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Context

During recent years, European women’s football has experienced a considerable upswing. Apart from
the Scandinavian countries with a long tradition in women’s football, football has become one of, or
even the most popular, women’s team sport in Germany and Great Britain (Hong & Mangan, 2003).
For the former case, the positive development certainly was supported by the recent sporting success
of the women’s national team (World Champions 2003 in the USA). Women’s football now is for the
first time covered by the major media and benefits from increased promotion by the German Football
Association, Deutscher Fufball-Bund (DFB).

But this recent success story cannot belie the fact that in particular the economic base for a long-term
establishment and sustainable sporting development of women’s football in German is by no means
secure. So a number of clubs of the two top leagues, the 1* and 2™ Bundesliga, are struggling with
structural and financial problems that have already endangered several times their stability. Most clubs
are still far away from professional management and marketing.

Methods

These structural economic problems and challenges to the women’s Bundesliga are studied in detail in
a current empirical research project. Based on a general economic market model of team sports (Hiibl,
Peters & Swieter, 2002), the key markets and demand groups of the Bundesliga clubs are analysed: the
media (broadcasting time, revenue from TV rights), advertising (sponsorship income, types of
sponsorships), attendance (gate receipts, ticket prices), and merchandising. In addition, the external
organisational network of the league (support by the DFB) as well as the clubs’ internal organisational
and marketing structures are examined (Schellhaas & Enderle, 1999; Wadsack, 2004).

In this research association and club data, special periodicals on women’s football, internet sites of the
clubs, press releases etc. were analysed quantitatively and qualitatively. In addition, case studies of
selected Bundesliga clubs enabled a deeper look at marketing praxis. Structured interviews were
conducted with executives of 7 of 12 premier league clubs and of the responsible association DFB.
Interviews with 8 out of 24 second league clubs will follow.

The paper will describe and argue this research approach to the marketing of women’s league football
which has not yet been studied in Germany and will present some preliminary results and working
hypotheses.

Results

On the whole, marketing remains much more difficult for women’s league clubs than for the German
national team, partly because the league and individual clubs are simply not known well enough. A
major problem affecting marketing success and efforts is the huge differential both in sporting talent
and economic base between various premier league clubs and between the premier and second
leagues. Those clubs where the most national female players play are the most successful, both in
sports and economically (budgets, number of spectators, sponsors). Interestingly, these are all women-
only football clubs. They have evidently managed to establish themselves already in regional football
markets and increasingly attract even wider attention.

Discussion

The aim of the project is, on the one hand, to identify and explain the current economic problems in
the German market of women’s league football by a detailed comparison of clubs. On the other hand,
the existing solutions to these problems for clubs and the DFB will be evaluated and benchmarked,
like management structures, innovative policies to attract members and spectators, or successful
models of acquiring regional sponsorship etc. Moreover, the imbalance of the Women’s Football
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Bundesliga raises structural questions how to improve the competitive balance and player distribution
in women’s professional team sports (Kesenne, 2002).
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