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Introduction 
 

 

According to recent sample surveys the percentage of German youth (12 to 17 years), featuring regular 
consumption of alcoholic beverages, has declined within the past few years (ESPAD 2007, BZgA 2009). 
This downward trend is opposed to a great number of alarming developments. The drinking initiation age 
decreases consistently and risky drinking patterns such as the episodic binge drinking remain at a high 
level within the youth population. Particularly alarming is the increase of acute alcohol intoxication among 
young people. With regard to the Federal Statistic Office [Statistisches Bundesamt] (2009), in 2008 around 
25.700 adolescents aged between 10 and 19 years were admitted to hospital because of alcohol abuse. 
This represents an increase of 170% compared to 2000. 
The reasons for these harzardous trends are variegated. Within several scientific studies alcohol market-
ing has been identified as one of the risk factors for youth drinking uptake and risky consumption patterns. 
According to Anderson et al. (2009) e.g. marketing strategies have a significant impact on youth drinking 
initiation, consumption levels and continued drinking. 
 
The ñAlcohol Marketing Monitoring Projectò (AMMIE) aims to protect young people against the harmful 
effects of alcohol marketing. Within the project, which was started in 2009, NGOs from five EU countries 
(Bulgaria, Denmark, Germany, Italy and the Netherlands) have monitored alcohol marketing following a 
method developed by the Dutch institute for alcohol policy. The results of this project will give insight in the 
overall presence of alcohol marketing in the five countries and describe the content and the amount of 
alcohol advertising, with special attention to the opinion and exposure of young people. Furthermore, the 
project will describe the functioning of the alcohol marketing regulation systems; this will lead to recom-
mendations to improve the regulatory system in order to protect young people against the harmful influ-
ence of alcohol advertising. 
As sport sponsoring has become an important marketing tool within the past years, one part of the AMMIE 
project concentrated on observing the content and the quantity of sport sponsorship by the alcohol indus-
try. The first step of this monitoring part was to select the five team sports which are played the most by 
youngsters in the respective countries. For each of the five sports, a selection of ten clubs playing at the 
national top has been made. Finally the websites of these sports clubs were checked in terms of sponsor 
information by alcohol producers.  
The aim of this monitoring part is to assess the dimensions and the patterns of sport sponsoring by the 
alcohol industry.  
In Germany the project is funded by the European Commission and the Federal Ministry of Health. 
 
In this report the monitoring results concerning the sport sponsorship in Germany are presented. In chap-
ter one the theoretical background constituting the basis of the further sections is described. Therefore the 
effects of sport sponsorship on the drinking behaviour of youngsters as well as the regulations on sport 
sponsoring in Germany are disclosed. Chapter two displays the outcome of the monitoring process for 
each team sport and moreover compares the sponsorship of the different sports and sports clubs. 
The conclusion of the report is a summary of the findings including a description of recommendations with 
regard to the regulation of sport sponsorship in Germany. 
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1. Alcohol and sport sponsorship 
 

 

In Germany sport sponsorship has become a dominating marketing tool within the last years. In 2009 
around 2.6 Billion Euros were spent in the field of sport sponsorship. This represents an increase of 73,3% 
compared to 2000 (Sponsor Visions 2009, quoted after Zimmermann 2009).  
The proportion of sport sponsorship by alcohol producers is not available within German literature. It is 
likely, however, that the alcohol industry has a high market share within the sport sponsoring sector. Alco-
holic beverages are promoted on jerseys or during sportive events by positioning banners, logos and other 
marketing advices. Football stadiums are named after beer brands and sport programs on TV are regular-
ly presented by alcohol producers. So it is not surprising that sport is often linked to the consumption of 
alcoholic beverages within the German population. Even adolescents being influenced by the media and 
by the example of their parents grow up with the positive association of sport and alcohol. 
 

In Germany particularly beer producers invest in the sponsoring of sports. In 2009 the German brewery 
Krombacher e.g. has become an official partner of the German Football League and thenceforth regularly 
sponsors TV programs about the Football League and the UEFA-Champions League. In a press release 
of the 29

th
 of January 2009 Krombacher emphasizes the strong link between football and beer as well as 

the related commitment to the company's sponsorship of several football clubs and TV programs.  
Besides the sponsoring of German football, Krombacher exclusively presents the commentaries about the 
Formula 1 on German TV and moreover sponsors a multiplicity of handball, basketball, bobbycar and 
athletic sport clubs. 
 
Figure 1

1
 

 

 
 
 
The brewery Bitburger Braugruppe GmbH is an official premium partner of the German Football Federa-
tion. Within this yearôs Football World Cub the company launched a huge marketing campaign emphasiz-
ing the Bitburger beer as being the official beverage of the German national team. Commercials with ath-
lets of the Football Federation, functioning as idols for young people, have been produced and even the 
commentatorship about the championship on TV has been sponsored by this well-known brewery. On the 
companyôs website information about the German Football Federation as well as sweepstakes being re-
lated to football matches are on the same navigation level as information about alcoholic beverages. 
 
 
 

                                                 
1
   Source: https://www.krombacher.de/Engagement/Sportsponsoring/Spitzensport/ [26.10.2010] 
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Figure 2
2
 

 

 
 

 

For the alcohol industry the attractiveness of sport sponsorship is based on the fact that sport events and 
sport programs are followed by a great number of viewers. The industry uses the postive image of sport 
(sport as a healthy activity, the feeling of toghetherness during a sportive event or a competition, the func-
tion of athlets being sportive idols of youngsters etc.) to gain customers and/ or to bind them to a special 
brand. 
The fact that alcohol is a toxic substance which should not be consumed in a sportive context is disre-
garded within the bride marketing tool of sport sponsoring.  
 
 

1.1 Effects of sport sponsorship on the drinking behaviour of youngsters 
 

Numerous scientific surveys confirm the link between alcohol advertisement and underage drinking be-
haviour (DHS 2009). For instance, in 2009 the Institute for Therapy and Health Research (IFT-Nord) con-
ducted, on behalf of the German Employees' Health Insurance (DAK), a study examining the relations 
between alcohol advertising, attitudes towards alcohol and alcohol use among students, aged 10 to 17. It 
was found that students, frequently watching alcohol advertisements on a high volume, had more than 
twice the risk to drink alcohol than students who just saw few alcohol advertisements. In addition the study 
found out that adolescents who never drunk alcohol before, had a more positive image of alcohol the more 
advertisements they had seen. This fact was accompanied by a higher intent to drink alcohol someday. 
 

Beyond that, the influence of sponsoring on the alcohol consumption of young people has been scientifi-
cally proven as well. For example, in 2004 the IP-Newmedia company evaluated the Crossmedia Spon-
soring of the casting show ñGermanyôs next Superstar (Deutschland sucht den Superstar, DSDS) by the 
beer brand Cap. The sponsorship comprised marketing activities on TV and in the Internet. According to 
IP-Newmedia the brand awareness and the sales figures of Cab has increased significantly after this 
sponsoring campaign. Moreover it was found that Cab, as well as the Castingshow itself, is very appealing 
to young people (26 % of the respondents were aged between 14 and 19 years) describing Cab as a 
ñtrendyò and ñmodernò alcohol brand. 
 

As the evidence of links between alcohol advertising as well as sponsorship and a greater propability of 
drinking is provided by survey researches, it is likely that also the sponsoring of sports by alcohol produc-
ers influences the drinking behaviour of youngsters. In 2004 the ZEUS GmbH published, on behalf of the  

                                                 
2
 Source: https://www.krombacher.de/Engagement/Sportsponsoring/Spitzensport/ [26.10.2010] 
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Federal Ministry of Health and Social Protection, a ñcontent and target group analysis of alcohol advertis-
ing in German Televisionò. One result of the study was that around 30% of the examined advertising spots 
and nearly 60% of the sponsoring advices were embedded in programs dealing with some form of sport 
(Haustein et al. 2004). This fact implies that marketing activities of alcohol producers are higly represented 
within German TV sport shows. Moreover the study found that sport is the most commonly used context 
for youth-oriented advertising. This leads to the conclusion that alcohol advertisement within a sportive 
context as well as sport sponsoring influences the attitudes of youngsters towards alcohol and their use of 
alcoholic beverages. 
 
 

1.2 Regulations on sport sponsorship 
 

In Germany the non-statutory ñCode of Conduct on Commercial Communication for Alcoholic Beveragesò 
of the German Advertising Council [Deutscher Werberat] (2009) specifically refers to the sport sponsor-
ship of alcoholic producers. Ä 2 (5) underlines that ñcommercial communication for alcoholic beverages 
shall neither be shown on sports kids worn by sports teams comprising minors nor be conveyed in adver-
tising or sponsoring campaigns that are directly related to minorsò. Ä 3 stresses that ñalcohol advertise-
ment shall not show athletes drinking or promoting drinkingò. This again implies that sponsoring advices 
on TV shall not present athletes promoting alcoholic beverages. 
According to the Greenbook ñCommercial Communication in the Internal Marketò of the European Com-
mission (1996) commercial communication includes (besides advertisement, direct marketing, sales pro-
motion and public relations) the sponsoring of events and broadcasting. For this reason the whole Code of 
Conduct (not only the articles explicitly referring to sport) can be applied to the regulation of sport sponsor-
ing for alcoholic beverages. This, however, is rarely taken into consideration by the industry as well as by 
the German adverting council observing whether the rules of the Code of Conduct are followed.  
Moreover a violation of these rules has not any severe consequences for the advertising/ sponsoring 
companies. When a marketing activity is in breach with the Code, the advertising/ sponsoring company is 
prompted to chance the advertisement/ sponsoring strategy. If this demand is not met, an official rebuke 
follows which is often used as a marketing strategy of the respective company. 
 

In German Law sport sponsoring by alcoholic producers is not explicitly determined. The ñProtection of 
Young Persons Actò (Jugendschutzgesetz ï JuSchG) and the ñInterstate Treaty on the protection of Mi-
nors in Broadcasting and in Telemediaò (Jugendmedienschutz-Staatsvertrag - JMStV) comprehend arti-
cles which generally refer to alcohol advertising and thus also affect the (sport) sponsoring of alcoholic 
beverages. § 11 (5) of the German ñProtection of Young Persons Actò says that ócommercials and adver-
tising programmes for tobacco and alcoholic drinks must not be shown before 6 p.m. [é]ò (KJM 2009). 
This article implicates that (sport) sponsoring advices for alcoholic products within public film events shall 
not be broadcasted before 6 p.m. 
§ 6 (5) of the ñInterstate Treaty on the protection of Minors in Broadcasting and in Telemediaò underlines 
that ñadvertising for alcoholic beverages must neither be directed toward children and adolescents nor 
show them drinking alcoholic beveragesò (KJM 2011). This article implies that sponsoring advices for al-
coholic products shall not be appealing to young people and moreover shall not show them drinking or 
promoting drinking. 
Regulations generally referring to sponsoring and thus also affecting sport sponsoring of alcoholic bever-
ages can be found in § 8 of the German ñBroadcasting Treatyò (Rundfunkstaatsvertrag ï RStV) (KJM 
2010).  
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2. Sponsoring of top clubs by alcohol brands  
 

 

As mentioned introductorily the sponsoring of alcohol producers within the German sport landscape is 
widespread. This chapter examines sponsoring activities of the alcohol industry within websites of German 
sport clubs. The procedure of monitoring is based on the method of Maher et al. (2006) examining pat-
terns of sport sponsorship by gambling, alcohol and food companies via the Internet.     
 

First of all the five team sports which are most popular among young people in Germany are selected. The 
level of popularity is determined on the basis of club memberships by youngsters aged between 15 and 18 
years. According to the German Olympics Sport Federation [Deutscher Olympischer Sportbund, DOSB] 
(2009) which regularly publishes the memberships of sports clubs, the most popular sports among young-
sters in Germany are: 
 

1. Football (652.464 members ï 539.567 boys and 112.897 girls) 
2. Handball (116.561 members ï 65.617 boys and 50.944 girls) 
3. Volleyball (64.242 members ï 19.385 boys and 44.857 girls) 
4. Basketball (39.548 members ï 28.203 boys and 11.345 girls) 
5. Hockey (9.617 members ï 5.598 boys and 4.019 girls) 

 

For each of these sports ten menôs teams playing at the highest league are chosen. For simplicity, the 
teams occupying the ranks 1 to 10 of the previous national championship are selected. 
To get an insight into sport sponsoring strategies, the websites of the respective clubs are checked on 
information about sport sponsoring of alcohol producers.  
The output of the monitoring is presented in the following sections. The sequence of the results corre-
spondents to the popularity of team sports among young people (2.1 Football, 2.2 Handball etc.). 
 
 

2.1 Sponsoring of football clubs 
 

In Germany football is closely associated with alcohol, especially (as seen above) with beer. In the follow-
ing the monitoring results concerning the sponsorship of football clubs by alcohol brands are presented. 
Within table 1 ten clubs being at the top of the first German Football League by the end of the season 
2009/2010 as well as their recent websites are illustrated. 
 
 
Table 1: The top 10 German football clubs at the end of the season 2009/2010 and their alcohol sponsors

3
 

 

Club Alcohol Sponsor 

FC Bayern München 
Paulaner 
Lanson Champaign 

FC Schalke 04 Veltins 

SV Werder Bremen Haake Beck 

Bayer 04 Leverkusen 
Bitburger 
Gaffel Kölsch 

Borussia Dortmund Brinkhoffôs No. 1 

VfB Stuttgart 
Dinkelacker 
Kessler 
Bottwartal 

Hamburger SV 
Holsten 
Hawesto 

VfL Wolfsburg Krombacher 

1. FSV Mainz 05 Kirner 

Eintracht Frankfurt Licher 

 

                                                 
3
 Source: Own illustration, according to DFB (2010) 
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The analysis of the monitoring reveals that all itemized clubs are sponsored by at least one German beer 
producer. Four clubs are moreover funded by sparkling wine or spirit brands. 
The type of sponsorship varies from a co-sponsorship, a stadium sponsorship, a premium partnership, a 
champion, a classic, an exclusive and a service partnership. It is striking that for most of the websites the 
sponsorship is just specified by a logo of the recent alcoholic producer or a link which leads directly to the 
website of the sponsors. Information about the content and the quantity of sponsorship by the alcohol 
industry is hardly available within the clubôs internet presence.  
However, the majority of the sponsoring companies emphasizes the engagement in the field of sport 
sponsorship by providing detailed information about the nature and the extend of the sponsorship as well 
as by uploading photos of the football team and taking out sweepstakes and events in terms of the football 
sponsoring on the recent websites. 
It is likely that the involvement of alcohol producers in the field of football sponsorship is so great because 
almost all the football games or their summaries are broadcast on German television. 
 
 

FC Bayern München 
 

The football club Bayern München is funded by Paulaner, a Bavarian Brewery functioning as a premium 
partner in the huge group of the clubsô financiers. Within the context of its sponsorship Paulaner estab-
lished the so called ñPaulaner Hall of Fanò which is sited in the stadium of the football club. In this hall 
more than 50 fan clubs of Bayern München are exposed. For every new fan club which is accepted as a 
member of the ñHall of Fanò Paulaner endows amongst other things hundreds of vouchers for beer bever-
ages. 
 
Figure 3

4
 

 

 
 
 

 
 
 
 
 

                                                 
4
 Source: http://www.fcbayern.telekom.de/de/verein/ag/sponsoren/index.php [26.10.2010] 

 

http://www.fcbayern.telekom.de/de/verein/ag/sponsoren/index.php
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Figure 4
5
 

 

 
 
 
 
 
 
 
 
 

 
The brand Lanson Champaign that is marketed by the German company Borco-Marken-Import functions 
as a classic partner of Bayern München. 
 
 
FC Schalke 04 
 

The brewery Veltins officially sponsors the stadium of the football club Schalke 04. For this reason the 
stadium is called ñVeltins Arenaò. Moreover the Veltins beer is exclusively served during sportive events of 
the football club. 
 
Figure 5

6
 

 

 
 

 

SV Werder Bremen 
 

The sports club Werder Bremen is co-sponsored by the beer brand Haake-Beck which is produced and 
marketed by the InBev Germany Holding GmbH. The sponsorship comprises the serving of the Haake-
Beck beer in the stadium of Werder Bremen, the sale of cups being supplied with the logo of the company 
and the portrait of a football player, perimeter advertising and other marketing activities during sportive 
events.  

                                                 
5
Source:http://www.fcbayern.telekom.de/de/fankurve/paulaner/index.php?fcb_sid=9e5a2858f9efcc8feaf12d5663645346 [26.10.2010] 

 
6
 Source: http://www.schalke04.de/verein/stadion/veltins-arena.html [26.10.2010] 
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In 2007 Haake-Beck launched the beer product ñHaake-Beck 12ò which was especially created for the 
fans of the football club. According to the website of the company, Haake-Beck 12 implicated the most 
successful product launch of the year 2007 in the region Bremen/ Weser-Ems within the category óbeer 
and beer mix drinksô. 
 
Figure 6

7
 

 

 
Borussia Dortmund ï BVB 09 
 

The club Borussia Dortmund is sponsored by the beer brand Brinkhoffôs No.1. The company Radeberger 
Gruppe KG which produces and markets the Brinkhoffôs No.1 beer has the exclusive license to sell its 
beverages during sportive events and to use the logo of the football club in terms of marketing strategies.  
On the website of the football club the sponsorship of Brinkhoffôs No.1 is just specified with a logo of the 
beer brand whereas the website of the Brinkhoffôs No.1 itself stresses the sponsorship significantly by 
positioning photos of the athletes or posting sweepstakes.  
 
Figure 7

8
 

 

 

                                                 
7
 Source: http://www.werder.de/business/sponsoren.php [26.10.2010] 

 
8
 Source: http://www.brinkhoffs.de/index20.cfm [27.10.2010] 
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Bayer 04 Leverkusen 
 

The company Bitburger Braugruppe GmbH and the beer brand Gaffel Kölsch are official partners of the 
sports club Bayer 04 Leverkusen. The spirit brand Kleiner Feigling sponsors amongst others one of the 
business launches in the stadium of the football club.  
 
Figure 8

9
 

 

 

 
 

VfB Stuttgart 
 

The local brewery Dinkelacker is a premium partner of the football club VfB Stuttgart whereas the cham-
pagne producer Kessler and the wine cellars Bottwartal function as service partners. 
 
Figure 9

10
 

 

    
                                                 
9
 Source: http://www.bayer04.de/B04-DEU/de/_site_index.aspx  [27.10.2010] 

 
10

 Source: http://www.dinkelacker.de/vfb/film-aktuell/ [27.10.2010] 
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Hamburger Sportverein  
 

The sports club of Hamburg is supported by the beer brand Holsten being an exclusive partner within the 
group of sponsors. The wine merchant Hawesko functions as a supplier of the northern football club. 
 
Figure 10

11
 

 

 
 

 
VfL Wolfsburg, 1. FSV Mainz 05 und Eintracht Frankfurt 
 

The sports clubs Wolfsburg, Mainz 05 and Eintracht Frankfurt are all sponsored by one beer brand or 
rather one brewery. The brand Krombacher is a premium partner of VfL Wolfsburg, the private brewery 
Kirner co-sponsors Mainz 05 and the private brewery Licher functions as a premium partner of the foot-
ball club Eintracht Frankfurt.  
The clubsô sponsorships are specified by a logo and the link to the website of the recent alcohol producer. 
 
Figure 11

12
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 Source: http://www.hsv.de/verein/sponsoren/ [27.10.2010] 
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 Source: http://www.vfl-wolfsburg.de/premium-partner.html [27.10.2010] 

 


