
marmarmarmarketketketkkkkketingingingingnginginging
avaveaveaveragragggge ae e ae attttttette dddndaddndad ncencesss

ttstastastastadididiudiudiudiudidi m cm cm c m c cm capaapaapaapappppp itcitcitcitcity uy uy uy uy uy uy uy uy ttiltiltilizaizazaiza ititiotiotiotioi n n n (n (n (n n (n (%)%)%)))
newnewwwww aaatatata tenttent ddddddeeddeedeeee //s/ts/t/t/ts/ts/ts/ts/ totatotaotatoto l al aaal aaattttettett dddddndadndad ncencee (%(%(%(%(%(%))))

aveaveaveaveaveragragragrage se se   e se sspenpenpenpenpenpenenpenpenppppppp ddddddddddddddddd

tmattmat hdhdhdhdhdhddhdchdchddayayay ay ayayayy yyy yyy yyyyyyyyyy revrerevrevrevrevrevevevvvrevenenuenuenuenuenuue/pe/p/e/pe/pe/pe/pe/pe/pe/pe/pe/pe/pe/pe/pe iiiiioinioinoiniioinooinoino tsts s tsts s s tsts s wwonwonwonwonwonwonwonww

bbbbbbbbbbbbuuuuusssssiiiinnnnnnnnnnnnnnnneeeeeeeeeeeeeeeeeeeeeeeesssssssssssssssssssss mmmmmmmmmmmaaaaaaaaaaannnnnnnnnnnnnaaaaaaaaaagggggggggggggeeeeeeeeeeeemmmmmmmmmmmmmmeeeeeeeeeeeennnnnnnnnnnnnnnttttttttttttttttttttttttttttttttttttttt ppppppppppppppppppppppppppppppppppppppppppppppppppooooooooooooooooooooooooooooiiiiiiiiiiiinnnnnnnnnnnnnnnnnnnnnnnnnnttttttttttttttttttttttttttttttttttt
manmanmanmanageageageagegggg mememenenenmenmenmenent st stt ssst st st stt st st st tratratratraratratratrat tegtegtegtegtegtegtegegtegtegtegtegyyyyyyyyyyyyyyyy

tmatmatmatmat hdhdhdhdhdchdchddchdchdayay yy ay ay ay yyay yyy dddandandandandanddandandandanddndand totototototoootooooo herherherherhherherherherhherherrhereherr rerererererererr venvenvenvenvenvenven /e//e/ue/e///ue/e/ue/ue/ue/ue/sg&sg&sg&sg&sg&gsg&sg&sg&sg&sg&sg&sg&sg&sg&sg&sg&ggg aaaaaaaaaa

rrevrevenuenueeeerevrevr enuen ee

jjjjjjjjjj....lllleeeeeeeeaaaaaaaaaaaaggggggggggggggggguuuuuuuuuuuuuuuuuuuuueeeeeeeeeeeeeeeeeeeeeeeeeeeeee mmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaannnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaggggggggggggggggggggggggggggggggggggggeeeeeeeeeeeeeeeeeemmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmmeeeeeeeeeeeeeeeeeeeeeeeeeeennnnnnnnnnnnnnnttttttttttttttttttt ccccccccccccccccccuuuuuuuuuuuuuuuuuuuuuupppppppppppppppppppppppppp 2222222222222222222222222222222222222000000000000000000000000000000000111111111111111111111111111111111111111777777777777777777777777777777
revrevrevrevrevrevrevrevevrevvvevenuenuenueeenuenuenuenenuuenuenuenuuuuue ge ge ge ge e e ge ge ge ge ge ge e rowrowrowrorow hththththththhth ratratratratrateeee

equequeeequequeeqqqqqqq ityityityitytyityityity raratitiotiotiotiotio
cucupcupcupcupcupcupcupcupccupcupcupcccupcc pppppp wwwwwiwiwwiwwwiwiwiww nnnnnnennennennnnenner ar ar ar r r ar r nalnalnalnalysiysiysiysiysiysysiysissss

snssnssnsssns aacaca itititivtivityitytyityityityityityy
tstastastasta ddddndindindid ngsngsngsngsgggg

tattattattattattattattat ddddendendddendene ancance se se  hifhhhhhifttt
cocomcomc mermer iiiiiciaciall

tmattmat hdhdhdhdchdhdhdhdchdayayyayayayyy
acaacaacaacacadddemdemddddemyyyyyyy

tttstastastastastatstastastadididiudiudiudiudiudidiudiuudiudiumm cmmm c  cm cmm apapapaapapppp itcitcitcitititcityyyyyyyyy

kkkkkkkkkkkkkkkkkkkkkkeeeeeeeeeyyyyyyyyyyyyyyyyyyyyyy ppppppppppppppppeeeeeeeeeeerrrrrrrrrrrrrrrffffffffffffffffffffffffffffooooooooooooooooooooooorrrrrrrrrrrrrrrrrrmmmmmmmmmmaaaaaannnnncccccccceeeeeee 
iiiiiinnnnnndddddddddddddddddddiiiccccccccaaaaattttttttoooooorrrrrrrrssss

J.League Management Cup 
2017 
Sports Business Group 
September 2018



Contents
Foreword 03

Introduction
Growing Expectations for the Evolution of Sports in Japan 04

Overview
Four Perspectives of the J.League Management Cup 2017  06

Comparative Analysis of J1, J2 and J3 Leagues
1st Stage: Marketing  08
2n  Stage: E cienc  09
3rd Stage: Management 10
4th Stage: Finance 11

J1 Ranking 12
Management Cup Analysis of the J1 League

1st Stage: Marketing  14
2nd Stage: E cienc  16
3rd Stage: Management 18
4th Stage: Finance 20

J1 Cup Winner's Analysis
Urawa Red Diamonds  22

Special Feature 1
icket Price and Stadium Capacit  Utili ation Ratio 24

J2 Ranking 26
Management Cup Analysis of the J2 League

1st Stage: Marketing  28
2nd Stage: E cienc  30
3rd Stage: Management 32
4th Stage: Finance 34

J2 Cup Winner's Analysis
ago a Grampus 36

Special Feature 2
The Importance of a Fulfilling Spectator Experience 38

J3 Ranking 40
Management Cup Analysis of the J3 League

1st Stage: Marketing  42
2nd Stage: E cienc  44
3rd Stage: Management 46
4th Stage: Finance 48

J3 Cup Winner's Analysis
Kagoshima United FC 50

Special Feature 3
Funds Distributed in the J.League 52

Editorial Postscript 54

Greeting 55

Publisher:
Deloitte Tohmatsu Financial Advisory LLC
Sports Business Group (SBG) 
Shin-Tokyo Building, 3-3-1 Marunouchi, Chiyoda-ku, Tokyo, 100-0005
TEL: 03-6213-1180
E-mail: dtfasbg@tohmatsu.co.jp
URL: www.deloitte.com/jp/sportsbusiness

Supervising editor: Kazuhiro Fukushima

Supervising writer: Shin Satozaki

Contributing writers: Takato Kinoshita, Kazumasa Kawabata, Akinori 
Kaneda, Tatsuya Kotani, Kazuhiko Ota, Azana Sugiyama, 
Daiki Torii, Daiki Sugibuchi

Databook

marketingmarketingmarkmarketingmarketinmarketimarketinmarketingmarketingmarketingmarketingg
daverage attendancesaverage attendancesaverage attendancese attendancattendancesttendatttendaendancesaverage attendancesge attendadaan saverage attendancesaverage attendancesg

t distadium capacity uttadium capacity utstadium capacity utstadium capacity utitadium capacity uts adium capacity udium capacity utstadium capacity utsstadium capacity utstadium cap ilization (%ilization (%)ilizationti (%)ilization (%)on (%)ilization (%)lization (zationilization (%))
w attendw attendees/totalw attendees/new attendees/tow attendees/totatt /tto l/new attendees/totalnew attendees/totalttendees/totnew attendees/total attendance (%)attendance )attendance (%)attetttendndance ((%attendance (%)attendance (%)

average spendaverage spenda e spenaverage spendaverage spendage spendaaverage spendaverage spenda age spenddd

hdhdmatchday revenue/pomatchday revenue/pomatchday revenue/pomatchday revenue/pomatchday revenue/pomatchday revenue/poamatchday revematchday revenue/pohmatchday revenue/poeenmatchday revenue/poatchdamatchday revenue/pohmatchday revenue/poay revenue/pay revenue/penmatchday revenue/pmamatchday revenue/porevv iints wonintsints wonints wonints wonints wonintsints won

business mbusiness mb inbusinessbusiness mbbusiness mbusiness mnebbusiness mbusinessbusiness musiness mbusiness mnnnes mu neenebusiness siness mne anagement anagementanagement anagement anagemanagement annagemententt t anagementanagemenagemenmanagementanagementanagementment ment gg pointpointoinointopointppoinpointpoopointtpointpointpoint
managemmanagement strategynt sttr emmanagement strategyent strategyanagement strategy

t hdt hdmatchday and other hmatchday and othmatchday and other ay and other hmmatchday and othermatchday and othermatchday and other hdaymatchday and otheaand othernd othed othd otothermatchday and othhand otherd oot revenue/sg&a/ &&revenue/sg&arevenue/sg&arevenue/sg&aue//revenue/revenue/sg&asg&&arevenue/sg&arevenue/sg&arevenue/sg&aaa

revenuerevenuerrevenuerrevenuerrevenue

.leaeagj.lej.leaguj.leaguleaguj.leaguleaguj.leaguj.leaguj.leagueageagueagueagulea uuue manae me manamamamae managgge mae manage manage mane mae manamamannmanae managanagnage man gg ment cement cement cement cment cement ceement cemeent t ctment cement ceement cement cement cmeme up p 201717p 2 201717717p 201722017000177p 220172up 2020017uup 2017017up 01u 2017117
ddatdata bodatadata t bt bta bodata bobobodata bbobatadata bbbobobobodata obookkkkokokokokokokokokko

revenue growtrevenue growth nurevenue growth hhhrevenue growth rateevenue growth rateevenue growth raterevenue growth raterevenue growth rateveenuennuue growthowth rawtththevve ue growth erevenue growth raterevenue grevenuenuen h r
equity ratioequity ratuity ruit tioeequity raequity ratioequity ratior

cup winner analysiscup wup wcup winner analysi l inner analysisner analyser analysisr annacccupuppcup wwinner analysiswinner analysisnner analyscu w ner analyser anacup winneccupp winner analysis
tti itti its activitys activityssns activitysns activitys activitytysns

standingsstandingstandinstandisstandingstandinandingndingdingsinstandingss
tendance shiftance sance shiftnce shiftendance shiftattendatttendancettendance shiftshiatattendance shiftdance shifttendance shiftaattenattaatttentendance shiftaatt

i lcommerrcciialacommercialom
matchdaymatmatchdatchdachdaymatchdamatchdaymatchdaymatchdmatchdaymatchday

acadeacademycadd yacademyac myyyycacademyyyy
ytt dit didiistadium capacitycapacm capacitystadium capacitystadiumtastadium capacitymstadium capudium 

key perforkey perforkey perfokey perforfperforkey perforkey perforkey perfy perfoey perfory perfokey perfoey perforeey perfoy peerforfoey perey perfoy perfoyy pe forformancemancmance mance mance manceaanceannceemanmancemancanncemancemancema
indicaindicndicatondicatorsdiddicatorsndiccatorsindicatorsdidi atorsindicatorstorsoindicatorsndicad caicatorsorsscators

The J.League Management Cup 2017 Databook, which 
contains the main data used for this report, has been 
made available free of charge by Deloitte Tohmatsu’s 
Sports Business Group at the following website:

URL: www.deloitte.com/jp/sportsbusiness

0202



Foreword

Big changes are afoot in the J.League, with more and more 
marquee players coming into the fold. Andrés Iniesta Luján, the 
captain of the Spanish national team in the recent World Cup in 
Russia—where the Japanese national team recently had a strong 
showing—signed for Kobe and quickly made his talents evident. 
Former Spanish national team player Fernando José Torres Sanz 
joining Tosu is another big talking point. With world-class players now 
active in the J.League, fans and supporters can see big names in the 
game on a regular basis, and the J.League is increasingly taking center 
stage in the Japanese entertainment industry.

Let's not forget that these developments are all based on the 
steady work put in by J.League through 2017, leading up to the 2018 
World Cup.

In 2017, Panasonic Suita Stadium opened its doors, only to be 
followed by the Mikuni World Stadium in Kitakyushu City. Twenty-five 
years since it hosted its first game, the J.League has garnered a great 
deal of attention this season, with the first signing of a world-class 
player in some time coming via Lukas Podolski to Kobe, Dortmund 
visiting Japan for their World Cup challenge, Kawasaki-F coming out 
on top of a league free-for-all to win their first championship, and 
Urawa winning the AFC Champions League. Urawa are proving to be 
a long-term force in Japan.

In order to help the league connect its many years of experience to 
sustainable growth, Deloitte Tohmatsu’s Sports Business Group has 
ranked the business management (BM) of every club in the league in 
this report, the J.League Management Cup 2017. 

The J.League will play an important role in leading the Japanese 
sports business world over the next three years, which I believe will 
be a golden era for sports in Japan. A number of business 
management initiatives are already underway to support this, 
including the development of a common digital platform.

In the J.League Management Cup, we have examined the results of 
concrete initiatives carried out by the League and its clubs. I hope it 
provides a basis for discussions and a useful resource for the many 
stakeholders involved in the J.League as well as other spectator 
sports businesses. 

As one of the largest groups of business advisors in Japan, the 
Deloitte Tohmatsu Group set up its Sports Business Group in April 
2015. Since then, we have been working as a team to help expand 
markets for sports businesses in Japan and the rest of Asia, following 
the lead of the Sports Business Group in the United Kingdom. At the 
global level, Deloitte UK, a member company of Deloitte Tohmatsu, 
has ran its own sports business group for more than 25 years, 
contributing to the development of the sports business market 
centered on the English Premier League.

Through our activities, we are offering new insights into the sports 
business market, and I am confident they will help us bring more 
dynamism to the business of sports moving forward.

CEO
Deloitte Tohmatsu Financial Advisory LLC
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Acceleration of League-driven Digital 
Marketing Performance

The J.League has been working on the basis of a 
three-year, medium-term digital strategy since 2016. In 

scal 2016, the rst year the strategy was implemented, 
the league focused on maintenance of customer data, 
while in 2017, the second phase of the initiative, the focus 
was on utilization of customer data. In the 2018 season, 
the challenge will be to improve the spectator experience.

These details will be passed on to the PUB REPORT 
2017, which is published by the J.League. The essence of 
the digital strategy is to develop a business platform, 
driven by the League, known as a common digital 
platform. Through this initiative, it will be possible for J.
League's customers—the fans and spectators—to avail 
themselves of the services provided by the League 
through the appropriate business infrastructure. Rather 
than having clubs take action on an individual basis, 
initiatives will be conducted in concert with all League 
clubs, reducing costs and allowing clubs with more 
modest nancial power to participate in digital marketing.

What is the key to this initiative taking o
Ultimately, the common digital platform is a tool, and 

the results it creates will depend on who uses it and how. 
Turning customer data into a better spectator experience 
will depend greatly on the league and the clubs, but the key 
factor will be analyst involvement. In particular, it will be 
crucial to place analysts within clubs so that they can play an 
important role in improving the spectator experience.

What attributes do the fans and spectators at particular 
clubs have, what tendencies do they display and what are 
their needs

In the past, when clubs collected this kind of 
information, it consumed a vast amount of time, 
manpower and funds, causing clubs to hesitate to invest 
in this area. However, with external changes in the 
environment, including advances in IT and a smartphone 
in the hand of every customer, constraints to collecting 
information are a thing of the past.

In the future, it will be important that data gathered is 
not analyzed by the clubs themselves, but is rather used 
by the league as part of a concerted strategy.

Structural Challenges Faced by the League
At present, the J.League uses an open system in which 

teams are promoted or demoted into di erent categories. 
When managing the League under an open system, all 
teams are constantly in competition with each other. This 
type of structure favors management at the club rather 
than the league level.

The current League-driven digital marketing strategy 
may be inappropriate for the needs of J1 and J2 clubs at 
risk of demotion. Some clubs in J1 in particular are already 
making investments based on their own marketing 
strategies. Consequently, League management is focused 
on successfully incorporating these investments into the 
overall League strategy.

However, the same strategy appears to work well for 

the nancially less strong J3 clubs, as they are not at risk 
of demotion. The J3 league also has some of the greatest 
needs in terms of shared services, along with good 
potential for attracting new spectators—the most sought-
after customers in the J.League.

A key here will be to have a medium- to long-term 
strategy shared by the league and the clubs alike, based 
on a mutual understanding to achieve the best outcome 
for everyone.

Use of DAZN Funds
The 210 billion yen in broadcasting rights income that 

the J.League has earned over the last ten years will be the 
nancial backbone of the aforementioned League 

strategy. However, as pointed out by Mitsuru Murai, the 
League chairman, these funds are also a form of debt for 
the League, in the sense that they must be used for the 
revitalization of the League in the medium- to long-term.

To strike a balance between clubs seeking immediate, 
short-term results, and the League as a whole, seeking 
medium- to long-term results, it is important to foster an 
understanding of a uni ed strategy, in addition to properly 
allocating the revenue from DAZN to individual clubs. 
Although this may prove di cult in the J.League due to its 
open system, the League must not miss out on this 
opportunity.

To ful ll the great expectations placed on the League, 
leadership from the league chairman, along with the 
management of every club in the J.League, will be a 
critical factor.

Introduction

Growing Expectations for the Evolution of 
Sports in Japan

Photo (next page) © URAWA REDS 
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In this document, we will refer to each of these 
perspectives as a "Stage." J1 league clubs will be analyzed 
alongside those in the J2 and J3 leagues.

Our method of evaluating clubs is based on key 
performance indicators (KPIs) de ned by Deloitte 
Tohmatsu for each of the four stages. Clubs in each 
League were ranked according to their KPI results and 
awarded BM points corresponding to their respective 
League rankings. 

For instance, a club ranked at the top of J1 for a certain 
KPI received 18 BM points, since there were 18 clubs in the 
League. Likewise, a top-ranked club in the 22-club J2 
league received 22 points. In the J3 league, a top-ranked 
club received 14 points.* As clubs move down the ranking, 
they receive fewer points, with the lowest ranked club 
receiving one point. We ranked the clubs on a league basis 

because the number of matches and possible 
accumulated points di er across J1, J2 and J3.

Based on this evaluation method, the club with the most 
BM points across all four stages was declared the winner 
of the J.League Management Cup in each league.

In the event of a tie, the title would go to the club with 
the most points at the rst stage, and if the same clubs 
were tied at that stage, the next stages in descending 
order would be used to determine the winner. (In this 
report, rankings are given in the same manner from Stage 
1 to Stage 4).

In the J.League Management Cup 2017, we conducted a comprehensive evaluation of the business management (BM) 
of each J.League club from four perspectives— —mainly 
based on financial information and related data for each club published by the J.League.

Overview

Four Perspectives of the J.League 
Management Cup 2017

Evaluation (BM points)

J1: 18 points for 1st place – 1 point for 18th place

J2: 22 points for 1st place – 1 point for 22nd place

J3: 14 points for 1st place – 1 point for 14th place

1st Stage:
Marketing

Average Attendance

Stadium Capacity Utilization Ratio

Ratio of New Spectators to Total Attendance

Average Revenue per Spectator

3rd Stage:
Management

Wage Bill to Revenue (%)

Social Media Followers

Social Media Follower Fluctuation

Pro ts from Merchandise Sales

2nd Stage:

Wage Bill per Point Won

Matchday Revenue per Point Won

4th Stage:

Total Revenue

Year-on-year Revenue Growth Rate

Equity Ratio

Four Stages

*U23 clubs have not been included in these rankings.
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1st Stage: Marketing 
For this category, we focused on 

spectator-related data to evaluate the 
success of measures taken by J.League clubs 
to ll their stadiums. While marketing is an 
essential factor in business in general, there 
is still room for all of the clubs in the J.
League to unlock the potential of marketing 
initiatives. As individual clubs and the J.
League itself have recognized the 
importance of customer relationship 
management in recent years, marketing 
should be a useful benchmark for 
measuring the performance of club 
management. The speci c KPIs for this 
category are listed as follows: 

 Average Attendance 
 Stadium Capacity Utilization Ratio
 Ratio of New Spectators to Total   

         Attendance
 Average Revenue per Spectator

For this category, we primarily looked at 
points accumulated by clubs during the 
season in relation to their spending and 
revenue to evaluate how e ective they were 
in winning League points. Accordingly, this 
perspective re ects the link between the 
clubs’ Field Management (FM) and Business 
Management (BM), and is useful for 
examining how e ectively each club gained 
a return on its investment. By being aware 
of their results in each category, clubs 
should be able to generate a positive 
feedback loop between the FM and BM 
sides of the business. The speci c KPIs for 
this category are listed as follows: 

 Wage Bill per Point Won 
 Matchday Revenue per Point Won 

3rd Stage: Management 
For this category, we focused on the 

management of spending and revenue in 
order to evaluate how e ective clubs were 
in generating pro ts. In spectator sports, 
the main sources of pro ts are revenue 
from sponsors, ticket sales, television 
broadcast rights and merchandise sales. 
By analyzing these revenues relative to 
their associated costs, we hope to shed 
light on the business policies pursued by 
each club’s management. The speci c KPIs 
for this category are listed as follows:

 Wage Bill to Revenue (%) 
 Social Media Followers 
 Social Media Follower Fluctuation 
 Pro ts from Merchandise Sales

4th Stage: Finance
For this category, we primarily examined 

club nances to evaluate the business 
scale, nancial stability and growth 
potential of each J.League club. Financial 
data is important for enabling the 
performance of corporate bodies across 
industries to be clearly presented through 
standardized accounting procedures and 
other tools. By actively using such data, we 
hope to provide insight into the clubs’ 
business operations. The speci c KPIs for 
this category are listed as follows: 

 Total Revenue 
 Year-on-year Revenue Growth Rate 
 Equity Ratio 

 
 
 
 

 
 While examining the business 
management of each J.League club from the 
four perspectives described above, our aim 
is not to assess the superiority or inferiority 
of any given club, but rather to compare the 
clubs using the same indicators. Generally 
speaking, while the business management 
of an individual club can be hard to gauge, 
by comparing the performance of all the 
clubs together, we are more likely to gain 
insights into the e ectiveness of their 
business initiatives.

Finally, since we have only used published 
information for the data compiled in J.League 
Management Cup 2017, the scope of our 
analysis does not include information on club 
or league activities that has not been made 
publicly available. Please note that the rankings 
in this report do not re ect all the 
accomplishments of the clubs, such as local 
initiatives in the clubs’ hometowns. The J.
League and its clubs actively promote the 
disclosure of information and data. We expect 
access to more information in the future, which 
will allow us to further understand how the 
clubs are being managed.
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Average Attendance
In 2017, the average attendance in the J1 

league rose by 5%, stayed at +0% in the J2 
league and fell by 8% in the J3 league, compared 
with the previous year. While increases were 
seen in all three leagues in the previous season, 
in 2017, attendance fell in the J3 League. The 
various increases and decreases across the 
leagues can be largely attributed to variation in 
how well the promoted and demoted clubs 
attracted customers. However, the much-
discussed DAZN and other factors helped the J1 
league to increase attendance.

Regarding the di erence in the leagues’ 
capacity to attract spectators, the J1 League had 
2.7x more capacity to attract spectators than 
the J2 league, which was basically no change 
from the previous year, but the J2 league had 
2.4x that of the J3 league, which represents a 
rebound from the previous year's gure of 2.2x.

Stadium Capacity Utilization Ratio

In the 2017 season, the average stadium 
capacity utilization ratio across all the leagues did 
not change signi cantly compared with 2016.

The number of clubs that achieved an 
average attendance exceeding the stadium 
capacity utilization as stipulated by the club 
license standards was 12 in J1, two in J2 and two 
in J3, indicating that there are many stadiums in 
the J.League with signi cant capacity in 
comparison with to average attendance. 
However, up to 12 clubs* are currently planning 
to create new facilities, showing that further 
collaboration may be needed between local 
governments and the League as a whole.

Ratio of New Spectators to Total 
Attendance 

The ratio of new spectators to total 
attendance was 3.7% in J1, 5.6% in J2 and 10.3% 
in J3. Compared to last season, J1 was down by 
0.6%, while J2 was up by 0.5%. Data for J3 only 
became available this year, so a comparison 

with the previous year cannot be made.
The J1 and J2 leagues appear to be struggling 

to attract new customers.
The signing of world-class players to J.League 

teams and the recent World Cup show that 
interest in the League is already high, 
particularly in J1. As such, it has become di cult 
to attract a new demographic. It is important 
that BM measures are taken to address this, for 
example through marketing.

Moreover, individual clubs need to take FM 
measures as well, utilizing existing resources 
such as sponsors, local governments and the 
common digital platform, taking into account 
the fact that management resource allocations 
may be limited.

Average Revenue per Spectator
The average matchday revenue per spectator 

can be broken down into revenue from ticket 
sales and the revenue from merchandise sales. 
In the J1 and J2 leagues, 70% of revenue came 
from ticket sales and 30% of revenue came from 
merchandise sales, while in J3 a much greater 
portion came from merchandise sales, namely 
40% from merchandise compared to 60% from 
ticket sales. In comparison with the J3 league, 
the J1 league obtained 3.6x more revenue from 
ticket sales, and 2.1x more revenue from 
merchandise sales, which represents only a 
small inter-league di erence.

As the revenue from tickets is linked to facilities 
at stadiums and so on, it may be di cult to 
change this KPI in a short period of time, 
however, J3 clubs can aim to boost pro ts 
through BM measures surrounding merchandise, 
which are relatively easy to implement.

Spectator sports are in the business of entertainment, so selling out stadiums is a basic objective and an important task for an organization's 
management. In the J.League, marketing campaigns aimed at lling stadiums are clearly vital, as the stadium capacity utilization ratio averaged 
around 60% in the J1 league and only about 20% in the J3 league. It will be important for clubs to take BM measures in order to ll their stadiums.

Comparative Analysis of J1  J2 and J3 Leagues

1st Stage: Marketing

 *J.League PUB Report 2017 Winter 

Club average Max Min

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

Clubs 
promoted to J1
(2017 values)

Sapporo C-Osaka Shimizu Nagoya Shonan Fukuoka Clubs
demoted to J2
(2016 values)

4,000

J1
9

18
10
22

0.6P 0.5P

J2

18,418 20,970 15,116 17,729 11,530 12,857

Match day 
revenue per 

spectator
From 

ticket sales
From 

merchandise 
sales

J1
 average 3,434 2,410 (70%) 1,024 (30%)

J2 
average 1,828 1,219 (67%) 609 (33%)

J3 
average 1,130 646 (57%) 484 (43%)

Overall 
average 2,183 1,46 (67%) 715 (33%)
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Wage Bill per Point Won
This KPI tended to rise according to each 

tier of the J.League. Looking at the average 
values for wage bill per point won across the 
leagues, in J1 it was 42.6 million yen (+7.7 
million yen), in J2 it was 10.3 million (+1.0 
million yen) and in J3 it was 3.1 million (+0.1 
million yen). This shows the value roughly 
tripled when shifting up by one league.

Moreover, in the 2017 season, J1 played 34 
games, J2 played 42 games and J3 played 34 
games. As a result, it was relatively easy for 
clubs in J2 to accumulate points, while it was 
comparatively harder for J3. It is necessary to 
keep in mind that the J2 value tends to be 
relatively small for this KPI, while the values for 
J1 and J3 tend to be large.

These increases and decreases are also 
affected by the wage bill of each club, and it 
appears that overall wage bills are increasing in 
J1 and J2. We have also calculated the 
theoretical amount that a club would to have to 
spend on players in order to win the most 
points in its league by multiplying the average 
wage bill per point won in the J1, J2 and J3 

leagues by the points accumulated by the top 
club in each respective league in the 2016 
season. The J1 league came out on top, as 
shown below. These data also indicate that 
clubs need a solid financial footing if they are to 
generate results placing them at the top of the 
table. In that respect, the disparities between 
the leagues are expected to grow even wider 
due to a change in the system for distributing 
funds among clubs effective from 2017. At the 
same time, it will become more important than 
ever for clubs to spend wisely on players to 
improve their team’s standings while getting 
the greatest return on their investment.

Matchday Revenue per Point Won
Matchday revenue per point won indicates 

the commercial value of a single league point. 
In 2017, league averages were 17.6 million yen 
in J1 (up by 2.1 million yen), 3.4 million yen in 
J2 (up by 100,000 yen) and 0.7 million yen in J3 
(down by 100,000 yen). Accordingly, each 
point won in J1 was worth almost 5x the 
amount of a point won in J2, and about 20x 
the amount of a point won in J3.

Matchday revenue per league point won 
depends on matchday revenue, which is 
derived from attendance. However, no major 
changes were seen in this area this year.

While the primary factor underlying 
matchday revenue is the number of 
spectators that attend, the level of interest 
and commitment among fans and supporters 
is greatly influenced by the league that their 
team plays in. Spectator turnout may fluctuate 
depending on various short-term 
circumstances, such as when a club is 
competing for promotion to the next league 
or is fighting to avoid demotion. 

The biggest challenges clubs will need to 
focus on to stabilize their operations include 
(1) how to increase the number of new 
spectators as well as loyal supporters and (2) 
how to take BM measures that will popularize 
the league and increase investment in new 
stadiums, no matter whether the team in 
question wins or loses.

Wage bill per league point won and matchday revenue per league point won are important KPIs for making substantive comparisons, and 
highly relevant benchmarks for comparing leagues and clubs. The results of our analysis show that the amount of investment needed for each 
point won by clubs was especially high in the J1 league, and the di erences between the three leagues were pronounced. 

Max

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

Many supporters still 
come to matches due 
to short-term 
incentives

09



Wage Bill to Revenue (%)
There is no ideal gure for this ratio. 

Generally speaking, the ratio will be high if 
clubs take the strategy of reinforcing their 
ability to produce short-term results, while a 
focus on training from a medium- to long-term 
perspective tends to bring about a lower ratio.

A wage bill to revenue ratio of 50% has 
often been considered to be a sound 
standard for the J.League as a whole. The 
majority of clubs spend more than half of their 
revenues on wage bills, re ecting the 
emphasis throughout the J.League on training 
and player development. 

Social Media Followers
The number of social media followers is one 

indicator of public interest in a given club, and 
also shows the club’s in uence on the public.

In the 2017 season, follower numbers were 

highest on Twitter and lowest on Instagram in 
every league. The lack of new followers on 
Instagram, a platform for sharing photos, 
videos and personal opinions, and a similar 
lack of progress with LINE, the most-used 
messaging app in Japan, suggests 
opportunities for the future.

Social Media Follower Fluctuation
In the 2017 season, Twitter was the most-

used social media platform in all of the J.
League clubs. However, we can also see that 
clubs put their energies into Instagram in J1, 
and Facebook in J3.

In Japan, many people use Twitter, which is 
a powerful tool for transmitting information. 
Instagram is used primarily by a younger 
female demographic, while Facebook is used 
by a broad range of age groups, both male 
and female, and is the most-used form of 

social media worldwide. Here we examine 
which forms of social media BM measures 
should to focus on.

 As indicators of income and expenses 
regarding merchandising rst became 
available in the J.League in 2016, it is possible 
to compare the transitions in these indicators 
compared to the previous year.

Pro ts from merchandise sales were 3x 
higher in J1 than J2 and 4x higher in J2 than J3. 
These gures are roughly equivalent to those 
of the previous year, however, pro ts in all 
leagues were higher than the previous year. 
Growth in pro ts far exceeded the growth in 
average attendance, indicative of 
management initiatives.

Changes in the external environment are accelerating year by year, and the management of clubs in the J.League must accordingly evolve 
too. Proper allocation of club assets and proactive information dissemination through medium- and long-term BM strategies will become 
increasingly important. Social media can be an e ective tool to embody and visualize the connection between clubs and their fans and 
supporters, and it is ever more important that sta  operating social media platforms are constantly refreshed.

3rd Stage: Management

Max

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

Increase in pro ts (%) 
from merchandise 
sales

Increase in average 
attendance (%) 
from merchandise 

P P P

30.9%

42.5%

47.8%

7.5%56.9%

7.4%73.3%

4.2%49.8%

35.6%

19.3%

46.0%

42.0%

34.3%

45.1%

Wage bill to revenue (%)

Average increase Average increase Average increase
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Total Revenue
Looking at the average total revenue of the 

J.League over the past three years, J1 accounts 
for approximately 70% of sales, J2 about 30% 
and J3 less than 10%. In particular, the 
percentage of sales coming from J1 is 
increasing year by year. As the J.League signed 
a broadcasting rights agreement with DAZN 
this season, the increase in distribution from 
the J.League positively a ected each league, 
but the e ect was seen primarily in J1, where 
the most funds were distributed. This trend is 
expected to continue in the future.

Year-on-year Revenue Growth Rate
Dependence on commercial revenue, which 

accounts for a large part of total revenue, tends 
to be higher moving down the J.League clubs. 
During the 2017 season, commercial revenue 
was 44.4% in J1, 50.5% in J2 and 53.5% in J3. 
From a sponsor’s perspective, active 
sponsorship is a crucial BM measure to 
increase the value of the clubs they support. 

Regarding average net pro t for the third 
quarter, J1 earned 50 million yen, J2 earned 13 
million yen and J3 earned minus 6 million yen. 
 
 
 

Equity Ratio
There was no major change in equity ratio in 

any of the three leagues compared to the 
previous season. The ratio was 35% on average 
across the leagues, with no major disparity 
between leagues.

Control of equity ratio is a nancial strategy 
that showcases the success of a club's BM 
measures. It is important that the J1 league 
takes advantage of its good position to 
generate pro ts and increase internal reserves. 
Meanwhile, in J3, where it is di cult to 
accumulate internal reserves, strict control 
over cash ow will be required so that liabilities 
do not increase. In summary, whether clubs 
can increase capital by boosting spectators as 
they climb the league table will be a crucial 
success factor.

There is a large di erence in scale between the J.League clubs. This means that each KPI and speci c BM initiatives between the leagues 
hold di erent levels of importance. So that BM measures are taken in each league to ensure sound management at each club, clubs and 
leagues will need to act in concert.

4th Stage: Finance

Max

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

No. of clubs

Total average revenue over three years
Average net pro t over three years3,688

50

13

6

1,357

381

64% 32% 4%

66% 29% 5%

67% 28% 5%
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 J-League Management Cup 2017

J1Ranking

The Urawa Red Diamonds emerged as J1 club champions of the J.League 
Management Cup 2017 for the second year in a row.

The club earned solid results in all categories, placing 8th in marketing, 6th in 
efficiency, and first in both management and finance, winning the league for the 
second time in a row and the third time to date.

Urawa’s results were largely due to its consistently strong attendance, the highest 
in the J.League. This, in turn, brought high revenues from sponsors and 
merchandise. On the other hand, Urawa continued to have issues with their ratio of 
new spectators to total attendance, and BM measures to remedy this will be worthy 
of attention in future.

© URAWA REDS

BM point 2017

J1 2017 
ranking

2016
ranking Overall points

Urawa 1 1 181

Kawasaki 2 4 166
Kashima 3 3 158
Iwata 4 6 154
Yokohama F•M 5 7 153
Shimizu 6 5* 137
C-Osaka 7 3* 135
FC-Tokyo 8 9 134
G-Osaka 9 2 132
Sendai 10 8 126
Sapporo 11 4* 118
Hiroshima 12 5 104
Kobe 13 18 103
Tosu 14 12 101
Niigata 15 11 92
Kashiwa 16 17 91
Kofu 17 16 73
Omiya 18 15 70

*The ranking in the division for the 2016 season is given.

J1
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13

1st Stage: Marketing 2nd Stage: Efficiency 3rd Stage: Management 4th Stage: Finance

Average 
attendance

Stadium 
capacity 

utilization

New spectators
 to total 

attendance

Match day 
revenue per 

spectator
Subtotal Wage bill per 

point won

Match day 
revenue per 
point won

Subtotal
Wage bill to 

revenue
Social media 

followers

Social media 
follower 

fluctuation

Revenue from 
merchandise 

sales
Subtotal Total 

revenue

YoY 
revenue 
growth

Equity to 
total assets Subtotal

18 6 3 18 45 3 18 21 18 17 17 18  70 18 14 13  45

14 17 7 15  53 14 8 22 8 14 13 14 49 15 13 14 42

11 4 17 17 49 13 5 18 9 15 16 17 57 16 2 16 34

8 18 13 13 52 18 2 20 17 9 8 15 49 9 9 15 33

16 2 16 12 46 12 13 25 13 16 14 16 59 13 6 4 23

7 14 11 14 46 6 14 20 16 8 4 13 41 11 11 8 30

12 12 18 10 52 11 6 17 3 18 1 13 35 10 16 5 31

17 7 11 6 41 5 16 21 14 11 6 6 37 12 5 18 35

15 10 6 16 47 4 17 21 11 12 7 10 40 14 4 6 24

6 15 13 8 42 15 11  26 15 1 12 7 35 3 10 10 23

10 3 8 4 25 16 9 25 10 10 15 4 39 2 18 9 29

4 1 5 11 21 7 10 17 7 13 11 11 42 6 1 17 24

9 9 14 2 34 2 4 6 2 5 18 3 28 17 17 1 35

5 8 15 9 37 9 7 16 4 3 10 8 25 5 15 3 23

13 5 4 1 23 8 15 23 13 6 3 9 31 4 3 8 15

3 16 9 7 35 10 1 11 1 7 5 1 14 7 12 12 31

1 11 1 3 16 17 3 20 5 2 9 2 18 1 7 11 19

2 13 2 5 22 1 12 13 6 4 2 5 17 8 8 2 18
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For the 2017 season, the J1 League returned to the single-stage format. From the 2017 season, the funds distributed to each club from DAZN 
money increased. With the advance of the common digital platform in the J.League, the range of options for J.League club management is also 
expanding. The extent to which stadiums can be lled through BM measures enacted in concert by leagues and clubs is also of interest.

1st Stage: Marketing
Management Cup Analysis of the J1 League

Average attendance in J1 in the 2017 
season was 18,883, an increase of 826 (+5%) 
year-on-year. Recently promoted C-Osaka 
were active, achieving third place in the 
league, and their rst cup championship 
gained much attention. Their attendance was 
20,970, up by 8,200 (+64.2%) year-on-year.

The largest increase in average attendance 
out of the 15 clubs in J1, excepting newly 
promoted clubs, was seen for FC-Tokyo, 
which made a number of e orts to 
strengthen itself before the start of the 
season. Their average attendance was up by 
2,453 (+10.2%) year-on-year. By contrast, the 
biggest decrease was seen at Urawa, down 
by 4,666 (-12.2%) year-on-year to 33,542. In 
the 2017 season, despite having won the AFC 
Champions League, they dropped to 7th in 
overall league ranking. Combined with the 
fact that they had progressed to the 
championship round for multiple years in a 

in its history. Kobe's stadium capacity 
utilization ratio for the 2017 season was 
58.2%, up 9.1P year-on-year. Kobe has been 
designated manager of their home base, 
Noevir Stadium, from April 2018 onwards. 
Having also signed the Spanish captain 
Andrés Iniesta Luján, the club is expected to 
continue growing.

The clubs that achieved an 80% stadium 
capacity utilization ratio (used as a rough 
measure of a full stadium in the J.League) 
were Kawasaki, for the second year in a row, 
and for the rst time, Iwata, which recorded 
84.7%, up 7.1P year-on-year. Shizuoka 
Stadium Ecopa recorded a capacity 
utilization ratio of 78.3%, due most likely to 
the shock transfer of former Japan player 
Shunsuke Nakamura and the return of 
Shimizu to J1. In order to ll stadiums, it is 
clear that BM measures are crucial—such as 
boosting overall interest in clubs and 
strategic use of large stadiums.

row, this caused them to lose spectators.
This example highlights the challenge of 

professional sports entertainment, including 
for Urawa, which is reported to have the 
most loyal fanbase in the J.League, yet still 
shows uctuations of around 10% in 
attendance depending on their results on 
the pitch. At the same time, the importance 
of BM measures to minimize this volatility 
were rea rmed.

The average stadium capacity utilization 
ratio for J1 in the 2017 season was 61.1%, up 
1.7P (+3%) over the previous year and 
exceeding the 60% mark. The largest growth 
rate (aside from the teams promoted to J1 
from J2) was at Kobe, which signed the 
former German national team player Lukas 
Podolski and placed in the top ten for a 
second consecutive year, a rst for the club 

*Excludes promoted clubs

Stadium capacity utilization ratio %Average attendance

Kofu
Omiya

Kashiwa
Hiroshima

Tosu
Sendai

Shimizu
Iwata
Kobe

Sapporo
Kashima
C-Osaka

Niigata
Kawasaki-F

G•Osaka
Yokohama F•M

FC-Tokyo
Urawa

Hiroshima
Yokohama F•M

Sapporo
Kashima

Niigata
Urawa

FC-Tokyo
Tosu
Kobe

G•Osaka
Kofu

C-Osaka
Omiya

Shimizu
Sendai

Kashiwa
Kawasaki-F

Iwata

J1 average: 

61.1%
1.7P 3%

J1 average: 

18,883
826 5%

33,542
26,490

24,766
24,277

22,112
22,034

20,970
20,467

18,418
18,272
16,321
15,116
14,746
14,194
14,042
11,820

11,464
10,842

Average
84.7

80.4
78.2

74.9
74.5
73.6

67.0
62.8
60.7
58.2
56.8
53.0
52.7
52.1
50.1

46.6
45.2

28.1

Average

Comparison of Urawa's average attendance Stadium capacity utilization ratio

12.2%

2016
Season

2017
Season

Average attendance
38,208

Average attendance
33,542

Providing 
newsworthiness

Strategic use 
of the stadium

 Acquisition of Podolski
 Acquisition of Shunsuke Nakamura
 Revival of the derby match

Designated manager
(From April 2018)

E ective use of Ecopa Stadium
(Av. of 3 times: 45.2%  54.0%)

Highest capacity
utilization ratio

84.7%

Highest growth 
in capacity utilization
growth ratio*

9.1P
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The average ratio of new spectators to total 
attendance in J1 in the 2017 season was 3.7%, 
down 0.6P (-14%) year-on-year. Looking at the 
top three clubs, the newly promoted C-Osaka 
had the highest ratio (7.7%), followed by 
Kashima (5.4%) and Yokohama F•M (5.2%). Of 
the 15 clubs in the league that were not 
promoted, only six clubs—fewer than half of 
the total—showed an increase in the ratio of 
new spectators to total attendance.

Regarding growth in the ratio of new 
spectators to total attendance, Yokohama 
F•M, which had the largest increase last 
season, continued to increase (+1P) in the 
2017 season. The rise at Yokohama F•M was 
likely due to recurring sales of campaign 
tickets and event hosting—in other words, 
BM measures that focus on increasing new 
customers. Meanwhile, G-Osaka, which was 
ranked second in the category due to the 

new stadium e ect,  lost 1.8P in this area. As 
seen previously with Kawasaki-F, when the 
ratio of new spectators to total attendance 
declined in the second year after renovating 
their stadium, in the year following the 
establishment or renovation of a stadium, 
BM measures are essential to maintain a 
high ratio.

The average revenue per spectator for J1 
clubs in the 2017 season was 3,434 yen, up 
282 yen (+9%) year-on-year. Looking in more 
detail, revenue from ticket sales was up by 
8%, while revenue from merchandise sales 
was up by 12%. Examining the ratio of each 
component of this KPI, revenue from ticket 
sales accounted for 70% of total average 
revenue per spectator, while revenue from 
merchandise accounted for 30%. At present, 
many fans and supporters of J1 clubs tend to 
pay about 40% of what they spend on tickets 

on merchandise—the same as previous years.
In the 2017 season, the highest average 

revenue per spectator in J1 was seen at 
Urawa, at 5,524 yen, while the lowest was 
2,277 yen at Niigata, about 2.4x lower. 
Although this di erence could be accounted 
for in various ways, one may assume that the 
26% increase in revenue from merchandise 
sales at Urawa was in uenced by their 
victory in the ACL. By contrast, the decline at 
Niigata could be attributed to the club's 
decision to provide free invitation tickets as a 
measure to attract spectators, thereby 
causing the average revenue per spectator 
to decline.

Free invitation tickets are e ective in 
attracting spectators, however, it is crucial 
that it is followed up with additional measures 
to turn invited guests into paying customers. 
It is likely that collecting and analyzing the 
data of invited guests will become an 
essential BM measure in the future.

Management Cup J1

Average revenue per spectator yenRatio of new spectators to total attendance %

Kofu
Omiya
Urawa
Niigata

Hiroshima
G•Osaka

Kawasaki-F
Sapporo
Kashiwa

FC-Tokyo
Shimizu

Sendai
Iwata
Kobe
Tosu

Yokohama F•M
Kashima
C-Osaka

Niigata
Kobe
Kofu

Sapporo
Omiya

FC-Tokyo
Kashiwa

Sendai
Tosu

C-Osaka
Hiroshima

Yokohama F•M
Iwata

Shimizu
Kawasaki-F

G-Osaka
Kashima

Urawa

J1 average:

3.7%
0.6P 14%

 J1 average:

3,434
yen

282 yen 9%

7.7
5.4

5.2
5.0

4.7
4.3
4.3
4.2
4.2

3.7
3.4
3.0
2.9
2.8

2.4
1.6
1.5

1.1

Average
5,524

4,578
4,277
4,259

4,024
3,889

3,596
3,594

3,386
3,295
3,159
3,140
2,905
2,745
2,571

2,317
2,282
2,277

Average

3,247 yen
2.4x

828 yen
2.4x

Merchandise purchase

Ticket price

2,419 yen
2.4x

Urawa

Niigata

Average revenue per spectator 
2,277 yen

Ratio of new spectators to total attendance Average revenue per spectator

Year one Second year and beyond

Renewal

BM measures

Maintenance?
Growth? 4,098 yen

74%

1,426 yen
26%

1,679 yen
74%

598 yen
26%

Average revenue per spectator 
5,524 yen
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Wage bill per point won and matchday revenue per point won are important KPIs for making substantive comparisons, and highly relevant 
benchmarks for comparing leagues and clubs. This KPI provides some insight into the di culty of improving customer satisfaction while pursuing 
e ciency, given that what happens on the pitch is di cult to control from a BM perspective.

This KPI allows us to visualize how efficiently 
the team's wage bill—the biggest cost for a 
club—is linked to results on the pitch.

The J1 average for the 2017 season was 
42.6 million yen, up 7.7 million yen (+22%) 
year-on-year. Iwata won their points most 
efficiently, winning each point with just 26.7 
million yen. In contrast, at the bottom of this 
category, Omiya used 71.7 million yen to win 
each point, more than twice the amount 
used by Iwata.

It is important to remember that while a 
lower value for this KPI is desirable, in the end 
it is a value to be considered and analyzed in 
relative terms. It is important to obtain an 
objective measure from a position relative to 

million yen and 33.1 million yen, respectively. 
These values are significantly lower than the 
average for the J1 league and provide an 
excellent example of the link between the BM 
and FM sides of the game.

From another angle, Omiya, which had the 
highest value for this KPI, and Kobe (around 
the same level at 70.5 million yen) had values 
nearly double the J1 league average for this 
KPI. This suggests that they need a spur to 
the interaction between the BM and FM sides 
of their clubs.

other clubs fighting to win their league. 
In general, when the BM dictates spending 

large sums on the total wage bill, it has a 
positive influence on winning points. This is 
evidenced by historical data and the success 
of Chinese and Middle Eastern clubs in the 
ACL in recent years. However, the amount of 
money that can be added to the wage bill is 
limited, and in J.League clubs, where financial 
soundness is required, pouring more funds 
into wages is a risk. Therefore, each club must 
objectively understand its own position, and 
BM measures must be approached seriously 
to efficiently win points with limited resources.

For example, the values   of Kawasaki-F and 
Kashima, which both accumulated the most 
annual points in the league (72), are 32.5 

2nd Stage: Efficiency
Management Cup Analysis of the J1 League 

[Reference] Total wage bill (millions of yen)Wage bill per point won (millions of yen)

Omiya
Kobe

Urawa
G-Osaka

FC-Tokyo
Shimizu

Hiroshima
Niigata

Tosu
Kashiwa
C-Osaka

Yokohama F•M
Kashima

Kawasaki-F
Sendai

Sapporo
Kofu

Iwata

Kobe
Urawa

Kashima
Kawasaki-F

C-Osaka
Kashiwa
G-Osaka

Yokohama F•M
FC-Tokyo

Tosu
Omiya

Shimizu
Hiroshima

Iwata
Niigata

Sapporo
Sendai

Kofu
 J1 average:

1,914
million yen

340 million yen 22%

 J1 average:

42.6
million yen

7.7 million yen 22%

Average
26.8
27.6
28.0
28.4

32.5
33.1

35.9
37.0
37.2
40.4
43.8

48.5
49.4
50.3
51.4

54.0
70.5
71.7

Average
883

1,165
1,206
1,227

1,553
1,602
1,680
1,792
1,899

2,010
2,118

2,212
2,308
2,334
2,339
2,382

2,644
3,104

Young players
Extraordinary players Reinforce roster

Former player for Germany
Podolski

Non-Japanese players

Club restructuring
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This KPI expresses (1) how much a league 
point can be sold for (from the club’s 
perspective) and (2) how much a league point 
can be bought for (from the fans and 
supporters’ perspective). In other words, the 
relative value of a league point. All else equal, 
a club would like this KPI to be as high as 
possible, while the supporters would prefer it 
to be low, thus necessitating a tradeoff.

The average matchday revenue per point 
won in J1 in the 2017 season was 17.6 million 
yen, up 2.1 million yen (+13%) year-on-year. 
Looking at the rankings, Urawa has been the 
highest over the past four seasons, far ahead 
of other clubs. Urawa, which has an 
overwhelmingly greater attendance than other 

clubs, has been focusing on maintaining and 
expanding the number of season ticket 
holders while continuing to invest in its CRM 
strategy. On the pitch, Urawa finished seventh 
in the league, but drew much attention for 
their win in the ACL, among other 
achievements. It seems fair to say that the 
club has achieved a good balance between 
the FM and BM sides of the game.

Another noteworthy topic is the matchday 
revenue per point won of Omiya, which was 
demoted to J2. After implementing a number 
of BM measures, including improving the 
Wi-Fi at their NACK 5 home stadium, Omiya 
lost almost nothing in terms of attendance 
and matchday revenue compared to last 
season, despite gaining significantly fewer 

league points and otherwise performing 
poorly on the pitch. Omiya has been 
committed to increasing the number of loyal 
customers coming to the stadium regardless 
of whether the team wins or loses.

Customer satisfaction can be expected to 
affect the value of this KPI. Generally speaking, 
it is likely that even clubs with a high value for 
this KPI will see supporters leave in the 
medium- to long-term, preferring to hold onto 
their money if they are not satisfied. Each club 
must carefully consider whether this KPI is 
balanced with customer satisfaction.

Management Cup J1

Match day revenue per league point won (millions of yen)

Kashiwa
Iwata
Kofu
Kobe

Kashima
C-Osaka

Tosu
Kawasaki-F

Sapporo
Hiroshima

Sendai
Omiya

Yokohama F•M
Shimizu
Niigata

FC-Tokyo
G-Osaka

Urawa

 J1 average:

17.6
million yen

2.1 million yen 13%

47.7
29.4

25.7
22.5

18.4
17.3
15.9
15.1
15.0
14.5
14.4
13.4
13.3

12.4
11.7

11.0
10.6

8.9

Average

7.1
2016 2017

398
million yen

15.9

397
million yen
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*Total of Facebook, Instagram and Twitter

In addition to the wage bill to revenue ratio associated with BM measures for assigning the company's assets, and the revenue from sales of 
merchandise (which in turn indicates that BM should focus on merchandising) in 2017, we added two further KPIs in this section: Social Media 
Followers and Social Media Follower Fluctuation. These new KPIs help us to visualize a club's ability to disseminate information and more.

In the 2017 season, clubs in the J1 league 
spent an average of 47.8% of their revenue on 
wages, up 2.7P (+6%) compared with the 
previous season. In general, clubs hope that 
wage bills do not exceed half of total revenue. 
The fact that the wage bill to total revenue 
ratio was less than 50% for J1 clubs on 
average indicates that the league is currently 
being managed on a sound basis overall.

Because of the structure of the balance of 
payments of clubs in the J.League, the wage 
bill tends to be determined from the sales 
budget at the beginning of the season, so this 
KPI can be said to be a clear re ection of BM 
strategy. In that sense, Kawasaki-F, which 
performed well on the pitch, had the second 
highest wage bill increase (+42% compared to 
the previous year) of any team in J1 (excluding 
clubs just promoted to J1) but achieved 
year-on-year total revenue of +21% and thus 

down leader in this KPI.
In C-Osaka, the number of social media 

users is overwhelmingly larger than in Japan 
on average, and in Southeast Asia where 
football is also very popular, the club has 
partnered with Bangkok Glass FC of Thailand. 
It also holds charity matches and events in 
other countries, thus we can surmise it has 
acquired many followers overseas.

On the other hand, looking in detail at the 
average number of followers by social media 
type, there were 98,600 on Facebook, 157,492 
on Twitter and 20,759 on Instagram, with 
Twitter accounting for the most, at 57%. 
Although this distribution tends to be roughly 
consistent with the number of active domestic 
users of each social media platform, it is also 
the case that LINE, which has the largest 
number of active users in Japan, is not being 
exploited. For this reason, it will be worth 
paying attention to the social media 

had a value within 50% for this KPI. This also 
re ects powerful BM measures.

In contrast, at Sendai, where this KPI 
exceeded 50% last season, the team’s wage 
bill in the 2017 season was slightly lower (-2%), 
yet BM measures led to a 19% year-on-year 
increase in net sales, bringing their wage bill 
to revenue ratio under 50%.

The average number of social media 
followers in the 2017 season was 275,698, a 
signi cant increase of 125,529 (+78%) year-on-
year. A major reason is the number of people 
following C-Osaka on social media. C-Osaka 
were promoted to J1 this year and their 
in uence on social media followers across the 
league was huge. They have four times as many 
followers as the average J1 team and more 
than twice as many as the second ranked team 
for this KPI—Urawa—making them the hands-

3rd Stage: Management
Management Cup Analysis of the J1 League 

Social media followersWage bill to revenue (%)

Facebook
Twitter
Instagram

Kashiwa
Kobe

C-Osaka
Tosu
Kofu

Omiya
Hiroshima

Kawasaki-F
Kashima
Sapporo
G-Osaka

Yokohama F•M
Niigata

FC-Tokyo
Sendai

Shimizu
Iwata

Urawa

Sendai
Kofu
Tosu

Omiya
Kobe

Niigata
Kashiawa

Shimizu
Iwata

Sapporo
FC-Tokyo
G-Osaka

Hiroshima
Kawasaki-F

Kashima
Yokohama F•M

Urawa
C-Osaka

J1 average:

47.8%
2.7P 6%

J1 average:

275,698
120,529 78%

33.2
40.6
41.9
43.0
43.8
44.4
44.4
44.5
45.1
45.6
45.7
46.8
48.6

51.1
56.7

58.7
59.3

66.8

Average
1,224,005

512,003
507,975

477,330
435,811

292,803
280,679
261,168
130,823
130,116
127,182
121,687
117,596

93,138
86,753
82,597

58,226
22,680

Average

Around 
4x

Social media followers*Wage Bill to Revenue (%) 
Clubs where wage bill to total 
revenue ratio decreased

Clubs where wage bill to total 
revenue ratio increased

J1 
average

1,224,005 512,003 507,975

2x or more

5,123
million yen

4,254
million yen

2,709
million yen

2,285
million yen

7.0P 8.9P

1,165
million yen

2,339
million yen

1,187
million yen

1,643
million yen

38.6% 51.9% 43.0%45.7%

Total 
revenue

Wage 
bill
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development of each club in the future.

The average percentage increase in social 
media follower numbers in J1 in the 2017 
season was 41.8%, which shows that it is 
increasing on the whole in J1. The average 
percentage increase by social media platform 
was 14.6% on Facebook, 49.1% on Twitter and 
43.5% on Instagram—the percentage increase 
was highest on Twitter.

The top percentage increase at a speci c 
club was a 100.3% at Kobe (Facebook +29.9%, 
Twitter +108.9%). Looking at trends over the 
year, Kobe’s social media followers increased 
intermittently from the beginning of the 
season when coverage began of Podolski's 
signing to the squad, and it increased greatly 
in July at Podolski’s rst press conference (end 
of June: 35,812 followers; end of July: 40,574 
followers). Because Podolski is a global star, it 

is likely that he has many individual followers, 
and accordingly, Kobe’s overall number of 
social media followers increased.

Urawa and Kashima, which had the next 
highest growth rates in social media followers 
after Kobe, notched up Twitter follower 
increases of 118.3% and 78.6% respectively. 
This is likely the result of Urawa gaining attention 
by playing against Dortmund, and Kashima 
gaining attention by playing against Sevilla in the 
J.League World Challenge held in July.

The average pro ts from merchandise sales 
in J1 in the 2017 season were 97 million yen, 
up 13 million yen (+17%) year-on-year. Urawa 
was top in this KPI for the second season in a 
row at 294 million yen, more than three times 
the J1 average. Urawa saw a drop in average 
attendance of 4,666 from last season, but we 
can infer that the BM strategy of o ering 

merchandise related to the club's World 
Challenge and ACL victory worked very well.

Kashima (+104 million yen) and C-Osaka 
(+79 million yen) also increased their pro ts 
from merchandise sales signi cantly. At 
Kashima, sales of merchandise increased due 
to their obtaining the second hand goods 
trading app Mercari as a new sponsor in April 
2017, while at C-Osaka, an increase in the 
average attendance accompanying their 
re-promotion to J1 (+8,201 over the previous 
year) boosted their merchandise sales.

The average pro t margin in J1 increased 
slightly to 25.8%, +0.2P (+0.8%) over the 
previous year. Urawa had the highest pro t 
ratio at 36.2%, while Kobe was lowest at 9.7%, 
which is nearly a 30% di erence. Moreover, 
there was a big di erence depending on the 
transaction volume and the type of sales 
adopted by each club.

Management Cup J1

Profits from merchandise sales (millions of yen)Social media follower fluctuation (%)

C-Osaka
Omiya
Niigata

Shimizu
Kashiwa

FC-Tokyo
G-Osaka

Iwata
Kofu
Tosu

Hiroshima
Sendai

Kawasaki-F
Yokohama F•M

Sapporo
Kashima

Urawa
Kobe

Kashiwa
Kofu
Kobe

Sapporo
Omiya

FC-Tokyo
Sendai

Tosu
Niigata

G-Osaka
Hiroshima

C-Osaka
Shimizu

Kawasaki-F
Iwata

Yokohama F•M
Kashima

Urawa

J1 average:

 J1 average:

97
million yen

14 million yen 17%

100.3
84.1

73.3
57.3

50.3
42.7

40.7
39.5

38.0
36.1
35.9

31.8
28.5

26.9
22.6
22.3

18.8
2.6

Average
294

216
172

150
143

129
129

113
103

50
47
45
44

39
22
19
17
16

Average

18

104

14
24 45 37 79

60
34

Flea market app Mercari

Increase in average attendance294

216

172
150 143

129 129
113 103

276

112

158

126

98 92

50

173

137

2017

2016 83

97

(millions of yen)

Urawa

G-Osaka

Hiroshima

C-OsakaShimizu
Kawasaki-FIwata

Yokohama
F•M

Kashima

Average

14

April May June July August September
32,597 34,327 35,812 40,574 43,998 47,863

4,762

2,508
1,730

1,485

3,424

3,865
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In the 2017 season, all of the nancial performance KPIs improved due to the in uence of DAZN funds.
J1 is becoming bigger as a business, due in part to the gradually increasing use of CRM as a BM measure and recognition of the importance 
of digital marketing.

Average total revenue in J1 in the 2017 
season was 4.082 billion yen, up 442 million 
yen (+12%) compared with the previous year.

Turning to commercial revenues, Kobe 
recorded an increase of 1.131 billion yen, and 
Urawa's revenues went up by 600 million 
yen. In total, commercial revenue alone 
exceeded 3 billion yen. The increase at Kobe 
was likely due to higher sponsorship fees 
from their main sponsor following the 
acquisition of Podolski. Urawa increased 
their commercial revenues for the sixth 
consecutive year, thanks to additional 
sponsorships accompanying their win in the 

The average year-on-year revenue growth 
rate for J1 in the 2017 season was 14.0%, up 
6.5P (+86%) over the previous year. The likely 
cause is the di erence in growth rates 
between the group promoted to J1 at the 
end of the 2016 season compared to the 
group promoted in 2017. Sapporo, Shimizu 
and C-Osaka were promoted to J1 for the 
2017 season and had growth rates of 40.7%, 
20.0%, 32.2% respectively, making the 
average growth rate of the three clubs 31.0%. 
On the other hand, the average growth rate 
of the three clubs that were promoted in 

ACL and acquisition of new partners.
Meanwhile, matchday revenue increase by 

more than 20% at newly promoted Sapporo, 
Shimizu and C-Osaka, as well as at Iwata, 
Kashiwa and Kobe. Among them, C-Osaka 
achieved the number three spot for this KPI, 
despite 2017 being the rst year they played 
in J1, with growth of 329 million yen (+64.5%). 
This contributed to an increase in their 
average total revenue. At Kobe, the yearly 
attendance at home games exceeded 
310,000, a record high for the club. This was 
most likely in uenced heavily by the signing 
of Podolski in July.

4th Stage: Finance
Management Cup Analysis of the J1 League 

Total revenue (millions of yen) 

Commercial
Matchday
Distribution
Revenue from merchandise
Academy and others

 J1 average:

4,082
million yen

442 million yen 12%
Kofu

Sapporo
Sendai
Niigata

Tosu
Hiroshima
Kashiawa

Omiya
Iwata

C-Osaka
Shimizu

FC-Tokyo
Yokohama F•M

G-Osaka
Kawasaki-F

Kashima
Kobe

Urawa 7,971
5,237
5,228

5,123
4,966

4,765
4,588

4,010
3,976
3,828

3,685
3,454

3,424
3,350

2,762
2,709

2,676
1,727

Average

2,221
million yen

2016 2017

J.League TOP

Commercial

over 3 billion yen

3,352
million yen

14.0%

7.5%

2017

2016

DAZN

League Club

4,491
million yen

111%

2020



2016—Omiya, Iwata and Fukuoka—was 
9.3%, a signi cant di erence.

Due to the contract with DAZN, J.League 
doubled the funds it distributes to each club 
in the 2017 season. Distributed funds for J1 
were up 4,491 million yen (+111%) over the 
previous year, which contributed to its 
continued revival. 

Kobe achieved a growth rate of 35.5% due 
to the in uence of Podolski, a world-famous 
player. Urawa achieved 20.7% due to their ACL 
victory, and Kawasaki-F secured 20.4% by 
winning their rst league title in J1. All in all, 
2017 was an eventful season, and this 
contributed to raising the growth rate overall.

The average equity ratio in J1 in the 2017 
season was 34.3%, 1.3 percentage points 
(-4%) less than in the previous year. The top 
performer for the second year in a row was 
FC-Tokyo at 76.2%, while the lowest rank was 
occupied by Kobe, at 0.2%.

In J1, there are ve clubs whose equity 
ratio is 50% or more, a value thought to 
indicate a relatively high level of nancial 
soundness, while there were ve clubs—
Kobe, Omiya, Tosu, Yokohama F•M and 
C-Osaka—with an equity ratio of less than 
10%. Under the club license system of the J.
League, a license for the following scal year 

is not issued if net asset value is negative 
(indicating excessive liabilities), even in one 
quarter. Therefore, if the equity ratio is at the 
single-digit level, the nancial soundness of a 
club, its main sponsor and shareholders may 
come under scrutiny. From the club's 
perspective, the main shareholder is 
indispensable for stable management. On 
the other hand, in the future, it seems that a 
BM strategy that makes a club indispensable 
for raising the corporate value of the main 
shareholder will be crucial.

Management Cup J1

Equity ratio %Year-on-year revenue growth rate %

Hiroshima
Kashima

Niigata
G-Osaka

FC-Tokyo
Yokohama F•M

Kofu
Omiya
Iwata

Sendai
Shimizu
Kashiwa

Kawasaki-F
Urawa

Tosu
C-Osaka

Kobe
Sapporo

Kobe
Omiya

Tosu
Yokohama F•M

C-Osaka
G-Osaka
Shimizu
Niigata

Sapporo
Sendai

Kofu
Kashiwa

Urawa
Kawasaki-F

Iwata
Kashima

Hiroshima
FC-Tokyo

J1 average:

14.0%
6.5P 86%

J1 average:

34.3%
1.3P 4%

76.240.7
35.5

32.2
21.1
20.7
20.4
20.2
20.0

18.6
15.9

15.0
13.4

1.5
1.0
3.5
5.0
6.3
9.8

74.5
65.2

57.9
54.5

48.4
44.8

41.3
38.8

32.4
28.3
28.3

13.4
8.3

2.4
1.6
0.7
0.2

Average Average

0.2% 0.7%
1.6% 2.4%

8.3%

Main sponsor / main shareholder

3,718 1,670 1,141 1,856 1,491Total assets
(millions of yen)

Equity ratio

Adequate response through BM measures required

10%
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On the club's 25th anniversary in May 2018, Urawa 
unveiled a new philosophy. Since 1992, the club has 
operated according to their founding philosophy. 
However, in the 25 years that have passed since, the club 
has added its own spirit and vision to this philosophy. 
Over the past two years, Urawa has discussed its 
direction, put its ideas into order, clari ed its raison d’ tre 
and established a philosophy that its members agree on: 
the "Urawa Reds Philosophy." This philosophy de nes the 
ideal player in words.

To clarify a philosophy, it is indispensable to rst clarify 
the gap between the ideal and the status quo. Fuchita 
mentioned that "It takes a long time for a philosophy to 
take hold." However, is that process not the rst step in 
recognizing the problems of a club and how to solve them

What follows is a discussion of what Urawa considers its 
most pressing issues today.

In order to improve the spectator experience, it is 
necessary to understand exactly who your fans and 
supporters are, and develop services that address the 
needs of each customer segment. To date, Urawa has 
managed information on fans and supporters by 
separating them into season ticket holders and members 
of fan shops and the sports facility "RedsLand." This made 
it di cult to understand what the fans and supporters 
were actually like and thus impaired a coherent 
management strategy and e ective measures.

To address this situation, Urawa established "REX CLUB" 
as an integrated CRM platform in 2015, promoting 
aggregate and uni ed management of member 
information, which was previously uncoordinated. Since 
then, they have been accumulating data, providing an 
enhanced understanding of fans and supporters who visit 
the stadium, purchasing trends, and more. Urawa are now 
better positioned to analyze precise segmentation, 
targeting and positioning.

According to Fuchita, CRM will be used more extensively 
moving forward, and the 2017 season was a preparatory 
period to this end. REX CLUB is in its third year of 
operation, and as the club accumulates more data, it will 
be able to create more accurate analyses and BM 
measures based upon them. As such, there is still great 
potential for growth in this area. In the near future, we may 
see even more excitement in Saitama Stadium 2002.

The Urawa Red Diamonds are the winners of the J1 Management Cup for the second year in a row, and third time to date. Regarding Urawa's 
performance on the pitch in 2017, although they placed 7th overall in the league, they had a fantastic second win in the ACL. As a result, they 
achieved the highest total revenue in the history of the J.League in a single year, which was an impressive performance in terms of BM. Urawa 
is considered to excel in BM, but what is happening on the pitch  Deloitte Tohmatsu conducted an exclusive interview with Keizo Fuchita, the 
club's president, to analyze the situation.

J1 Cup Winner s Analysis

Urawa Red Diamonds

The path to solutions (the e orts required to 
realize a philosophy and solve issues) is clear 
when the foundational principle is clear

Without a clear philosophy, issues can t be solved

Issues

Philosophy

REX CLUB
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Urawa started out at the Urawa Komaba Stadium in 
Urawa City. They played there from the opening of the 
J.League until the early 2000s, but with the increase in 
spectator numbers and the completion of Saitama 
Stadium 2002, the nation's largest football stadium, they 
moved into this new and outstanding venue. Although the 
new stadium can accommodate more spectators, it is 
further away from the heart of Urawa City, and local 
residents say they feel further away from their stadium on 
an emotional level.

In response to this issue, Fuchita again stressed the 
importance of promoting local activities. There is nothing 
more e ective than a direct message to the fans from the 
players—the face of the club—in giving local people a 
sense of camaraderie with their team.

As an example of BM measures in the German 
Bundesliga, several players from top teams visited local 
elementary schools so that groups of children could 
choose their hero. Then, rather than a card introducing 
the player, etc., the children received an autographed 
invitation ticket to a game. This allowed children to learn 
about a player they previously didn’t know anything 
about and develop an a nity for them. It also 
encouraged them on to become fans and supporters of 
the club in the future. A little ingenuity on the BM side 
can lead to activities that are far more impactful than a 
simple player visit.

In spite of Urawa's victory in J1, their third in the past 
four years, Fuchita is now actively feeling the need to 
address numerous challenges. In the interview, Fuchita 
memorably stated, "The Reds are very well known within J.
League, but there is still a lot to do. That also means we 
have a lot of opportunities. We will use the Urawa Reds' 
philosophy to take advantage of these opportunities, and it 
is time for us to step our game up. We will continue 
building a strong and charismatic team, create a stadium 
that is both dependable and convenient, and generate 
enthusiasm for our spectators, taking into account our 
CRM strategy." Urawa are not content to rest on their 
laurels and are setting their sights high. We can't wait to 
see their next move.

It is widely considered that Urawa has some of the most 
enthusiastic core supporters in the J.League. The club 
takes this fact seriously and recognizes it as the club's 
greatest asset. However, the data show that the 
percentage increase of new spectators in the 2017 season 
was +1.6%, placing Urawa 16th out of the 18 clubs in J1. 
This suggests the club may have an issue bringing people 
to the stadium for the rst time and attracting more casual 
fans to matches. In particular, the lack of convenient, 
dependable and quick access to the stadium is regarded 
as a problem. No matter how good a match is, it is hard to 
turn rst time visitors into repeat visitors if it takes hours 
to get home using shuttle buses stuck in tra c jams.

To improve the situation, Fuchita must tackle issues—
including an extension of the Saitama high-speed 
railway—to make the fundamental improvements 
necessary in the medium- to long-term. To make the 
stadium enjoyable for all, something must be done about 
tra c congestion. To this end, the club has been in 
discussions with Saitama City and others as a member of 
the Miso Urban Design Council since the 2017 season. 
One positive result was seen in September 2018, when 
an experimental shuttle bus priority lane was set up after 
matches on roads around the stadium to promote the 
use of public transport and resolve tra c jams. The aim 
of the priority lane initiative is to shorten the journey 
from the stadium to the nearby bypass from 65 minutes 
(due to congestion) to 20 minutes.

More repeat visitors!

Establish a dedicated 
shuttle bus lane as a 
social experiment 

isitors can all drink  
(no drunk driving concerns)

Congestion

Making the players and clubs a 
special experience for children, 
creating future generations of 
fans and supporters
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The figures on the next page show "ticket 
price" (price) on the horizontal axis, and 
"stadium capacity utilization ratio" (utilization 
ratio) on the vertical axis. The size of the circle 
represents the amount of matchday revenue. 
These figures allow us to visualize the shift 
across all three of these indicators from the 
2013 season to the 2017 season. Essentially, a 
right-moving trend is ideal, however as price and 
utilization ratio are a tradeoff, we see movement 
up, down, left and right. Looking at the shift 
across all the clubs, we see three trends.

1. Clubs that show almost no change in 
indicators of price and utilization ratio

2. Clubs in a positive growth cycle, with 
upwards and right-moving trends

3. Clubs that may have fallen into a vicious 
cycle with downward and right-moving trends

(Figure 1)
Out of all the clubs, 13 showed no 

signi cant change in either indicator.
These clubs are roughly divided into two 

groups: clubs where price and utilization ratio 
are both low, and clubs where price and 
utilization ratio are both high.

Most likely, the former group is comprised of 
clubs that have not attracted more customers 
despite a continued o er of low-price tickets, 
while the latter group is made up of clubs that 
have small stadiums, attract few customers and 
have yet to optimize pricing. Both groups 
would likely bene t from BM measures tailored 
to their circumstances.

18th 
( J1)

17th 
( J2)

15th 
( J1)

17th 
( J1)

18th 
( J1)

16th
( J1)

10th 
( J1)

14th 
( J1)

5th 
( J2)

16th
( J1)

10th 
( J1)

12th 
( J1)

7th 
( J2)

4th 
( J2)

6th 
( J2)

Clubs in a positive growth cycle 
(Figure 2)

There were ve clubs with growth in one or 
both indicators.

In the 2015 season, when Matsumoto was 
promoted to J1, there was a large increase in 
the ticket price and utilization rate. They were 
demoted to J2 again in the following season, 
and their utilization rate decreased accordingly, 
but in the 2017 season, ticket prices increased 
to 1,937 yen. The ticket price is greatly 
in uenced by promotion and demotion 
between leagues. Clubs can raise the ticket 
price when they are promoted yet have to 
lower it again upon demotion. Matsumoto was 
able to maintain the price of a J1 club by 
entrenching themselves in the local community 
and focusing on management resources that 
enabled them to ll their Alwin stadium, rather 
than looking for promotion to J1.

Kawasaki-F and FC Tokyo have steadily 
raised ticket prices, while utilization ratio has 
only decreased slightly. Kawasaki-F has 
maintained a utilization rate of around 80% 
while increasing the ticket price by 44.7% over 

ve years, despite having expanded its 
stadium. As we know, Kawasaki-F hosts 
various events and consistently tries to 
enhance the spectator experience. In addition, 
FC-Tokyo began sales of season tickets in the 
2018 season and is actively employing a 
ticketing strategy.

For Kobe, the ticket price has uctuated but 
utilization rate has risen steadily. Kobe has 
succeeded in attracting spectators through 
reinforcement of players, used dynamic 
pricing since the 2018 season, and is actively 
implementing pricing strategies. Kashima has 
not changed its ticket price much over the last 

ve years but is gradually increasing the 
utilization rate. Kashima also cooperates with 
private enterprises to increase the added 
value of its stadium.

All ve clubs have di erent environments 
and nancial conditions, so why are they all 
growing continuously  It may be considered 
they understand their respective strengths 
and invest ample resources in them, 
continually striving to improve.

 
 
 
 
 
 

 
Clubs potentially in a downward 
trend (Figure 3)

There were ve clubs on a downward trend in 
the indicators of ticket price and utilization rate.

Both Tochigi and Sanuki have been gradually 
lowering ticket prices although utilization rate 
has stayed constant or increased slightly. Both 
indices have declined at Tochigi and Sanuki 
over the last 4-5 years, by 48.9% and 27.1%, 
respectively. BM measures are needed at both 
of these clubs to bring greater satisfaction to 
the small number of core fans that come to the 
stadium, while stabilizing the falling ticket price.

Both indices declined at three clubs. These 
clubs may not have a price strategy to 
maintain their stadium capacity utilization 
ratio, but BM should focus on improving 
services at the stadium, raising satisfaction 
among core fans, and hosting local activities 
to boost fan loyalty and secure more fans.

J.League pricing strategy
Recently there has been a shift toward 

dynamic pricing in the world of sports. 
According to market trends, tickets to popular 
games can be sold at a higher price. Although 
this bolsters the management side of the club, 
implementation must be carefully considered, 
due to the resulting pressure to sell tickets to 
less popular games for lower prices.

At present, most games in the J.League do 
not sell out, which means leftover tickets. The 
only clubs that have radically revised their 
prices in recent years are those that have built 
a new stadium. In the J.League, it is probable 
that cheaper tickets will be sold rst, while 
more expensive tickets sell more slowly. Given 
these circumstances, BM measures are 
needed to reliably sell the cheaper tickets 
while providing greater bene ts with the more 
expensive ones. Consumers are more likely to 
stop buying higher priced tickets than lower 
priced ones, thus an incentive above and 
beyond the match itself should be provided 
alongside these expensive tickets in the form 
of a service that justi es the ticket price. In the 
J.League, clubs may only be able to embrace a 
certain pricing strategy after customers are 
familiarized with pricing standards and higher 
priced tickets.

The relationship between ticket price and stadium capacity utilization ratio is a tradeo . From a BM perspective, it is necessary to 
understand the relationship between the two and ne tune accordingly to optimize operations. We discussed this relationship previously 
in Special Feature 3 of the J.League Management Cup 2015 report, using the indicator "RevPass." Here, we have given visual context to data 
for the past ve years.

Special Feature 1

Ticket Price and Stadium Capacity 
Utilization Ratio

Many clubs are struggling in the JMC Rankings
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 J-League Management Cup 2017

J2Ranking

Nagoya are the J2 club champions of the 2017 J.League Management Cup.
They ranked first in marketing and efficiency, 12th in strategy and 18th in 

finance. On the pitch, they continued to make strategic investments and won the 
cup, despite playing through the season having been demoted to J2.

 Although Nagoya were playing in J2 for the first time in the history of the club, 
BM measures to strengthen cooperation with main shareholders were successful, 
and the club minimized the decrease in net sales due to their demotion to J2. 
They also made major improvements in contact with fans and supporters through 
social media. In addition, their efforts on the pitch brought them promotion to J1 
within the space of just one year, and all eyes are on their BM measures in the 
coming year.

© N.G.E

BM point 2017

J2 2017 
ranking

2016
ranking Overall points

Nagoya 1 10* 206

Matsumoto 2 2 195
Chiba 3 6 186
Oita 4 2* 175
Yamaguchi 5 1 172
Yamagata 6 15 170
Shonan 7 13* 164
Nagasaki 8 22 164
Kyoto 9 16 160
Yokohama FC 10 12 159
Okayama 11 7 156
Tokyo-V 12 18 149
FC Gifu 13 13 148
Kumamoto 14 11 141
Ehime FC 15 17 138
Fukuoka 16 14* 136
FC Machida 17 10 131
Kanazawa 18 19 118
Tokushima 19 21 114
Sanuki 20 9 110
Mito 21 14 104
Gunma 22 20 103

*The ranking in the division for the 2016 season is given.

J2

26



27

1st Stage: Marketing 2nd Stage: Efficiency 3rd Stage: Management 4th Stage: Finance

Average 
attendance

Stadium 
capacity 

utilization

New spectators
 to total 

attendance

Match day 
revenue per 

spectator
Subtotal

Wage bill 
per point 

won

Match day 
revenue per 
point won

Subtotal
Wage bill 

to revenue
Social media 

followers

Social media 
follower 

fluctuation

Revenue from 
merchandise 

sales
Subtotal Total 

revenue

YoY 
revenue 
growth

Equity to 
total assets Subtotal

22 18 10 22  72 1 22 23 16 22 22 21  81 22 2 6 30

21 22 7 21 71 5 21 26 5 19 5 22 51 20 6 21 47

20 20 5 18 63 2 19 21 9 17 19 18 63 21 4 14 39

16 5 7 11 39 20 18  38 18 7 16 10 51 10 21 16 47

8 10 15 20 53 9 20 29 17 9 8 19 53 9 15 13 37

13 12 2 15 42 15 13 28 22 18 14 15 69 15 7 9 31

17 21 5 19 62 11 12 23 4 21 18 20 63 14 1 1 16

9 11 19 7 46 19 2 21 12 16 20 5 53 11 22 11 44

14 13 12 17 56 3 17 20 8 13 11 16 48 18 8 10 36

10 14 16 16 56 13 11 24 13 11 10 13 47 12 18 2 32

18 19 1 8 46 8 16 24 11 1 21 17 50 13 11 12 36

11 2 22 13 48 14 10 24 19 12 3 8 42 16 16 3 35

15 9 15 3 42 16 8 24 20 10 15 6 51 8 5 18 31

12 6 13 4 35 10 14 24 14 15 9 13 51 7 17 7 31

3 3 21 9 36 18 3 21 15 4 6 10 35 6 20 20 46

19 17 3 6 45 6 9 15 1 20 7 14 42 19 10 5 34

4 15 17 10 46 22 5 27 21 8 1 3 33 5 12 8 25

5 7 20 1 33 17 1 18 6 6 17 11 40 3 9 15 27

7 8 9 14 38 7 6 13 2 3 2 3 10 17 14 22  53
1 1 18 12 32 12 7 19 3 5 12 3 23 4 13 19 36

6 16 8 5 35 21 4 25 10 14 4 8 36 1 3 4 8

2 4 12 2 20 4 15 19 7 2 13 4 26 2 19 17 38
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The J2 league is greatly a ected by teams demoted and promoted from the other leagues. Especially in this 1st stage, we can see how the 
characteristics of the clubs that are promoted or demoted into J2 a ect the business environment. In the 2017 season, Shonan, Nagoya and 
Fukuoka came into J2 from J1, replacing Sapporo, Shimizu and C-Osaka. It is interesting to see the e ect of BM measures at these clubs.

Average attendance in J2 in the 2017 
season was 7,019, which was an increase of 
31 people (+0%) year-on-year. Sapporo, 
Shimizu and C-Osaka—all clubs that attract 
spectators—were demoted to J3, and Shonan 
and Fukuoka joined J2, although both clubs 
have a limited track record of attracting 
spectators. Despite this, excepting the clubs 
that came into the league through promotion 
or demotion, average attendance rose at 10 
out of the 18 clubs in the league, which was 
three clubs more than last year in terms of an 
average attendance increase. 

Yokohama FC, FC Gifu and Kumamoto 
experienced a drop in average attendance last 
year, but turned it around this year to increase 
average attendance by more than 1,000.

Even more interesting is the story at 
Nagasaki, which will be promoted to J1 in 
2018. The club was much talked about in the 

season. Nagoya was demoted to J2 along with 
Shonan and Fukuoka, however the latter two 
teams recorded a marked decrease in 
stadium utilization ratio, falling 22.6 and 15.3 
percentage points respectively. Nagoya's new 
director, Yahiro Kazama, who came to the club 
after many years at Kawasaki-F, the acquisition 
of the former Japan player Hisato Sato, and 
the team's sheer determination to return to J1 
all drew attention and allowed the club to 
maintain the same stadium utilization rate as 
when they were in J1.

Meanwhile, the club had a stadium 
utilization ratio of less than 50% since their 
time in J1. Thus, the real impact of the BM 
measures taken to raise this ratio now that 
the club is back in J1 have yet to be seen.

The average ratio of new spectators to total 

media this season, due to its poor 
performance at the beginning of the season, 
transfer of management rights, and 
subsequent steady advance. As a result, they 
achieved an attendance gure of 22,407 in 
week 41 of the season. This shows us how 
more than three times the usual attendance 
can be achieved when the mass media focus 
on a club and when there is a story to be told.

The average stadium capacity utilization 
ratio in J2 in the 2017 season was 32.7%, a 
decrease of 1.1P (-3%) year-on-year. Although 
the total attendance was 3,285,264, exceeding 
the gure of 3,271,991 for last season, the 
stadium capacity utilization ratio declined. 

The stadium capacity utilization ratio in J2 
tends to be strongly in uenced by clubs being 
promoted and demoted into the league, and 
Nagoya displayed a notable value   in the 2017 

1st Stage: Marketing
Management Cup Analysis of the J2 League

Stadium capacity utilization ratio %Average attendance

16,477
12,146

9,983
9,526
9,471

8,454
8,063

6,977
6,748
6,582
6,557
6,206
5,967
5,941
5,454
4,979

4,931
4,397

4,056
3,866
3,832
3,805

59.7
53.7

51.3
47.4
46.9

41.7
41.1

39.3
38.2

32.8
31.7
29.3
27.0
26.7

24.4
21.7

20.5
20.2

18.7
18.4

15.6
12.6

Average

J2 average: 

32.7%
1.1P 3%

J2 average: 

7,019
31 0%

2016 2017 2016 2017 2016 2017

Attendance at Nagasaki home games (in chronological order) Stadium capacity utilization ratio at three clubs demoted to J2 in 2017 

4,394

5,551

3,193
3,718

5,340 4,511
4,428

3,307

4,478
4,618

5,687

3,189

5,662

4,355

6,072
5,032

4,744

5,602
5,545

12,923

22,407

Average
4,707

Average
17,665

Home game attendance (in chronological order)

22.6P 15.3P 1.0P

76.4% 53.7% 57.0% 41.7% 47.9% 46.9%
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attendance in J2 in the 2017 season was 5.6%, 
up 0.5P (+11%) over the previous year. The 
top three clubs as measured by this KPI were 
Tokyo-V (26.8%), Ehime (2nd) (9.4%) and 
Kanazawa (8.4%), with Tokyo-V showing a 
particularly high value. The average ratio of 
new spectators to total attendance across 21 
clubs excluding Tokyo-V was 4.6%, which is a 
drop of 0.5P compared to last season.

Among the 18 clubs that were neither 
promoted nor demoted, the ratio of new 
spectators to total attendance increased at 
nine clubs—exactly half. Tokyo-V had the 
largest increase at 24.2 percentage points, a 
sharp rate of growth. We can infer that this 
KPI at Tokyo-V was in uenced by their 
advancement to the playo s for the rst time 
since demotion to J2 in 2009, and their 
acquisition of a new main sponsor.

On the other hand, as the exposure and 
newsworthiness of clubs are also greatly 

a ected by their league and competition 
results, to consistently increase the number of 
new spectators, they need to constantly take 
BM measures irrespective of these factors.

The average revenue per spectator for J2 
clubs in the 2017 season was 1,829 yen, down 
51 yen (-3%) year-on-year. Breaking down the 
average revenue per spectator into its 
constituent components, the revenue from 
ticket sales was down by 3%, while the 
revenue from merchandise sales was down by 
2%, a slight drop in both areas.

In the 2017 season, the highest average 
revenue per spectator was at Nagoya, at 2,939 
yen, while the lowest was 1,159 yen at 
Kanazawa, a di erence of about 2.5x. 
Examining this in greater detail, we can see 
that the ticket price was 3.3x greater at 
Nagoya than at Kanazawa, a large di erence.

Although there are many possible reasons 
for this, one factor could be Nagoya's stadium. 
The ticket price for Nagoya games is 2,300–
6,700 yen, while the ticket price to see 
Kanazawa is 1,000–3,000 yen. These 
di erences in ticket price are likely due to 
access to stadium facilities such as VIP seats, 
existence of a stadium roof and other factors 
making it more comfortable to watch a match. 
Considering that it may be di cult for 
Kanazawa to revamp their municipality-owned 
stadium immediately, they may need to raise 
ticket prices by further understanding the 
needs of spectators through a CRM strategy, 
implementing BM measures that increase 
customer satisfaction.

Management Cup J2

Average revenue per spectator yenRatio of new spectators to total attendance %

26.8
9.4

8.4
7.5

6.7
6.3
6.1

5.7
5.7
5.3
4.8
4.8
4.7

3.6
3.0

2.6
2.6

2.2
2.2
2.1

1.7
1.6

Average
2,939

2,874
2,785

2,552
2,337

2,110
1,979

1,924
1,875
1,841
1,602
1,595
1,573
1,564
1,559
1,531
1,432

1,284
1,278

1,242
1,205

1,159

Average

 J2 average:

1,829
yen

51 yen 3%

J2 average: 

5.6%
0.5P 11%

1,780 yen
2.5x

2,174 yen
74%

765 yen
26%

650 yen
56%

509 yen
44%

Average Revenue per SpectatorRatio of new spectators to total attendance

256 yen
1.5x

Merchandise
Price

Ticket
Price

1,524 yen
3.3x

Nagoya

Measures to acquire
New spectators

Hopes for J1 promotion

Increase

Contributing factors

What's important

 Automatic promotion group

Exposure

Newsworthiness

Kanazawa

Average revenue per spectator 
1,159 yen

Average revenue per spectator 
2,939 yen
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Because of the business structure of the clubs in the J.League, the team wage bill tends to be set from the initial estimate of total revenue at 
the beginning of the scal year. The budget for team wage bills is lower in J2, and BM measures must be tied to results on the pitch, especially 
as teams are at risk of demotion. 

This KPI allows us to visualize how e ciently 
the wage bill—the biggest cost for a club—is 
linked to results on the pitch.

The J2 average for the 2017 season was 
10.3 million yen, up 1 million yen (+11%) 
year-on-year. FC Machida won its points most 
e ciently, with each point coming in at just 4.6 
million yen. In contrast, at the bottom end, 
Nagoya spent 24.6 million yen for every point 
won, more than ve times the amount used 
by FC Machida.

Looking at the 18 clubs (excluding the four 
clubs that joined J2 in the 2017 season) the 
average wage bill per point won went up by 
1.2 million yen. Among these clubs, those that 
were automatically promoted or played in the 
promotion playo , producing quality FM 

season for them. Both teams struggled, but 
Gumma won 25 points fewer than in the 
previous season, and were demoted to J3, and 
Yamaguchi obtained 15 fewer points than in 
the previous year, landing them at a 
disappointing 20th place.

Meanwhile, among the four clubs that 
joined J2 in the 2017 season, Shonan and 
Nagoya, who were demoted from J1, greatly 
reduced their wage bill compared to the 
previous year, showing an improvement in 
this KPI. In terms of FM, the wage bill can be 
paraphrased as the talent at the club 
represented by the players. Shonan and 
Nagoya showed that they were able to gain 
points more e ciently in J2 than in the 
previous year in J1, even with a thinner 
lineup of players.

results, were Nagasaki, with a total wage bill 
per point won of 6.2 million yen (-0.7 million 
yen), Tokyo-V, with 8.2 million (-2.0 million yen) 
and Chiba, with 17.3 million yen (+0.3 million 
yen). Despite the signi cant increase in team 
wage bills (+172 million yen, +136 million yen, 
+278 million yen respectively) at each club, 
wage bill per point won hardly changed, which 
suggests that these teams struck a synergistic 
balance between BM and FM measures.

In contrast, Gumma and Yamaguchi 
experienced steep hikes in their wage bills, 
but their results on the pitch were poor. 
Gumma had a team wage bill of 292 million 
(+28% year-on-year), while Yamaguchi's wage 
bill was up 399 million yen (+74% year-on-
year), however they still struggled to secure 
enough players. We can infer it was a tough 

2nd Stage: Efficiency
Management Cup Analysis of the J2 League

[Reference] Total wage bill (millions of yen)Wage bill per point won (millions of yen)

228
261
292
309
316
316
345
354
367
399

438
494
533
572
638

774
814
852

956
1,000

1,177
1,843

Average
4.6
4.8

5.7
6.2
6.2
6.3

6.9
7.4

8.2
8.5

9.1
9.3
9.6
10.5

11.6
12.1

13.5
14.5
14.6
14.9

17.3
24.6

Average

 J2 average:

604
million yen

48  million yen 9%

 J2 average:

10.3
million yen

1.0 million yen 11%

Wage bill per point won (millions of yen)

0.7million yen 2.0million yen 0.3million yen
(6.2 million yen)  (8.2 million yen) (17.3 million yen)

2016 2017 2016 2017 2016 2017
Wage bill 172 million yen 136 million yen 278 million yen

Wage bill KPI

NagoyaNagasaki Tokyo-V Chiba Shonan
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This KPI expresses (1) how much a league 
point can be sold for (from the club’s 
perspective) and (2) how much a league point 
can be bought for (from the fans and 
supporters’ perspective). All else equal, a club 
would like this KPI to be as high as possible, 
while the supporters would prefer it to be low, 
thus necessitating a tradeo .

The average matchday revenue per league 
point won in J2 in the 2017 season was 3.4 
million yen, up 0.0 million yen (+1%) year-on-
year. Looking at the 18 clubs (excluding the 
four clubs that joined J2 in the 2017 season) 
there were no major changes in this KPI, with 
the exception of Gunma, whose average 
matchday revenue per point won rose from 
1.7 million yen to 3.4 million yen. Looking at 

individual clubs, attendance uctuation 
depended on the number of league points 
won, indicating that fans and supporters 
decide whether to come to stadiums based 
on their level of satisfaction. Moreover, as 
there were no signs that clubs encouraged 
fans to pay higher premiums for tickets, there 
were no major uctuations in attendance or 
matchday revenue at any of the 18 clubs.

Clubs should consider taking BM measures 
that entice fans and supporters to come to 
games regardless of how their team is 
performing, including events and high quality 
food and drinks services. This, combined with 
improving performance on the pitch and 
thereby higher supporter satisfaction, will help 
bring supporters to the club and may increase 
satisfaction especially among new fans. Clubs 

need to consider ways to increase the number 
of loyal supporters that come to games no 
matter whether their team wins or loses.

In contrast, this KPI drastically decreased 
at Shonan, Nagoya and Fukuoka, the four 
clubs who were demoted from J1 to J2 in the 
2017 season, indicating that demotion led to 
a decrease in satisfaction amongst 
spectators. In contrast, this KPI showed a 
great increase at Oita, who were promoted 
into J2 from J3, suggesting that their 
promotion caused spectators to expect great 
things from their team.

Management Cup J2

Match day revenue per league point won (millions of yen)

11.0
7.5

5.4
5.0

3.9
3.6

3.5
3.4
3.0
2.9
2.9

2.7
2.7

2.6
2.4

2.3
2.0

1.9
1.5
1.5

1.4
1.2

Average

 J2 average:

3.4
million yen

0.0 million yen 1%

Matchday revenue per point won

8.6
million yen

2016 2017 2016 20172016 2017
12.3

million yen
2.9

  million yen
25.4

million yen
11.0

   million yen
14.5

million yen
2.6

  million yen

2016 2017
2.6

million yen
3.9

  million yen

Average
variation

New entry 
to J2

Size of the in uence of the di erence in total league points between J2 and J1 Promotion to J2 from J3 hopes for new sponsors

Decrease

Increase

Decrease
Decrease

Nagoya OitaShonan
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*Total of Facebook, Instagram and Twitter

The clubs in J2 are still much smaller than those in J1 in terms of business scale, thus they need to carefully consider how best to use their 
limited assets. In this sense, BM measures are more important in J2 than in J1, but it is interesting to note that results can also be obtained in 
J2, depending on the club's approach.

In the 2017 season, clubs in the J2 League 
spent an average of 42.5% of their total 
revenues on wage bills, up 0.5P (+1%) 
compared with the previous season. With the 
exception of Fukuoka, 21 clubs spent 50% or 
less of their total revenue on their wage bill, 
which indicates that the clubs are nancially 
sound. Among the clubs in J2 that were 
neither promoted nor demoted into the 
league, a large increase for this KPI was seen 
only at Yamaguchi and Chiba. Both teams now 
have famous non-Japanese managers, 
however the reasons for this high KPI di er.

Chiba invested in their wage bill (+278 
million yen; +31%) to strengthen their FM, but 
on the BM side total revenue remained at 
roughly the same level as the previous year, 
rising just 1.4% and thus negatively impacting 
this KPI. Meanwhile, Yamaguchi increased 
spending on their wage bill (+168 million yen; 
+73%), but also achieved a year-on-year 

teams that had a large average number of 
followers on social media were Matsumoto, 
Yamagata and Chiba, however all these teams 
have spent time in J1. This illustrates the 
impact that experience in J1 can have on the 
business side of a club.

Among the clubs that have never been 
promoted to J1, the average number of 
followers was highest at Nagasaki. They likely 
gained followers due to a strong league 
performance, securing promotion to J1 in the 
coming season.

Examining the average number of social 
media followers by platform, Facebook was 
13,723, Twitter 52,093 and Instagram 5,275. 
Mirroring J1, the highest gure was seen for 
Twitter in J2, which had 73.3% of total followers.

The average percentage increase in social 
media followers in J2 for the 2017 season was 
38.4%, which indicates an increase on the 

increase in total revenue of 15.8%, minimizing 
the negative impact on this KPI.

Many aspects of FM cannot be controlled 
through the BM side of a club, and this is one 
factor that complicates the sport as a 
business. This highlights the importance of 
communication between the FM and BM sides 
of the club, and a medium- to long-term 
management strategy.

The average number of followers on social 
media in J2 in the 2017 season was 68,070, a 
decrease of 21,441 (-24%) from the previous 
year. The major factor behind the decline was 
the impact of the promotion of C-Osaka to J1. 
C-Osaka has the most social media followers 
in the entire J.League.

The top three J2 teams for this KPI in the 
2017 season were Nagoya, Shonan and 
Fukuoka; however, all these teams were 
demoted to J2 for the 2017 season. Other 

3rd Stage: Management
Management Cup Analysis of the J2 League

Social media followersWage bill to revenue (%)

 Facebook
 Twitter
 Instagram

440,503
154,823

112,186
90,482

72,015
66,567
56,353
51,039
49,716
48,963
48,757
48,337
38,551
32,739
31,986
29,817
29,701
27,214
25,238
24,165
11,011

7,386

Average
27.8

32.2
33.2

35.3
35.9
39.2
40.1
41.1
42.1
42.8
44.1
44.5
45.2
45.4
45.9
46.8
47.1
48.0
49.4
49.6
49.7
50.5

Average

J2 average:

42.5%
0.5P 1%

J2 average:

68,070
21,441 24%

J2 average

Social media followers

The top six clubs have all been in J1! The power of J1 is evident

20172016 20172016

2,593
million yen

P
P

399
million yen

231
million yen

1,177
million yen

899
million yen

35.2% 26.3%

1,019
million yen

2,556
million yen

880
million yen
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whole in J2. The average percentage increase 
by social media platform was 10.8% on 
Facebook, 47.7% on Twitter and 8.4% on 
Instagram—the highest percentage increase 
was on Twitter.

The top percentage increase in social media 
followers was 73.8% at Kobe, who made a 
strong showing in the 2017 season. There are 
a number of factors that may explain this 
increase. The team was playing in J2 for the 

rst time in their history and made a number 
of changes before the season, including 
replacing around 20 of their players, recruiting 
director Yahiro Kazama, who produced quality 
results at Kawasaki-F, and signing Hisato Sato, 
a player with experience playing for the 
Japanese national team. All these factors 
made the team highly newsworthy in the 
run-up to the 2017 season.

Other teams that saw an increase of more 
than 60% in this KPI were Okayama, Nagasaki 
and Chiba. Aside from Okayama, which began 

using social media in the 2017 season, the rise 
in follower number at Nagasaki and Chiba can 
be attributed to the teams having excelled on 
the FM side, securing promotion to J1 and 
attracting a lot of attention, especially towards 
the end of the season.

Both clubs succeeded in creating additional 
points of contact between the club and their 
fans and supporters, by linking the club's 
success on the pitch to the BM measure of 
popularizing the club through social media.

Average pro ts from merchandise sales in 
J2 in the 2017 season were 32 million yen, up 
8 million yen (+32%) year-on-year. The top-
earning club was Matsumoto, at 118 million 
yen, with the three lowest ranked clubs—FC 
Machida, Sanuki and Tokushima—earning just 
10 million yen each. Given that average 
attendance stayed more or less constant, one 
may conclude that clubs in J2 are doing a 

good job of promoting merchandise sales.
The clubs that did the most to boost 

merchandise sales in J2 were Matusmoto and 
Nagoya. It is interesting to note that both 
clubs increased merchandise sales compared 
to the previous year despite having been 
demoted to J2.

On the other hand, the top performing club 
in terms of pro t ratio was Matsumoto, at 
49.4%, while the lowest was Tokushima, at 
16.7%. This excludes Oita, which has virtually 
no recorded sales-related expenses (cost of 
sales) due to a di erence in sales format. 
Given that all teams sell a similar lineup of 
main products, the fact that large di erences 
were seen in pro t ratio suggests that clubs 
with a lower pro t ratio could be helped by 
BM measures such as gathering and sharing 
relevant information across the whole league.

Management Cup J2

Profits from merchandise sales (millions of yen)Social media follower fluctuation (%)

118
106

80
43

34
32
28
27

25
22
22
21

17
17
16
16
15

13
11
10
10
10

Average
73.8

71.4
66.1

63.7
47.5

41.6
40.0
39.9
39.3
39.0
37.0
34.5
34.4
33.4
31.5
31.3

27.2
22.0

18.8
17.8
17.4

16.3

Average

J2 average:

 J2 average:

32
million yen

8 million yen 32%

73.8

Although demoted to J2, Matsumoto and Nagoya saw signi cant 
increases in pro ts from merchandise sales

118
106

2017

2016 24

32

67 67

3333



In the 2017 season, the battle on the pitch for promotion to J1 was a much-discussed topic, and its e ects were highly evident in the BM 
measures taken by clubs. This was also a season in which commercial revenues increased at many clubs in J2, so all eyes will be on J2 in the future 
to see if it grows in terms of business scale.

Average total revenue in J2 in the 2017 
season was 1.413 billion yen, up 100 million 
yen (+8%) year-on-year.

Examining these gures in greater detail, we 
can see that commercial revenue increased by 
714 million yen on average in J2, though 
Nagoya, having entered J2 this season, 
recorded a 232 million yen drop in 
commercial revenue, to 2.856 billion yen. It is 
likely that Nagoya succeeded in minimizing 
this decrease due to assistance from their 
new parent company, the Toyota Group, and 
also by inviting expert club sta  from outside 
to strengthen their BM measures. This is a 
good example of how strengthening the 
management platform of a club can positively 

The average year-on-year revenue growth 
rate for J2 in the 2017 season was 12.0%, up 
3.1P (+86%). Nagasaki saw the biggest growth 
rate of 49.5%, battling to the end of the season 
to secure a dramatic promotion to J1. Japan 
Net Group, Nagasaki's main shareholder, 
acquired all shares in the club in March 2017 
and became the club's main sponsor. This led 
to an increase in commercial revenue of 180 
million yen (+50.1%) year-on-year.

The average revenue growth rate of the 18 
clubs who played in J2 in both the 2016 and 
2017 seasons was up by 13.0%. This was due 
to a large increase in funds distributed in J2 
from broadcasting rights agreements struck 
by the J.League with DAZN. The total funds 

impact the club's situation.
In addition, matchday revenue was 200 

million yen (-4 million yen) on average in J2 this 
year—the same level as in the previous year. 
In particular, large increases were seen at 
Oita, whose matchday revenue increased by 
250 million yen (+59.2%) and Nagasaki, up 115 
million yen (+55.4%). Among the eight clubs 

ghting for promotion at the end of the 
season, six raised their ticket prices. This 
con rms that the possibility of a team being 
promoted to J1 increased the enthusiasm of 
supporters to come and watch their team, 
right up to the end of the season.

4th Stage: Finance
Management Cup Analysis of the J2 League

Total revenue (millions of yen) 

4,594
2,593

1,991
1,979

1,857
1,639

1,622
1,576
1,566

1,433
1,244

1,120
1,023
1,019

951
840

769
709
696

656
624

578

Average

Commercial
Matchday
Distribution
Revenue from merchandise
Academy and others

 J2 average:

1,413
million yen

100 million yen 8%

Invite expert sta  
from outside the club

Total Revenue

2016 2017 2017 2017

2,856 million yen232 million yen
3,088 million yen

3,352 million yen
3,193 million yen

Demotion to J2

Maintenance of 
commercial revenue 

at the top of J1
TOYOTA J1

Strengthen
BM measures

J1

Nagoya UrawaKobe
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distributed in J2 increased by 1,302 million yen 
(66.4%) compared to the previous year.

Looking at the details for this KPI, although 
teams demoted from J1 usually experience a 
drop in matchday revenue compared to the 
previous year, Nagoya notably managed to 
increase revenue by 8.3%. This may have been 
because they had to ght to the end of the 
season to gain the right to automatic 
promotion, and because the two playo  
matches leading up to that promotion were 
played on home ground. 

In the 2017 season, clubs in the J2 league 
had an average equity ratio of 33.1%, up 0.4P 
(+1%) compared with the previous season, 
showing little change. The club with the 
highest equity ratio in J2 in the 2017 season 
was Tokushima, with 76.3%, while the lowest 
was Shonan, with 0.9%.

In the 2017 season, six clubs in J2 had an 
equity ratio of 50% or more, a value thought 
to indicate a relatively high level of nancial 
soundness. In the 2016 season, ve clubs 
achieved this value, so there was almost no 
change in 2017. Meanwhile, only two clubs in 
J2 had an equity ratio of 10% or less in 2017, 
compared to ve in 2016, marking a step in 
the right direction.

In contrast to J1, in J2 there are few clubs 
with strong main shareholders backing them 
up, which means that the clubs themselves 
must employ business acumen to ensure 

nancial security. At Shonan, which had the 
lowest value for this KPI in the 2017 season, 
the RIZAP group became involved in the club's 
management, making a capital investment of 
one billion yen. With RIZAP entering the 
league after Japan Net Group in March 2017, 
interest in J2 clubs continues to grow.

Management Cup J2

Equity ratio %Year-on-year revenue growth rate %

49.5
28.4

22.1
19.5

16.9
16.7
16.6

15.8
13.6
13.5
13.3
12.7
7.8
7.2

6.5
5.3

2.9
2.0
1.4
1.9
2.5
3.7

Average
76.3

66.4
65.8

64.2
52.2

50.0
47.7

35.5
34.7

27.6
25.3
24.4
23.0
22.7

21.4
20.3
20.3
19.8

18.6
10.0

1.4
0.9

Average

J2 average:

12.0%
3.1P 34%

J2 average:

33.1%
0.4P 1%

Year-on-year revenue growth rate Equity ratio

2016 2017

3.7% 2.5%

8.3%

55.1%

7.8%

Commercial

Year-on-year 
revenue 
growth rate

Matchday

Merchandise 
revenue

Other revenue
1.4%0.9%

9.2%9.2%6.7%
6.1%

1.8%

1,054 214 416 411 1,300 450 436Total 
Assets
(millions of yen)

Equity 
Ratio

Decrease

10%

Shonan Nagoya Fukuoka Yokohama F•MShonanTokyo-V C-OsakaNagasaki Yokohama F•MSapporo
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Koki Konishi became president of Nagoya Grampus in 
April 2017 when the team was demoted to J2 for the rst 
time after a disappointing 2016 season. Konishi was the 

rst full-time president to come to the team from Toyota 
Motor Corporation, the club's main shareholder, and his 
mission was to make Nagoya a sustainable enterprise, and 
of course help them return to J1. Soon after he joined and 
had grasped the situation at Nagoya, Konishi memorably 
stated that the team had wonderful assets with myriad 
possibilities for improvement.

After his appointment, Konishi rst set about outlining a 
vision for the club, and through meetings and discussions 
with the club sta  and making full use of his experience at 
Toyota, he laid out three main goals: (1) To play powerful 
and compelling soccer, (2) To be the best club in town and 
(3) To develop a stable management platform that would 
allow the club to compete for a league championship. He 
believes that the pros playing powerful and compelling 
soccer is most important, and front sta  must also play a 
lead role in lling the club's stadium, to build the best club 
in town. Konishi hopes to create a management platform 
encouraging further investment, encouraging the team to 
play at an even higher level. He intends to manage the club 
and share his vision far and wide through this self-
reinforcing cycle. 

For the club to grow on the business side, it will need 
to come up with new ideas and implement a number of 
measures. In our interview with Konishi, he revealed that 
many of the business measures of the 2017 season were 
in fact taken by middle-ranking club sta , known as 
group leaders.

Generally speaking, veteran sta  tend to dislike new 
initiatives, and there is often something of a 'temperature 
di erence' between the veteran sta , the middle-ranking 
sta  and the junior sta , with the result that the club was 
viewed as not being managed by sta  acting in concert. 
However, Nagoya succeeded in passing authority on to the 
mid-level sta  while keeping their shared vision in sight. 
This allowed all the sta  to work together as a complete 
unit to manage the club.

Konishi also believes that in order to make decisions, 
one has to know what is happening at the ground level, 
and his policy of conducting inspections allowed him to 
observe his team on the pitch, time permitting. He ful lled 
his role as general manager by striking a good balance 
between the FM and BM sides of the club. Above all, it was 
seen that top-level sta  may not dismiss the suggestions 
of lower ranked sta  from the outset, but rather nd the 
key to success on the business side by giving others the 
freedom to implement new measures.

J2 Cup Winner s Analysis

Nagoya Grampus
After their performance in the 2016 season, Nagoya Grampus were demoted to J2 for the rst time in their history. In the 2017 season, they 
not only succeeded in being promoted back to J1 after a year in J2, but also held o  Matsumoto and Chiba to win the Management Cup. 
Deloitte Tohmatsu conducted an exclusive interview with Koki Konishi, the president of Nagoya Grampus, to nd out what management did to 
bring the club back to J1 despite their previous demotion and changing external circumstances.

The best club 
in town

Stable 
management 

foundation that 
can produce 

results

Powerful, 
engaging soccer
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followers across J2 by 68,070. 
"Fans and supporters are like Mt. Fuji," says Konishi. If 

one thinks of regular, loyal fans and supporters that visit 
the stadium frequently as being at the summit, to 
increase those numbers, Nagoya needs more fans and 
supporters as "reserve forces" down at the bottom of the 
mountain. In other words, more than anything else they 
need to build a diverse community of fans and 
supporters that will gather to form a majestic and 
beautiful whole, just like Mount Fuji. Nagoya are taking a 
number of BM measures to boost the reserve forces of 
fans and supporters that correspond to the base of Mt. 
Fuji, aiming to increase the number of season ticket 
holders and maximize e ective use of social media.

Their goal of boosting satisfaction among fans and 
supporters and trying to be the best club in town lies at 
the base of Nagoya’s philosophy, and many other clubs in 
the J.League could learn from their example.

Nagoya will to return to J1 in the 2018 season after 
spending just one year demoted to J2 in 2017. Although 
they will have more work to do on the FM side if they are to 
compete in J1, promotional e orts on the B1 side will make 
their life somewhat easier. Even during the 2017 season 
spent in J2, Nagoya managed—partially through their e orts 
to strengthen relations with their home town—to keep 
attendance levels on par with those during their time in J1. It 
will be interesting to see what happens to them in the 2018 
season when they return to the top league.

"I'm trying to turn today's counterintuitive ideas into 
tomorrow's common sense. When that happens, Nagoya 
will move up a notch in the rankings," says Konishi. This 
interesting idea pervades the club's three main goals, and 
we will be watching closely to see what BM measures 
Nagoya take in the future.

As we move down the J.League categories, it becomes 
harder for clubs to attract spectators, so clubs demoted 
into the lower category face the serious problem of a 
drastic reduction in attendance, which in turn leads to 

nancial pressure.
Nagoya saw a decrease in average attendance with their 

demotion to J2, however the number only decreased by 
approximately 1,000—falling to 16,477 from 17,729 in 
their 2016 J1 season—a drop of just 8%. Moreover, 
although total attendance during their 2016 J1 season was 
around 300,000, after the club was demoted to J2 this 
number rose to around 320,000 (380,000 including 
playo s)—a rst in J.League history! It is truly remarkable 
that they managed to limit damage to their club’s appeal 
despite being demoted.

How were they able to achieve this
We can surmise from the interview above that the 

team's performance in its battle to be promoted back to J1, 
and e orts—mainly by front sta —to entice people to the 
stadium were major contributing factors.

Nagoya has been striving to make itself into the 'best 
club in town,' as described in the vision of the club 
president. As such, it is looking to increase fan and 
supporter numbers by increasing average attendance, 
membership of the fan club, season ticket sales, and 
social media followers on platforms including 
Facebook and Twitter. For our analysis, we set each of 
these goals as KPIs.

We examined the number of season ticket holders and 
number of social media followers, both of which are 
indicators of the number of casual vs. loyal supporters of 
the club. The number of season ticket holders at Nagoya 
this year was up by 30,674 to 61,915, while the number of 
social media followers was up by 187,051 to 440,573. The 
increase in social media followers for the club 
contributed to a rise in the average number of new 

It's important to 
expand the base of 

fans and supporters

Number of season tickets sold

Visitors to the stadium

Social media followers
Number of season ticket holders

Number of fan club members
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The true charm of spectator sports lies in going to the stadium, being in the midst of the action of a live game and supporting your team 
with tasty food and drink in hand. However, what happens outside the stadium also contributes to the spectator experience. The 
atmosphere in the build-up to a game and the afterglow that remains afterwards are both elements that raise spectator satisfaction and 
drive fans to not only return to the stadium, but also to invite or encourage others to do the same. Even when fans cannot make it in 
person to the stadium, their spectator experience can be heightened if they feel like they’re really there. This will encourage them to come 
to the stadium for the next game.

Technology makes for exciting 
matches, but high ticket prices, 

problems
There are now many popular ways to enjoy 

spectator sports, including the mobile app for 
multi angle camera viewing—heralded as a 
godlike app during the recent World Cup in 
Russia—VR platforms for viewing games at the 
stadium in the Japan professional baseball 
Paci c League and the Persol PA League TV VR.

However, returning to reality, we often hear 
people say, "I reserved an advance ticket, but 
when I went to buy it in a convenience store, 
the system added a fee and I ended up paying 
more than the price of a normal ticket," or 
"There was a huge tra c jam when I drove to 
the stadium in my car. I just made it in for the 
start of the game, but I missed the practice 
session," or "I went to see my son play in an 
exhibition match, but the venue opened just 
30 minutes before kicko  and there was a 
huge queue because it was a popular game. 
By the time I got in, it was already the end of 
the rst half of my son's game." 

These are common complaints, and are 
clearly not a desirable state of a airs. 

However, some competitions and teams 
o er fans and supporters much better 
service. These include opportunities for the 
fans and supporters to come down onto the 
pitch after a game and take a photo with the 
players or get autographs, for as long as a 
two-hour session. Some match tickets include 

intra-city train travel in the price, allowing 
visitors to travel freely from within the city 
when they come see a match. In other cases, 
fans can buy an e-ticket and install an app that 
allows them to enjoy the countdown to the 
match, observe both teams’ status and view 
match results.

As for the fans that actually travel to the 
stadium to support their team, what are they 
looking for  What makes one fan come back 
to the stadium, invite friends and 
acquaintances and support a team, while 
another might never come back

Visualizing the spectator 
experience as a customer journey

These days, we often hear about the 
customer experience or customer journey. The 
customer experience involves all the points of 
contact, direct and indirect, between the 
customer and relevant companies, products 
and services, whether it be in the form of 
communication or interaction. This starts with 
commercials and billboards that appear on 
television, the internet and street corners, and 
includes word-of-mouth, purchases made 
online or in-store and questions to sta  at call 
centers. Customers evaluate companies, 
brands and products through their own 
experience and share it with others. A 
visualization of this experience is known as the 
customer journey, or customer journey map, 
that tracks customer experiences.

Today, it is di cult for a company to 

di erentiate itself solely through products and 
services. Ways to improve the customer 
experience are widely discussed.

In the customer experience, the customer's 
thoughts and emotions at each point of 
contact with the company are the most 
important consideration. It is crucial to note 
that these thoughts and emotions persist over 
time, and do not disappear overnight. Many 
companies are now attempting to market 
their products in a way that takes the long-
lasting nature of these thoughts and 
experiences into account.

If course, the customer experience is very 
important for spectator sports, too. It is 
important to enjoy the game itself, but the 
experience does not stop there. It is necessary 
to provide services to customers and 
communicate with them, considering what 
they are thinking and what they need and 
expect before, during and after a game.

In the basketball B. League, fans are sent 
information on upcoming games immediately 
after a game is over via a smartphone app, 
generating interest in the next game. The idea 
is to connect one experience to the next.

As various industries make e orts to 
improve customer experience, we can use 
the following as reference.

For example, in spectator sports, long 
lines of customers waiting to buy fan 
merchandise at the stadium on the day of a 
match are common. Although the industry is 
not the same, when popular stars perform 

Special Feature 2

The Importance of a Fulfilling Spectator 
Experience

Example of changes in spectator experience and emotions

Before the match

Public 
awareness of 

the match
Investigation Preparation Travel Signature 

opportunity
Leaving the 

venue Dinner ShareWatching 
practice First half Half-time Second half

During the match After the match

I can attend the match!

I was on TV!

I want to know more 
about my team

The toilets and shops are crowded

The player I wanted to see wasn't thereI spoke with a player!

We won!

I missed a crucial play

I got stuck in tra c

It's crowded 
everywhere
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companies and is now gaining traction in Japan.
The Deloitte Tohmatsu Group is preparing 

an Net Promoter Score survey targeting 
customer experiences in spectator sports.

The survey will examine a series of 
spectator experiences at stadiums in order to 
determine what factors bear on people 
recommending an experience to others, and 
which experiences are problematic. This will 
be done for di erent sports in di erent 
countries, with the aim of identifying issues in 
improving the spectator experience. The 
subsequent analysis will bring about new 
proposals of solutions and ideas.

Speci cally, we will conduct, compile and 
compare surveys targeting people who 
attend live sports events, using questions 
such as the following:

Q1 To what extent would you recommend 
watching sport X at a stadium or similar venue

Q2 How much do the following aspects of 
spectator sports a ect how likely you are to 
recommend your experience to others

 Public awareness of the match

 Investigating and deciding to watch a 
match

 Booking and purchasing tickets

 Gathering information before the match

 Getting to a venue on the day of the 
match

 The experience between arriving at a 
venue and actually going inside

 The experience between going inside a 
venue and the game starting

 Watching the match

 The experience after the match

 How you spend time after leaving the 
match (having food, drinks, etc.)

 The experience after getting home 
(viewing social media, or online news)

*The content of the survey is subject to change
without notice.

improve the loyalty required to bring repeat 
spectators to stadiums.

Loyalty survey using Net Promoter 
Score

In recent years, Net Promoter Score has 
attracted attention as an indicator of customer 
loyalty. The survey begins with the question, 
"To what extent would you recommend this 
product or brand to family members, friends, 
and acquaintances " Most of us have probably 
answered a question like this before. Even 
customers with a high level of customer 
satisfaction (CS) can have low repeat rates. 
However, the data indicates that customers 
with a high Net Promoter Score have high 
repeat rates and high customer introduction 
rates. This indicator is used by many overseas 

live, related merchandise goes on sale before 
the actual event, helping not only to prepare 
for the day but also piquing interest among 
the audience.

The spectator experience is therefore the 
sum of the time before, during and after a 
match, and is not something that can be 
satis ed solely by the clubs or the league 
acting alone. It is essential that the various 
stakeholders work together to complement 
each other, working towards a shared goal.

By improving the spectator experience, we 
can expect to see more repeat customers, 
more people inviting their friends and 
acquaintances to games, more fans and 
supporters to support the players, and as a 
result, more pro tability as a business.

There is still much work to be done to 

Net Promoter Score

Critic

Net Promoter Score

Neutral parties Promoters

0

Would never 
recommend

Neutral Strongly 
recommend

1 2 3 4 5 6 7 8 9 10

Responders give a score of 0-10 to indicate how likely they would be to recommend their experience to someone else.

Before the match During the match After the match
 Stakeholder example

Match sponsor
Sponsors, sponsoring 
companies
Players
Travel agents
Advertisers
Word-of-mouth websites
Ticket vendors
Travel-related companies 
(airplane, railroad, bus, taxi 
companies, etc.)
Local governments hosting 
matches...

 Stakeholder example
Match sponsor
Event management 
companies
Relay/distribution companies
Merchandise dealers
Sponsors, sponsoring 
companies
Players
Referees
Supporter groups
Sponsoring municipality
Company that owns the 
stadium
Food service providers (on- 
and o -site)

 Stakeholder example
Match sponsor
Event management 
companies
Players
Word-of-mouth websites
Food service providers (on- 
and o -site)

We plan to compile and release the survey 
in fall 2018. We hope it will act as a step 
towards an even better spectator experience.
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 J-League Management Cup 2017

J3Ranking

Kagoshima are the J3 club champions of the 2017 J.League Management Cup.
Kagoshima placed 5th in marketing, 8th in efficiency and management and 1st in 

finance, winning them the J3 league management cup for the first time through a 
comprehensive show of force. They also avenged their third place finish last season, 
which they obtained by a hair's breadth.

Kagoshima have made steady progress in strengthening their financial base since 
entering J3, and unusually for a rural club with no main shareholder, have not 
incurred any cumulative losses. By appropriately allocating their limited 
management resources and conducting modest initiatives firmly rooted in the local 
area, they have started to produce more results on the field. For this reason, we can 
consider them a benchmark of how to run a provincial club.

© KAGOSHIMA UNITED FC

BM point 2017

J3 2017 
ranking

2016
ranking Overall points

Kagoshima 1 3 126

Kitakyushu 2 8* 120
Tochigi 3 1 116
Numazu 4 116
Nagano 5 4 104
Sagamihara 6 6 104

Akita 7 8 96

Fujieda 8 10 96
Toyama 9 6 95
Tottori 10 7 91
Morioka 11 13 85
Fukushima 12 9 80
YSCC Yokohama 13 11 71
FC Ryukyu 14 12 68

*The ranking in the division for the 2016 season is given.

J3
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1st Stage: Marketing 2nd Stage: Efficiency 3rd Stage: Management 4th Stage: Finance

Average 
attendance

Stadium 
capacity 

utilization

New spectators
 to total 

attendance

Match day 
revenue per 

spectator
Subtotal Wage bill per 

point won

Match day 
revenue per 
point won

Subtotal
Wage bill to 

revenue
Social media 

followers

Social media 
follower 

fluctuation

Revenue from 
merchandise 

sales
Subtotal Total 

revenue

YoY 
revenue 
growth

Equity to 
total assets Subtotal

10 7 10 6 33 8 6 14 11 12 9 11  43 10 12 14  36

14 13 12 13  52 1 14 15 3 11 3 12 29 14 1 9 24

13 12 5 11 41 5 11 16 4 10 5 13 32 12 4 11 27

8 11 13 8 40 11 5 16 12 3 11 6 32 8 13 7 28

12 10 3 7 32 2 12 14 1 9 10 9 29 13 3 13 29

11 9 6 4 30 9 9 18 7 13 13 7 40 5 6 5 16

6 14 11 3 34 10 3 13 8 6 8 4 26 7 10 6 23

3 4 9 2 18 13 2 15 10 14 14 2 40 2 11 10 23

9 6 2 9 26 4 10 14 2 8 7 10 27 11 5 12 28

5 5 1 14 25 3 13 16 13 4 1 14 32 9 8 1 18

2 8 8 5 23 6 8 14 9 5 6 6 26 4 14 4 22

4 2 4 10 20 7 4 11 6 1 12 9 28 6 7 8 21

1 1 8 12 22 14 7  21 14 2 4 3 23 1 2 2 5

7 3 14 1 25 12 1 13 5 7 2 1 15 3 9 3 15

41



The average stadium capacity utilization ratio for J3 in the 2017 season nally reached the 20% mark.
However, this does mean that around 80% of seats are still empty in the stadiums, underscoring the fact that there is still a long way to go in 

lling stadiums—a major source of revenue.

Average attendance in J3 in the 2017 
season was 2,882, which was an decrease of 
245 (-8%) year-on-year. Kitakyushu, demoted 
from J2 last year, were unable to ll the gap 
left by Oita being promoted to J2. On the 
other hand, excluding the teams that were 
promoted at the end of 2017, average 
attendance rose only at Morioka, FC Ryukyu 
and Tochigi out of the remaining 12 clubs, 
which also contributed to low average 
attendance numbers.

It is likely that Tochigi's re-promotion to J2 
after three years and resulting interest in the 
team contributed to a rise of 202 people 
(+4.1%) in average attendance at their games. 
FC Ryukyu also stood out with their increase 
in average attendance of 947 people 
(+60.7%) over the previous year. This was 
probably due to a large drop in ticket prices 
at the club, as well as the club distributing a 

World Stadium for several di erent ball games 
in the 2017 season. A number of PR videos for 
the stadium were shot using drones. These 
videos, combined with the fact that long clears 
now potentially send the ball straight into the 
ocean—which fans love—have brought the 
stadium a lot of attention. The club bounced 
back from its demotion to J3 by employing BM 
measures aimed at drawing people to games, 
and managed to bring in 1.5x as many visitors 
this season compared to the previous year.

The stadium also represents a pioneering 
example of how greatly a spectator-centric 
stadium can in uence a club’s BM success, 
rather than only focusing on what happens 
on the pitch.

As of the 2017 season, spectator surveys 
will be carried out in J3 as well as in J1 and J2. 

number of free invitation tickets. This is a 
good way to increase the number of new 
spectators, but when average revenue per 
spectator falls so does the club's revenue, 
and spectators can become accustomed to 
watching matches for free. The utility of ticket 
price reductions and free invitation tickets 
needs to be fully understood by clubs, and 
they should only be used when accompanied 
by appropriate BM measures.

The stadium capacity utilization ratio for J3 
in the 2017 season was 21.1%, up 1.5P (+7%) 
over the previous year. FC Ryukyu 
contributed heavily to this increase, with an 
increase at the club of 3.P, but this was 
overshadowed by Kitakyushu, demoted from 
J2 this year, who recorded an increase of 7.2 
percentage points.

Kitakyushu completed the new Mikuni 

1st Stage: Marketing
Management Cup Analysis of the J3 League
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The Japan Management Cup has created a 
ranking of the ratio of new spectators to total 
attendance in all three J.League clubs, based 
on the "Spectator History" of fans and 
supporters who are still in their rst year of 
coming to matches.

The average ratio in J3 in the 2017 season 
was 10.3%, with the top three clubs being FC 
Ryukyu (24.1%), Numazu (18.5%) and 
Kitakyushu (17.5%). FC Ryukyu is promoting 
club management reforms to be recast as a 
"Club for true Okinawan citizens," is making 
greater e orts with sponsors and local 
governments, and is implementing measures 
to increase spectators, all of which led to the 
higher KPI seen this year.

The value for this KPI at Numazu was likely 
due to the club's playing in J3 for the rst time, 
and their quality performance on the pitch. 
Although Kitakyushu were demoted from J2 at 
the end of the 2016 season, their new 

stadium and BM measures to attract new 
spectators were factors leading to an increase 
in this KPI of 10.4P compared to last season.

The average matchday revenue per 
spectator for J3 clubs in the 2017 season was 
1,130 yen, up 27 yen (+2%), year-on-year. 
Looking in detail at this KPI, the revenue from 
ticket sales was down by 10%, while the 
revenue from merchandise sales was up by 
24%. Meanwhile, regarding the ratio of the 
components of average revenue per 
spectator, the ticket price was 60% of the 
total, while 40% came from merchandise 
sales. As ticket prices were low, the relative 
contribution of merchandise sales was higher.

In the 2017 season, the highest average 
matchday revenue per spectator in J3 was at 
Tottori, at 2,606 yen, while the lowest was 
274 yen at FC Ryukyu—about ten times 

lower. Although FC Ryukyu had around 1.6x 
higher attendance than Tottori, matchday 
revenue at FC Ryukyu was about one sixth of 
Tottori due to ticket pricing. This resulted in 
the matchday revenue per spectator to be 
10.6x higher at Tottori.

Ticket prices at FC Ryukyu ranged from 
1,000 to 1,300 yen, with children of 
elementary school age and under entering for 
free. The average price of a ticket was 125 yen, 
lower than the 500 yen paid by middle and 
high school students, indicating that a large 
number of the spectators were children of 
elementary school age or younger.

The club would likely bene t from 
investigating the ages of spectators through 
CRM, then taking BM measures that can turn 
the elementary school and younger children 
into paying spectators in the future.

Management Cup J3
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Wage bill per point won and matchday revenue per point won are important KPIs for making substantive comparisons, and highly relevant 
benchmarks for comparing leagues and clubs. In J3, when looking into matchday revenue per point won, we found a particularly strong positive 
correlation between number of league points won and matchday revenue.

This KPI allows us to visualize how e ciently 
wage bill, which is the biggest cost for a club, 
is linked to results on the pitch.

The J3 average for the 2017 season was 3.1 
million yen, up 0.1 million yen (+4%) year-on-
year. Looking at the 12 clubs (excluding the 
two clubs that joined J3 in the 2017 season), 
there was no major change in this KPI, with an 
increase of just 4.5% from 1,475 yen to 1,542 
yen compared to the previous year.

YSCC Yokohama won their points most 
e ciently, winning each point with just 0.9 
million yen. In contrast, at the bottom of this 
category, Kitakyushu used 6.7 million yen to 
win each point, more than seven times that 
used by Iwata. Kitakyushu managed to keep 
the players they had last year in J2, which 
made for a wage bill vastly above the average 
for J3. They paid their team 308 million yen in 

limited, and budgets and personnel numbers 
are low. It is therefore crucial that clubs take 
all-encompassing BM measures to balance 
the budgets involved in FM and BM. They 
must also consider how to use their limited 
funds most e ectively, and how much to 
invest in the wage bill and the front sta  bill.

This KPI expresses (1) how much a league 
point can be sold for (from the club’s 
perspective) and (2) how much a league point 
can be bought for (from the fans and 
supporters’ perspective). The club would like 
this KPI to be as high as possible, while the 
supporters would prefer it to be low, thus 
necessitating a tradeo .

The average total matchday revenue per 
league point won in J3 in the 2017 season 

total (down by 35 million yen) compared to 
the average for J3 of 139 million yen. Despite 
this, they failed to perform on the pitch and as 
such performed poorly in this KPI. 

In contrast, Akita performed very well. Since 
joining J3 in 2014, Akita have to date achieved 
eighth place twice, and fourth place once—not 
a particularly strong team by any means. 
However, they increased their team wage bill 
by 20 million yen (+21%) this season to 114 
million yen, and won the league in style, 
underscoring their talents on the pitch. They 
kept their wage bill below the J3 average 
through the BM measure of sound 
investment. This worked in harmony with the 
team's e orts on the pitch and kept this KPI at 
nearly the same level as the previous year.

In the J3 league today, many clubs appear 
to be struggling with the management side, as 
attendance is as low as ever, sponsors are 

2nd Stage: Efficiency
Management Cup Analysis of the J3 League
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was 0.7 million yen, down 0.1 million yen 
(-12%) year-on-year. The top earning club was 
Kitakyushu, newly demoted from J2, at 2.7 
million yen, vastly above the J3 average and 
even higher than the gure of 2.1 million yen 
obtained last year, when the club was still in 
J2. This was most likely highly in uenced by 
the club's new home ground, the Mikuni 
World Stadium Kitakyushu. Kitakyushu 
obtained a high value for this KPI as their 
new stadium not only places spectators 
close to the pitch on well-constructed 
stands, but its location means that long 
clears now potentially send the ball straight 
into the ocean, which spectators love. 
Through their new home stadium, the club 
managed to increase both matchday revenue 
and attendance, despite having been 
demoted to J3.

Aside from Tottori, who scored signi cantly 

fewer league points this year than last, the 
club showing the biggest increase in this KPI 
was Morioka. In terms of absolute value, the 
KPI did not increase substantially (0.33 million 
yen to 0.45 million yen), however in terms of a 
percentage increase, it was around 50%.

Of course, numerous BM measures were 
underpinning this increase. The club recruited 
famous players from a previous era to play 
preliminary games and unveiled a new 
mascot, Kizuru, chosen by public vote. 
Through these e orts, the club created a lot of 
buzz in their local area and online. Even more 
noteworthy is the fact that the club raised 
funds for these initiatives through 
crowdfunding! Because the funds raised were 
channeled back into investment, we can 
expect the club to continue growing in the 
years to come.

However, if spectators are not su ciently 

satis ed with their experience at the stadium, 
they will not become repeat customers. 
Therefore, the club will need to pay close 
attention to the risks involved in injecting a 
large amount of management resources into 
events and will need to observe spectator 
reactions to maintain this KPI in the future.

Management Cup J3

Match day revenue per league point won (millions of yen)
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*Total of Facebook, Instagram and Twitter

Revenues in J3 are much smaller than J2, and the wage bill to revenue ratio, which shows the clubs' strategy of direct investment, is also 
smaller—around 30%. Moreover, this gure varies wildly between clubs due to their varied use of social media. There is great capacity for the 
use of social media as a strategic BM measure, and it will be interesting to see how J3 clubs take advantage of it in the future.

The wage bill to total revenue ratio in J3 in 
the 2017 season was 30.9%, 3.4P (-10%) less 
than in the previous year. With the exception 
of the U-23 clubs, 14 clubs spend 50% or less 
of their total revenue on wage bills, which 
indicates that the clubs are nancially sound.

Aside from Kitakyushu, who were just 
demoted into J3, and Numazu, who newly 
joined J.League in 2017, the club with the 
highest value for this KPI was Fujieda, up 8.7P 
(28.1%) compared to the previous year. Even 
though Fujieda approximately doubled their 
team wage bill from 32 million to 59 million 
yen this season, through a number of BM 
measures they raised total revenue by 27.3% 
and thus mitigated a great increase in this KPI.

Meanwhile, the club where this KPI 
decreased—and thus improved—the most 
was Morioka. Last season they had the highest 
value for this KPI in the J.League, at 61.3%. 

interest through the entry of the "Treasure 
of Cambodia"—the player Chan 
Vathanaka—while Sagamihara celebrated 
their 10-year anniversary by staging a 
"dream match" between former Japan 
players and a team of celebrities, both great 
examples of how BM measures can 
generate interest in a team.

Looking in more detail at average social 
media followers by platform, the gure for 
Facebook was 9,473, Twitter 10,261 and 
Instagram 858. The share was highest for 
Twitter, at 49.8%, but the share being almost 
equal between Twitter and Facebook is a 
notable characteristic of J3.

The teams with the highest following on 
Twitter were Kitakyushu, Tochigi and 
Nagano, with Nagano's following of 17,870 
being particularly interesting, given that the 
team doesn’t have any experience in J2. A 
major factor here is interest in the team as 

However, in the 2017 season they managed to 
keep their wage bill at the same level while 
raising total revenue by 97.9% through BM 
compared to the previous year—an incredible 
display of growth. However, the team 
performed poorly on the pitch, dropping from 
13th to 15th place in the league, indicating 
that better coordination may be required 
between the BM and FM sides if success on 
the business side is to be translated into 
results on the pitch.

Social media followers in J3 in the 2017 
season totaled 20,224, an increase of 6,662 
(+49.1%) year-on-year. Driving this increase 
were Fujieda and Sagamihara, both of which 
had 1.8x more followers than the J3 average. 
In particular, the number of Facebook 
followers was much higher than last year. It 
is likely that Fujieda generated this level of 

3rd Stage: Management
Management Cup Analysis of the J3 League
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for their major upsets, having beaten clubs 
from J1 and J2 in succession in the 
Emperor's Cup.

The average percentage increase in social 
media follower number in J3 in the 2017 
season was 72.3%, which indicates a large 
increase across J3.

The increase was largest at Fujieda, at 
+493%. The temporary transfer of the 
Cambodian national player Chan Vathanaka, 
and the creation of a new SNS account in the 
Khmer language. Vathanaka won Best Player 
Award in the Cambodian league and is 
extremely famous in his home country, which 
probably led to a sharp rise in Fujieda’s social 
media followers overseas.

Meanwhile, the rst player to ever join the J.
League from Thailand, Sittichok Paso, played 
for Kagoshima this season on a temporary 

transfer. This helped the club to record an 
increase in this KPI of 31.9%.

Social media is without doubt the base of 
digital marketing, and will become more of a 
xture in years to come as the J.League uses it 

as a powerful business tool. The average 
percentage increase by social media platform 
was 79.4% on Facebook, 52.7% on Twitter and 
26.3% on Instagram, with the highest 
percentage increase on Facebook.

Average pro ts from merchandise sales in 
J3 in the 2017 season were 8 million yen, up 1 
million yen (+20%) year-on-year. The top 
earning club was Tottori, at 30 million yen, 
while the lowest was FC Ryukyu, at minus 4 
million yen. Average pro ts from 
merchandise sales at Tottori more than 
doubled, from 14 million yen last season to 
30 million yen in 2017.

By contrast, the top performing club in terms 
of pro t was Kitakyushu, at 69 million yen, while 
the lowest was Fujieda, at 2 million yen. Pro t 
ratio was highest at Kagoshima, at 50%, and 
lowest at Fujieda, at minus 100.0%. Nagano 
and Tottori were excluded from these 
calculations, which have minimal recorded 
sales-related expenses (cost of sales) due to 
di erences in sales format.

There are ve clubs in J3 with a sales revenue 
scale of 10 million yen or less, and merchandise 
sales have yet to become a major source of 
pro ts. The clubs in J3 are still small and have 
limited resources, and they may be struggling to 
choose where to invest their management 
resources. The hope is that merchandise sales 
will increase through cooperation between the 
league and the clubs, using measures such as a 
common digital platform.

Management Cup J3
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The small scale of J3 means that the league has a low pro t margin, and the fact that clubs are trying to raise capital to somehow make ends 
meet on the management side is re ected in the league's nancial gures. In J3, many rural clubs do not have a main shareholder. In the 
future they will need to introduce services that can be shared across the league and look into ways to reduce club operating costs.

Total revenue in J3 in the 2017 season was 
429 million yen, up 45 million yen (+12%) 
year-on-year.

Kitakyushu’s matchday revenue was notable 
here. Total revenue at Kitakyushu, which 
joined J3 in the 2017 season, was up by 44 
million yen (55%) compared to the previous 
year. Matchday revenue usually drops when a 
club moves down to a lower league, however 
Kitakyushu managed to achieve an increase in 
this KPI, likely due to the opening of the new 
Mikuni World Stadium Kitakyushu. Located 
near the train station, the stadium provides 
easy access. Moreover, it has been built with 

19.8P (+5512%) over the previous year. All 
teams in J3 recorded an increase in year-on-
year revenue growth rate in the 2017 season.

As was the case in J1 and J2, this increase 
was due to the large increase in funds 
distributed in J3 because of the broadcasting 
rights agreements struck by the J.League with 
DAZN. The total funds distributed in J3 
increased by 256 million yen (+115%) 
compared to the previous year, and we can 
see the large impact this had on the 
distribution to individual clubs.

Examining these gures in greater detail, we 
can see that commercial revenue increased 
43 million yen (59%) at Morioka and 26 million 

the respective stakeholder in mind, placing 
them in the thick of the action right next to 
the sea. As was the case for G-Osaka when 
they opened the Panasonic Stadium Suita, 
matchday revenue rose dramatically when 
Kitakyushu opened their new stadium.

In comparison to J1 and J2, the percentage 
of total revenue coming from commercial 
revenue in J3 is high, and because matchday 
revenue is low, the impact of commercial 
revenue on total revenue is signi cant.

The average year-on-year revenue growth 
rate for J3 in the 2017 season was 20.2%, up 

4th Stage: Finance
Management Cup Analysis of the J3 League
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yen (67%) at FC Ryukyu, which puts them in a 
good place. It seems that Morioka's small-
sponsor system, where each sponsor gives at 
30,000 yen or more, is working well, and FC 
Ryukyu have succeeded in strategic BM 
measures, doubling their number of sponsor 
companies compared with the previous year.

The average equity ratio in J3 in the 2017 
season was 32.1%, 1.7P (-5%) less than in the 
previous year. The club with the highest value 
for this KPI was Kagoshima at 58.7%, while the 
lowest was Tottori at 0.9%.

Five clubs out of 14 clubs in J3 (excluding 

the U-23 clubs) secured a capital ratio of 50% 
or more, which is higher than the ratios seen 
in J1 and J2.

However, of the 14 clubs in J3 (excluding 
the U-23 clubs), four of them—one third of 
the total—had net assets of less than 10 
million yen. In J3, rules on nancial fair play 
that forbid excessive liabilities on club licenses 
are not applied, and maintaining a healthy 

nancial situation is an ongoing issue. The 
clubs in J3 do not have nationwide or global 
companies as main sponsors or big 
shareholders like J1 clubs. They essentially 
need to establish nancial security through 
their own management e orts. Therefore, 

clubs hope for support systems that provide 
shared services across the league and other 
assistance, and need to take BM measures to 
address any management issues.

Management Cup J3
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Kagoshima Prefecture is known for its athletics, 
including football, as evidenced by the many famous 
athletes and high-school soccer players from the area. In 
2015, Kagoshima United FC joined the J.League in J3 as the 

rst professional sports club from Kagoshima.
Kagoshima's club philosophy is "Invigorating Kagoshima 

through sports." The club is managed to be more than just 
a football team, becoming a source of joy for local 
residents. According to Tokushige, although a club's results 
are of course important, people should be able to enjoy 
matches whether or not their team wins, and a club should 
be something that brings together everyone who loves 
Kagoshima—whether they actually live there or not—
through the power of football.

Examining the relationship between performance, 
attendance and pro t at the club, we see that in the 2016 
season Kagoshima secured fth place in the league and 
obtained gures of 3,665 for average attendance and 377 
million yen in total revenue. In 2017 they placed fourth in 
the league and reached 3,508 for average attendance and 
496 million in total revenue. Thus, although attendance 

gures dropped a little, their league position and total 
revenue improved. These gures were announced at 
supporter conferences and sponsorship exchange 
sessions, where the club has been trying to promote 
understanding and elicit cooperation from fans, 
supporters and sponsors.

The club is performing well both on the pitch and on the 
business side, without any major problems, but Tokushige is 
focused on increasing attendance. Of course, the higher the 
league position, the more matchday revenue a club obtains. 
However, at Kagoshima, it is believed that the higher the 
attendance, the bigger the budget, and as a result, league 

position will eventually improve. For this reason, the club is 
currently focused on increasing the number spectators at 
their matches, regardless of the team's league position. The 
club's community-based activities are a crucial element in 
this goal. Kagoshima has carried out more than 200 
community events every year since joining the league. The 
club conducts several activities to raise awareness of 
Kagoshima United FC, hoping to bring more people to the 
stadium. Naturally, they provide football lessons, but they 
also conduct PR with local hot spring inns and collaborate 
with Kagoshima Prefecture Citizen's groups in Kanto, 
London and elsewhere.

However, Tokushige believes it will take time for people 
to get used to paying to go and see pro sports games, 
given that there has been no such pro sport in Kagoshima 
for a long time. For this reason, it will be necessary to aim 
for steady progress over several years.

Kagoshima's wage bill to revenue ratio is 27.8%, which is 
slightly lower than the J3 average of 30.9%. In addition, 
wage bill per point won is 2.5 million yen, which is also 
lower than the J3 average of 3.1 million yen, so they are 
earning points e ciently in terms of money spent on the 
team wage bill. This indicates that they may have struck a 
good balance between FM and BM measures.

According to Tokushige, he puts aside a certain 
percentage of each season's revenue for the team wage 
bill. Although Tokushige sets the total budget for the team 
wage bill, he does not intervene in the acquisition, 
appointment, or direction of players. Strengthening the 
team is up to the general manager, specially assigned sta , 
supervisors and coaches, and the FM and BM side of the 
club are kept separate. There have not been any changes 
in the GM and backup sta  since Kagoshima rst joined 

Kagoshima United FC won the Japan Management Cup in style this year, having just joined the league in the 2016 season. Looking in detail at 
each stage, Kagoshima have stable results overall rather than prominent speci c KPIs. To determine the initiatives behind each KPI, we conducted 
an analysis based on an interview with the club's president, Tsuyoshi Tokushige.

J3 Cup Winner's Analysis

Kagoshima United FC

Inform fans and supporters that competition, performance, spectator numbers and pro t mutually a ect each other. 
In turn, gain understanding and cooperation from fans and supporters.
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known as Kagoshima Kamoike Stadium, and does not have 
a roof that covers at least one third of the seats, which is a 
criterion for a club license in the J.League. Thus, the e ect 
of rain on spectators is much higher here than for other 
clubs. While it is important to improve facilities and 
services in order to better deal with rain, Tokushige's goal 
is to cultivate fans and spectators who will come to games 
regardless of the weather. To that end, the 
aforementioned activities rooted in the local community 
will be crucial.

In September 2017, Kagoshima received a J2 club 
license from the J.League, though the license came under 
the condition that the club submit plans to bring its 
stadium up to standard. Having obtained a J2 license, 
Kagoshima city established the Investigative Committee for 
Development of Soccer and Other Sports Stadiums in 
March 2017, which is researching how to meet J.League 
standards. The possibility of a new stadium in Kagoshima 
is now a much-discussed topic in the city.

From the 2018 season, Kagoshima has been using the 
marketing database (a shared platform) and One Touch 
Pass (a system that records all games in the J.League) 
provided by the J.League. As a result, Kagoshima has been 
able to quantitatively grasp and analyze information 
including spectator attributes and the average unit price 
associated with these attributes. The club should be able to 
create measures based on this information in the future.

We will be keeping a close watch on Kagoshima from the 
2018 season as they make use of the J.League's Customer 
Relationship Management platforms in e orts to ll their 
stadium with fans and supporters, and bring joy and 
excitement to the local community.

the J.League club, making for a trusting relationship 
between those running FM and those responsible for BM. 
These results are apparent in the club's e cient 
translation of the wage bill into success on the pitch.

Kagoshima has good KPIs for its nancial situation, 
coming 5th in J3 for total revenue, 3rd for year-on-year 
revenue growth rate, and an equity ratio of 58.7%—the 
highest of any J3 club. Kagoshima is also the only club out 
of all 14 in J3 to have a positive value for earned surplus—
the balance brought forward from previous years.

Kagoshima is a citizen's club that does not have a main 
shareholder, thus the management have a delicate job of 
balancing income and expenditure each season with 
limited capital and sponsor income. Kagoshima's sound 

nancial situation may re ect their attention to budgeting 
details, largely thanks to the club's president, a certi ed 
public accountant.

The average number of visitors at J.League games 
decreased by 157 in 2017 compared to the previous year, 
from 3,508 to 3,665. This was probably due to the weather, 
as 1/15 games were held in wet weather in 2016 
compared to 5/16 in 2017 ("wet" weather indicates a rainy 
day according to the J.League Data Site). The average 
number of visitors during the 2017 season on rainy days 
was 2,540, while it was 3,948 on other days—the 
di erence due to the weather is clear. If weather is taken 
into account, it seems that the average attendance in the 
2017 season actually increased compared with 2016.

Kagoshima's home stadium is Kamoike Ballpark, also 

A trusting relationship between those involved in BM and FM 
will raise competition and performance in relation to a team's wage bill
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From the 2017 season, clubs in the J.League received more distributed funds. From the perspective of the clubs, this increase in distribution, 
known as DAZN funds, will be an important source of operational capital. From the 2018 season onwards, funds will be distributed to clubs 
based on their performance on the pitch, as "Funds for Strengthening the Club Philosophy," and "Funds to Overcome Demotion.  Let’s take a 
look at how distribution can be used in BM measures in the J.League.

Special Feature 3

Funds Distributed in the J.League

Distributed funds positioning
Unlike a joint-stock company, whose purpose is to 

distribute pro ts (surplus) to its owners, the J.League is a 
public interest corporation, and does not have the function 
of allocating pro ts (surplus) to management entities.

The league does not distribute funds to each club using 
pro ts from the league's business activities, but rather at 
the start of the season, it gives clubs some of the funds 
necessary for the league to operate stably as a public-
interest corporation.

This is re ected in the "Funds for Strengthening the Club 
Philosophy," and "Funds to Overcome Demotion" 
mentioned above.

In addition, although the amount of funds distributed 
varies, according to nancial information released by the J.
League, the funds are largely derived from income from 
league sponsors, trademark rights income from sales of 
o cial merchandise, membership fees from individual 
clubs and income from broadcasting rights both in Japan 
and abroad. To raise the value of the J.League, each of 
these revenue sources are pooled, then split between 
funds for the league to use and distribute to clubs.

According to an announcement made by the league, the 
broadcasting rights income in the 2017 season, which 
forms the base of DAZN funds, amounted to about 16 
billion yen, of which more than half—10 billion yen—will be 
allocated to the clubs. (See PUB REPORT 2017 WINTER)

Use of distributed funds
Looking at how the DAZN funds—which increased in the 

2017 season—were used, the following trends were seen 
in the league and clubs respectively.

First, the league invested a large amount of the funds 
from DAZN funds—6 billion yen—in digital marketing.

As Chairman of the J.League Mr. Murai has consistently 
stated, the DAZN funds are not just temporary income for 
the J.League, but is rather an investment fund to further 
increase the value of the league before the league 
contract is renewed in 10 years’ time. In that sense, it 
represents a large debt to parties outside the league. It 
seems that the results of strengthening a common digital 
platform as a digital marketing platform should become 
clearer in the future, but from a BM viewpoint, the funds 
can be considered to have been put into medium- and 
long-term investments.

Club

ClubClub

Broadcasting 
rights

Sponsors 
Revenue

Trademarks

Membership fees

DAZN funds
up to160 billion yen

Club

League

Distribution
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Japan compared with Europe and elsewhere. As a result, 
from a BM perspective, it is di cult to allocate funds for 
medium- to long-term investment.

An ideal fund distribution policy
As mentioned above, funds are distributed in the J.

League to facilitate stable management of the league. To 
that end, the league and clubs should consider getting 
back to basics and reconsider policies on how to use 
distributed funds. On the other hand, clubs have to 
manage themselves with limited BM personnel and 
resources. Sometimes the club president, who leads the 
business side of the club and thus ultimately responsible 
for the success of the team on the pitch, resigns. This 
makes medium- to long-term investment, which is needed 
at clubs, challenging in the J.League.

With this in mind, the League and clubs should share a 
common goal of healthy development. The league should 
consider strengthening its support for clubs to solve their 
management issues, and clubs should consider 
strengthening their investment in BM with an eye on the 
J.League as a whole.

Using funds to strengthen a club’s philosophy—often a 
particularly strong in uence on clubs—should not be left 
to the discretion of the clubs alone, and the League and 
clubs should cooperate to determine the best way to use 
funds. We look forward to seeing how clubs choose to use 
their funds in the 2018 season and beyond.

Regarding the use of the distributed funds by clubs, 
looking at the breakdown of clubs' income statements for 
the 2017 season, we can see that the wage bill has 
increased by 7.3 billion yen compared to last season.

From this we can infer that the majority of the 10 billion 
yen of DAZN funds has been spent largely on team wage 
bills. Given that the J.League began as a means to 
strengthen the Japanese national team, making further 
investment in compelling football that will strengthen clubs 
is a natural choice. However, there are many uncertain 
factors in soccer as it is a group sport where players have 

xed term contracts, injuries can occur that prevent 
participation, and players may not be able to play in league 
games due to obligations to represent their country. 
Investing in individual players is not necessarily the most 
e cient method, and the prize money that can be 
recouped, though success on the pitch is not that high in 

Investment in digital 
marketing, etc.

Investment in team's wage bill, etc.

Shift

Support

Required direction of 
distribution usage

Strengthening investment 
in J.League clubs' BM 

Future

Current situation

100 billion yen

60 billion yen
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We are delighted to issue J.League Management Cup (JMC) 2017, the fourth report in this series since JMC 2014 was 
released in March 2016. We received positive feedback from many of you regarding the 2016 report, and we feel that 
with each new publication, JMC is becoming better known. The fact that the JMC is now picked up by a wider range of 
people is wonderful news for us at the Deloitte Tohmatsu Sports Business Group.

We plan to continue our work in this area, and contribute to expanding the sports business markets in Japan and the 
rest of Asia. Moreover, we plan to continue our initiatives to energize other markets as well.

Since the rst issue of the JMC, we have focused on covering the following two points:

(1) Provision of information that contributes to xed point observations based on consistent indicators
(2) Presentation of KPIs that we consider e ective in conducting practical benchmark analyses

In the 2017 season edition, we continued to follow the above, and on the basis of comments from many of our readers 
as well as changes in the external management environment, we removed the "Matchday and other Revenue/Selling, 
General and Administrative (SG&A)" from the main KPIs, replacing it with " Social Media Followers" and " Social Media 
Follower Fluctuation," two KPIs that consider social media usage.

"Matchday and other Revenue/Selling, General and Administrative (SG&A)" was initially used as it allowed us to visualize 
the e ect of investment in sales, general and administrative expenses, which is a good indicator of BM measures; 
however, as details of these expenses are not made public, particularly the details of the costs relating to front sta , it 
was decided that this KPI would not help with a practical benchmark analysis this year. However, from the perspective of 
(1) above, this KPI can be found in the databook, as always.

The KPIs for social media usage allow us to visualize the e ect of digital marketing in the J.League. They are already 
used as main KPIs in the B.League, and we believe they are useful KPIs for benchmark analyses.

It is hard to nd KPIs that illustrate the cornerstones of management, and because the sports business market is in a 
state of constant ux, the Japan Management Cup will continue to look for KPIs that are best suited to the changing 
environment.

In June 2016, the Deloitte Tohmatsu Group became an o cial supporting company of the J.League, and we intend to 
continue preparing and publishing the Japan Management Cup. The Sports Business Group, as an independent entity, 
hopes to contribute to the expansion of not only the J.League, but also the sports business market in general, covering all 
sports.

In this sense, we hope JMC will serve as a link that connects all of you, including stakeholders who are currently not 
directly connected to sports, within the sports business market.

We continue to look forward to receiving your comments and feedback on the JMC.

  
Deloitte Tohmatsu Sports Business Group

  dtfasbg@tohmatsu.co.jp

Editorial Postscript
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