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The South African Football Association (SAFA) has
duly signed the Organising Association Agreement for
‘the 2010 FIFA World Cup,™ with no conditions or

amendments.

~ Furthermore, the accompanying standard con-:
acts for the hotels and stadiums have been signed by -

AFA.and the relevant contractual p‘a‘rtners without
onditions or amendments. ' '

It is understood that the Organtsmg Assocnationa
Agreement’ regulates a series of material items

gardlng the organisation and hosting of the 20-10

be held responsible for all of the duties incumbent
upon them by virtue of the Organising Associati_on
Agreement. ..

SAFA has entered into standard Hotel Agreements
with hotels for sufficient rooms in all venues in order

to meet FIFA's requirements, both in terms of quality
_and standard. These contracts are provided in Annex C
of this Bid Document. |

'MSAFA has entered-into contracts with'the prospectlve
IFA World Cup“" as detaifed on Pages 24 and 257.‘
of. the List of Reguirements. SAH\ confirms it shall

stadlums and quarantees all of the FIFA World Cup™
stadlums and offloal trammg grounds shall be made
avallable to FIFA free of any and all advertlsmg, includ- ‘
mg “advertising boards, and WIthout any contracts
regardlnq concessions. These stad:um contracts,are

provided in the Annex D of this Bid Document.

Upon FIFA's request SAFA Shall prov1de FIFA Wlth a
legal opinion of a recognlsed legal expert connrmlnq
that the contracts® specmed, in this section, as Well as
the government déclération and government gUaran-
tees specified in Section 4, are valid, binding and
enforceable in alf respects.

SAFA undertakes that neither the declaration of inter-
est in hosting the 2010 FIFA World Cup™, nor the Bid,
nor the Organising Associafion Agreement, nor the
hotel agreements or stadi(jm contracts have been
amended or made subject to any conditions.
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ommercialisation Opportunity

‘South Africa
>‘Commerciaiisation will be the main revenue engine

’for the 2010 FIFA World Cup™. Official partners and
local suppliers are a critical source of funding and

commercialisation of the event and South Africa is
well positioned to attract official partners and local

suppliers to ensure the financial success of the 2010
[FA World Cup™.
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As an economically sound location, South Africa has

proven its ability to attract sponsors as well as foreign

visitors. The improving conditions of the regulatory

as well as the general business environment are the

main drivers for foreign investment, and it is widely

recognised that consistent growth, a stabilising local  gress Domestic Product South Africa
. currency and developed financial, legal, communica- in ZAR billion

tions, energy and transportation sectors make South .
Africa the economic centre of the African continent.

Source: OECD Main economic indicators

1999 2000 2001

Exchange rates — monthly averages
USD/ZAR

2001

Source: OECD Main economic indicators
South Africa is clearly advanced in its financial devel
opment and attractiveness for foreign investors: ‘
making it a high-potential investment for FIFA's official
partners, whilst also offering sufficient market capi-
talisation to drivﬂe local support.
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ponsorship FIFA Official Partners
sponsorship is one of the main revenue contributors  While the event itself and its ability to reach the tar-
to FIFA, generally comprising approximately 21% of  geted audience are crucial factors that drive partner
the overall gross revenues of a FIFA World Cup™, and  decisions, it is worth noting that many of FIFA's official
Zthe prospects are excellent that South Africa will partners have already made a long-term commitment
rove to be an attractive host nation for'sponsors. to South Africa, from where, in many cases, they have
South African football has an established relationship  built their business platform fbr the African continent.
with several official FIFA partners who have already Y

expressed strong interest in supporting the 2010 FIFA L

World Cup™ hosted in South Africa.

'FIFA Official Partners . '
AFA sponsorship potential to date . ' (CHF.891m)

$64m $142m
(CHF 168m) -~ (CHF'372m)

of overali target

Adidas MasterCard Anglo American Represented by
Coca-Cola McDonald’s BMW 15 FIFA Official
Philips Yahoo SABMiller Partners in 2002

Vodacom FIFA World Cup™
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For example, Adidas, Coca-Cola, MasterCard,
McDonald's and Philips are all strongly engaged in the
South African market, and have been active in South
African sport sponsorship. Furthermore, Philips and
Adidas are official suppliers to the SA 2010 Bid Cam-
paign and Coca-Cola as well as Adidas are official

sponsors of SAFA.

4 Five million tredit cards and 18 million ATM cards
in South Africa.

4+ Merchant base of 22,000.
4 8 million debit and credlt MasterCard cards in
South Africa.

4 Supports SA 2010 Bid campaign:

"We are delighted to help-out with the bid
~ campaign and show our desire to help South
Africa in this important event.”
(lan Murdoch, Chairman - Philips South Africa)
4 Has a long term (over 100 years) commitment
to South Afrlca

4 South Africa has been one of the most success-
ful markets in the history of McDonald's interna- ‘
tional expansion.

¢ 103 restaurants/25 franchisees currently in
operation in South Africa.

<+ Further R750-million will be invested in
South Africa over the next three to five years.
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<4 South Africa is Coca-Cola’s largest market and
flagship in Africa.

4 Double- dlgrt volume growth expected over the
next three years in South Africa.

4+ South Africa is Coca-Cola's 10th largest
contributor to global earnings.

4 [tis the largest private sector employer in Afric

4 High community engagemeht and responsibility
in African development (HIV/Education
Programs, Coca-Cola Africa Foundation).

4+  South Africa's most admlred company.

Official sponsor of SAFA. ,

Supports SA 2010 Bid campaign.

Sponsors the national feam Bafana Bafana.
Estimated annual South African sponsorship
spend of R10-20M. _

Brand has one of the highest associations with
football in South Africa.

IR SRS

R

1 in. addftion to the current FIFA Official Partner:
Safa has contacts at a variety of major global compa:
nies, in various categorles WIth a real commitment to
es,ta»bll‘sh a presence in South Africa, and a genera
wiflingness to become-involved in major international-
events. These companies have already expressed their
interest in a FIFA Official Partner position for the 2010
FIFA World Cup™.




OMMUNICATION

odafone

30% stake in Vodacom, handling about 30% of
the total telephone traffic in South Africa and
the fastest growing network in Africa.

Vodacom is one of the most admired companies
in South Africa.

Official Sponsor of the ICC Cricket World Cup
2003 Hosted in South Africa.

Exressed interest in global support for a World
Cup tournament in South Africa.

fotorola

" Billions of rands worth of business in Africa.

" Runs its African operations from South Africa.
{s dedicated fo drive connectivity to enhance
economic success.

~ Strong network with local.GSM operators.
High responsibility to develop focal skill base.

Second largest beervbrewinfj company in the world.

98% share of the South African beer market.

Castle Lager, the main brand, is highly associated
with football in South Africa.

~ Official Sponsor Rugby World Cup 1995.

Expressed interest in globél support.

BMW

South Africa is the second largest manufacturing
location outside Germany.

Supports SA 2010 Bid campaign.

Very active in the South African community.

.

*

Expressed interest in global support for a World
Cup tournament in South Africa.

FINANCIAL SERVICES

Citibank

4 Citibank wants to use South Africa as a spring-
board for its African businesses.

4 South Africa is a priority country, aims for mar-
ket leadership.

ELECTRONIC APPLIANCES

Hp C’ompaq ;‘

4 HP Compag has grown into one of the most
poWerfuI IT services and solutions companies on
the Africa continent. ‘

4 Head Office for Africa located in South Africa.

+ Highly committed to the South African
community. ‘

4 Active in South African sport sponsorship.

Microsoft S :

<4 Has along term commitment to South Africa:
"We want to build and empowér the country of
which we are all proud to be a part.”

4 Microsoft has chosen a South African company
as the first Xbox incubator.

Anglo American

"4 World's second(largest fnining and natural

resource company. _

4+ Supports SA 2010 Bid campaign.

4  Leading company in South Africa.

<+ Expressed interest in global support for a World
Cup tournament in South Africa.
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Attraction of Local Suppliers
Local suppliers will also rise to the challenge. The

South African Sport Sponsorship market, worth
R1.34b in reguts fees (USD155m) in 2002, is thriving.
With a compound annual growth rate (CAGR) of 19%
over t'he last ten years, it is growing more rapidly than
the gwbal sponsorship market with a CAGR of 12%.

" SAFA will genera‘?é the local sponsorship revenue .
needed to support LOC activities. SAFA estimates that'

approximately $17.5m(CHF 46m) will have to be r_ai‘sed
locaily on an annual basis ovér four years, represent-
ing only 11% of the local sport sponsorship mar‘ket in
South Africa today.

SAFA's strategy will be to engage six local suppli-
ers to support the 2010 FIFA World Cup™. South Africa
offers a pool of many local companies that are active in
local sport sponsoring and that have spent more than
the targeted $2.9m (CHF 7.6m) per local supplier per
year in 2002 without having the reach and the leverage
of a mega-event such as the FIFA World Cup™,
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south Africa has already demonstrated its ability
ttract sponsors by securing funding for just over a
ar to support the SA 2010 Bid, raising $26m (CHF.
gm) to date. Clearly South African football is on tar-
t to meet its goal of securing $17.5m local sponsor-

jp per year.

Sport equipment
Automobile
Media

Insurance

Consumer electronics 1

Airline
Hotels
Carrier service

Postal services
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Outside.
Host Nation

S L Local Fans :
Host Nation e .
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erchandising

érchandise revenues play a vital role in the commer-
alisation of the FIFA World Cup™, driving not only
dditional licensing revenues for global and local
tensees, but also fuelling the global excitement
round the games for football fans around the world.
‘ Gross worldwide merchandising sales are gener-
ted by FIFA's Worldwrde Branded Licensee Pro-
ramme and-by Regiondl chensmg Representatrves

censees, including the Internet channel frfaworld

handrsrng sales (apprommately two thlrds)

Regional Licensing Representatrves generate
pproximately-one third of the overall revenue:
South Africa is confrdent of its capacrty to drrve

ormer FIFA Worid Cup™ events r

Foreign visitors are oné of ‘the main sources of
local merchandise revenues, and-it is anticipated that
the number of visitors to a 2010 tournament in"South

attend the 2006 event in Germany
has become the fastest growing tourism’ destrnatron ln
frican travellers. In addition, the 'pUrthaSinqpower of

tourists attending a FIFA World' CupTM ln South Africa
will-be on par with sales from tourlsts at prror FIFA

FA's: Worldwrde Branded Llcensee Programme:will be ..

ully managed by FIFA and the ‘current six worldwide protectlon of propertles t]

‘ufacturers and the monito

up.com, and’ generates the marorrty of Ircensed mer- -

cal merchandrsmc revenues to -a level that match)
: “that-all act!vrtres are laus

Africa will approximately rnatch those expected to ‘
South Africa, with its unlque Wlldllfe and scenery,

he world and is easily accessrble for‘vEuropean and :

Merchandising revenues generated by locaf South
African fans will drive the balance of the sales. The
large local fan base of 12 million will sustain such sales.

Overall, SAFA estimates that local merchandise
revenues for the 2010 FIFA World Cup™ will be equal
to or higher than previous events.

In addition, SAFA will, subject to FIFA approval,

‘implement'a four step pro ramme including the devel--

opment of alicensing road ap, the determrnatron and
electron of smtable man-" -
ofthe market to ensure' .

optimal Ieverage of the m rchandlse opportunrty

Timing-of merchandl no activities is crrtrcat as‘j

k ’prror events have’ demonstrated SAFA wrll carefully‘ ,’

create an achievable roadmap for the Iau‘ ch
2010 FIFA World Cup™ Ircensed merchandrse ngorous
merfhandrsmg programme ‘management will :

L

stones are achieved on trme o

hed and the defrned mite- -
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SAFA commercialisation structure and organisation
To ensure financial success, SAFA will work with FIFA
to drive official partner sponsorship as well as local
supplier revenue throughout the life cycle of the
event. SAFA is committed not only to support FIFA in
the initial signing of partners and suppliers but also to
support sponsors in the implementation phase to
maximise benefits for all participants. ‘

orities include identifying the'unique needs of sports
‘consumer segments, and measuring and achievihg a

-SAFA will work with FIFA and the sponsors to achieve,,
these goals. T o

6.1

SAFA recognises FIFA as the sole owner of all media
rights to the 2010 FIFA World Cup™, and undertakes to
cooperate with the television and radio partners, and
support themas much as possible. SAFA 'will comply-
with all.FIFA infrastructure:and technical require-"
ments, as described in the 2010 FIFA Technical Annex.

SAFA recognises that FIFA shall, directly or via the
‘FIFA broadcast partner, arrange the technicaljrequife
ments necessary to broadcast‘every match nationally
and internationally and will assume responsibility for
the production and transmission of the international
signal (sound and picture for the video signals and
audio signals for sound) and for providing the neces-
sary technical equipment.

in addition, SAFA understands that sponsors’ pl‘l ’

sufficient return on investment on sponsorshib spend. .~

- keting rights for the 2010 FIFA World Cup™ and that
'FIFAis entitled, at its sole and absolute descretion to
, detérmine how such rights are exploited. All of the mar
kéting activities for the 2010 FIFA World Cup™ will be
~determined by FIFA. In the e‘yé‘ntvthat FiFA apponts a
'}F\FA Marketing Partner, SAFA will full.cooperate. wit

SAFA recognises FIFA as the sole owner of all the mar

the assigned partner and will assist-as much as-possible

\ i
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tallectual property rights including the marks-relating
{FA and the 2010 FIFA World Cup™ and that FIFA

pited and protected, if necessary by:concluding

sive worldwide licenses to exploit and safeguard
erights.

mercial affiliates. SAFA understands that it is enti-
o use the official marksv_(includingv but not limited
he use of the.official.designation 2010 FIFA World
{country)™),.the official emblem and the official
‘cot(s) specifically developed for the 2010 FIFA World

ent’ and-after having received FIFA's prior written

SAFA will provide FIFA, and at its direction, FIFA's Mar-
ting and Broadcast Partners, with all assistance
€quired to protect the marketing, media, and other
ntellectual property rights of the 2010 FIFA World
Up™. Such assistance shall include but not be limited
0 the appointment of dedicated staff to assist FIFA in
krotecting its commercial affiliates and broadcaster
ight holders against ambush marketing.

South Africa has an excellent track record in sup-
orting sponsors of major events, and ensuring their
‘riqhts are effectively protected.

; SAFA will provide dedicated resources to protect
FIFA's marketing and broadcast partners marketing,

22010 FIFA World Cup™ and will work with FIFA to con-

atits sole discetion, determine how these rights are
national police, customs, patent offices, etc. .

SAFA will support and fully cooperate with FIFA's.. ‘event marks. In addition, S'outhrAfricafs rights protec-

. tion capacity includes nine fypes of legisiation to prof

Ip™ and the ‘country.name’ 2010 (or its translation),
accordance with the Organising Association Agree-.
such rights.

Media and other intellectual property rights for the

tract legal resources in South Africa and around the
globe so that legal action may be taken if impropriety

is discovered.

SAFA will ensure resources are deployed around
the globe and at all event locations to monitor ambush

activities and will work with FIFA to monitor sales of

unofficial products, through the recruitment of

In-cooperation wi“th,FIFA, guidelines will be sub-
mitted to the media addressing the‘gproper‘ use of

tect marketing companies"}and TV bljoadcasters’ mar-

keting, media -and intellectual property rights.
Re"cently passed amendments to the Trade Practices
Act and Merchandise Marks Act deal with ambush
imarketing ankkd mak.efvit-‘illeg’alv for p‘a‘rties ‘to,vassyo,ciate,

themselves with an event when they have not paid for

SAFA will be obligated to use Value In Kind (VIK) prod-
ucts provided byv.the commercial affiliate, to the exclu-
sion of all compeﬁtors’ products. SAFA will ensure that
wherever possibl'é, it will use commercial affiliate
products and ensure that all prbducts in a commercial
affiliate product tategory, other than commercial affil-
iate products, are unbranded.

=
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