League branding was
introduced for the 1999 final
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24/05/2000

Real Madrid's players savour
their second title triumphin
the UEFA Champions League
eraafter beating Valencia

in Paris

UEFA introduced the ‘badge of
honour" for clubs that have won
the competition five times. When
the badge was created, it could
only be worn by Real Madrid,
Milan, Bayern and Ajax

90%
prompted
awareness of the
logo (fans)

Sport+Markt

1999/2000

Real Madrid

The UEFA Champions League expanded again

to 32 teams. The first group stage consisted of
eight mini-leagues of four teams. The winners and
runners-up in each section progressed to a second
stage, with the top two in four groups of four
qualifying for the quarter-finals. The strongest
national leagues could enter three or four teams.
Spain dominated the competition and Real
Madrid beat Valencia 3-0 in the first one-nation
UEFA Champions League final.

¥G, LOFRICIALEAN =

76-77

Clubs | 32
Matches | 157
Top scorers | Mario Jardel 10
Rivaldo 10
Radl 10

The expansion to 32 clubs

and 157 matches led to the
introduction of matches on
Tuesdays and Wednesdays,
and two separate group stages
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A new silver season identity
results in the centre circle
changing colour from black and

white to black and silver. However,

after many adverse comments,
itis changed back to the original
black and white combination for
the following seasons

Clubs | 32
Matches | 157
Top scorer | Radl 7

The number of sponsor
partnersisreduced from eight

2000/01 e
Bayern

Ottmar Hitzfeld became the first coach to win the
UEFA Champions League with two clubs, capping
his success with Dortmund in 1997 by leading
Bayern to victory, 5-4 on penalties, against last
season's runners-up Valencia in the San Siro. In

a final blessed with all the drama of an opera at
Milan's La Scala, Oliver Kahn's save helped Bayern
became champions of Europe for the fourth time
—aftera 25-year wait.

. | g
y L
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23/05/2001

Oliver Kahn saved three
penalties intheshoot-out
as BayernMunchen edged
Valenciainthe 2001 decider
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01/05/2001

The UEFA Champions League's
iconic starball made its debut
inthe 2001 semi-final
between Real Madrid and
Bayern Miinchen.

The starball

A new icon became part of the UEFA Champions League brand in
2001. In the semi-final between Real Madrid and Bayern, players
kicked the symbol of the competition for the first time. The starball
is now the brand's most visible element —and one of the world's

most successful licensed products.

The idea of a ball made of stars had inspired the
creation of the UEFA Champions League logo in
1992. Nine years later, after numerous commercial
issues had been resolved, that idea was turned
into reality.

Theright to supply the match ball for UEFA
Champions League matches had remained with
the clubs in 1992, so UEFA could only ask a partner
to supply a ball for the UEFA Champions League
final, which was played at a neutral venue.

In 1999 and 2000, a branded match ball was
used for the finals. These were widely available
standard products, only bearing a small UEFA
Champions League logo, and did not significantly
promote the brand.

To augment the impact of the brand, UEFA,
adidas (UEFA's partner for the sporting goods
category) and Team Marketing created an
innovative commercial concept: introducing a new
starball every season, which would provide the
foundation of an extensive sportswear-licensing
programme.

The new ball was named Finale as the final was
the only match where its use could be guaranteed.
Yetin practice, as adidas had existing agreements
with many top clubs, the starball was used at
many matches, giving the new brand element
greater visibility.

The first time the ball was used competitively
was in the 2001 semi-final between Real Madrid
and Bayern. Bayern progressed and won the final
after a shoot-out, a dramatic denouement that
gave the silver starball instant global exposure.

The most noticeable aspect of the starball is
its colour. The shape of the stars has remained
largely constant, but the colour changes for
every campaign, inspiring a new season's
sportswear range.

The starball is just a match ball, yet the scope
for visual storytelling —in terms of changing its
colour, background colour or the graphics within
the stars—isimmense.

In 2006/07, all UEFA Champions League games
had to be played with the official match ball.
Under a new partnership with adidas, a Finale
starball was created for the regular season and a
new Finale starball introduced specifically for the
final, reflecting the identity developed to
celebrate the match and the city hosting it.

It takes more than 18 months to make a UEFA
Champions League starball, longer than it takes
clubs to win the competition. The process includes
inspiration sessions and rigorous testing of the
design, visibility and performance. The starball is
both a triumph of engineering and a work of art.

In 2010, at the UEFA Champions League final in
Madrid, the dream of a true starball ball was
eventually realised. Technological developments
allowed adidas to make a ball of individual stars,
instead of just printing stars on the ball.

From a brand perspective, the ball links the
best players with the competition, on the field of
play and through the global partnership with
adidas. The starball itself is iconic—and so is the
way it is promoted.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

80-81

One of the match balls from
the Real Madrid v Bayern
Munich semi-final opener, the
first time the starball ball was
used in a UEFA Champions
League game



82-83

HISTORY '45 THE INSIDE STORY OF THE UEFA CHAMPIOiLEAGUE BRAND

IT STILLS
ME WIT

-
-

“SCORING A GOAL LIKE THAT
HAPPENS TO YOU ONCEINA
LIFETIME. NO MATTER HOW
MANY TIMES I SEE, IT STILL
FILLS ME WITH EMOTION
EVERY TIME"

Zinédine Zidane on his spectacular
volley in the 2002 final

g
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Ten Years of
UEFA Champions League

The Finsain = Th Highilighttis = T

The UEFA Champions League
commemorated its first
tenyears with anumber

of celebratory activitiesin
Glasgow in the run-up to the
finalat Hampden Park.

Clubs

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND 84—-85

| 32 Clubs | 32

Matches | 157 Matches | 157
Top scorer | Ruud van Nistelrooy 12

Top scorer | Ruud van Nistelrooy 10

Zinédine Zidane's volley of a lifetime in the UEFA Champions
League final at Hampden Park, Glasgow, was the perfect way
to celebrate Real Madrid's centenary year. Yet it took three fine
injury-time saves from substitute keeper Iker Casillas to earn
the Blancos their ninth victory in this competition, as they held
onto beat Bayer Leverkusen 2-1. The season's surprise package,
Klaus Toppméller's Leverkusen had previously overcome
Liverpool and Manchester United. Madrid had not had it

easy either, eliminating holders Bayern and then defeating
Barcelona at Camp Nou, for the first time in nearly 19 years,

in the semi-final.

N
L

The second UEFA Champions A brand consultancy is appointed The local organising
League starball featured the to help UEFA define the UEFA committee of the 2003
classic black and white brand Champions League brand. Brand final funded a 'starball sky'
combination. With this ball, values are identified that inspire 2002/03 installation, one of the most
Zinédine Zidane scored one the branding development for spectacular uses of the UEFA
of the greatest goalsin the future seasons . Champions League branding
competition AC M I Ia n in the competition's history
Italian football dominated the UEFA Champions League in 2002/03:
Proud AC Milan, Internazionale and Juventus all reached the last four.
SpeCIaI After a tense, goalless final at Old Trafford, Manchester, AC Milan prevailed
aggs . . -
l|,_8 bllllon Passionate against Juventus thanks to three saves in the shoot-out by Brazilian
C lati In-touch keeper Dida and a cool spot-kick by Andriy Shevchenko. Old Trafford had
umu a Ive previously provided the setting for aremarkable quarter-final second leg,
TV audience UEFA Champions League in which Manchester United overcame Real Madrid 4-3 (still losing 6-5 on

brand val
randuatues aggregate) and the home crowd gave the visitors' hat-trick hero, Brazilian

striker Ronaldo, a standing ovation. The Rossoneri's victory made Clarence
Seedorf the first player to win the competition with three clubs, having
previously triumphed with Ajax (1995) and Real Madrid (1998).
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BRAND Clubs | 32 Clubs | 32
HISTORY Matches | 125 Matches | 125
Top scorer | Fernando Morientes 9 Top scorer | Ruud van Nistelrooy 8

The number of matchesis Assignificant change occurs in the The UEFA Champions League Thisis the final match ticket from
reduced from 157 to 123, way broadcastrights are sold in anthem s rearranged to the 2005 finalin Istanbul, the
eliminating the need for Europe. The pick system means create the music that is only time in the competition's
the second group stage. that many more broadcasters are currently being used to LI_ 5 history a team has come back
The season kick-off draw promoting the UEFA Champions accompany the players when p \|FOOTBALL CLUBJf¢ from a three-goal deficit to be
in Monaco features a small League, a significant benefit for they walk out on to the pitch 1& & . crowned champions of Europe
ceremony to celebrate the Porto the competition and the brand & % 6 leerpOOI
relaunch of the brand ‘mm;@

For this season, the UEFA Champions League adopted Liverpool's penalty shoot-out victory in Istanbul —

the format we know today: one group stage, with after they had trailed AC Milan 3-0 at half-time —was

the winners and runners-up from eight mini-leagues afitting finale to one of the most dramatic matches

proceeding to a knockout round of 16. The change 490/0 in UEFA Champions League history. After Steven

in format was mirrored by change on the pitch, Awaren £ th Gerrard, Vladimir Smicer and Xabi Alonso scored

with Porto, who had last won this competition in areness o € for Liverpool, goalkeeper Jerzy Dudek completed

1987, defeating first-time finalists Monaco 3-0in UCL anthem (aII) the 'miracle of Istanbul’ by twice denying Andriy

Gelsenkirchen. The highlight of Monaco's campaign Sponsorship Intelligence Shevchenko —once in extra time and once in the

was a record-breaking 8-3 victory against Deportivo shoot-out. As five-time winners, Liverpool kept the

La Corufia but they could not slay José Mourinho's trophy, the last club to do so. Subsequent winners

Dragons in the final. have received areplica from UEFA.
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Clubs 32
= Matches 125 _
,,,_4# - Top scorer | Andriy Shevchenko 9
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UEFA introduce the The Finale matchballis sold
Champions Festival, a fan widely in advance of the

17/05/2006

Barcelona's Ronaldinho
threatens to create danger
during the 2006 final against
Arsenal

a
-

/s

the competition's grass roots
football competition

Barcelona

park that embraces all the
fan engagement activities
including Young Champions,

Unbeaten, conceding only five goals in the entire
campaign, with Ronaldinho and Samuel Eto'o
making —and scoring — goals, Barcelona were
worthy UEFA Champions League winners in 2006.
Yet their 2-1 victory against Arsenal in the final at
Paris's Stade de France was hard-earned, requiring
inspiration, determination and perspiration. In the
first knockout round, striker Rall Gonzalez became
the first player to make 100 UEFA Champions
League appearances in Real Madrid CF's 1-0 home
defeat to the Gunners.

final, which means sporting
good shops around the world
feature exactly the same
branding thatis seen on the
field of play
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The eternal
trophy

After Liverpool's fifth victory in 2005, the club kept
the trophy and UEFA commissioned a replacement.
These images, showing the making of the current
trophy, were taken in Milan in the spring of 2006.
Under new regulations, clubs are given a replica of
the one of the most prestigious prizes in sport and
the original is kept by UEFA. This is the trophy that
has been presented to every champion club since
2006, and will be presented to every future UEFA
Champions League winner.

28/03/2006

Making the handles for the
trophy took veteran Milanese
craftsman Guerrino Giorgi
more than two weeks
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BRAND Clubs | 32 Clubs | 32
HISTORY Matches | 125 Matches | 125
Top scorer | Kaka 10 Top scorer | Cristiano Ronaldo 8

-r'r. dl
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""" SRV« Heinek © ql
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The TV test showing how A new season branding concept Heineken and UEFA create the The sketch book of Jason Smith
the new Ultimate Stage tier isintroduced called The Ultimate UEFA Champions League trophy T showing the inspiration for the
dressing compares with the Stage. The amount of branding tour, which initsinaugural season development of the new brand font
previous creative. The tier 2006/07 featuring the identity meant visits Asia, and is part of UEFA's called Champions —the typography
dressing is a key feature of that within the year the majority initiative to extend interestin the used through this book
UEFA Champions League . of fans were aware of the new competition around the globe -
match nights and any AC Mllan branding concept ° ManCheSter Unlted
changes are rigorously tested
before beingintroduced At the age of 38 years and 331 days, Paolo The 2007/08 UEFA Champions League final was an

Maldini became the oldest player to win the UEFA object lesson in how narrow the margin between

Champions League as AC Milan beat Liverpool success and failure can be in football. In a pulsating,

2-1in Athens. This was the seventh success for all-English contest at Moscow's Luzhniki stadium,

the Rossoneri—and the fifth for Maldini. With the first UEFA Champions League final to be staged

10 goals and three assists, Brazilian playmaker 620/0 in eastern Europe, Chelsea hit the woodwork twice

Kaka contributed to 65% of Milan's goals. Bayern Awareness of against Manchester United, who had a shot cleared

Munchen striker Roy Makaay entered the record . off the line. The teams drew 1-1 —with Cristiano

books, scoring after 10.12 seconds against Real Ultimate Stage Ronaldo and Frank Lampard scoring — after extra

Madrid in the round of 16 second leg — still the bra ndlng (fanS) time. In the shoot-out, the Blues were one spot kick

fastest goal in the competition’s history. Sport+Markt from victory but United ultimately prevailed 6-5.
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BRAND Clubs | 32
HISTORY Matches | 125

Top scorer | Lionel Messi 9

BEST OF
THE BEST
ON THE
ULTIMATE
STA‘GE

Before the final in Rome
Andrea Bocelliisinvited to
perform the UEFA Champions

The "best of the best on the ultimate
s the competition's brand

27/05/2009

Thierry Henry shows off

the UEFA Champions

League trophy after helping
Barcelona defeat Manchester
United in the 2009 final

essence. This phrase describes the core
appeal of the brand in as few words as
2008/09 possible and helps users of the brand
apply it correctly
Barcelona

For the third consecutive season, England supplied

three UEFA Champions League semi-finalists —in I
this instance, Arsenal, Chelsea and Manchester

United — but Barcelona emerged victorious in the

gladiatorial contest in Rome's Stadio Olimpico.

The Blaugranas' 2-0 victory against United, with

goals from Samuel Eto'o and Lionel Messi, was

inspired, in part, by a Gladiator-style montage

of clips that coach Josep Guardiola showed his

players shortly before kick-off.

forthe tenor
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BRAND Clubs | 32

HISTORY Matches | 125
Top scorer | Lionel Messi 8

o | AL

In 2010, the UEFA Champions For the first time the official
League finalis moved to ballis manufactured
Saturday evening. This leads with individual stars that

to significant changesin the improve the appearance and

way the finalis promoted performance of the matchball
around the world

» e A e . - Internazionale 0
22/05/2010 T - X, ,;-';%: - - :: Vi, % e FC Internazionale Milano ended a 45-year wait to 62 /0

0 : 2 become champions of Europe for the third time, awareness of
The Curva Nord Inter fans R | - Y e W . ¥ . [ . - - L
are well known for their - ; AP LGt : 4 § ' . . guided bylcoaCh J.OSE MOU;InhO and I:Sﬁ)lred by Starba” ba”
R e S —_ MR A : - three goals and six assists from Dutch playmaker (TV viewers)
For the final in Madrid, a UEFA L L, Y e e A e - . . - - Wesley Sneijder. The Nerazzurri were worthy beos

Champions League-branded . = s T s A - _ 4 ! winners, overcoming Chelsea and Barcelona
choreography called for their : : : enroute to the final at the Estadio Santiago
dream to come true . . .

Bernabeu in Madrid where the Serie A club beat

Bayern 2-0.
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“THE ONGOING REVOLUTION
IN THE DIGITAL WORLD HAS
CREATED A SIGNIFICANT NEW
PLATFORM FOR UEFATO
PROMOTE THE BRAND BY
ENGAGING FANS AND
SPEAKING THEIR LANGUAGE"

David Farrelly, Head of Editorial, UEFA

Social media

In January 2011, as Chelsea smashed the British transfer
record to sign Fernando Torres, UEFA also bolstered its
armoury by launching the UEFA Champions League's first

dedicated social media account.

That Facebook page was not quite a step into
the unknown, as UEFA.com accounts had already
been established, but it soon became a flagship
for UEFA's social media efforts. Fans followed in
their millions and by 2014 it became the world's
most popular league or association page on the
platform. That title has never been relinquished
—the official Facebook page ended the 2016/17
season with more than 63 million followers and

on course to reach 100 million across all platforms.

The content that fans now receive — Facebook
Lives, animated videos, digital graphics, GIFs and
the like —is vastly different from those initial
offerings when text and photos dominated, and
there were only a handful of posts a day.
Throughout, though, UEFA's strategy has been
about balance — using social media to talk to, and
with, fans from different countries about club
football's greatest competition —in different
languages, at different times of the day and on
different platforms.

Launched in the summer of 2012, the
@ChampionsLeague Twitter account soon

became the hub of real-time match coverage and
engagement —attracting football fans as well as
stars from sport, music and film. That account
surpassed 15 million followers in May 2017.

Instagram was late to the party, launching in
November 2014, but soon enjoyed explosive and
sustained growth. Taking advantage of exclusive
and iconic photography, a team of designers
bringing the major moments to life in new styles
and the Stories concept taking fans behind the
scenes of the UEFA Champions League, the
account also reached 15 million followers in
July 2017.

Creative concepts are central to social media
success. UEFA understands fans' motivations,
needs and expectations and creates a content mix
thatis relevant, engaging and localised, hence a
dedicated UEFA Champions League page on

VKontakte in Russia and another on Weibo in China.

Whatever the language or platform, UEFA's social
media content always aims to be — like the UEFA
Champions League itself —the best of the best.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

2011/12
Facebook

The first Facebook post from January 2011

03m

Followers

July 2016

2012/13
Twitter

e Champions League

Wealcome to the official home of the UEFA Champions League

on Twitter! We will have the bast coverage of the compatition in
140 characters. ..

The first tweet from August 2012

16m

Followers

May 2016

98-99

2014/15
Instagram

The first Instagram post from November 2014

15m

Followers

July 2017
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BRAND Clubs | 32 Clubs | 32
HISTORY Matches | 125 Matches | 125
Top scorer | Lionel Messi 12 Top scorer | Lionel Messi 14

ml IDMEL
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The cycle identity concept Lionel Messibecomes the first In previous years the player The Finale ballis introduced
“Ultimate Stage" is updated, player to be the top scorerin mascots wore replica shirts for the knock-out stage of the
the first time the identity isn't the competition's history on of the club. For this season

competition. Thisis partof a

number of 'Road To the Final'
2 1 1 1 Z activities aimed at building
interest towards the final

Chelsea

completely changed from
one cycle to the next

three successive occasions Mastercard would provide
ZO 10 1 1 UEFA Champions League
branded uniforms, and help

create a connection between

Barcelona the brand and young fans

For the first time in the UEFA Champions League bl|,0/o Lionel Messi became the first player to score five goals in
era, the final was played on Wembley's hallowed amatch in the UEFA Champions League's knockout stage
turf. Yet Manchester United FC, who had won this prompted —ina 7-1 victory against Bayer Leverkusen in the round of
competition for the first time at this stadium in 1968, awareness of 16 —but FC Barcelona's defence of their title ended in the
were outplayed by a FC Barcelona side, featuring such the |0g0 (all) semi-final against Chelsea. In an enthralling season, the
talent as Lionel Messi, Xavi Hernandez and Andrés Hall & Partners Blues faced Bayern Miinchen in the latter's home stadium,
Iniesta, and lost 3-1. In Group D, Olympique Lyonnais the Allianz Arena, in the final. The game finished 1-1 and
striker Bafétimbi Gomis scored a hat-trick in eight Chelsea's talismanic striker Didier Drogba scored the
minutes against Dinamo Zagreb, the fastest in UEFA decisive penalty in the shoot-out. For the first time since

Champions League history. 1997, a new club name was engraved on the trophy.
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“IT WAS WRITTEN IN THE
STARS THAT CHELSEA
WOULD WIN"

Didier Drogba on Chelsea's 2012 triumph
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BRAND Clubs | 32

HISTORY Matches | 125
Top scorer | Cristiano Ronaldo 12

CHAMPIONS
CLUB GUEST GUEST

| T5MD

;-' g .m--_u:. -i 5l _l: ; ! i . % s . i y * Anew cycleidentity is introduced for the For the fist time, both the TV idents and
TR gt LT R T 5 5 o ) ! J season based on the idea of a ceremony the toolkit provided to broadcasters
- N R et o Rizacel] L LT L, Sl : ¥ L of light. Asin previous seasons, virtually features the trophy image. The historic
e L P f " L L Tl AT b % = LD & . T, 3 1 everything made for the competition icons of the competition —the logo, the
j L L . i e LR L I e e i features the new identity 20 1 2 1 3 music and the trophy —all work together
™ ¢ 3 YW = e | 4 -4 ; . I L — = - - ho- . - as a premium cohesive visual identity
v CH; : f o Rt et hc i . :
= S s LEAGL e - [ B n N rp ey : &
e, FibAL WEMBLEY 2073 et wﬁ; | : " . ‘ i ! e " < = 3 ) . Bayern
25705/13.... | . N U Rt T IR N v Lo il TR Passionate 9%
DEC@dOACAUEEA & I mia W 5 e L= i WCHAMPONS LLAGUE L A7 i) Fias WEMMEY 2001 0 a5 aws Authentic This free-scoring UEFA Champions League campaign
st “CampIaNS  Babue branding | 4 Pl TR -:‘-»' bEoo A A g L : g FAn » A ; , : . L s o was capped by amemorable final in which Bayern prompted
WembleyStadidmwas a . i R e g6 w ok A% b it St e L ! iy iy i ‘ : - AT i |n5plflng defeated the 1997 winners Borussia Dortmund 2-1 at awareness of
spectacular sight foxthe =] HEy ¥ - A 4 =7 WETTERANT L 4 Ty A o, Tty .
Y e o ta i - e L : i 1 ; . : s . Excellence Wembley. Dutch playmaker Arjen Robben scored the
nalbetweenDortmundand b gl b e y o T B TR fie .3 A e by : . ” i [ : i ] ) L the trophy (a”)
SRR o e i I s M b 1 L4 LR S ik < ; - UEFA Champions League 89th-minute goal to secure Bayern's fifth triumph in this bl & Part
A e e T T ;_ i il 8 .. I 'l-‘ e ﬁ& . % -f “TAL & i brand values competition. The semi-finals were as remarkable as the aifrennes
& il g ot T 3. T |,u ! 'ﬁ- e (R Ry, R L Lo il ST : oy final, with Bayern beating Barcelona 7-0 on aggregate
¥ p PIERN A R, g Pk ? S| . . -
HEI]‘I"’REH 'UEFﬂ CHAM P|DN5 LE.AGUE Th ek f_' Pl F.N.a.[ wEf.i,lq.E'ng__s .LH._? neken: " i mr=" Heineken < Belieken and Borussia Dortmund knocking Real Madrid out
- ¥ - == : 4-3.For the first time since 1995/96, no English clubs

qualified for the quarter-finals.




HISTORY

BRAND
HISTORY

CHAMPIONS

"L'-Jl !!I"‘I.H |

Champions, the official magazine
of the competition, celebrates its
tenth anniversary

Clubs | 32
Matches | 125
Top scorer | Cristiano Ronaldo 17

2013/14

Real Madrid

In the first UEFA Champions League final to be decided

in extra-time, Real Madrid won their local derby against
Atlético Madrid 4-1 in Lisbon's Estadio do Sport Lisboa E
Benfica. The scoreline was hard on Atleti who had led 1-0
until a 93rd-minute equaliser from Sergio Ramos. Yet it
reflected a remarkable campaign for the Blancos, who won
the competition for the tenth time helped by 17 goals from
Cristiano Ronaldo, a record for a UEFA Champions League
season that still stands. In the dugout, Carlo Ancelotti
equalled Liverpool manager Bob Paisley's record of winning
this competition three times as a coach.

The UEFA Champions League
brand is valued for the first
time. The valuation confirms
the importance of the brand
to the competition

$3.14 billion

brand value

InterBrand
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This Facebook post from

the 2015 final was 'liked' over
1.3 million times, creating
quality engagement for the
brand and the highest number
of likes for a UEFA post to date

106-107

Clubs | 32

Matches | 125

Top scorer | Neymar 10
Cristiano Ronaldo 10
Lionel Messi 10

Barcelona win their fifth
title and join the elite group
of clubs that can sport the

2014/15

Barcelona

Barcelona won the UEFA Champions League for the fourth
time in ten seasons, powered by the genius of Lionel Messi
(ten goals and six assists), Neymar (ten goals), Luis Suarez
(seven goals) and Andrés Iniesta (five assists). Luis Enrique's
team also had a little help from Xavi Hernandez, who
became the first player to make 150 appearances in the
UEFA Champions League in this campaign, and retired after
the Blaugrana had beaten Juventus 3-1in the finalin Berlin's
Olympiastadion. Shakhtar Donetsk's Brazilian striker Luiz
Adriano made headlines in the group stage, scoring eight
goals in two matches against BATE Borisov.
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108-109

“THE MORE GAMES
YOU PLAY AT UEFA
CHAMPIONS LEAGUE
LEVEL, THE BETTER
PLAYER YOU BECOME"

Lionel Messi
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BRAND
HISTORY

Anew seasonidentity is introduced
inspired by the idea of champions
becoming legends. Thisis part of the
continuous improvement strategy
that has created a strong brand for
the competition

Clubs
Matches

| 32
125

Top scorer | Cristiano Ronaldo 16

2015/16

Real Madrid

In his first season in the dugout, Zinédine Zidane
became only the seventh man to win the competition
as player and coach —joining the likes of Johan Cruyff,
Josep Guardiola and Carlo Ancelottiin anillustrious
elite —as Real Madrid prevailed 5-3 on penalties against
Atlético Madrid in Milan's San Siro stadium. Yet Zidane's
team were pushed all the way in the final, which finished
1-1 after extra time, and in the semi-final, where they
needed an own goal to overcome Manchester City.

In aremarkable coincidence, all four quarter-final ties
finished with the same aggregate score: 3-2.

The player's entry isimproved
with players bursting
through a curtain; football is
entertainment and the brand
has embraced many concepts
thatimprove the sport while
not harming its authenticity

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

Virtual Reality studio
produced for the 2017 final
by a broadcast partner.
Innovation, digitaland non
digital, has been at the heart
of the success of the brand
inthe past 25 years

$4.1 billion

brand value

Interbrand

2016/17

Real Madrid

In the National Stadium, Cardiff, Real Madrid accomplished
something no previous UEFA Champions League winner had
been able to achieve — defend their title — defeating Juventus
4-1.1n a season that averaged a record 3.04 goals a game,
Cristiano Ronaldo took his all-time tally in the competitionto a
record 105 goals, Borussia Dortmund beat Legia Warszawa 8-4
in the highest scoring UEFA Champions League match ever and
Barcelona became the first team to recover from a four-goal
deficitin the knockout stage, winning the second leg of their
round of 16 tie against Paris Saint-Germain 6-1.

110-111

Clubs | 32
Matches | 125
Top scorer | Cristiano Ronaldo 12

Cristiano Ronaldo admiring the roll of
honour on the back of the trophy after
Real Madrid win the competition for the
12th time. His two goals on the night
make him the only player to scorein
three UEFA Champions League finals.
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Making champions is what the UEFA Champions
League does. Creating the stage and
atmosphere in which champions are made,
using memorable and expressive imagery, is
what the brand does. From the very beginning,
the UEFA Champions League brand has been
recognised as setting the benchmark for visual
communication in sport.
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“FOR A BRAND TO BECOME
ICONIC IT MUST PASS THE TEST
OF TIME, WHICH MEANS IT MUST
REMAIN FRESH, RELEVANT AND
ENGAGING OVER TIME"

Peter Willems, Head of Marketing Activities
and Sponsorship, UEFA

lconic

ROLL OF HONOUR 1993-2017

2017 REAL MADRID CF

2016 REAL MADRID CF

2015 FC BARCELONA

2014 REAL MADRID CF

2013 FC BAYERN MUNCHEN
2012 CHELSEA FC

2011 FC BARCELONA

2010 FC INTERNAZIONALE MILANO
2009 FC BARCELONA

2008 MANCHESTER UNITED FC
2007 AC MILAN

2006 FC BARCELONA

2005 LIVERPOOL FC

112-113

2004 FC PORTO
2003 AC MILAN

2002 REAL MADRID CF

2001 FC BAYERN MUNCHEN
2000 REAL MADRID CF

1999 MANCHESTER UNITED FC
1998 REAL MADRID CF

1997 BORUSSIA DORTMUND
1996 JUVENTUS

1995 AFC AJAX

1994 AC MILAN

1993 OLYMPIQUE DE MARSEILLE
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“I SEE FOOTBALL AS AN
ART AND ALL PLAYERS
ARE ARTISTS”

Cristiano Ronaldo
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The art of the brand

®

SERy
CHAMPIONS
LEAGUE,

Gazprom's broadcast
sponsorship campaign for the
2016/17 season alludes to the
link between art and football

The UEFA Champions League brand has become instantly
identifiable, with clubs, broadcasters and sponsors applying
the brand elements to create a consistent look and feel.

When the UEFA Champions League was launched
in 1992, most parties involved in the competition
did not use the branding provided. Yet over time, a
design language has evolved to satisfy the event's
complex branding requirements, making it easier
to apply the individual elements more effectively
and maintain the integrity of the brand.

The remarkable visual consistency with which
the UEFA Champions League brand is applied is
driven, inlarge part, by the season identity
introduced for each commercial cycle (consisting
of three seasons) for the TV idents, and all other
competition branding on-air and off-air.

The season identity is changed for each new

Champions League final since 1997, creating a
sense of time and place to mark one of the
greatest sporting spectacles of the year.

The last core element of the competition's look
and feel is the official match ball. The starball
design changes each year to reflect the identity
created for the season or the final.

The season identity, the final identify and the
starball identity help users apply the branding
throughout the UEFA Champions League season
and are among the factors that have made the
competition so recognisable to fans.

The concept behind the branding is as
important as the ‘art’ provided. Clubs,

ATHENS
FINAL2007

commercial cycle to ensure that the promotion of  broadcasters and sponsors universally apply the Season |dent|ty Final |dent|ty Official match ball
the brand promotion remains fresh and inspiring. UEFA Champions League brand for one simple E th A | A |
Abespoke identity has distinguished every UEFA reason: it works. very three seasons NnNua NnNua



THEART

BRAND
IDENTITY

19925

FRAME 1

The titles open with a map of Europe slowly rotating
in an anticlockwise direction. Huge reflective stars
textured with live action float in 3D space across the
map. The music dictates the pace of the stars.

Game of the Gods

Theidentity for the first three-year cycle of the UEFA
Champions League was given various names including
the ‘Game of the Gods' and the '‘Olympics of Football'.
These concept names were never shared with fans but
were designed to express the core idea of the identity to
everyone using the brand. The premium, classical look
and feel has helped make the UEFA Champions League

one of the most valuable brands in sport.

FRAME 2

Stars lock together and form the logo. At this point, it
becomes clear the actionisinside a huge cathedral-

like dome —the home of the UEFA Champions League.

FRAME 3

A clockwise move away from the logo reveals a
classical column supporting a bas-relief sculpture.

FRAME 4

The full sculpture is revealed: a static player about to
head the starball. Former competition winners are
engraved on the bas-relief sculpture. The window in the
dome morphs into a device to show live action.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

FRAME 5

The bas-relief player comes to life and heads the
starball towards the camera, while a goal is scored
inthe live-action shot.

FRAME 6

The sequence cuts to a second bas-relief sculpture
portraying the dynamic movement of players. They
always move anticlockwise around the dome, creating
asense of tremendous scale and place.

FRAME 7

As the final bas-relief sculpture of player celebrations
and final group of former competition winners
comes into view, a slow movement towards the UEFA
Champions League logo begins.

120-121

CHAMPIONS
LEAEGUE '

FRAME 8

The sequence ends with a stationary UEFA Champions
League logo on the apex of the dome, fully lit and ready
foraction, as the musicreaches its climax and slowly
fades away.
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“THE IDEA WAS TO CREATE
A ‘HOME' FOR THE UEFA
CHAMPIONS LEAGUE.
A STYLISH CLASSICAL
ENVIRONMENT WITHA
DOME, MARBLE, COLUMNS
AND OF COURSE FOOTBALL”

Haydon Young, Creative Director, Ortmans Young
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CHAMPIONS
LEAGUE

Mood boards

The original concept
storyboard developed for the
competition's TV sequence

122-123
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BRAND
IDENTITY

1995—Q7

Amphitheatre

A new set of TV titles sequences were created

for the fourth season of the UEFA Champions
League, adding more atmosphere and colour to
the branding. A classical football ‘amphitheatre’,
created as a model, provided the backdrop for the
different scenes in the sequence.

— | , CHAMPIONS
LEAGUE
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“THE SECOND TV IDENTS
EVOLVED FROM THE
FIRST. THERE WAS
DEMAND FROM
BROADCASTERS FOR
MORE COLOUR AND
MORE ATMOSPHERE"

Mark Ortmans, Creative Director,
Ortmans Young

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

Storyboard

The second set of TV
titles created for the UEFA
Champions League brand

126-127
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BRAND
IDENTITY

1997-2000

Giants of Europe

In 1997, a new visual identity was introduced for
the next three seasons of the UEFA Champions
League. The Giants of Europe concept featured
the land mass of Europe and alluded to the
competition's global importance. This idea, for
the first time, was used on both the television
identity and some of the off-air branding.

FRAME 1

TV titles open with a map of Europe. Stars identify the
cities that have hosted important UEFA Champions
League football matches in the past

FRAME 2

As the camera slowly moves away from the earth
the stars come to life and travel through space
towards each other. The full curvature of the earthiis
slowly revealed, alluding to the global appeal of the
competition

FRAME 3

The stars lock together to form the competition
symbol (the starball), live action becomes visible
within all the stars

FRAME 4

The starball keeps moving away from the Earthinto
space. Asitdoes so the central star becomes bigger
and the live football action within the star is more
recognisable

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

FRAME 5 FRAME 6

Historic celebration, exciting action and moments of The trophy liftis the final live action shot featured and
football genius are featured as the live action within starts the tradition that would be followed in all future
the central star as it slowly journeys into outer space UEFA Champions League TV titles

towards the camera's eye

FRAME 7

As the central star moves into space the full UEFA
Chamapions League logo isrevealed behind the
star. The logo is the classic dark silver colouron a
shimmering blue background

128-129

FRAME 8

The end frame of the sequence is the full logo with light
effects; this becomes the iconicimage of the season,
and is used extensively on all on-air and off-air branding
forthe cycle
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BRAND
IDENTITY

200003

Liquid Silver

The Liquid Silver identity was the first visual identity
that was used for all of the branding produced for

a UEFA Champions League season. Even the centre
circle and the tier dressing were changed to silver
toreflect the new concept. The idea was to give

the brand a more premium feel by creating silver
branding to replace the grey or black and white
elements. A textured fabriclike silver finish was
developed allowing the silver trophy and silver logo
to be visible on all the backdrops —hence the concept
name, Liquid Silver.

CHAMPIONS
LEAGUE

130-131
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“MY MAIN THOUGHT WAS TO MAKE THE
IDENTITY MORE PREMIUM. THE LIQUID
SILVER BACKGROUNDS ACHIEVED THIS
AND COMBINED WELL WITH THE VIBRANT
COLOURS OF FOOTBALL"

Andy Godden, Creative Director, Ingredient

Concept sketch

The sketchbook of designer
Andy Godden showing how
theidea forthe liquid silver
concept was conceived

13/09/200

Zinédine Zidane takes to th
pitch through a UEFA Champio -
League-branded player entrance :- e
ahead of Juventus's 4-4 draw.

away to Hamburg
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Off-air
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BRAND
IDENTITY

2003—-06

Connection

The idea of ‘connection’ inspired the branding
and UEFA's promotion of the competition for the
2003-06 cycle. A visual language derived from the
connection points created where the stars of the
UEFA Champions League meet, was a metaphor
for the event's unique role as a place where

the best footballers from across Europe came
together to compete.

On-air

134-135

GEEN

CHAMPIONS




THEART

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND 136-137

Concept sketch

“A DYNAMIC GRAPHIC
EXPRESSION THAT GIVES
MEANING TO THE BRAND:
CONNECTED BUT ALSO IN
COMPETITION"

Darrell Pockett, Creative Director,
English & Pockett

This concept sketch inspired
the development of the
UEFA Champions League's
‘connected' branding

12/04/2005

Rafael Benitez addresses
the mediain front of a UEFA
Champions League backdrop
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138-139

—_ BRAND
B IDENTITY

2006—-09

The Ultimate
Stage

The design concept for the sixth UEFA Champions
League cycle was based on a stadium structure
derived from the competition's logo. The Ultimate
Stage symbolises the competition's excellence,

as reflected in the quality of players, stadia and
atmosphere. The concept perfectly captures the
essence of the brand and has been part of every
cycle identity since 2006.
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José Mourinho commands his
players on the Ultimate Stage

“I WAS LOOKING AT
A FRAMING OF THE
STARBALL LOGO THAT
BORE A PARTIAL
RESEMBLANCETO A
STADIUM. | OCCURRED
TO ME THAT THERE WAS
A POWERFUL CONCEPT
RIGHT THERE — AN EPIC
STADIUMWITH A
STARBALL ROOF THAT
WOULD REPRESENT
EVERYTHING THE
BRAND STOOD FOR"

Michael Berthon, Creative Director,
Radiant

Sketchbook

Alot of sketchesled to the
creation of the Ultimate
Stage concept
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Off-air
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BRAND
IDENTITY

2009-12

The Ultimate
Stage 2

The Ultimate Stage idea evolved with the
introduction of ceremonial banners to create

the feeling of a gladiatorial arena. The dynamic
vertical camera moves in the sequence for the
2009-12 cycle, enhancing the drama and creating
a sense of occasion and scale.

142-143
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“EVERYONE HAS THEIR
PLACE ON THE STAGE.
THE FANS ARE THE
AUDIENCE, THE PLAYERS
ARE THE STARS"

Jamie Graham, CEO, Team Marketing

W kg
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Presentation visual

Concept sketch presented by Radiant during
the selection process to commission the
2009/12 TV titles
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Off-air
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BRAND
IDENTITY

2012-15

Ceremony
of Lights

The Ultimate Stage concept was extensively
modified after fan research across Europe. Every
sport needs to entertain and enthral us if it is to
flourish —and the 2012-15 cycle identity for the
UEFA Champions League reflects that perfectly.
A theatrical light show, illuminating the night sky,
draws fans towards the action, visually expressing
the competition's enduring appeal.

GEE
CHAMPIONS
LEAGUE

146-147
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“WE BELIEVE THE
‘ULTIMATE STAGE' IDEA
IS STILL FRESH AND FULL
OF POTENTIAL, BUT
THERE IS ANEED FOR A
SIGNIFICANT CHANGE
WITH A NEW EXECUTION
OF THE IDEA"

Michael Berthon, Creative Director, Radiant

Concept art

Concept sketch showing how
Trophy was to be incorporated
into the TV titles

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRjND

Lionel Messi speaks to
reportersin frontofa
UEFA Champions League
backdrop featuring a
dramatic light show

<z P
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BRAND
IDENTITY

2015-18

Champions
Becoming
Legends

The inspiration for this concept is that fascination
of the UEFA Champions League comes from
watching great players, striving to achieve
greatness and creating great football. Past
champions who have become legends are used to
remind fans of the sublime skills that consistently -
distinguish the competition.

EF

CHAMPIONS
LEAGUE

On-air
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“FOR THE CLUBS, FOR
THE PLAYERS, THE UEFA
CHAMPIONS LEAGUE
BRAND IS ASPIRATIONAL
AND INSPIRATIONAL"

Bernhard Burgener, President, FC Basel

CG model

CG modelused to create
the stadiumusedin the
2015-18 TV titles

* Swiss side Base "
~ onto the pitch through a

i
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Is branding an art or a science? In reality, . *:f?t
it's a bit of both. As important as creating : = Bl | e o uct S : _
beautiful design is the ability to use the . LEACH
design to create a unique brand experience.
The quality of that experience is defined by

a thousand details.
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Getting those details right requires every
partner to understand and apply the brand
correctly. Above all, it requires a belief in
the power of brand building, teamwork and
strong brand management.
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Attention to detail, consistency, excellence
in execution —these things may not sound _ ' oo e s
exciting but they have helped distinguish produc
the UEFA Champions League since 1992. : the brea
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ART OF THE BRAND
TIME LINE

1992 1995 1997 2000 2003 2006 2009 2012 2015 2018
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New competition logo Logo with updated typography and UEFA arch Logo with new rounder starball

Logo with updated UEFA arch

, 1992-1995 Commercial cycle 1995-1997 1997-2000 2000-2003 2003-2006 2006-2009 2009-2012 2012-2015 2015-2018
1997 Final Twc‘ntieth
Introduction anniversary
of the final of the final
identity identity

% . 2 | 2010 Final '
2001 Semi-final -ﬁ- | B 2006 Final ; First ‘true’ starball :
Introduction of S Introduction of — with star shape
the starball

final-specific ball panels
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ART OF THE BRAND

The final
identity

The 21 designs created to celebrate the finals
of the UEFA Champions League have left arich
legacy of decorative art —art that is both useful
and beautiful —which has promoted the event,
the competition and the host city.

The final design is typically applied to
hundreds of items so the scope for creativity
is constrained by the practical requirements
of those who are applying the brand. Yet
these images are still used today at events
that celebrate the heritage of the UEFA
Champions League.

Theintroduction of the ‘Road to the Final'
programme in 2012 meant there was less scope
to vary the colour of designs for the final. The
UEFA Champions League brand is blue and silver,
so the creativity in the final design is now
displayed in the representation of the trophy
and the graphic elements that reflect the
culture of the city hosting the final.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND
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ART OF THE BRAND

Match ball

The starball match ball is a perfect physical
representation of the UEFA Champions
League brand. The starball has been an
asset for every partner in their campaigns
to promote the competition.

The stars in the starball have hardly
changed shape since it was introduced in
2001. Yet, by varying the colour of the stars
and the graphics within them, adidas
designers have been able to create a unique
match ball for every season and every final.

The match balls have often promoted
the cycle identity. In 2009/10 images of the
Ultimate Stage were printed on the stars. In
2013/14 the Ceremony of Light concept was
applied to the match ball. Similarly, the
Finale ball always reflects the final identity.
Since 2012, the Finale ball has been
introduced from the knockout round, as
a key brand element in the Road to the
Final campaign.

Season balls

Season 2004/05

Season 2002/03

Season 2005/06 Season 2006/07 Season 2007/08 Season 2008/09

i
&

FipsL T

Season 2009/10 Season 2010/11 Season 2011/12

Season 2013/14 Season 2014/15 Season 2015/16 Season 2016/17

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

Final balls

Season 2005/06 Season 2006/07 Season 2007/08 Season 2008/09

Season 2011/12

Season 2013/14 Season 2014/15 Season 2015/16 Season 2016/17

160-161
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The first 25 years of the UEFA Champions “THE MANAGEMENT OF THE

BRAND AND CREATION OF

VALUE IS ONE OF OUR
Leagug havg Created a strong brgnd. The e O,
brand identity reflects the prestige of the pischa taes and Development

competition while retaining the warmth
and passion of the game. The fact that fans,
clubs and players all like the brand creates a
valuable legacy for everyone connected to
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LEGACY

The legacy
of the brand

Leg-a-cy / ‘legasi/ noun, pl -cies

Something handed down from
the past by a predecessor
[origin Medieval Latin Iégatial

The brand has become a valuable asset for the
UEFA Champions League, making it stand apart
from every other football competition.

Great champions come and go. The memories
of one football season soon fade as the eyes of
the world turn to the contest to crown the next
champions of Europe. The brand is a constant
reminder of what makes the competition
unique and that, in essence, is why it remains so
important to the UEFA Champions League —in
Europe, and all over the world.

The value created by the brand is so significant

to everyone connected with the UEFA Champions

League that it is regularly audited so that it can
be managed and developed for the future.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

The starball centre circle has
been a feature of the UEFA
Champions League since 1992

166-167
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BRAND STORY

“OF THE TOP 100 GLOBAL BRANDS
IN 2013, THE ONLY BRANDS THAT
WERE YOUNGER THAN THE
CHAMPIONS LEAGUE WERE
TECHNOLOGY COMPANIES AND
INTERNET-BASED, SUCH AS
GOOGLE AND FACEBOOK"

Interbrand

Measuring
brand value

Brand valuation is a common practice in the commercial world.
Like any valuation, assigning a monetary value to a brand is
essentially an opinion at a specific point in time, but is based on
arigorous methodology that individually analyses all the factors

that create value for a brand.

When it came to valuing the UEFA Champions
League brand in 2013, the method used was to:
calculate the size of future branded revenues,
assess therole of brand in securing those revenues
and evaluate the strength of the UEFA Champions
League brand. The methodology is complex but all
calculations are based on analysis, consumer
research and stakeholder interviews.

In 2013 the value of the UEFA Champions
League brand was $3.14 billion as measured by
Interbrand, who were appointed by UEFA to
conduct the valuation. As the brand had only
beenin existence for just over 20 years, that
was aremarkable achievement.

The valuation of $ 3.14 billion is just the
headline figure. The telling information lies in the
detailed analysis of the brand's strength. In 2013,
Interbrand concluded, the UEFA Champions
League brand was as strong as any one of the
world's top ten brands.

When the brand was valued again in 2016, just

three seasons later, it was worth $4.1 billion,
almost a billion dollar increase, and the strength
of the brand had increased by 7%.

Oneimportant finding of the 2016 valuation
was about the role brand plays in the purchase
process by partners. UEFA Champions League
sponsors have always greatly valued the brand as
it provides the activation platform for many of
their promotional activities. In 2016, it became
clear that UEFA Champions League broadcaster
partners also appreciated the brand's value, a
perfectillustration of the competition's growing
importance.

In 1992 the adoption of a branded approach
for the UEFA Champions League was an act of
faith. Twenty-five years later, it is clear that this
strategy —and the investments made to execute
it—have been more than worthwhile. They have
helped make the UEFA Champions League as
strong asitis today —and will help it grow and
develop in future.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

Sk.1bn

The value of the UEFA Champions League Brand
is greater than the GDP of 36 nations
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Game of the Gods

Visual
legacy

Liquid Silver
2000-03

The Ultimate Stage 2
2009-12

GHAMPIDONS
LEACIUNE

In a world where constant change seems to be
the dominating force, the visual legacy of the
UEFA Champions League brand is living proof that

. . Amphitheatre
consistency and a continual refreshment of that 1995-97
consistency is the way to create strong brands.

Ceremony of Lights
2012-15

Connection
2003-06

Looking at the visual history of the UEFA TR vrrrrriTrTT
Champions League isn't an exercise in nostalgia TR L R N RN T e
but an invitation to see how ideas were conceived, AR
how they were visualised with beautiful imagery
and how they evolved over time.

A deep understanding of past branding is essential
for the development of the UEFA Champions

i i Giants of Europe
League branding in years to come. Siants ofeur

The Ultimate Stage Champions
2006-2009 Becoming Legends
2015-18




LEGACY

Sporting
legacy

The UEFA Champions League gives
the world's best footballers a stage
on which to prove their greatness
—and become champions.

The sporting history of the competition
is one continuous cycle of inspiration,
in which players become champions
and inspire the next generation of
footballers to emulate their heroes.

Therich legacy of this cycle can be
found in the record books, but also in
our memories and the vivid images
of a great player, a beautiful goal or

a sublime piece of skill.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND
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Making
Champions

The purpose of this book is to tell the inside story
of the making of the UEFA Champions League
brand, in words and pictures, in a way that is both
interesting and inspiring.

The story of the creation of brand has, in essence,
been a story of faith, genius and perseverance.
These were the qualities required to create the
brand over the past 25 years and are the qualities
that will be needed in the future to keep building
the brand.

The story of the brand has been illustrated with
the story of the competition, because one could
not exist without the other. In branding, as in
football, success is based on great teamwork. The
enduring legacy of the UEFA Champions League
brand proves that, when you get it right, the
whole really is worth substantially more than

the sum of the parts.

GENIUS

Ole Gunnar Solskjeer scoring the winning goal in
added time during the 1999 final
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Liverpool fans singing at half-time before their team recovered

from 3-0 down to win the 2005 final

Zinédine Zidane scoring the winning goal in the 2002 final
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LEGACY

BRAND POSITIONING

The brand has been carefully managed
over the years by evolving a set of
statements that guide and inspire

all users of the brand.

VISION

To create the ultimate stage
for Europe's club championship

MISSION

Giving fans the best club football
competition in the world

ESSENCE

The best of the best
on the ultimate stage

VALUES

Passionate, excellence,
inspiring and authentic

PERSONALITY

Prestigious and exciting
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LEGACY

‘Champions' is the word that was engraved

on the trophy in 1956, and incorporated into

the new name of the competition in 1992.
Champions are what the competition creates
and why fans connect with the brand. No one
can predict the future, but, by evoking the
excitement of great champions playing great
matches, the UEFA Champions League brand has

become one of the most valuable assets in sport.

CHAMPIONS THE INSIDE STORY OF THE UEFA CHAMPIONS LEAGUE BRAND

“MAKING CHAMPIONS
IS OUR HISTORY AND
OUR FUTURE"

Guy-Laurent Epstein, Marketing
Director, UEFA

ROLL OF HONOUR 1956-2017

2017 REAL MADRID CF

2016 REAL MADRID CF

2015 FC BARCELONA

2014 REAL MADRID CF

2013 FC BAYERN MUNCHEN
2012 CHELSEA FC

2011 FC BARCELONA

2010 FC INTERNAZIONALE MILANO
2009 FC BARCELONA

2008 MANCHESTER UNITED FC
2007 AC MILAN

2006 FC BARCELONA

2005 LIVERPOOL FC

2004 FC PORTO

2003 AC MILAN

2002 REAL MADRID CF

2001 FC BAYERN MUNCHEN
2000 REAL MADRID CF

1999 MANCHESTER UNITED FC
1998 REAL MADRID CF

1997 BORUSSIA DORTMUND

1996 JUVENTUS

1995 AFC AJAX

1994 AC MILAN

1993 OLYMPIQUE DE MARSEILLE
1992 FCBARCELONA

1991 FK CRVENA ZVEZDA
1990 AC MILAN

1989 AC MILAN

1988 PSV EINDHOVEN

1987 FCPORTO

1986 FC STEAUA BUCURESTI
1985 JUVENTUS

1984 LIVERPOOL FC

1983 HAMBURGER SV

1982 ASTON VILLA FC

1981 LIVERPOOL FC

1980 NOTTINGHAM FOREST FC
1979 NOTTINGHAM FOREST FC
1978 LIVERPOOL FC

1977 LIVERPOOL FC

1976 FC BAYERN MUNCHEN
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1975 FC BAYERN MUNCHEN

1974 FC BAYERN MUNCHEN

1973 AFC AJAX

1972 AFCAJAX

1971 AFCAJAX

1970 FEYENOORD

1969 AC MILAN

1968 MANCHESTER UNITED FC
1967 CELTICFC

1966 REAL MADRID CF

1965 FCINTERNAZIONALE MILANO
1964 FCINTERNAZIONALE MILANO
1963 AC MILAN

1962 SL BENFICA

1961 SL BENFICA

1960 REAL MADRID CF

1959 REAL MADRID CF

1958 REAL MADRID CF

1957 REAL MADRID CF

1956 REAL MADRID CF

Champions
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