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Foreword

The change of the J-League to a two-stage system for the 2015 Season garnered atten-
tion. Sanfrecce Hiroshima, ultimately, won the Championship after earning the most 
points during the year, and gained an honorable victory. The 2016 Season just came to 
an end; and, the Deloitte Tohmatsu Sports Business Group would like to provide you with 
this J-League Management Cup 2015 business ranking for all clubs in the J-League during 
2015 to assist in the formulation of business strategy measures etc. beginning next year 
and beyond. 

��������	
����	�������
��	���	�
����	��������������
���������
����
	�������
���������
minds. This has worked to increase public expectations for the Tokyo Games four years 
from now. Amidst this, the 210 billion-yen major broadcasting deal over 10 years an-
nounced by the J-League through a July 20th, 2016 press release has become a symbolic 
event that strongly signals J-League’s transition to a new stage of business. Moreover, this 
autumn will inaugurate the basketball B-League-itself a further advancement of business 
strategy. 
We believe that this opportunity will serve as the turning point to propel the Japanese 
sports business market back from its long period of stagnation; and, there is no doubt 
that J-League will be one of the main players. 

������������
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	����	���������� 	�������������
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their two preconditions. It is my hope that the J-League Management Cup 2015, which 
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with sports business. 
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the largest business professional groups in Japan. The Sports Business Group was set up 
in April 2015, and remains active through the entire Group to contribute to the expansion 
���	�������
���"�<
���
���	
���
���

���%�	=�*����		��>?!������������!��
	�-
lished their Sports Business Group over 20 years ago, and they have contributed to the 
development of the sports business market, with one of the main focus on the English 
Premier League.

We believe that our activities bring a fresh new perspective to the sports business market 
and lead to the further revitalization of the sports business.

Kazuhiro Fukushima
Partner
Sports Business Group

Deloitte Tohmatsu Financial Advisory LLC
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Introduction

Picture on the right page © F.C. TOKYO

The shifting Sports Business Landscape

Interest Builds in the Sports Business
Q�����	�������
�����	�����
	� ��������V������	�X���
2014 in March 2016, we have received various opinions 
and comments, and we, once again, got a good sense of 
the high level of interest in the J-League. Among the opin-
ions, it was indicated that the KPI were divergent from the 
actual conditions; however, even with these critical voices, 
we felt that in gaining so much interest we had accom-
plished something. Additionally, the validity of the analyti-
cal results also relies upon the degree of accuracy and 
precision of the disclosed information, and if the League 
and clubs continue to be ever more forthcoming with in-
formation, we have every expectation that this will allow 
���
�
��������[��	��������	������"�	���
=�
During the analytical period of this J-League Management 
X���\]^_������	���
����"��������\]^_�	��	�����
	��������
2016, the sports business industry underwent a tectonic 

���	=�Q�������������
�����	���
������
����	��
�
���	��
�����-
condition to carrying out useful analysis, we will now ex-
amine the changing environment enveloping the sports 
business industry. 

The Road to the Commercialization of 
Sports
With the September 2013 decision for Tokyo to host the 
2020 Olympic/Paralympic Games, the world of Japanese 
sports has advanced forward, collectively with the govern-
ment and people of Japan, on the development of the 
sports industry. 
The Japan Sports Agency, the symbol of this progress, was 
established in October 2015, and in the Japan 
Revitalization Strategy 2016 released in June 2016, 
‘Changing sports to a growth industry’ was also proposed 
as part of the 10 strategic public-private joint projects to 
reach a nominal GDP of 600 trillion yen. The same pro-
posal stated that the currently-estimated market scale of 
5.5 trillion yen would be expanded to 10.9 trillion yen by 
2020 and to 15.2 trillion yen by 2025.
Moreover, the Japan Sports Agency established with the 
Ministry of Economy, Trade and Industry The Future 
Development Conference for Sports Industry beginning in 
`����������\]^q!��"�������"�	��������$����	����������
�
�������	
�	������"�����	����������{�	����������	|
1) Stadium/arena reform
2)  Strengthening of management capacity of sports con-

tents holders
(Promotion of new business creation/training of human 
resources)

3) Strengthening of the competitive commercial potential 
���	������"����
���	

We understand these to be a clear declaration of intent of 
the government to steer sports away from its original ed-
ucational course and on to a route towards commercial-
ization and investment in people, things and contents.

Five Key Strategies of J-League
In seeming conjunction with the aims of the government, 
the J-League has also produced 5 crucial strategies since 
the re-appointment of Chairman Murai (1. attractive foot-
ball, 2. stadiums, 3. training of management, 4. use of dig-
ital technology, 5. international strategy). These are all 
heading in the same general direction of the government, 
and can actually be praised for being several steps ahead.
For example, from the perspective of reforming stadiums 
and arenas, the Suita City Football Stadium newly built 
through a public-private partnership has hinted at a tran-
sition from sports as an activity to be done to an activity to 
be watched. In addition, from the perspective of strength-
ening the competitive commercial potential of sports, the 
210 billion yen in income over 10 years from future broad-
casting rights decided upon in July 2016 is a policy of in-
vestment in the business infrastructure of sports, 
�
��������$�	��	�����	�		�������
	"���
=�V�������!������
the perspective of strengthening the management capac-
ity of sports contents holders, J-League preceded the gov-
ernment and established a course in 2015 in collaboration 
with Ritsumeikan University—J.League Human Capital—
and has also begun investing in people. As a result, these 
����	
����������"���	�	�����
�"�$
�	���"����	�������
national policy. 

Incorporating Environmental 
Changes into KPIs
What is important is how these changes in the external 
environment are incorporated by interested parties in the 

���	
���
���

��"���$�	��
�������
������[��	�"����
business management. The policies of the government 
and the strategies of the J-League are extremely positive 
���������'��	�
!��"� 	�������	����	�� 	�� 	���"�
	��� ��-
provement of related KPI. Clubs will be expected to catch 
up with the direction of these policies, to submerse them-
selves into strategy upon careful consideration of these 
policies, and to reinvigorate the sports business market 
through goal management of KPI.
We hope that our report will be of some assistance in 
meeting these expectations. 
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Appraisal (BM Points)

J1: 1st 18 points—18th 1 point

J2: 1st 22 points—22nd 1 point 

J3: 1st 12 points—12th 1 point

1st Stage 
Marketing

Average Attendance

Stadium Capacity Utilization(%)

New Attendees/Total Attendance(%)

Average Spend

3rd Stage 
Management 
Strategy

Field Wage Costs/Revenue

Matchday and other 

Revenue/SG&A

2nd Stage 
Management 
��������

Field Wage Costs/Points Won

Matchday Revenue/Points Won

4th Stage 
	��
���
����������

Revenue

Revenue Growth Rate

Equity Ratio

	������
���
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J-League Management Cup (JMC) 2015: Four Perspectives 
Overview

We have come to call these four perspectives as ‘Stages’ 
after the actual League. In addition, our appraisal was di-
rected towards not only J1, but all clubs, including J2 and 
J3. 
Our method of appraisal involved assigning ranks by 
league based on key performance indicators (KPI) set by 
Deloitte Tohmatsu by Stage, and then assigning BM points 
according to that ranking.

For example, should a club be ranked 1st in J1 in terms of 
KPI, that club will receive 18 BM points. In the same fash-
ion, 1st in J2 will earn a club 22 BM points, and 1st in J3 will 
earn 12 BM points. We then established a rule where as a 
club goes one place down in ranking, so they lose 1 BM 
point. The reason we assigned rankings by league is be-
��
��	����������������
��"�����	
�"����
����

�	���
leagues. 
Based on this method of appraisal, the club with the high-
est total BM points in the four stages ultimately becomes 
the Cup Winner.
Additionally, should there be clubs with the same amount 
of BM points, the club with the higher ranking in the 1st 
stage will be the club with the higher placement. (Rankings 
in the 2nd stage, 3rd stage, and 4th stage shall be subject 
to the same kind of determination.) 

{��	�����������V������	�X���\]^_!�����
�"�������������	����������������-
tion of clubs made public by the J-League, we provide a comprehensive appraisal 
of the business management (BM) level from the four perspectives of marketing, 
�
�
������� ��������, �
�
������� ���
���� and� ��
���
�� ���������—the 
most important themes in business management. 
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1st Stage: Marketing

���
�����
�
�����[�����		��	����		��"�����"�����-
	�
�$��	��������	
�	���������
������	����$"
����
	"�-
ums have been successful. The marketing perspective is 
a fundamental perspective in general business, and the 
����	
���� 	�������
� ��� 	��� ��������
	���� ���"���	���"�
potential. In recent years, this has not been limited to 
just clubs, but the leagues, themselves, are aware of the 
�����	���� ��� �%���� ����	
� ��� ��
	����� ���	���
����
management(CRM), and this should become the repre-
sentative perspective to measure club management per-
�������=�Q�������?�{
����
������$
=

●Average Attendance
●��
�����
�
�����������
�������
●����!��������"#��
��!�����
�������
●Average Spend

 2nd Stage: Management 
��������

���
� ����
�
�����[���������	
��"��������	�������-
����!��"�����	�
���������������	���
������$��'-
ciently points were earned. This perspective indicates a 
��	���
������	$�������"��������	��`V���"��V!��"�
�
��
�������	����
���	����$�������
�"������$��	����	���
club management is functioning well. By increasing the 
awareness of each club towards this area, FM and BM are 
���	���	�����"��������	���
������=�Q�������?�{
����
�
follows.

●Field Wage Costs/Points Won
●$
��%�
��&�'����"*������+��

3rd Stage: Management Strategy

���
�����
�
�����[������������	!��"�����	�
������
����������� �
�"� ��� ��$� ����	������ �������� ��� ��-
tained. The main revenue of the sports business come 
from sponsor revenue, matchday revenue, broadcast 
rights revenue, and revenue from sales of goods. By ana-
lyzing those revenue sources taking account of related 
costs, the business policies of clubs become clearer. 
Q�������?�{
����
������$
=

●Field Wage Cost/Revenue
● $
��%�
��
�����%���&�'����"�,6!

4th Stage: Financial Condition

�����$������
�����[�����	�������������"�	���
��������
!�
and evaluate club performance regarding  business scale, 
stability and growth. Financial information is important in-
formation that allows the visualization of performance per 
company in any industry using the tool of accounting. 
Hints for business can be garnered by pro-actively making 
�
�����	��
�������	���=�Q�������?�{
����
������$
=

●Revenue
●&�'�����,����%�&
��
●�7�����&
���

�����������������
���	���
����	�����
������	�������	
�
of each club towards BM. But, it is not our aim to appraise 
the superiority or inferiority of any one club; we only aim 
to use a common metric to compare and examine. By 
comparing BM among clubs, which are normally obfus-
�	�"!�$�������	��"����	�		��	�����
�� 	�� 	�������	
����
clubs in business.

Lastly, since only information that has been released as 
data was used in the J-League Management Cup 2015 
analysis, information not released as data—despite the 
fact that a club may have engaged in such activities—has 
not been included within the scope of our analysis. 
Therefore, as it stands, please note that the performance 
of hometown activities carried out by each club, for exam-
���!� �
� ��	� ��[��	�"� ��� 	��
� ��%���=� �������� 	��� ��	����
active disclosure of information, including data, by the 
leagues and clubs alike, we expect to craft both a more 
����	�� ��"��
	�"���� ��� 	��� ������� ��
�	���� ��� 	���
clubs and an environment of learning.



Ticket
600J3

Ticket
2,200J1

Ticket
1,200J2

 (yen)

Approx. 370%

	
�����������������
attendance attrac-

tion power should go 
up against each other 

in the same league

Average Attendance (people)
17,876

38,853
10,030

6,879
12,307

3,487

2,432
4,733

919

4.2
8.5

0.7

6.7
25.5

1.5

No public data

59.9
84.1

35.0

32.8
66.2

12.2

19.2
38.6

5.9

4,724
6,959

2,801

3,138
5,453

1,960

2,177
4,167

1,007

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Stadium Capacity Utilization (%)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

New Attendees/Total Attendance (%)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Average Spend (yen)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Club average
Maximum
Minimum
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1st Stage: Marketing
Comparative Analysis Among Leagues

In the sports business world, achieving a sold-out stadium is the most basic man-
agement objective while also being the most important undertaking.
However, the Stadium Capacity Utilization(%) at its highest with J1 is approximately 
60%, and with J3 it is approximately 20%. Working towards a sold-out stadium 
through BM policy is crucial. 

Average Attendance
Starting from last season for J1 to J3, the league average of 
the Average Attendance is trending slightly upwards.
������ $
� ��� 
�������	� 
���	� ��� 	��� 	���"���� "��������
�
among the leagues in attendance attraction power starting 
from the previous season. There is approximately three 
	���
�	���"�����������������	���\��"�������\�	���^=
<""�	������!����������	���"������������		��"����		��-
tion power between the top and bottom ranking clubs in 
�������	��������
!�	������
��"��������������	$����	�����
	������	���
����������	��������
=

Stadium Capacity Utilization(%)
There have been no major shifts in the league averages of 
Stadium Capacity Utilization(%) from the last season for 
any league. 
Comparing the stadium standards under the club licensing 
system, while the Average Attendance for J1 surpasses the 
standard of 15,000 people, for 18 of the 22 clubs of J2 it falls 
below 10,000 people, and for all of the clubs of J3 it falls 
below 5,000 people. Due to this, the structural problem 
arises where the lower the league is, the more they are 
forced to hold games in their home stadiums with conspic-
uously empty seats. This issue is likely impossible for a club 
to solve on its own, and will require collaborative examina-
tion by both leagues and municipal governments.

New Attendees/Total Attendance(%) 
����������������
��
������
��
�������
The league average of New Attendees/Total Attendance(%) 

has dropped slightly for both J1 and J2 starting from the 
previous season.
This KPI exhibits higher values among the lower leagues, 
which have not yet started to bring attendances and are 
����� ������ 	�� ����"� 	��� ����	
� ��� 		��	���� ��$� 		��-
dances through various BM measures, and the values in 
the top league, outside of the rising clubs, are stagnating. 
On the other hand, the issue is not only about increasing 
the number of new attendances, but also turning these 
new attendances into repeat attendances. 

Average Spend
This KPI, which accounts for the average amount per person 
combining tickets and goods revenue etc., has been on the 
rise since the previous season in all leagues from J1 to J3.
On the other hand, this time, we also focused on the 
Average Spend calculated only from matchday revenue 
(ticket price). The ticket price tends to increase the higher 
	��� �����=� <�
�!� ��� ��������� 	��� "��������
� ��� 	��%�	�
price for each league between the top-ranking and low-
�
	���%���� ����
!� 	����� �
� ����#��	���� � \]]�� "����-
���������^!��\q]��"��������������\��"���_]��"���������
������!�$�	��	���"������������$����	�����$���	�������=�



822M yen 146M yen2,378M yen

Theoretical value of the level of club wage costs 
required to become champion

J2 J3J1

How much has a club sold for 1 Point Won,
 and how much has a supporter bought 

for 1 Point Won

Field Wage Costs/Points Won (millions of yen)
32

61
14

9
22

4

1
3

0

15
30

6

3
7

1

0
1

0

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Matchday Revenue/Points Won (millions of yen)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Club average
Maximum
Minimum
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9�����
��;�$
�
���������������
The KPIs of 'Field Wage Costs/Points Won' and 'Matchday Revenue/Points Won' are 
important for relative comparisons, and they require attention because they are 

�������	�����������%
����������
��"������
=�
The analysis reveals that the top league is prominent in both the cost invested to 
����^�����	������"�	�����	���!��%����	��������"��������������	��������
�
readily apparent.

Field Wage Costs/Points Won
The league average level for this KPI underwent no major 
changes since the last season.
This KPI tends to rise the higher the league becomes, with 
�"�������������]]����	$�����^��"��\!�_]]����	$�����\�
and J3. Thus, since each club in each league aims for the 
grand prize or to promote in league position, they desper-
ately seek out more skilled players, so this KPI indicates 
that club personnel costs invested grow larger the higher 
the league. 
The number of games each league had in 2015 was 34 for 
J1, 42 for J2 and 36 for J3, tending to make the points of J2 
relatively larger compared with the other leagues. Due to 
this, it must be noted that the structural value of J2 will 
become smaller. 
The theoretical value of the level of club wage costs re-
quired to become champion—which has been calculated 
back from the points of the winning clubs in each league 
����	���\]^_�
�
����
�
���"��	�"����	������������	���
right. It becomes clear from these data that there are 
�&��� "��������
� ��� ����� ��
���

� 
���� ����� 	���
leagues. To revitalize the J.League, it is a crucial mission to 
boost the business scale of the top leagues while also 
�%���� ����	
� 	�� ��"���� 	��� "��������
� ����� 	���
leagues; and these data indicate the growing importance 
of BM measures from here on out. 

Matchday Revenue/Points Won
The league average level for this KPI has trending at al-
most the same level for all leagues, J1 to J3, since last sea-
son. This KPI contains a dual-perspective of the 1) clubs 
(sellers) and 2) fans (buyers); regardless of this, however, 
there is a possibility that this KPI did not rise because 
value could not be added per each Point Won from the 
last season.
Additionally, this KPI also tends to get larger the higher the 
�����=�����"��������
���	$����	��������
��������#�-
mately 5 times between J1 and J2, and approximately 6 
times between J2 and J3. 



1 M 1.27M

1.18M

0.68M

SG&A

Matchday and 
other Revenue

J1

J2

J3

 (yen)

50%
Sound level

High KPI

Low KPI
Training

Immediate 
playing potential

Field Wage Cost/Revenue (%)
44.2

62.5
27.7

40.8
56.2

28.8

28.8
44.0

9.4

1.27
1.91

0.93

1.18
2.05

0.64

0.68
1.22

0.36 1M yen

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Matchday and other Revenue/SG&A (millions of yen)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Club average
Maximum
Minimum

10

=�����
��;�$
�
����������
����
�����������
������������"�	�����"����	
�$�	��	�����	��"��	�������	�������������
����
system, and they stand ready on the business starting line.
Accompanying this expanded scale of business, a strategic raise of Field Wage 
Costs to the level of J1 and J2 will likely become an objective to achieving the 
J.League aspiration of making football more attractive.

Comparative Analysis Among Leagues

Field Wage Cost/Revenue
The league average level of this KPI saw a slight decrease 
with J1 at -2.8P, a slight increase with J2 at 1.3P, and a de-
���
��$�	�����	���=��=�������������
������[������"���
to the high level of personnel costs for Omiya Ardija in J1 
and the drop in league position of Cerezo Osaka in J2, but, 
the primary factor is the allocation by the J3 of the in-
���
�����������������������	��������	�����"����	=�
This KPI tends to increase in value the higher the league, and 
it is clear that there is a trend to invest more club wage costs 
the higher the league to win league matches, win the 
championship and promote in league position.
There is no clear answer to the management problem of 
what percentage of income to devote to club wage costs. 

For clubs that aim for strategic investments based on a 
policy of recruiting immediate players necessary to pro-
duce short-term results the value of this KPI will tend to 
rise, and for clubs that focus on training and producing 
stable players internally from a medium to long-term per-
spective the value of this KPI will generally tend to 
decrease.
That the J.League, in general, falls below the 50% level, 
which is said to be a sound level, for this KPI can be con-

�"���"� 	�� ��� ��[��	���� ��� 	��� ��	� 	�	� 	����� ��� ����
clubs that adopt the training model as basic policy. 

Matchday and other Revenue/SG&A
���������
���"��������������
	�������"�'���	�	�����%�$�	��
matchday revenue and sponsor revenue, an important 
revenue source for sponsor businesses, and activities re-
garding the promotion of revenue can also be broadly 
considered to imply original cost. This KPI tends to be 
������� ��[��	���� ��� ����� �������	� 
	�	���� ��� ��$�
much management resources ought to be devoted to ac-
tivities to earn sponsor revenue and matchday revenue. 
Examining league averages, matchday and other Revenue/
SG&A has improved since last season for all leagues. 
What should be noted is that J3 is facing a market where 
the level of return cannot recoup investment. 
In the future, we believe the League must promote the 
establishment of business infrastructure on its own so 
that J3 may function as a business market. 



Retained
earnings

￥

New entry/
increase in 

league position

Popularity
increases
revenue

Revenue (millions of yen)
3,343

6,088
1,525

1,344
3,005

548

331
597

140

16.8
81.4

(-8.7)

7.6
93.4

(-28.1)

21.8
146.2

(-27.8)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Revenue Growth Rate (%)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

33.3
71.9

0.6

32.5
78.0

0.8

29.8
86.4

1.7

Equity Ratio (%)

J1 Number of clubs
18

J2 Number of clubs
22

J3 Number of clubs
12

Club average
Maximum
Minimum
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4th Stage: Financial Condition
Since there is great disparity in the business scale among leagues at present, an 
important index for business management should be ‘Bank Deposits’ for J3, 
�Q��������������\��"������	�������^=
Over the medium to long term, the league clubs must act in concert to craft man-
agement that prioritizes ����� management for all leagues.

Revenue
As with many other KPIs, this KPI also tends to get larger 
the higher the league. Among the average level of reve-
nue for each club, J2 is around four times larger than J3 in 
scale, and J1 is around two-and-a-half times larger than J2. 
�������
�����"��"������������^]�	���
����
������	$����
J1 and J3, but this gap is shrinking compared with the pre-
vious season (of around 12 times). Additionally, each 
league has increased their revenue since the last season.
Since the J.League is run as an open system with rankings, 
each year several clubs face being switched to another 
������$�	���"������	���%�	�
���!��"�	��
��
����������
in continuing with stable club management. The media 
and others also tend to focus the spotlight only on rank-
���
�	��� ��
��	� ��� 	��� ���"� �������	� 
���	� ��� 	���
sport—however, the handling of the risk of the changes of 
an external management environment through ascend-
�������"�
���"���������%!�$������
�"�'���	���������������	��
do by its own power alone, should be considered in con-
junction with league policies. 

Revenue Growth Rate
The value of this KPI is largely boosted by clubs that gain 
attention either by new entry into the league or by rising 
in league position. The classic example of this is a club that 
has newly entered the J.League, and having been fully am-
ateur prior to that point, gains new sponsors and fans by 
being accepted as a professional club, greatly increasing 
their revenue.
In contrast to J1’s 2015 season value, which surpassed the 
previous season, the values for J2 and J3 were less than 
half, largely falling short of the previous season.  This is 
likely due, in part, to a lack of the same popularity enjoyed 
by the J1 with their 2-stage system, compared to the pre-
����
�
�
��!�$�����$
�	�����
	�
�����	����
	���
����	�
of J3. 

Equity Ratio
The equity ratio decreased slightly by -4.0P with J1, rose 

����	��� ��� �=q�� $�	�� �\� �"� ��
�� 
�������	��� $�	�� ��� ���
20.4P. The elimination of excessive liabilities held by 
Blaublitz Akita and Gainare Tottori up to the previous sea-

����
����%�"�	��
�������	�����������	������=�
This KPI is a crucial index that demonstrates management 

	����	�!��"��
������	�	�
���������!���	�������!�$�	��
the adoption of a club licensing system. All clubs are re-
quired to avoid insolvency, and a positive value for this KPI 
must be maintained through BM measures. 
������
	�����������	
��������
����	��	��
�����	��
������
faced with the not-infrequent criticism that there has 
been a shortage of investment; however, in the future, 
with the additional perspective of how clubs ought to se-
cure their retained earning there will be even more expec-
tations placed on the competence of BM. 
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The winning club of Management Cup 2015 in the J1 is FC- Tokyo.
`X����%���
��$
�	�����������������%����
����"����	������"����V�%�	���!�	���"����	���
���"� ��� V������	� �'������!� �"� ��
	� ��� 	��� ���"
� ��� V������	� Q	�	���� �"�
Financial Condition, and they held that victory by a wide margin over Matsumoto Yamaga, 
the runner-up. 
The factors that yielded this good performance was the growth in the number of new 
attendances and the adept use of players in promotional activities. As a club, they have 
always wielded the greatest power to attract attendances among the League and their 
Revenue are also stable; and, to make the most of this strong base, they have been 
steadily deploying BM measures, which this outcome likely reveals. 

© F.C.TOKYO

	>�#�?����%�����%������������%��%�����������
��������@

J-League Management Cup 2015

BM point 2015

J1

J1
Ranking

J1 Ranking (for reference)
2014 ranking Total BM points

FC- Tokyo 1 ⬆ 4 159

Matsumoto 2 ⬆ 1* 141

Kawasaki-F 3 ⬆ 9 139

Urawa 4 ⬇ 1 138

Yamagata 5 ⬆ 5* 113

,>X�
?
 6 ⬇ 5 112

Hiroshima 7 ⬆ 8 110

Kashima 8 ⬇ 3 108

Sendai 8 ⬆ 10 108

Tosu 10 ⬆ 16 102

Shonan 11 ⬆ 8* 97

Niigata 12 ⬇ 7 85

Yokohama F・M 13 ⬇ 6 84

�%����� 14 ⬇ 10 82

�
���
 15 ⬇ 14 78

Kashiwa 16 ⬇ 15 77

Kobe 16 ⬇ 10 77

Kofu 18 ⬇ 17 72
*Indicates division ranking for the 2014 season.
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1st Stage: Marketing 9�����
��;�$
�
��������������� =�����
��;�$
�
����������
���� 4th Stage: Financial Condition

Average 
Attendance

Stadium 

�
�����

������
�������

New 
Attendees/

Total 
!�����
������

Average 
Spend Total

Field Wage 
Costs/

Points Won

$
��%�
��
Revenue/

Points Won
Total

Field Wage 
Cost/

Revenue

$
��%�
��
and other 
Revenue/

�,6!

Total Revenue 
Revenue 
,����%�

Rate
�7�����&
��� Total

17 9 17 10 53 14 11 25 16 18 ★ 34 17 12 18 ★ 47

12 18 12 3 45 11 16 27 15 16 31 4 18 16 38

14 15 15 15 ★ 59 9 9 18 13 14 27 12 13 10 35

18 10 3 11 42 12 18 ★ 30 17 10 27 18 7 14 39

1 6 17 17 41 16 6 22 18 9 27 3 14 6 23

8 16 5 16 45 8 7 15 9 15 24 13 10 5 28

13 1 10 14 38 15 2 17 2 17 19 10 11 15 36

11 3 14 18 46 5 8 13 6 4 10 14 8 17 39

7 14 13 6 40 10 14 24 8 13 21 5 5 13 23

5 8 18 8 39 13 10 23 12 5 17 6 15 2 23

4 17 4 5 30 18 1 19 11 12 23 2 16 7 25

15 7 1 2 25 7 15 22 10 11 21 7 1 9 17

16 2 2 7 27 6 13 19 14 3 17 16 4 1 21

6 12 8 13 39 1 17 18 3 2 5 9 3 8 20

9 4 6 9 28 3 12 15 7 1 8 15 9 3 27

2 13 11 12 38 4 5 9 1 7 8 8 2 12 22

10 5 9 4 28 2 4 6 5 6 11 11 17 4 32

3 11 7 1 22 17 3 20 4 8 12 1 6 11 18
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Management cup J1 Analysis

1st Stage: Marketing
J1 introduced the two-stage system starting in the 2015 season.
In comparison with the previous season, there was an increase in Average Attendance, 
Stadium Capacity Utilization(%), and Average Spend over the previous year; however, it 
is an interesting point that the New Attendees/Total Attendance(%) has decreased, de-

��	���#���		���
�	�	�	���	$��
	���
�
	���$���"�����"�	�������
�	������	=�

Average Attendance

J1 Average : 17,876 Attendances
 (+637 people, +4%)

Among the 15 clubs who played in the J1 for both the pre-
vious season and the 2015 season, 9 clubs recorded 
Average Attendance that exceeded the previous year, and 
	��� 
������"� �`����� ����	�� ��"�"� ��� ������
	���� ����
	��� ���	���� ����	� ����� X��
%�
� 
��"�� "�$�� 	�� �\=�
Among these, 3 clubs, Kawasaki-F, FC-Tokyo, and Urawa 
showed an outstanding increase of 3,000+ people over 
the previous year. 

Kawasaki-F
+4,337

FC-Tokyo
+3,597

Stadium 
Renovations

Popular
Players

Urawa
+3,337

Flawless Victory 
in 1st Stage

 (people)

Additionally, other external primary factors thought to 
�������	�"�		��"���� �	�
� ���� 	���\]^_�
�
��� ��-
clude an ‘increase in weekday games’ and ‘weather’. 
The higher density of the schedule accompanying the in-
troduction of the championship increased the total league 
matches held on weekdays from 24 to 36 over the previ-
ous year. This is especially the case with Kashiwa, the total 
number of matches held on a weekday increased from 1 
in the previous year to 6 matches, due in part to their play-
ing in the ACL; despite these harsh conditions, they raised 
the Average Attendance over the previous year (10,715 → 
10,918)—a feat that goes beyond the trends of the 
values.
In regards to weather, according to the J.League Data Site, 
the number of matches that experienced rain in J1 fell by 
roughly 50% from 51 of the previous year to 25. In J1, 
where all of the home stadiums are exposed to the 
$�	���!���������������	
�	�������������		��"���
!�
so it is presumed that the weather in the 2015 season had 
���
�	��������	����		��"����������
=

Stadium Capacity Utilization(%)

J1 Average : 60% (+1.7P, +3%)

<
��������"�	����	����������	��
�?�{�$����
	���
	�"-
dress stadium ownership.
Among the J1 clubs in the 2015 season, the only club to 
own a stadium that was not under the ownership of a mu-
nicipal government was Kashiwa, and there was the exter-
�������������	�����"�'���	�
	"����
����	����"����"����
on the business scale of a club. Due to this, clubs with 
high-capacity stadiums as their home stadium inevitably 
��"� 	���
����
� $�	�� � ��$������� Q	"���� X���	��
Utilization(%).
In contrast to this, Matsumoto and Shonan, each with sta-
diums of 20,000 and 15,000 person capacity, are two ex-
amples close to the ideal with the average Stadium 
Capacity Utilization(%) 80% or over, and many sold-out 
stadium matches. 
Additionally, despite Kawasaki-F renovating their main 
stands to increase their stadium capacity by close to 7,000 
people from the 2015 season, the reduction in their 
Stadium Capacity Utilization(%) was held back to a minimum 
of 76.4% from the 80.5% from the previous year. The 
Todoroki Athletics Stadium is owned by the municipal gov-
ernment, but through strongly cooperative relations with 
?$
%��X�	�!�	��
��
��������������#��������
	"����
renovations that have focused on providing further hospitality.

New Attendees/Total Attendance(%)

Sold-out Stadium Stadiums with Attendance 
Attraction Rates of 60%

J1 Average : 4.2%  (-0.4P, -8%)

This KPI presents data based on questionnaire surveys for 
a home game match in the middle stage of league 
matches, so there is a bias in terms of timing; however, 
there is a trend for clubs with newsworthiness to increase 
these values.
C-Osaka, the only club among 18 clubs to achieve double 
digits in the previous season (11.8%), is shown in negative 
due to their drop in league position to J2.



Average Attendance (people)

Urawa
FC-Tokyo

Yokohama F・M
Niigata

Kawasaki-F
Hiroshima

Matsumoto
Kashima

Kobe
Nagoya

G-Osaka
Sendai

Shimizu
Tosu

Shonan
Kofu

Kashiwa
Yamagata

38,853
Average 17,876

Average 4.2 Average 4,724

Average 59.9

28,784
24,221

21,935
20,998

17,506
16,823
16,422
16,265
16,240
16,101
14,923
14,802
13,449
12,208
11,296
10,918
10,030

Stadium Capacity Utilization (%)

Matsumoto
Shonan

G-Osaka
Kawasaki-F

Sendai
Kashiwa
Shimizu

Kofu
Urawa

FC-Tokyo
Tosu

Niigata
Yamagata

Kobe
Nagoya

Kashima
Yokohama F・M

Hiroshima

84.1
80.8

76.7
76.4
75.8

71.1
69.6

65.7
61.0
57.6
53.8
51.9
47.1
46.6
45.6

40.2
39.9

35.0

New Attendees/Total Attendance (%)

Tosu
Yamagata
FC-Tokyo

Kawasaki-F
Kashima

Sendai
Matsumoto

Kashiwa
Hiroshima

Kobe
Shimizu

Kofu
Nagoya

G-Osaka
Shonan

Urawa
Yokohama F・M

Niigata

8.5
7.5
7.5

6.7
5.7

5.5
4.9

4.2
4.1
3.9
3.3

3.0
2.7
2.6

2.2
1.7

1.5
0.7

Average Spend (yen)

Kashima
Yamagata

G-Osaka
Kawasaki-F
Hiroshima

Shimizu
Kashiwa

Urawa
FC-Tokyo

Nagoya
Tosu

Yokohama F・M
Sendai

Shonan
Kobe

Matsumoto
Niigata

Kofu

6,959
6,920

6,790
5,972

5,763
4,752
4,692
4,651
4,651
4,469
4,382
4,114
4,090
3,830
3,750
3,521

2,922
2,801

1

12

10
2

8

3

13 6 7

5

9
11

4

High Volume/High Ticket Price
G-Osaka
Kashiwa

Low Volume/High Ticket Price

FC-Tokyo
Niigata
High Volume/
Low Ticket Price

Low Volume/
Low Ticket Price

1) Yokohama F・M
2) Hiroshima
3) Kofu
4) Kashima
5) Matsumoto
6) Shonan
7) Kobe
8) Shimizu
9) Sendai
10) Kawasaki-F
11) Tosu
12) Nagoya
13) Yamagata

Urawa

Ticket Price
H

igh
Low

Low Average Attendances High
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��
�!�"���
����"���
	������$�<		��"��
���	��<		���"������!�
have constantly maintained their high-level position in the 
top 3 with 10.6%, 8.4%, 7.6% and 8.5% since their promotion 
in league position in J1 in the 2012 season. The city of Tosu is 
the hometown with the least population among the J.League 
clubs with 70 thousand people; however, Tosu City and the 
region have come together to establish a ‘Home Game 
Support Center to Attract Attendances’, and have carried out 
policies like their ‘Sold-Out Stadium Plan’ and ‘City workers 
Support Day’, which have likely constructed a system to con-
stantly bring new attendances to their stadium.
Yamagata, who came next after Tosu in performance, 
began managing their club in conjunction with a consult-
ing company in June 2013, and coupled with their rise in 
�������	���	�������������
		�"�	���^�����	�����
	�	�������
��������
!����������
����

�������
	����	�����������	
�
to draw female attendances etc.

Average Spend

J1 Average : 4,724 yen (+337 yen, +8%)

Since Average Spend is tentatively calculated based on 
matchday revenue and other revenue, this KPI is the total 
per head amount primarily for ticket and merchandise 
purchases; however, income such as prize money and rev-
enue from player trades, is also presumed to be included 
in other revenue, and it must be noted that the amount of 
	��
����������
�����
�"��
�����������	����	��
�?�{=�
Additionally, when comparing the pure ticket price after 
dividing matchday revenue by the total number of atten-
dances, the average price for a J1 match in the 2015 sea-
son at 2,251 yen remained at about the same level as the 
previous season at 2,242 yen.
Naturally, a club’s Revenue is the unit price times the vol-
ume, so it would be ideal for both the unit price and the 
volume to be high. On this point, Urawa, with their ability 
to bring attendances far exceeding other clubs, have a 
ticket price level 300 yen more expensive than Kashima in 
second place, making their model the most ideal from the 
���
���	��������#�����������������	
=
On the other hand, since the fastest way to maximize club 
����	
��
�	�����	�����
�����	�
��"���	�
	"���
!�"&�
	����
ticket prices while securing volume (attendance numbers) 
is a reasonable approach. 
Being able to draw crowds to produce sold-out stadiums 
will likely allow ticket prices to be adjusted upwards. It will 
�������	����	�����
�"�����	�����V���
���
�����"�	���
relative position of each club. 
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Management cup J1 Analysis

9�����
��;�$
�
���������������
The KPIs 'Field Wage Costs/Points Won' and 'Matchday Revenue/Points Won' focus 
��� 	��� ���	���
���� ��	$���� ��
���

� �������	� ��V�� �"� ���"� �������	�
(FM).
In terms of FM, the season displayed a strong tendency for short-term victories, 
��	�	�����$
���		���"������������	���
�����V=

Field Wage Costs/Points Won

J1 Average : 32M yen (-2M yen, -7%)

���
�?�{� �
��� ��"��	��� 	�	������
��������$��'����	���
Field Wage Costs, which account for the largest ratio of 
the costs of a club, are linked to FM performance. From 
this perspective, a lower value to this KPI is more desir-
able; however, it must be noted that this KPI is important 
for its relative assessment above all else. We believe it to 
be important to have an objective understanding of the 
relative position of other clubs that play against the do-
mestic top league. 
In examining the divisionings of this KPI, we see that it ap-
���
�	��"����������	���
���	���������������	�������
=�{��
���	�
	� 	�� Q����!� $��� $���� ��
	� �'����	� ��� 
�������
points in the 2015 season scoring one Point Won for 14 
�����������!�	�����$�
	�"���
�����������!�Q������!�"�����"�
by roughly four times with 61 million yen per Point Won. 

1 Point
14M

Shonan

1 Point

61M
Shimizu

 (yen)

Shonan is divisioned 8th for the year in terms of playing 
football (48 points); but, their Field Wage Costs are the 
second lowest in the entire J1 league at 699 million yen, 
"����
	�	���� 	�	� 	���� ���� ������"� �#	������� �'-
cient FM performance with limited Field Wage Costs. 
Shonan has demonstrated a football style brimming with 
an aggressive drive, aptly described in their philosophy, 
�	����
	��	��
��������	��������
���		��������%���!�	�	�
they were able to display the high performance in the 
2015 season right after they had been reinstated to J1 is 
likely the main factor of the high division in this KPI. 
In comparative terms to the previous season, FC-Tokyo 
$
�	��������	�	�
��$�"�	�����
	�����������	�����'-
ciency showed by this KPI. They were able to lower their 

investment of Field Wage Costs per Point Won obtained 
by 9 million yen—from 35 million yen during the previous 
season to 26 million yen this season. 

Points Won
+15

(from the previous year)

Field Wage Costs
- 68M

(from the previous year)

FC-Tokyo

 (points, yen)

It should go without saying that the factors that comprise 
this KPI are Points Won and Field Wage Costs. Since Points 
�������	����#���
�������"����	���`V!�	�������	
�����V�
are somewhat obscured. However, the truth is that the 
����	
�����V���
���
��������	
�	�������	���&���	�������
Field Wage Costs cannot be discounted. 
The general tendency for more points to be scored when 
there is more Field Wage Costs invested through the judg-
ment of BM has been borne out in past data and the ac-
tivities of clubs from China and the Middle East in the 
recent ACL. However, normally, there are limits to the cap-
ital that can be invested in Field Wage Costs. Particularly 
with J clubs who have announced the 100 year vision and 
are active in close alignment with a region—the restric-
tions on such tend to be prominent. Thus, we believe it to 
be important to give due consideration to BM measures 
on how, through an objective understanding of their rela-
	������
�	������!�����������'����	�������
	�����	�"����	��
into scoring more points. 



Field Wage Costs/Points Won (millions of yen)

Shonan
Kofu

Yamagata
Hiroshima

FC-Tokyo
Tosu

Urawa
Matsumoto

Sendai
Kawasaki-F

G-Osaka
Niigata

Yokohama F・M
Kashima
Kashiwa
Nagoya

Kobe
Shimizu

14
Average 32

Average 15

Average 1,465

19
20

24
26
27
29
29
29
29
31
33
33
34

41
45
46

61

(For reference) Field Wage Costs (millions of yen)

Yamagata
Shonan

Kofu
Matsumoto

Sendai
Tosu

Niigata
Shimizu

FC-Tokyo
Kawasaki-F

Kobe
Hiroshima

Yokohama F・M
Kashiwa
G-Osaka
Kashima
Nagoya
Urawa

503
699
736

821
1,031
1,105
1,138
1,526

1,641
1,685

1,767
1,809
1,860
1,888

1,956
2,023
2,086
2,099

Matchday Revenue/Points Won (millions of yen)

Urawa
Shimizu

Matsumoto
Niigata
Sendai

Yokohama F・M
Nagoya

FC-Tokyo
Tosu

Kawasaki-F
Kashima
G-Osaka

Yamagata
Kashiwa

Kobe
Kofu

Hiroshima
Shonan

30
22

21
20

18
17

15
15
14
13
13
12

11
11
11

9
8

6
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Matchday Revenue/Points Won

J1 Average : 15M yen
 (+0.4M yen, +3%)

It should be noted that this KPI contains a dual-perspec-
tive: 1) how much was a Point Won sold for from the club’s 
perspective, and 2) how much a Point Won was bought for 
from the fans’ perspective. In sum, from the club’s per-

���	���!� 	��
� �
��� ��"��	��� 	��������� ��� 	������������
Point Won is at an appropriate level, and from the fans’ 
���
���	���!�����"��	���	���������	������������
	�
��-
tion from the amount paid per Point Won. 

= ¥
How much?

Point

In this sense, this is an indicator that contains a zero-sum 
relationship where the club wants to have this KPI as large 
as possible, and the fans want to make it as low as possi-
ble. We believe that, since there is no right answer, it is an 
issue for BM to give constant thought to where the appro-
priate level should be. 
With this KPI, Urawa has remained at the highest level 
across the past two seasons, and far outstrip other J1 
����
=������������>�$�	�����������#��������������
that is able to secure high matchday revenue almost every 
season by getting into high divisioning matches and con-
stantly drawing attendances that would overwhelm other 
clubs, and that can maintain a balance between FM and 
�V�����"������	�����=
Another point that we would like to draw your attention to 
is the fact that Shimizu, who divisioned second in this KPI, 
and Matsumoto, who divisioned third, both dropped in 
league position to J2. This was due to the relatively high 
level of matchday revenue they achieved in contrast to 
their lackluster football performance and low points. As 
�
������
		�"��������
��!�	��
�	����������
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situation to evaluate since, on the one hand, from the 
club’s perspective they feel that they have sold one Point 
Won for a lot, while on the other hand, from the fans’ per-
spective, the level of customer satisfaction was low.
Thus, if the fans of each club judge this KPI to be expen-

���!�	��
�$������������	��������	������	����		��"����

numbers; and, if they judge it to be cheap, there is a 
greater possibility of an increase in repeat attendances. In 
this sense, it will be important for the BM of clubs to pay 
attention to the level of satisfaction held by fans, while 
they constantly search for the appropriate level of this KPI. 



Field Wage Cost/Revenue (%)

To J2

To J1

Clubs that relegated in league position (2014)
Average 46

Omiya

C-Osaka

Tokushima

50

45

44

Clubs that promoted in league position (2015)
Average 37

Yamagata

Matsumoto

Shonan

28

38

45
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This KPI measures return on investment, a business fundamental, and includes 
'Field Wage Cost/Revenue' linked to direct investment as well as ' Matchday and 
other Revenue/SG&A' linked to indirect investment.
In terms of indirect investment in particular, there were expectations put on sales 
activities making use of the popularity of the two-stage system; however, only a 
slight increase was made.

Field Wage Cost/Revenue

J1 Average : 44%  (-3P, -6%)

In professional sports, clubs use their team as an asset to 
gain various types of earnings, such as matchday revenue, 
sponsor revenue, and Revenue from merchandise. Since 
the costs of using the team are the Field Wage Costs, 
these costs are considered the sales costs in terms of ac-
counting. In short, this KPI corresponds to the cost rate of 
Revenue.
It is generally considered desirable in club management 
to be able to keep the value of the Field Wage Cost/ 
Revenue to within less than 50%. In this sense, almost all 
the 18 J1 clubs, with the exception of Kashiwa, have man-
aged to keep this KPI value at or below 50%, demonstrat-
ing a generally healthy situation. 
<� ��	��� ��[�������� 	��� ��$� ������ ��� 	��
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2015 season compared with the previous season is the 
low level of clubs like Yamagata and Matsumoto, who 
newly joined J1. It is not clear whether this has been inten-
tional or not for these clubs, but they adopted an admin-
�
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by keeping down their Field Wage Cost/Revenue for the 
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year, and their BM results were favorable. Yet, both clubs 
faced the extremely harsh result of being demoted to J2 
after only one season. It seems evident from these results 
	�	�������	�	��
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����"�$�	��	���"�'-
cult task of forecasting one year of Revenue in the partic-
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having to set this KPI.

A lower value of this KPI is generally thought to be desir-
able from a management perspective; however, this has 
	�������
�	������	����	���
�������	���������������$�	��
lower results, leading to a further drop in league position. 
It seems to be reasonable to adopt a strategy of setting a 
high value for this KPI in the sense of a future investment. 
We believe that it is important for clubs and the leagues to 
achieve sustainable business expansion based on a me-
dium and long-term strategy. 

Matchday and other Revenue/SG&A

J1 Average : 1.27M yen
  (+0.06M yen, +5%)

This KPI indicates how costs processed as SG&A are 
linked to what degree of revenue. The revenue subject to 
this KPI is matchday revenue and other revenue, exclud-
ing advertising revenue, Distribution from the J.League, 
and academy revenue. The reason for this is that there is 
a risk of misleading about the capacity of normal return 
when compared simply, since there is a trend for amounts 
that include support from Main shareholder companies 
to be included in advertising revenue. Additionally, 
Distribution from the J.League strongly tends to be distrib-
uted at the same level across the same league, and there 
is not a strong correlation with SG&A. Academy-related 
revenue is also of the nature that it should be given sepa-
rate treatment to academy-related costs, and was, there-
fore, removed.
The 2015 season saw overwhelming results for three 
clubs above others— FC-Tokyo (1.91 million yen), 
Hiroshima (1.91 million yen), and Matsumoto (1.68 million 
yen). 
The revenue from player trades and the increase in atten-
dances to their stadium linked to an increase in revenue 
from the revenue of merchandise and drinks/foods are 
presumed to have contributed to the results of FC-Tokyo.  



FC-Tokyo

Hiroshima

1.3 times

2nd Stage Champions
Matsumoto

1.5 times

Increase in revenue due 
to popularity 

from their promotion to J1

1.4 times

Revenue from 
player trades

Merchandise

Drinks/food 
Revenue

Matchday
revenue

Field Wage Cost/Revenue (%)

Yamagata
Urawa

FC-Tokyo
Matsumoto

Yokohama F・M
Kawasaki-F

Tosu
Shonan
Niigata

G-Osaka
Sendai

Nagoya
Kashima

Kobe
Kofu

Shimizu

Hiroshima
Kashiwa

27.7
Average 44.2

Average 1.27

34.5
35.1

38.2
40.7
41.3
44.4
44.8
45.3
45.7
46.0
46.9
46.9

48.2
48.3
48.6

50.1
62.5

Matchday and other Revenue/SG&A (millions of yen)

FC-Tokyo
Hiroshima

Matsumoto
G-Osaka

Kawasaki-F
Sendai

Shonan
Niigata
Urawa

Yamagata
Kofu

Kashiwa
Kobe
Tosu

Kashima
Yokohama F・M

Shimizu
Nagoya

1.91
1.91

1.68
1.34

1.31
1.29

1.26
1.20
1.19
1.18
1.15
1.15
1.13
1.09

1.06
1.06

0.95
0.93
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Hiroshima has grown their matchday revenue and other 
revenue through an increase in attendances and prize 
money accompanying their fantastic performance in foot-
������
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	������	�����"�	�������
	������
of the season. Moreover, they have used their SG&A ef-
fectively since they kept their SG&A only a small rise from 
937 million yen to 949 million yen. 
Additionally, Matsumoto has succeeded at generating 
matchday revenue and other revenue of 1,007 million yen 
from 598 million yen in SG&A, the smallest amount among 
��� ^�� �^� ����
=� ����� �����
�"� 	����� �������� ����	������
based on the popularity of their promotion to J1 from the 
2015 season.



?

How much do Main 
shareholders 

account for this?

Commercial 
Revenue
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4th Stage: Financial Condition
The KPI that saw the most movement over the previous season is 'Revenue Growth 
Rate'. 
The clubs that promoted league position tend to be largely in the positive since 
	����� �
���&���"��������� �����
���
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worth noting in the 2015 season is that clubs other than those generally improved 
their KPI value. 

Revenue

J1 Average : 3,343M yen
  (+48M yen, +1%)

Examining a breakdown of the increase in the average 
value, advertising revenue decreased by -70 million yen 
(-4%), but matchday revenue was up by 34 million yen 
(+5%) with an increase of 90 million yen (+11%) in other 
revenue. 
���� ��"��	���� ��� "���	�
���� �������� $
� ������� ��[�-
enced by the drop in league position to J2 of Omiya, who 
had the second greatest advertising revenue in the previ-
ous season (2,405 billion yen). The average advertising 
revenue of the 15 clubs that played in J1 for the last two 
seasons was up by 138 million yen, showing an actual up-
wards trend.
Kobe enjoyed an overwhelming increase of 1.253 billion 
yen, and the increase in sponsor revenue from Main 
shareholders is thought to be the largest factor in that. 
From the perspective of ascertaining the impetus to shift 
to an autonomous business model that does not rely only 
on the support from Main shareholders, our attention is 
also directed towards the amount of revenue scale from 
Main shareholders within advertising revenue; however, 
as it stands, the breakdown has not been made public 
and is not available for analysis. Additionally, Matsumoto, 
who boasted the second largest increase in advertising 
revenue (+492 million yen), was successful at increasing 
that over two fold with their promotion in league position 
into J1. Moreover, Tosu, the third largest in advertising rev-
enue, was able to greatly increase their advertising reve-
nue through their sponsorship with Cygames, the 
smartphone game giant, and succeeded at avoiding three 
���
���	����	����"����	
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?Other 
Revenue

Breakdown is not disclosed

Money 
from 

player trades
? Merchandise

?

?

?

Drinks/
food 

Revenue
?

In terms of matchday revenue, 11 clubs, among the 15 
clubs that played in J1 for the last two seasons, were suc-
cessful at increasing this revenue stream (15 club-average 
of +56 million yen). From the perspective of business sta-
bility, a full deployment of BM measures would be ideal, 
such as increasing the number of season ticket holders to 
���������	�������	
����	������
��	
�$���"����=���$����!�
as it stands, there is a trend for this to be somewhat linked 
to football performance, and the top three clubs by over-
all divisioning in league matches for the 2015 season 
(Hiroshima, Urawa, G-Osaka) all saw an increase of match-
day revenue by over 100 million yen. 
On this point, it is fascinating that Kawasaki-F, who came 
in 6th for the 2015 season (1st stage: 5th / 2nd stage: 7th) 
and could not make it to the championship matches, 
achieved a major increase in matchday revenue (+206 
million yen) to reach second place in that revenue. With 
the renovations of their main stands, they are also the 
club believed to have most achieved a business model 
that does not rely on football results alone.
The other increase has been largely led by the increases 
of FC-Tokyo (+635 million yen) and Kawasaki-F (+768 mil-
lion yen). We surmise that the revenue from player trades 
for  FC-Tokyo and the increase in merchandise and drinks/
food Revenue on top of the increase of stadium atten-
dance numbers for Kawasaki-F have both contributed to 
this increase; but, unfortunately, the breakdown of other 
revenue has not been released and this disallows further 
analysis.

Revenue Growth Rate

J1 Average : 16.8%  (+6.5P, +63%)

The clubs that have recently rose in league position and 
entered J1 with the past two seasons have dominated the 
top three positions of this KPI; however, Kobe, at second 
place (+48.2%), and Tosu, at fourth place (+32.0%)—two 
clubs that have not rose in league position during the 
2015 season—contributed to the increase of this KPI with 
growth rates that exceeded 30%. 
Both clubs led the Revenue Growth Rate with their adver-
tising revenue, and we presume that Kobe, with Rakuten 
being their Main shareholder, and Tosu, with the support 
of their new sponsor, Cygames, were the primary factors 
behind this. 



Club Sponsor

Revenue (millions of yen)

Urawa
FC-Tokyo

Yokohama F・M
Nagoya

Kashima
G-Osaka

Kawasaki-F
Kobe

Hiroshima
Shimizu
Kashiwa

Niigata
Tosu

Sendai
Matsumoto

Yamagata
Shonan

Kofu

6,088
Average 3,343

Average 16.8 Average 33.3

4,678
4,567

4,446
4,311
4,282

4,077
3,663

3,610
3,142
3,019

2,510
2,489

2,239
2,149

1,813
1,561

1,525

Revenue Growth Rate (%)

Matsumoto
Kobe

Shonan
Tosu

Yamagata
Kawasaki-F

FC-Tokyo
Hiroshima

G-Osaka
Nagoya

Kashima
Urawa

Kofu
Sendai

Yokohama F・M
Shimizu
Kashiwa

Niigata

81.4
48.2

39.3
32.0

29.6
21.4
21.2

14.6
10.8
10.0
7.7
4.0
0.5
(-0.4)
(-0.5)
(-3.3)
(-4.6)
(-8.7)

Equity Ratio (%)

FC-Tokyo
Kashima

Matsumoto
Hiroshima

Urawa
Sendai

Kashiwa
Kofu

Kawasaki-F
Niigata

Shimizu
Shonan

Yamagata
G-Osaka

Kobe
Nagoya

Tosu
Yokohama F・M

71.9
66.0
65.9

62.1
50.9
50.4

43.3
39.0

32.4
28.3

19.5
19.4

18.1
13.3

10.9
7.1

0.7
0.6

Commercial ■　Matchday ■　Distribution ■ Others■

*Others=academy-related revenue + other revenue
*Distribution includes broadcasting
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Regardless, each year, clubs that promote in league posi-
tion to J1 attain top ranking in terms of Revenue Growth 
Rate, and the fact that this includes clubs that have been 
����
		�"� 	�� �^� "����
	�	�
� 	��� �&��� "��������� ���
market scale between J1 and J2, as has been apparent up 
to now.

Equity Ratio

J1 Average : 33% (-4P, -10%)
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Standards in the club licensing system began last season. 
These Standards disqualify clubs from participating in 
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tive terms or they have Excessive liabilities. As the result of 
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revenue and increasing capital to meet the FFP Standards, 
all clubs in all leagues successfully eliminated their 
Excessive liabilities last season. 
�������������
����	����"�	����������������������"�-
tion with not having execcsive liabilities in the 2015 sea-
son, the average value of their Equity Ratio worsened. 
Looking at each club, among the 15 clubs that played in 
J1 for the past two seasons, only three clubs improved 
their Equity Ratio—in addition to Sendai, there were 
also Tosu and Yokohama F・M, who eliminated their 
Excessive liabilities last season. Amidst business condi-
tions that nearly run even each term, the majority of 
����
�������"�$�	��	����#	�������"�'���	�"���
�������
having to make investments to maintain/expand their 
business scale as they utilize their liabilities. 



FC-Tokyo Region
Hometown

FC-Tokyo

Tokyo
 = High Costs
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In the 2015 season of the J-League Management Cup, FC-Tokyo scored an impres-
sive victory in the J1 with an 18-point lead over the second-place club.
We interviewed FC-Tokyo president, Naoki Ogane, and conducted an analysis, as 
�����*����		������	
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�
progress in the area of business management. 

J1 Cup Winner Analysis 

Release of Club Vision
FC-Tokyo drafted their ‘2015VISION’ as their club vision 
�����\]^^�	��\]^_=�{��������\]^q!�	������	����[��	�"����
their performance and released a brushed-up version with 
their ‘2020VISION’ to go to 2020. They provide the follow-
ing three displays of ‘brilliance’ as the pillars of that Vision.

● ‘Brilliance of a strong and adored team’
(Training/team strengthening)
● ‘Brilliance of the FC-Tokyo brand’

(Expansion of FC-Tokyo family and improvement of 
brand value)
● ‘Brilliance of hometown Tokyo’

(Contribute to hometown and 2020 Tokyo Olympics/
Paralympics)
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training/team strengthening against the business man-
agement of improving club brand value and hometown 
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The majority of J clubs are organized as Limited compa-
nies while they also retain the status of cooperative orga-
nizations towards their 100 year vision; therefore, club 
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having to carry out activities that don’t directly generate 
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To substantiate this, Mr. Ogane comments that, “even if 
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there, then the club’s value will rise;” but, while he is aware 
��� 	�������

�	�����>�����	������
���

!�������	����
|�
�	������
�"�'���	������#�������!�
������	�"�������!�	��
shareholders and other stakeholders the necessity of car-
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for them to show understanding towards the club’s 
thinking.” 
It’s based on this thinking that FC-Tokyo has a system 
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associates of the club to increase transparency. It is ex-
tremely important to increase transparency through the 
disclosure of information on the club’s activities to gain 
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this perspective, these initiatives, including the release of 
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Committed to Training
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they put into training their players are distinctive, as with 
their Academy Administrative Costs, which are the top 
�����	����^����������=��������	��
������	
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ipation of their second team (U23) in J3 beginning in the 
2016 season. 
The objective behind this participation in J3 is their aim to 
accumulate actual experience in a venue where they are 
not the top team, and the club’s desire to strengthen their 
bench. There is a tendency for under-category players in 
Japan not to be allowed to play in a high category; how-
ever, there is also their intent to remove this generational 
restriction, and, for example, normalize an environment 
where even junior high students can play in U18 or U23 
matches. There are physical and mental hardships to put-
ting this into practice; however, they are showing that they 
�����	��������������	=
FC-Tokyo capitalizes on the location of Tokyo and their 
revenue scale is in the top class of J1; however, at the 
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dinary operating costs, such as the use fee of their sta-
dium, are higher than other clubs, and, relative to their 
revenue scale, the budget they have to allocate to Field 
Wage Costs is limited. This fact has led to their commit-
ment as a club to thoroughly conduct training, rather than 
simply relying on bringing in strong players. 
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ening FM.



Football-Exclusive Stadium
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Challenges and Potential of FC-Tokyo
In the 2015 season, the Average Attendance for FC-
Tokyo came in second, next to the Urawa; yet, their 
Stadium Capacity Utilization(%) was only 10th in the en-
tire league at 57.6%. A ‘sold-out stadium’ both boosts the 
��������"���	�
�����"��
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�
of being able to optimize ticket prices and improve the 
value of broadcast rights by generating the fact that 
there are fans and supporters who cannot get in the sta-
dium. This is an incredibly important element in the 
sports business.
On that point, FC-Tokyo faces three structural challenges 
in a tangible sense. 

● The large capacity of their stadium for 50 thousand 
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in entertainment value in terms of attendance sports.
● Their stadium is geographically distant from the 23 

wards of Tokyo, so they are not making the most of 
their geographical advantage.

According to Mr. Ogane, they have friendly and coopera-
tive relations with Chofu City, where their stadium is lo-
cated, and its distance from the 23 wards of Tokyo rather 
makes it easy to use; however, it’s also their ardent desire 
as a club to achieve a sold-out stadium with their own 
football-exclusive stadium in Tokyo, and they believe this 
is also important in terms of the generation of culture. 

In terms of the intangible in the 2015 season, they capital-
ized on the popularity of players, like Yoshinori Muto, who 
has represented Japan, as well as their resultant increased 
presence in the media to boost their attendance numbers 
and gain new attendance, especially focused on female 
��
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numbers. Mr. Ogane commented that, “2015 was a year 
where we really got a good feel for the importance of the 
power of providing content with players.”
On the other hand, Average Attendance for the 2016 sea-
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themselves in harsh circumstances. The primary factors 
behind this are believed to be their poor football perfor-
mance and the trade of popular players to overseas 
teams. These conditions may also indicate that BM mea-
sures have not yet to establish the newly-obtained atten-
dances gained through the power of popular players as 
fans or supporters of the club.

New 
Attendances

BM Measures

Repeat 
Attendances

Notwithstanding the above challenges, in addition to hav-
���� 	��� 
������� ��������� ���� ��� 	����� �\]\]�{Q{���� ���
achieving an Average Attendance of 30 thousand by 2020 
through an improvement of the level of satisfaction of the 
people involved with the club, the interview with Mr. 
Ogane revealed that FC-Tokyo is clearly aware of the BM 
challenges they face as a club, and we believe their poten-
tial as a club is quite large. We will continue to watch FC-
Tokyo to see what kind of growth and development they 
undergo in the future. 
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Column (1)

2014 Season 2015 Season

First Half Second Half Total First Half Second Half Championship Total

153 matches 153 matches 306 matches 153 matches 153 matches 3 matches 309 matches

2,647,173 people 2,628,214 people 5,275,387 people 2,737,480 people 2,710,122 people 95,149 people 5,542,751 people

One of the biggest topics of the 2015 season was the adoption of the two-stage 
system.
There are various opinions regarding the generalities; however, in the following we 
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numbers. 

The Merits and Demerits of the Two-
Stage System
In the 22 years of history of the J.League from its inception 
in 1993 to 2014, there were 11 seasons with a one-stage 
system and 11 seasons with a two-stage system, making 
�����
	������"��������=�

When the J.League announced the reinstatement of the 
two-stage system beginning in the 2015 season, the rea-
soning behind the great resistance received from sup-
porters is still fresh in memory: “With league matches, the 
team that plays home and away matches and scores the 
most Points Won should win the championship.” 
Regarding this resistance, the current chairman, Mitsuru 
Murai, who was then a member of the Board of Directors, 
recounts; “Intuitively, I felt odd about the two-stage sys-
tem, but as I learned more about it, I realized that it was a 
necessary initiative for the J.League to survive. However, I 
am regretful, as a member of the Board of Director, that 
this background information could not be explained well 
to the fans. (DIAMOND online 8/8)” Moreover, Takaaki 
Umezawa, a J.League advisor, explains, “it is important to 
constantly repeat a trial-and-error technique like the 
change to a tournament format that was brought in 
2015.” In a similar vein, Kazuhiko Toyama has also stated: 
“There is a tendency in the public to want to explain the 
good and bad about the shift to a tournament format; 
but, if you consider that it is sports, it is nonsense to take 
time to debate the good and bad. Even if it does not go 
well, a failure to learn from it will be enough. I believe it is 
important to keep the debate process open, to constantly 
%����	�������	��
�
�������	���������������!��"�	������-
erly engage in trial and error.” (J.LEAGUE PUB REPORT 
2015)
We fundamentally feel the same way; but, it is a fact that 

1993-1995

2-Stage

1996

1-Stage

1997-2004

2-Stage

2005-2014

1-Stage

2015

2-Stage

there are various opinions about the merits and demerits 
of the two-stage system. In this column, we will objectively 
������ 	��� ����	
� ��� 	��� 	$��
	��� 
�
	��� ����� � �V�
perspective, and we hope to present information to assist 
any ‘trial-and-error’ endeavors.

Breakdown of the Increases/Decreases 
to Total Attendance Numbers
The number of matches for the entire J1 league reached 
309 matches with an increase of three matches due to 
there being championship matches, and the total number 
of attendances increased by 267,364 people to 5,542,751. 
In simple terms, attendances increased by 5.0%. 
However, the increase of 267,364 attendances was not 
��	������"��� 	�� 	�������	
���� 	��� ��	��"��	�������� 	$��

	���
�
	��!�	�����$�����
�������
��	��������	
���#�"�
��!�
����
�	�������	
����	���
$�	�������������
�	��������
�����	������������	���������������
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!� �"� 	��� ����	
� ��� $�	���=�
X��
�"������	��
������	
!�$�������	�"�	������%"�$��
of the rise in the total number of attendances as follows.

 (people)

1 ����	
����	���
$�	�������������
�	�������������	������������	���������������
�	���*1 -38,344

2 ����	
����	����#��
���������"���%��<	���	��
�Q	"���*2 +73,747

3 ����	
����	���$�	����� +29,283

4 ����	
����	��������
�����$��%"���	���
*4 -82,358

5 ����	
����	��������
��������������
�����	���
 +95,149

6 Other +189,887

Increase of Total Attendance Numbers 1267,364

The total of 4, 5 and 6 in the above table was 202,678 
people omitting all factors with no direct relevance to the 
change in the stage system, and we believe this number 
to be due to the introduction of the two-stage system. We 
�
	��	�� 	����������������	
�������"� 	������� 	��� ��-
troduction of the two-stage system are 957 million yen, 
the product of multiplying the Average Spend (4,723 yen) 
for the J1 2015 season by the increase in attendances.
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2014 Season 2015 Season

Omiya 183,791 people Yamagata 170,552 people

C-Osaka 367,651 people Shonan 207,558 people

Tokushima 151,034 people Matsumoto 286,022 people

Total 702,476 people Total 664,132 people

`=;��]�����������{����^�
�����
������������������
����������

2014 Season 2015 Season

Weather Sunny, Cloudy Rain, Snow Sunny, Cloudy Rain, Snow

Matches 198 matches 39 matches 220 matches 18 matches

Average Attendance 18,515 people 15,990 people 18,890 people 15,046 people

39 matches x (18,515 – 15,990 people) – 18 matches x (18,890 – 15,046 people) = 29,283 people

*4: �]������^������
���������?�
���
��%�������������%��������%�������%����%����>��
����������������������

2014 Season 2015 Season

Weekends/Holidays Weekdays Weekends/Holidays Weekdays

Matches 220 matches 17 matches 207 matches 31 matches

Average Attendance 18,592 people 11,735 people 19,435 people 13,018 people

17 matches x (18,592 – 11,735 people) – 31 matches x (19,435 – 13,018 people) = -82,358 people

*2: �]�����^���������
������
�
������%����%��
�����
�������'
�������^��%��#�����?��!�%���������
����

2014 Season 2015 Season

Kawasaki-F 283,241 people Kawasaki-F 356,988 people

�����"�������	���	�"��#���"����	�������	
��������
������	�����"������	���������������
�	���!�
Kawasaki-F, and the non-attendance matches of Urawa in the 2014 season.) 

An Unseized Business Opportunity
The switch in stage systems will undoubtedly bring chaos 
	��	������"�
�"�����$����!��	�$�����
������������	���	��	��
carry out new measures on the business side and this will 
test the skill of BM. And on this point, how many clubs 
were there that understood this as an opportunity and 
envisioned a reverse scenario? Looking at the overall data, 
which was sluggishly up and down only slightly, we pre-
sume that there were only a few clubs that tried. It cannot 
be denied that the optimistic thought of the two-stage 
system as a golden opportunity for trial and error is less 
than palatable.
For example, the New Attendees/Total Attendance 
(%) to J1 dropped from the previous year by 0.4P and it is 
clear that this shift in the stage system, which was a hot 
topic, was not capitalized on adequately. Behind this, of 
course, were negative coverage and opposing voices that 
�"�� �	�"�'���	� 	��������V�%�	����
	�	����	�	��
�"�
the introduction of the two-stage system as its selling 
point; but, it should be noted that the Urawa and G-Osaka, 
$��������	�"�	�����
	������	���	$��
	���
�
	��!���	��
fell into negative growth of-0.6P and -1.2P respectively, 
from the previous year. 
In addition, Matchday Revenue/Points Won was stagnat-
ing at +0.5 million yen over the previous year. A two-stage 

�
	�����������"��
	��"�	�����������	
�$�	����������-
tive value in the second stage for clubs that did poorly in 
	�����
	�
	��=�`����#����!�	���^�	��
��	���!�$������
�	���
��
	��	������	���
����"�
	��!����������
�"���"�	�����
of greater relative value in the 2015 season than the 2014 
season. The fact that this increase in the value of Points 
Won could not be integrated is likely a point of discontent 
as well.
On the other hand, considering the above-calculated 957 
�������� ���� ��������� ����	
� 	��
� 
	��� 
�
	��� ������
had, the take away argument should be that it wasn’t all 
negative. Moreover, if we consider that the ticket sales pe-
riod for the 2015 season championships was short, 
there’s still much more room to increase attendance 
numbers.
To carry out an experiment properly in the future, it is im-
���	�	�	����
	��
	���
���"����	��������
����

��"�	����
����	�	�����"�����������	
=�
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© avispa fukuoka

J-League Management Cup 2015

BM point 2015

J2

J2
Ranking

The winning club of J-League Management Cup 2015 in the J2 is Fukuoka.
`�%��%���"�"����
����"���������	������"����V�%�	���!�����	�����	������"����V������	�
�'������!���
	� ���V������	�Q	�	�����"���	�� ���`�������X��"�	���!�������� 	�����
victory after a leap up from their 17th place in last year’s J2 Ranking. 
Fukuoka overcame their club management crisis that began in 2013, BM measures were 
promoted with the addition of a new Main shareholder to the management, and they 
made a major recovery. With the achievement of their set goal of the pressing business 
to restructure management, our attention will be on them in the future to see how they 
will tackle the problem of linking BM and FM. 

Avispa Fukuoka comes back to make a tremendous 
'������@ J2 Ranking

(for reference)
2014 

Ranking 
Total 

BM points

Fukuoka 1 ⬆ 17 179

_�
�
 2 ➡ 2 166

Sapporo 3 ⬆ 4 151

Chiba 4 ⬆ 7 148

Tokushima 5 ⬇ 13※ 139

|
�
�
�
 6 ⬆ 8※ 136

	�,�^� 7 ⬇ 6 134

|���� 8 ⬆ 14 132

#�?��>} 8 ⬆ 14 132

X?
�
�
 10 ⬇ 9 128

>X�
?
 11 ⬇ 2※ 125

|��
?���%� 12 ⬆ 13 124

Sanuki 12 ⬇ 3 124

Nagasaki 14 ⬇ 9 123

Tochigi 15 ⬇ 12 121

Kumamoto 15 ⬇ 11 121

X���
 17 ⬇ 18※ 112

Mito 18 ⬆ 19 107

X��
 19 ⬇ 14 104

Yokohama FC 20 ➡ 20 97

Ehime FC 21 ⬇ 20 92

,���
 22 ⬇ 18 90

*Indicates division divisioning for the 2014 season.
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1st Stage: Marketing 9�����
��;�$
�
��������������� =�����
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���� 4th Stage: Financial Condition

Average 
Attendance

Stadium 

�
�����

������
�������

New 
Attendees/

Total 
!�����
������

Average 
Spend Total

Field Wage 
Costs/

Points Won

$
��%�
��
Revenue/

Points Won
Total

Field Wage 
Cost/

Revenue

$
��%�
��
and other 
Revenue/

�,6!

Total Revenue 
Revenue 
,����%�

Rate
�7�����&
��� Total

17 17 16 20 70 13 10 23 18 22 ★ 40 16 21 9 46

19 22 10 22 ★ 73 5 18 23 8 13 21 21 9 19 49

21 11 13 10 55 8 22 ★ 30 16 18 34 15 15 2 32

20 20 8 14 62 2 19 21 10 2 12 19 19 15 ★ 53
7 8 12 21 48 6 9 15 14 21 35 17 2 22 41

6 7 22 4 39 20 2 22 12 20 32 5 22 16 43

12 6 20 9 47 7 12 19 3 14 17 11 20 20 51

14 15 3 15 47 3 17 20 9 3 12 18 17 18 ★ 53
11 3 4 19 37 14 14 28 22 11 33 14 16 4 34

16 18 14 7 55 10 13 23 6 9 15 13 14 8 35

22 19 2 18 61 1 21 22 1 15 16 20 1 5 26

1 14 18 17 50 18 3 21 20 6 26 7 13 7 27

2 1 21 13 37 19 7 26 11 19 30 4 6 21 31

8 10 15 16 49 15 5 20 15 7 22 8 11 13 32

10 13 6 8 37 12 15 27 21 5 26 9 10 12 31

13 9 11 3 36 16 8 24 13 16 29 6 12 14 32

18 21 10 12 61 4 16 20 4 1 5 22 3 1 26

5 16 5 6 32 17 6 23 5 17 22 2 18 10 30

15 4 1 1 21 9 20 29 17 12 29 10 4 11 25

9 12 8 11 40 11 11 22 7 8 15 12 5 3 20

3 2 19 5 29 22 1 23 2 10 12 3 8 17 28

4 5 17 2 28 21 4 25 19 4 23 1 7 6 14



First Place
Kanazawa (25.5%)

1st Year 2nd Year

New
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Stadium Capacity Utilization (%) of Iwata

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

Average of Stadium Capacity 
Utilization (%) (5 top clubs in J1)

78.8%

J2 Average
32.8%
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Management Cup J2 Analysis

1st Stage: Marketing
The 2015 season saw a slight increase to Average Attendance the premise for a 
‘sold-out stadium’; however, the New Attendees/Total Attendance(%) fell slightly. 
It is a fascinating point that Fukuoka, who increased their Average Attendance the 
��
	!���%����"�"�
��	�������	�������	
����	������������������	�����V���
���
=

Average Attendance

J2 Average : 6,879 people (+290 people, +4%)

���� ����	�
� �����"� 	��
� ��
�� ����"� ��� �"��	���"� 
� 	���
increase of the number of clubs with over 10 thousand 
Average Attendance from two to four. Major factor behind 
this, in particular, was Iwata, the J1-entrant who kept 
themselves within the range of rising to J1 from the begin-
ning of the 2015 season, and Chiba, the original 10, who 
again engaged in activities closely linked to their region, 

����
�����������	�����[�����&��	
�������������	�	�����
fans to bring their Average Attendance of over 10 thou-
sand people.
Fukuoka was the club within the J2 that grew their Average 
Attendance the most among the J2 clubs. Their promotion 
in league position to J1 served as one factor; however, it 
was distinctive that their management structure was re-
furbished in 2014 after an injection of capital from 
Apamanshop Holdings Co., Ltd, and the direction of the 
club management came into focus. Their number of at-
tendance is thought to have drastically improved due to 
	����V���
��������	
�	�����"�������	���	��		��	�
attendances, such as through a partnership with 
Yoshimoto Kogyo Co, Ltd. 

Attendances
9,075 people

(+79.3%)

Fukuoka

New Management System
promote

 to J1

Stadium Capacity Utilization(%)

J2 Average : 32% (-0.9P, -2%)

The club with the highest Stadium Capacity Utilization(%) 
in the J2 was Iwata with 66.2%. One factor that pushed 
this KPI high was their increase in the number of atten-
dance through their continued position within the range 
of rising to J1 and their football-exclusive home stadium 
with a capacity for 15,165 people. 
Conversely, Sanuki and Tokyo-V, whose Attendance Attraction 
Rate were low in the J2, have the factors to push down this 
KPI owing to an imbalance between the number attendances 
and stadium size. However, in terms of points, both clubs 
have improved with +1.5P and +0.9P, respectively, and we 
look forward to their results next season and beyond. 
We believe it will be important to consider how to use a 
home stadium of an appropriate size to provide the at-
tractive content that is a ‘sold-out stadium’. 

New Attendees/Total Attendance(%)

J2 Average : 6.7% (-0.4P, -5%)

The highest level of this KPI among J2 was 25.5% by Kanazawa, 
which newly entered J2 from J3 in the 2015 season; however, 
this KPI is falling overall with the promotion of Matsumoto—
who were at the highest level of the previous season—to J1 
as well as the major drop in the New Attendees/Total Atten-
dance(%) of clubs that were down positioned into J2. 
Next to Kanazawa in the New Attendees/Total Atten dance(%) 
was Sanuki. Despite Sanuki’s drop in New Attendees/Total 
Attendance(%) from the 34.6% they had the previous season 
$����	������
	���
��	���\!�	����� ������ �
���������	�����	���
�
more than the J2 average at 18.2%. One factor to this could 
be their active implemetation of BM measures, such as the 

����������	��������������%�	��	�	�����
��
������"�
����	�����
11 people to see a match for the price of 10, targeting people 
who have never been to their stadium, and based on their 



Average Attendance (people)

C-Osaka
Sapporo

Chiba
Iwata

Omiya
Fukuoka

Okayama
Oita

Kyoto
Kumamoto

FC Gifu
Tokyo-V
Tochigi

Yokohama FC
Nagasaki

Tokushima
Kanazawa

Mito
Gunma

Ehime FC
Sanuki

Kitakyushu

12,307
Average 6,879 Average 32.8

11,960
10,724

10,041
9,489

9,075
8,412

7,836
7,490

7,037
6,178
5,654
5,166
5,112
5,093
5,018
4,910
4,815

Stadium Capacity Utilization (%)

Iwata
Omiya
Chiba

C-Osaka
Okayama
Fukuoka

Mito
Kyoto

Kitakyushu
Tochigi

Yokohama FC
Sapporo
Nagasaki

Kumamoto
Tokushima
Kanazawa

FC Gifu
Gunma

Oita
Tokyo-V

Ehime FC
Sanuki

66.2
60.9

54.2
47.7

43.1
40.2

36.4
36.2

34.2
34.0
34.0
30.8
25.2
25.0
24.6
24.2
23.7

20.0
4,098 19.6

3,771 16.5
3,658 12.6
3,487

New Attendees/Total Attendance (%)

Kanazawa
Sanuki
FC Gifu

Ehime FC
Kitakyushu

Gunma
Fukuoka
Nagasaki
Okayama
Sapporo

Tokushima
Kumamoto

Omiya
Iwata
Chiba

Yokohama FC
Tochigi

Mito
Tokyo-V

Kyoto
C-Osaka

Oita

25.5
Average 6.7

18.2
12.3

11.0
10.2
10.1

7.8
6.3
5.5
4.9
3.9
3.8

3.4
3.4
3.2
3.2
3.1
2.9
2.8
2.5
2.3

1.5

12.2

Average 3,138

Average Spend (yen)

Iwata
Tokushima

Fukuoka
Tokyo-V
C-Osaka

Kitakyushu
Nagasaki

Kyoto
Chiba

Sanuki
Omiya

Yokohama FC
Sapporo

FC Gifu
Tochigi

Okayama
Mito

Ehime FC
Kanazawa

Kumamoto
Gunma

Oita

5,453
4,743

4,382
4,067
4,055

3,904
3,375
3,337

3,134
2,889
2,835
2,794
2,735
2,705
2,682
2,603
2,373
2,361
2,327
2,307
2,021
1,960
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catchphrase ‘catching up from the bottom of Average 
Attendance.’ The management of Sanuki has cited 
Matsumoto, said to be a model private club, as their bench-
mark club, and they say they are studying various methods to 
attract attendances etc. We believe that it is important, in 
	���
� ��� ���������� 	��
� ?�{!� 	�� �%�� ����	
� 	�� ���"� 	���
strong points of other clubs like this as a benchmark, apply 
this to one’s own club and actively carry out BM measures. 

Average Spend

J2 Average : 3,138 yen (+118 yen, +3%)

Thirteen clubs among 18 clubs, excluding four that have 
promoted or relegated in the league position, have in-
creased their Average Spend. Fukuoka, in particular, saw a 
51.7% increase over the previous year. The improvement 
of this KPI was likely linked to the boosted income from 
the refurbishment of the management system of Fukuoka, 
as well as the club’s implementation of BM measures, 
such as taking steps to attract attendances from regional 
companies and event projects etc. 
Examining clubs that promoted or relegated in league posi-
tion, Kanazawa, who rose from J3, increased this KPI to 2,327 
yen, approximately two times the previous season, and Omiya 
and C-Osaka, who dropped in league position from J1, saw a 
decrease by about 20-25% from the previous season. 
Tokushima was the only club among the clubs to drop in 
league position to increase this KPI from the previous year; 
but, the factor behind this is thought to be the revenue re-
ceived from the trade of a foreign player to the Middle East. 
Even with the merchandise Revenue included in Other 
Revenue that serve as the basis for the calculation of this KPI, 
	������
�	����

������	������������	����	��
�?�{����	��������-
sion of revenue from player trades and prize money, as well 
as other content that do not directly relate to Average 
Q���"=�{������
����	���
��	��
�
�������	�����������%�?�{�
for management analysis, a system should be put in place 
that shares from the league or the club information that fur-
ther subdivides the broken-down of Other Revenue items. 

Drinks/food 
Revenue 

Average 
Spend

Broken-down 
of Other Revenue 
items should be subdivided

Other
Revenue

Merchandise 
Revenue 

Player Trade 
Revenue

Prize 
Money



30

Management Cup J2 Analysis
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The average of Field Wage Costs/Points Won increased greatly compared with the 
previous season.
{	�
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could be produced in FM against all expectations.  

Field Wage Costs/Points Won

J2 Average : 9.5M yen
 (+1M yen, +21%)

The primary factor behind this major increase to the total 
amount of Field Wage Costs in J2 (9,833 → 12,402 million 
yen) were Omiya and C-Osaka, who had league position in 
amounts that exceed the J1 average, dropping in league 
position to J2, while Matsumoto and Shonan rose in 
league position to J1 with Field Wage Costs at the J2 aver-
age level.
In an analysis of the 18 clubs, excluding four clubs that 
made it to J2 from the 2015 season, with Field Wage 
Costs/Points Won rising by 6.9% and total Field Wage 
Costs rising by 5.2%, there were no major shifts overall. 
However, it is interesting that the only club to have barely 
made it up to J1, Fukuoka, increased their Field Wage 
Costs by 209 million yen (up 50.1% over last year). 
However, Chiba, Kyoto, and FC Gifu, who have long been 
playing in J2, invested a proportionate amount of Field 
Wage Costs, but were not lucky with match victories, and 
had Field Wage Costs/Points Won of 10 million yen for two 
consecutive years. 
On the other hand, four clubs joined J2 from the 2015 sea-
son, and Omiya, C-Osaka and Tokushima, who dropped 
from J1 to J2, reduced their Field Wage Costs/Points Won 
$�����%�������	��������"�����	�����	�	���
��=�<
����-
sult, the Field Wage Costs/Points Won largely improved. 
Additionally, Kanazawa, who promote in league position 
from J3 to J2, augmented their Field Wage Costs by about 
twice, which led to worse Field Wage Costs/Points Won.

Oita

366
Tochigi

284
Omiya

1,360
Field Wage Costs (millions of yen)

Iwata

1,263
Fukuoka

626

Number of PlayersLarge Small

Field Wage Costs, from the perspective of FM, are propor-
tionate to the number of players. The more players there 
are, the more player fatigue can be distributed, and the 
more tactics can be developed tailored to opponents. 
Oita and Tochigi, which were demoted to J2 for the 2015 
season, had Field Wage Costs 40-50% lower than the J2 
average, and it can be surmised that this is why they were 
not fortunate in terms of players. The Points Won accu-
mulated by both of these clubs in the remaining 10 sec-
tions were extremely small in number—Oita had nine, 
while Tochigi had four—and it seems possible that there 
were not enough players to last out in the end, when their 
fate was decided. 
In contrast, in the remaining 10 sections, Omiya, Iwata, 
and Fukuoka scored approximately 3.6 times the Points 
Won of the teams that relegated in league position with 
18, 24, and 28, respectively and won the promotion. We 
believe this to be an example that demonstrates the large 
����	
� ��� `V� 	�	� ��� ��� ��	���"� ��� 	��� ������� ��-
sources for Field Wage Costs can be fully secured by BM 
measures. 

Matchday Revenue/Points Won

J2 Average : 3.3M yen
 (+0.2M yen, +7%)

We believe the primary factors behind the increase of this 
KPI were the relegating in league position to J2 of C-Osaka, 
who obtained matchday revenues of 856 million yen for 
the previous season, while Matsumoto and Shonan, who 
could only obtain matchday revenue of less than 300 mil-
lion yen, promote in league position to J1. 
Examining 18 clubs, excluding the four clubs who joined 
J2 from the 2015 season, there were almost no changes 
to Matchday Revenue/Points Won, and there were no 
changes worth mentioned of the total amount of 
matchday revenue as well.



Field Wage Costs/Points Won (millions of yen)

Ehime FC
Gunma

Kanazawa
Sanuki

Kitakyushu
Mito

Kumamoto
Nagasaki
Tokyo-V
Fukuoka

Tochigi
Yokohama FC

Okayama
Oita

Sapporo
FC Gifu

Tokushima
Iwata

Omiya
Kyoto
Chiba

C-Osaka

4.1
Average 9.5 Average 563

4.2
4.3
4.6
4.8
5.4
5.7
5.8

6.5
7.6
8.1
8.1
9.4
9.6
9.6

10.8
12.9

15.4

(for reference) Field Wage Costs (millions of yen)

Gunma
Kanazawa

Sanuki
Mito

Ehime FC
Kitakyushu

Tochigi
Kumamoto

Nagasaki
Oita

Tokyo-V
Yokohama FC

FC Gifu
Okayama
Sapporo
Fukuoka

Tokushima
Kyoto
Chiba
Iwata

Omiya
C-Osaka

202
237
239
249
267
283
284
302

348
366
377
424
468
509
550

626
684

796
15.8 1,045
15.9 1,263

18.3 1,360
22.7

Matchday Revenue/Points Won (millions of yen)

Sapporo
C-Osaka

Oita
Chiba
Iwata
Kyoto

Omiya
Tochigi

Tokyo-V
Okayama

FC Gifu
Yokohama FC

Fukuoka
Tokushima
Kumamoto

Sanuki
Mito

Nagasaki
Gunma

Kitakyushu
Kanazawa
Ehime FC

7.4
Average 3.3

6.9
6.4
6.3

4.8
3.8

3.6
3.6
3.5
3.2
3.0
3.0
2.8
2.7

2.2
1.9

1.7
1.5
1.4
1.3
1.3

1.0

1,523
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Examining the four clubs that joined J2 from the 2015 sea-
son, Omiya, C-Osaka and Tokushima, who dropped in 
league position from J1 to J2, all saw reductions in 
Matchday Revenue/Points Won. This was particularly the 
case with C-Osaka, whose Matchday Revenue dropped in 
half from 856 million yen to 464 million yen, but were able 
to score many points in the main forum of J2, leading to a 
dramatic drop in Matchday Revenue/Points Won from 
27.6 million yen to 6.9 million yen. This is believed to 
demonstrate the reality that a match victory could be pro-
vided at a price less expensive than J1 for fans who came 
to see their matches, while simultaneously showing the 
relative reduction of the value of a Point Won. Kanazawa, 
who rose in league position from J3 to J2, increased their 
Matchday Revenue/Points Won by around 4.7 times from 
0.3 million yen to 1.3 million yen. The roughly 3.7 times 
increase of their Matchday Revenue from 20 million yen 
to 74 million yen is believed to be the cause of this. 

Matchday Revenue

856M yen

Points Won

31

2014

27.6M yen 6.9M yenMatchday Revenue/
Points Won

C-Osaka

Matchday Revenue

464M yen

Points Won

67

2015
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by the attractiveness of a match, and can be a barometer 
to accurately visualize the value of victory. When examin-
���� �V� ��
���
!� ����� ����	���� ��
���
� ��� ���
brought to bear not only by evaluating with this KPI, but 
also analyzing in conjunction with measures like satisfac-
tion surveys of attendances. 
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For Matchday and other Revenue/SG&A linked to indirect investment, Fukuoka, 
who strengthened their BM measures, was the only club among all 53 clubs to 
������������^]]������
	���	��'������=
The interesting point indicated here was that J2, depending on how they went 
about it, can produce results. 

Field Wage Cost/Revenue

J2 Average : 40% (+1P, +3%)

This KPI is generally said to be better below 50%, among 
the 22 clubs of J2, 21 clubs, with the exception of C-Osaka, 
are at 50% or less and can be deemed to generally be in 
sound shape.
It was C-Osaka, who fell in position from the J1, that had 
the highest value of 56% for the 2015 season. This is likely 
due to a reduction in total attendances by 100,000 
(367,651 → 270,773 people) and the slumping of ticket 
and merchandise Revenue through the season after the 
	������������� 	��� �`���������	�� ��� 	����������
�
�
���
and the ‘Cerezo Ladies’ boom that had continued from the 
2013 season, as well as the upheaval of their drop in posi-
tion to J2. Matchday Revenue (-392 million yen) and other 
���������_������������������	���������"�����������	=��

45%

2014

56%

2015

C-Osaka

J1▶J2

Maintenance 
of Strength

Field Wage Cost/Revenue

▶▶▶▶▶▶

■ Revenue
■ Field Wage Cost

FC Gifu, who had the highest Field Wage Cost/Revenue 
during the previous season, saw the largest decrease 
among all the 18 clubs that played in J2 for the last two 
seasons with a drop of 14P from 61% to 47%. One factor 
showing growth in revenue exceeding Field Wage Costs 
was the increase in advertising Revenue.
The advertising revenue of FC Gifu continued with strong 
growth from 266 million yen in 2013, to 380 million yen in 
2014, and then 516 million yen in 2015. The addition of a 
famous coach and players in 2014 saw the expectations 

of sponsors grow, yet the increase in Field Wage Costs 
�"���
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to advertising revenue. However, growth in Revenue in 
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strategically posted in some cases.

2014 2015

'�"���

Addition of 
Well-known 
Coach and 

Players

Surplus

Revenue 
Increase

*	�;���

Matchday Revenue, which doubled from 2013 to 2014, 
moved downwards in 2015, and this is deserving of atten-
tion in the medium to long-term club management in the 
future. For clubs that have expanded Revenue and im-
�����"�	���������	� �����!�	�����
���
�	����	%��	������
further increases will be subject to increased scrutiny in 
the future.

Matchday and other Revenue/SG&A

J2 Average : 1.18M yen
 (+0.06M yen, +6%)

This KPI indicates to what extent costs categorized as 
SG&A are linked to revenue. The revenue subject to anal-
ysis here is only Matchday Revenue and other revenue 
excluding advertising revenue, J-League Distribution and 
academy revenue. (For more details, see the J1 analysis)
Fukuoka was the club in the 2015 season that made the 
��
	��'����	��
�����Q7¡<!�$�	���?�{���������\=]_���������
yen. The club that had the toughest time was Omiya with 
640 thousand yen.



Field Wage Cost/Revenue (%)

Tokyo-V
Tochigi

Kitakyushu
Gunma

Fukuoka
Oita

Sapporo
Nagasaki

Tokushima
Kumamoto
Kanazawa

Sanuki
Chiba
Kyoto
Iwata

Yokohama FC
Okayama

Mito
Omiya

FC Gifu
Ehime FC

C-Osaka

28.8
Average 40.8

30.3
36.4
36.9
37.8
38.2
38.7
38.8
39.3
39.9
40.6
41.6
41.7
42.0
42.2
42.3

43.4
44.4
45.3

46.8
46.9

56.2

Matchday and other Revenue/SG&A (millions of yen)

Fukuoka
Tokushima
Kanazawa

Sanuki
Sapporo

Mito
Kumamoto

C-Osaka
FC Gifu

Iwata
Oita

Tokyo-V
Ehime FC
Okayama

Yokohama FC
Nagasaki

Kitakyushu
Tochigi
Gunma

Kyoto
Chiba

Omiya

2.05
Average 1.18

1.57
1.51
1.51

1.40
1.36

1.27
1.25
1.24

1.19
1.19
1.03
1.03
1.03
1.02
1.00

0.96
0.96
0.96

0.90
0.89

0.64

33

J3 Management CupJ1 Management Cup J2 Management Cup

As stated above, Fukuoka largely increased this KPI by 
76% through the active implementation of BM measures, 
such as the refurbishment of the management structure 
through an injection of capital from Apamanshop 
Holdings Co., Ltd in 2015, a partnership with Yoshimoto 
Kogyo Co, Ltd, and events, like the invite of a pop group 
for the ‘Level5 Stadium 10,000 People Project’.
Omiya ‘s KPI of 740 thousand yen at that point last year 
dropped to 640 thousand yen. This is likely due to slug-
gish Matchday Revenue and merchandise revenue due to 
their drop in league position to J2. Even while they main-
tain their top position from the middle of the season and 
work to promote to J1 one year after their drop in league 
position, they could not exceed the previous year’s KPI 
level. 

Number of Attendances

Increase◯
Average Attendances Spend

Decrease◯

Matchday 
Revenue

Decrease◯

Omiya

3,526➡2,835183,791➡199,280

648M➡565M

 (people, yen)

The club with the highest rate of increase from 2014 was 
Kanazawa, who rose in league position from J3 to J2 in the 
2015 season. Their promotion in league position to J2 
captured attention and their stadium attendance num-
bers increased. Additionally, their New Attendees/Total 
Attendance(%) was the highest in J2 at 25%, and their in-
crease of exposure in the media accompanying their pro-
motion in league position caused their number of 
attendances to surge. Besides, they also doubled their 
Average Spend, including tickets and merchandise, etc. 
The popularity surrounding their promotion to J2 and the 
increase in media exposure made 2015 a year of free 
publicity for them. We will continue to watch them to see 
what investments they make to link this increased 
Matchday Revenue to sustained club growth.
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4th Stage: Financial Condition
The Revenue Growth Rate was the average value that ultimately retreated the most. 
Among the overall sluggish trends in growth, Kanazawa, who was among those 
clubs that rose in position, and Fukuoka, who were successful in their BM mea-
sures, resisted this. 
It is crucial for each club to promote initiatives oriented on the expansion of 
business.

Revenue

J2 Average : 1,344M yen
 (+228M yen, +20%)

Omiya was the club in the 2015 season to post the largest 
Revenue in J2, with 3,005 million yen. Compared with 
Gunma, the club with the lowest Revenue in J2 at 548 mil-
lion yen, this is roughly 5.5 times the business scale.
����� $�� ������� 	��� ����	� 
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ratio of advertising Revenue and J.League Distribution. 
The J.League Distribution for the bottom clubs appear to 
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J.League Distribution are not a type of income that can be 
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noted that improvement cannot be achieved with BM 
measures alone. Thus, while clubs make use of J.League 
Distribution, etc., we believe it is also important to utilize 
or further strengthen sponsorship rights, so-called spon-
sor activation, so that the appropriate recognition can be 
gained from stakeholders of unseen value, like the power 
of the club brand and the contributions made to the re-
gional community. 

Important 
Source 

of Revenue

Bottom 5 ClubsTop 5 Clubs

Advertising Revenue
42%

Advertising Revenue
61%

Distribution

15%

Distribution
4%

Revenue Comparison

Another issue faced by J2, we believe, is the low level of 
Matchday Revenue. Compared to the average 712 million 
yen of J1, J2 comes in at around ¼ of this with an average 
of 180 million yen. Matchday Revenue is calculated by 
multiplying the number of attendances by the ticket price; 
and, this is an area where these factors can be largely im-
�����"�	��������V���
���
=�����	
���%���	���������-
mance cannot be ignored, of course; however, we believe 
that there is still room for BM measures to be taken, such 
Marketing activities based on CRM and the creation of a 
business environment in cooperation with the League. 

Revenue Growth Rate

J2 Average : 7.6% (-7.5P, -50%)

�����������	�	�	���"��������������������7��$	���	�����
clubs new to the League is a major factor in this reduction. 
In contrast to the 93.4% Revenue Growth Rate of 
Kanazawa, who rose from J3 in the 2015 season, it was the 
imposing Revenue Growth Rate of 165.5% by Sanuki, who 
entered J2 from the JFL, in the previous season that was 
likely behind this.
Fukuoka, who had a high Revenue Growth Rate of 74.7% 
next to Kanazawa, who rose in league position, recorded 
an extremely high +65.9P over the previous year. The larg-
est factor behind this is believed to be the addition of 
Apamanshop Holdings Co., Ltd to Fukuoka’s capital base 
in 2014, the refurbishment of their management struc-
ture, and the thorough strengthening of their BM mea-
sures. Their sales system was increased from six people 
	��\����������
����<�����\]^q�!��"�	����������������'����
sponsors rose from approximately 100 companies to 
over 1,000 giving them advertising revenue of 474 million 
yen, a 140 million yen increase year-over-year.

Revenue Growth Rate of

74.7％Increase of 
Sales People

Advertising 
Revenue 
Increase

Full 
Strengthening 

of 
BM Measures

Increase of 
Sponsors

Fukuoka



Other 
Revenue
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Revenue (millions of yen)

Omiya
Iwata

C-Osaka
Chiba
Kyoto

Tokushima
Fukuoka
Sapporo
Tokyo-V

Okayama
Yokohama FC

FC Gifu
Oita

Tochigi
Nagasaki

Kitakyushu
Kumamoto
Kanazawa

Sanuki
Ehime FC

Mito
Gunma

3,005
Average 1,344

2,996
2,712

2,504
1,897

1,741
1,654

1,420
1,311
1,174

1,002
999

958
936

897
777

756
584
575
569
561
548

Revenue Growth Rate (%)

Kanazawa
Fukuoka

FC Gifu
Chiba

Mito
Kyoto

Tokyo-V
Sapporo

Okayama
Kitakyushu
Kumamoto

Nagasaki
Tochigi

Iwata
Ehime FC

Gunma
Sanuki

Yokohama FC
Oita

Omiya
Tokushima

C-Osaka

93.4
Average 7.6

74.7
20.2

8.9
8.3
7.7
7.5
6.9
6.4
4.0
0.8
0.3
（-0.5）
（-1.0）
（-1.2）
（-1.3）
（-1.5）
（-3.8）
（-4.8）
（-12.2）
（-17.3）
（-28.1）

Average 32.5

Equity Ratio (%)

Tokushima
Sanuki
FC Gifu

Iwata
Kyoto

Ehime FC
Kanazawa

Chiba
Kumamoto

Nagasaki
Tochigi

Oita
Mito

Fukuoka
Okayama

Kitakyushu
Gunma

C-Osaka
Tokyo-V

Yokohama FC
Sapporo

Omiya

78.0
75.7

62.8
60.9

51.8
43.1

35.9
35.2

33.6
33.0
29.5
25.7
25.6
24.2
24.1
22.7
21.2

13.5
9.8

6.4
2.6

0.8

Commercial ■　Matchday ■　Distribution ■ Others ■

*Others=academy-related revenue + other revenue
*Distribution includes broadcasting
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An increase larger than advertising revenue came from 
other revenue, which increased greatly from 115 million 
yen of the 2014 season to 640 million yen of the 2015 
season. Although prize money and money from player 
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that includes other revenue is unclear, and may prevent a 
suitable analysis. To achieve a bottom-up approach for the 
League as a whole, it is a pressing issue to establish an envi-
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this, we have our expectations placed in a system that allows 
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the cooperation of the leagues and clubs.

Equity Ratio

J2 Average : 32.5% (+3.6P, +13%)

<
� 	��� ��
��	� ��� 	��� ��[������ ��� 	��� `������� `��� ����
Standards in the club licensing system that came into ef-
fect from the previous season and the work done by clubs 
	��������	������������
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results have been produced, with all clubs having achieved 
a positive Equity Ratio, and with the exception of six clubs, 
an increasing trend over the previous year. However, 
	����������������
�$�	��	����¢��	���	������\]�������

�
an amount deserving of general attention in business—
and requiring further improvement. 
Despite there being both arguments in favor and against 
the club licensing system, we believe this to be a good sys-
tem from the standpoint of preventing the disbanding of 
clubs focused on regional revitalization. Yet, we believe 
there is still room to explore if there are more appropriate 
standards for the leagues and clubs alike, such as revising 
the evaluation criteria of the FFP standards, and we will pay 
close attention to such future responses. 
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Avispa Fukuoka
In the 2015 season of the J-League Management Cup, Fukuoka, scoring high points in 
mainly Marketing and strategy, made a tremendous leap up from their 17th place in 
the previous season to become victorious. 
We believe the major impetus behind this was the refurbishment of the management 
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president, Takashi Kawamori, and conducted an analysis, as only Deloitte Tohmatsu 
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The Importance of Executing 
Commonsense
{��\]^�!�`�%��%�$
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Co., Ltd and Kawamori assumed the position of president 
in 2015. President Kawamori commented on his impres-
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things in a regular Limited company were not being done,’ 
‘there is little customer-oriented conscientiousness.’ 
Fukuoka began taking increased action in 2015 that an 
regular Limited company would take, like ‘visualizing ob-
jectives’ and ‘reporting activities to sponsors.’ 
In visualizing objectives, they set numerical goals in their 
�������
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�
of their policies were compared with their numerical 
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Administration Table of Attendance. The club manages 
attendance attraction goals against actual numbers by 
target levels categorized into 40 to 50 items for every 
match, and the proximity of reaching these goals is visual-
ized for each manager.

Visualize Data in Every Match

What’s interesting is that there is a system in place which 
includes the leading manager of enhancing the playing 
����	�!�	���	������	������"��������	!��"��"����
directors in management meetings, where this informa-
tion is shared, and this exchange of information between 
BM and FM works to improve mutual understanding and 
	��
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cessfully drawing out a feeling of unity in the club. 
Additionally, Fukuoka is committed to transparency mea-
sures, such as distributing the Management Plan contain-
ing the club’s ideology, Financial Conditions and future 
���
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losses of the club.

Management Business Plan 
to be shared to all!!

Management 
Business 

Plan

Management 
Business 

Plan

Management 
Business 

Plan

Linking BM and FM is indispensable for the sports business, 
and we believe one factor behind the large increase in 
Average Attendance for the 2015 season was the assess-
ment of issues facing the club through this kind of PDCA 
cycle and the steady application of improvements.
Also, in terms of the perspective of reporting to sponsors, 
ordinary listed companies present their investors with in-
formation in the form of materials to assist their invest-
ment decisions, such as information concerning corporate 
performance, activities and future plans. Of course a 
J-club is not a listed company, but it attracts a lot of social 
attention as a company dealing sports as business, we be-
lieve providing transparent reports on activities is the pre-
condition to securing stable sponsors. However, while 
most J-clubs report their competition results, the clubs 
that regularly report on their ideology, initiatives and activ-
ities as a club are few, and it remains unclear how the 
money is being used that sponsors have invested. Thus, it 

���
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��� 	�� &�"���	����������� 	�����
investment, and we do not foresee any dramatic increase 
in sponsor numbers or values.
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Fukuoka carries out commonsense business practices as 
needed, and their policy of building a club business foun-
"	����
�	�����
	�
	���	������������^]������������������
has spurred them to start creating not only football re-
ports, but also separate business initiative reports, which 
they regularly provide to their sponsors. 
These measures have produced a growth of 10 times the 
amount of sponsors and 1.8 times the Average Attendance 
and Revenue in one year, which is amazing within the 
same category. We believe it is important to push forward 
with these activities going into the future.

A Sense of Unity with the Regional 
Economic Community
Fukuoka, aiming to become a club closely linked to its re-
gion, set up a free membership organization known as 
Avispa Global Associates (AGA) beginning in the 2015 
season.
Based on the following three basic principles, the AGA ac-
tively shares information and aims to develop the club 
�"� 	����� �������� �������	�� 	���������������
�

���
�
and an e-mail newsletter. 

● Develop alongside regional people, as a sports club 
deeply rooted in their community

● Use sports to inspire and excite children, and give the 
community a sense of pride and vitality

● Build a new community of sports lovers, and contribute 
to the creation of a rich sports culture open to the 
world

Distinctive about the AGA is that a lot of the listed mem-
bers are well-known economic organizations in Kyushu 
region. By taking the initiative to create a social exchange 
platform with economic organizations sympathetic to 
their club ideology, Fukuoka contributes to the develop-
ment of their regional economy. Additionally, through the 
exchange of information with economic organizations, 

the groundwork is created to gain support for measures 
planned by the club, and this yields positive business ef-
fects, and a positive feedback loop ensues where the de-
velopment of the community through sports comes back 
to reward the club.
Despite the fact that regional companies wish to contrib-
ute to the region where they reside, there are many com-
panies that are at a loss as to what actions to take. In 
	��
�����"�	���
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�������	�����������	��	%��
the lead to direct the development of a region through 
sports, and contribute to the development of a region 
while involving local companies. Fukuoka, thus, embodies 
the community-tied club that the J-League holds as ideal. 
In this sense, we believe that Fukuoka’s AGA serves as a 
�����#�����	���	����������
=

Future Potential
Despite Fukuoka attempting to rebuild themselves 
through the strengthening of BM measures in the 2015 
season, we believe they have only just built the ground-
$��%� ���� �������� 	����� ����=� £�	!� $�	�� 	��
� %��"� ��� ����
groundwork, businesses always subsequently grow large.
President Kawamori has already made use of this ground-
work to begin on the next set of measures. Having allied 
	���
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�$�	��	�������������������"�$�	��	��������	�
of their geographical location as the doorway to Asia, we 
will continue to closely follow the future developments of 
Fukuoka to see how they will achieve their goal of becom-
ing a 10-billion yen club.
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Digital Marketing has become an indispensable element to resolving the challenges 
of gaining new attendances and increasing current ones for J-League, and J-League 
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In the following column, we would like to cast an objective light on the current use 
of SNS among J clubs, and review the progress of J-League's use of digital 
technology.

The Digital Marketing Era
Digital Marketing is one major pillar of BM measures. In 
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digital common infrastructure, J-League has gradually 
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den on clubs; however, there have been criticisms of a 
��%�������
������	������	�������
��	��
�	���������!������"-
ing among even the clubs. 
Yet, smartphone ownership has climbed to 69.2% (source: 
Hakuhodo DY Media Partners Incorporated) in 2015, and 
the bi-directional communication of information, as op-
posed to the unidirectional means of TV, has become the 
new normal. There has been a major paradigm shift 
where users now obtain only the information they need at 
the times they need it, and J-League and J clubs can no 
longer ignore how to respond to these conditions. 

UsersRelay of Information

Unidirectional

Bi-Directional

J.League Clubs

According to a publicly-released SNS use trend survey in 
2015, the SNS use rate of Internet users in Japan is 58% 
with LINE, 37% with Twitter and 35% with Facebook; how-
����!�	�����������������
�	�	�����
�	����	������$���'-
cial SNS page are 27 clubs on LINE (approx. 500 thousand 
people), 46 clubs on Twitter (approx. 1,46 million people), 
and 51 clubs on Facebook (approx. 130 million). The few 
�'������������
�����{��!�$�	���	
�������	������
�!��
���%����
an issue for the future; however, for the time being, we 
have assembled the status of use and trends therein for 
Twitter and Facebook, who enjoy the most followers 
�����	����'���������Q�Q�
�	�
!�
����*��������\]^_=�
In contrast to Facebook, which requires the search of top-
ics and the uploading of pictures or movies in conjunction 
with articles, Twitter, which allows the easy relay of infor-
mation in text form only, tends to be utilized more often. 
We presume that this is not just about the quick and easy 
�	���������
	
������
��
!���	�	��
��
��
�����������[�����"�
by the capabilities of those that communicate information. 

SNS Use Trends

■Use rate of Internet users
■�����������'����Q�Q�$��
�	�


LINE

Twitter

Facebook

58%

27 clubs (approx. 500 thousand)

37%

35%

49 clubs (approx. 1.3 million)

47 clubs (approx. 1.46 million)

 (Dec.2015)

Ranking of Followers by Club
Among the 52 clubs from J1 to J3, the club with the most 
followers was C-Osaka in J2. They held 13 times more fol-
lowers than the all-club average, and in comparison with 
Kawasaki-F, the club with the second most followers, 
Osaka has a commanding lead with four times as many 
followers. The primary factor behind this is believed to be 
the joint sales strategy they have in Southeast Asia with 
their main sponsor, Yanmar. 
Football enjoys overwhelming popularity in Southeast 
Asia, and, in addition to the partnership they have with the 
Bangkok Grass Football Club in Thailand, C-Osaka has also 
gained the trust of local fans and supporters by holding 
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League Club Followers Average Attendance

1 J2 C-Osaka 697,253 12,308 
2 J1 Kawasaki-F 174,566 20,999 
3 J1 Yokohama F･M 171,139 24,221 
4 J1 Urawa 156,618 38,854 
5 J1 FC-Tokyo 136,858 28,784 
6 J1 Hiroshima 129,169 17,506 
7 J1 G-Osaka 113,804 16,102 
8 J1 Nagoya 107,416 16,240 
9 J1 Kashima 103,089 16,423 

10 J1 Niigata 69,420 21,936 
11 J1 Shimizu 64,813 14,803 
12 J1 Kashiwa 63,287 10,918 
13 J2 Iwata 59,007 10,041 
14 J1 Matsumoto 52,496 16,823 
15 J1 Shonan 51,085 12,208 
16 J2 Omiya 46,673 9,490 
17 J2 Fukuoka 38,471 9,076 
18 J2 Sapporo 33,793 11,960 
19 J2 Tokyo-V 30,486 5,655 
20 J1 Tosu 30,330 13,450 
21 J1 Kofu 27,081 11,297 
22 J1 Kobe 26,529 16,265 
23 J2 Yokohama FC 26,273 5,113 
24 J2 Kyoto 23,714 7,491 
25 J2 Chiba 22,708 10,725 
26 J2 Nagasaki 22,548 5,093 
27 J2 Mito 22,343 4,816 
28 J1 Yamagata 21,867 10,030 
29 J2 FC Gifu 20,503 6,179 
30 J3 FC Machida 16,872 3,997 
31 J2 Kumamoto 16,810 7,037 
32 J2 Tokushima 16,069 5,019 
33 J2 Kanazawa 15,110 4,910 
34 J2 Kitakyushu 14,379 3,488 
35 J2 Tochigi 13,924 5,167 
36 J2 Sanuki 13,715 3,658 
37 J3 Yamaguchi 13,664 4,367 
38 J3 Nagano 12,504 4,733 
39 J2 Ehime FC 12,420 3,771 
40 J3 Sagamihara 11,815 3,291 
41 J3 FC Ryukyu 10,797 1,498 
42 J3 Toyama 10,727 2,820 
43 J1 Sendai 9,174 14,924 
44 J2 Oita 9,146 7,837 
45 J3 Akita 7,158 1,998 
46 J3 Morioka 6,321 1,239 
47 J3 YSCC Yokohama 4,527 919 
48 J3 Tottori 3,901 1,932 
49 J2 Gunma 2,974 4,099 
50 J3 Fujieda 1,762 1,103 
51 J3 Fukushima 175 1,289 
52 J2 Okayama 0 8,412 

Total 2,767,283 502,313 
Average 53,217 9,660 

� X�����	�������'����	���������
�� ]=�\q
� X�����	�������'����	���#���"����X��
%�� ]=�_�

Data as of December 2015

charity matches and events in Myanmar and Indonesia. 
They have also set up Thai and Bahasa Indonesia versions 
of their website. Yanmar is also known to be a company 
that has actively invested in football in the past. They use 
their status as the main sponsor of C-Osaka to grow yearly 
Revenue of farm equipment, their main product, in 
Southeast Asia—home to many major food-producing 
countries. Moreover, the number of Facebook users in 
Southeast Asia is far greater than Japan—in contrast to 
Japan’s 24 million active FB users, Thailand has 38 million 
and Indonesia has 79 million. 
{	��
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the success of C-Osaka to obtaining an overwhelming 
number of followers.
The top 5 growing clubs in this area recently (August 
2016) are Fukushima (439%), Gunma (121%), Yamagata 
(98%), Kumamoto (81%) and Kashima (74%). The average 
growth for all clubs is roughly 45%, and this seems to indi-
cate that all clubs have begun to focus on creating portals 
for their fans and supporters using SNS. The live stream-
ing service created through a tie-up with Perform Group, 
U.K, just announced in July 2016 also has a high degree of 
compatibility with SNS, and we believe this trend will con-
tinue to accelerate going into the future. 

The Potential of SNS
There’s no disputing that SNS, with its abilities to create 
direct links with fans and supporters at low cost to clubs, 
will become the foundation of digital Marketing. 
�����	���X�����	�������'����	���������$��
�	��<������
Attendance (excluding C-Osaka, with its many followers 
who cannot physically go to a stadium to see a match) is 
0.85, and this demonstrates a strong positive correlation. 
This indicates that the use of SNS is linked to an increase 
in Average Attendance. Additionally, we also believe that 
this tool allows direct input from fans and supporters, 

���	�����	�	�$
��������
���"�'���	�	����	��=�
Having the customer’s perspective is indispensable for 
J-League to develop as a sports business, and we believe 
that the presence of SNS as a powerful tool to accomplish 
this will only increase in the future. 
We will continue to visualize and measure the trends of 
���� ����� �"� ��� ���
�� 		��	���� 	�� 	��� ����	
� ��� 	���
leagues and clubs in the future.
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© RENOFA YAMAGUCHI FC

J-League Management Cup 2015

BM point 2015

J3

J3
Ranking

Yamaguchi is the winning J3 club of Management Cup 2015.
£�����������"�	���"���������	������"����V�%�	���!���
	������������	��V������	�
�'������� �"� V������	� Q	�	���!� �"� 
����"� ����� ���� `������� X��"�	���=� �����
barely outstripped the runner-up, Nagano, to claim their victory. 
£��������"���
�����	�������
	�����������������������	��
����

���������
	�	�����	-
tendances to roughly seven times that of their time in the JFL. They are a well-balanced 
�����	�	���	�������"���
�����	������������	��	��
�������	������$���������	��������V�
measures, but they also secured their place as the J3 champions through their FM. All 
eyes will be on them in the future, including during the next season with their promotion 
to J2. 

J3 Ranking (for reference)
2014 ranking Total BM points

Yamaguchi 1 ⬆ － 94

Nagano 2 ⬇ 1 92

FC Machida 3 ⬇ 1 81

Tottori 4 ⬆ 6 70

	�&��?�� 5 ⬇ 4 67

Sagamihara 6 ⬇ 5 62

Akita 7 ⬆ 11 59

Fukushima 8 ⬇ 3 57

#��
�
 9 ⬇ 22* 55

YSCC Yokohama 10 ➡ 10 49

Fujieda 10 ⬇ 8 49

Morioka 12 ⬇ 6 45

*Indicates division ranking for the 2014 season.
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1st Stage: Marketing 9�����
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���� 4th Stage: Financial Condition

Average 
Attendance

Stadium 

�
�����

������
�������

New 
Attendees/

Total 
!�����
������

Average 
Spend Total

Field Wage 
Costs/

Points Won

$
��%�
��
Revenue/

Points Won
Total

Field Wage 
Cost/

Revenue

$
��%�
��
and other 
Revenue/

�,6!

Total Revenue 
Revenue 
,����%�

Rate
�7�����&
��� Total

11 7 － 7 25 10 11 ★ 21 10 12 ★ 22 8 12 6 26

12 10 － 8 ★ 30 2 12 14 3 11 14 12 11 11 ★ 34
10 11 － 6 27 6 8 14 4 10 14 10 9 7 26

6 6 － 12 24 4 10 14 9 8 17 9 2 4 15

5 2 － 11 18 8 1 9 8 9 17 5 6 12 23

9 8 － 1 18 9 7 16 6 6 12 4 7 5 16

7 12 － 3 22 7 4 11 5 4 9 6 8 3 17

4 3 － 10 17 5 5 10 7 3 10 7 3 10 20

8 5 － 4 17 1 9 10 2 5 7 11 1 9 21

1 1 － 9 11 11 6 17 12 1 13 2 4 2 8

2 4 － 2 8 12 2 14 11 2 13 1 5 8 14

3 9 － 5 17 3 3 6 1 7 8 3 10 1 14
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Management Cup J3 Analysis

1st Stage: Marketing
The J3 average for the Stadium Capacity Utilization(%) fell below 20% in 2015.
Examining this situation in reverse, this indicates that many stadia have roughly 
�]�����	��
�	
=����
� �
�¢��	������
		��������
� �����	����������������	����
sold-out stadium.

Average Attendance

J3 Average : 2,432 people (+185 people, +8%)

As we mentioned in the JMC from last season, J3 atten-
dances are characterized by their correlation with Points 
���=�����X�����	�������'����	����	���\]^_�
�
����
�	���
same as the previous season at 0.9, making for an ex-
tremely high between the two.
On the other hand, it was neither Yamaguchi, who came 
��
	��������	
����!�����̀ X�V���"!�$���	��%�
����"!�	�	�
���� ��
	� ��� <������ �������� ��� <		��"���
� ���� 	���
2015 season, rather, it was Nagano. In addition to this cor-
relation between Points Won, which serve as an index of 
���"��������	!��"�<�����������������<		��"���
!�
we can also catch a glimpse of a new, important ele-
ment—the stadia for entertainment.

Close-Up 
Feeling

Outdoor 
Seating

Nursing 
Rooms

Kids' Rooms Roofed

Hospitality

Nagano, who enjoyed the highest Average Nnumber of 
Attendances in the 2015 season, has as their home sta-
dium the Minami-Nagano Sports Park Stadium, which was 
reformed at a cost of over 7 billion yen. This football-ex-
���
����
	"����$
����
��"����V����\]^_��"��
���-
pacity of 15,491 people. The stadium is highly hospitable 
to attendances, and this is thought to be a large factor in 
boosting Average Nnumber of Attendances.
This example demonstrates that building a new stadium 
��������	��������"������
��#	�����������	������
���
�
to increasing Average Nnumber of Attendances. Should 
many more clubs, in cooperation with municipal govern-
ments, obtain stadia that are more welcoming to atten-
dances, an increase in attendances is certain to follow.
����������������������	���
	"���������	���
��
����-
ered by 3.8 billion yen in national government subsidies, 
and 3.2 billion yen in municipal loans. The national gov-
ernment subsidy is a part of a 26 billion yen grant for in-
frastructure projects in the heart of Nagano city, and the 
3.8 billion yen for the stadium is included within that 
amount. The municipal loans will be repaid over 10 years 
to the sum of 4 billion yen, including interest. 

Stadium Capacity Utilization(%)

J3 Average : 19% (-1.2P, -6%)

X��	������������	����������
�
�
��!�<%�	����
��"���
	�
with 38.6%, with FC Machida following close behind at 
37.6%. 
Under the J3 club licensing system stadia are required to 
hold 5,000 people; however, there are four J3 clubs with 
home stadia that not only meet the 15,000 capacity re-
quirement of the J1 licensing system, but that also exceed 
the J1 Average Attendance of 17,877, and this tends to 
make the value for J3 lower when the attendance attrac-
tion rate is analyzed.
Originally, the enthusiasm of a match could be maximized 
and the best possible contents could be produced by 
matching the scale of a home stadium to the scale of a 
club’s business; however, we surmise that clubs currently 
can only choose general-use stadia built by municipal gov-
ernments. For J3 to be able to provide the best contents 
possible, we believe the option of using the stadia for en-
tertainment, as we’ve previously mentioned, needs to be 
created with the league.
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Average Attendance (people)

Nagano
Yamaguchi

FC Machida
Sagamihara

Toyama
Akita

Tottori
FC Ryukyu

Fukushima
Morioka
Fujieda

YSCC Yokohama

Stadium Capacity Utilization (%)

Akita
FC Machida

Nagano
Morioka

Sagamihara
Yamaguchi 

Tottori
Toyama
Fujieda

Fukushima
FC Ryukyu

YSCC Yokohama

Average Spend (yen)

Tottori
FC Ryukyu

Fukushima
YSCC Yokohama

Nagano
Yamaguchi

FC Machida
Morioka
Toyama

Akita
Fujieda

Sagamihara

4,733
Average 2,432

4,367
3,997

3,291
2,819

1,997
1,931

1,498
1,289

1,239
1,103

919

38.6
Average 19.2

37.6
30.6

25.1
21.5
21.5

15.0
14.8

7.5
6.8

6.0
5.9

4,167
Average 2,177

3,231
2,530

2,175
2,133
2,118
2,084
1,856

1,755
1,633

1,431
1,007
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Municipality

Club Leagues

Average Spend

J3 Average : 2,177 yen (+158 yen, +8%)

Tottori had the largest amount among J3 for the Average 
Spend, recording 43% above the previous year at 4,167 
���=� ������� ��[�����"� ��� 	����� ¢�
��"� 
���	���
� 	��
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liabilities) that came to light at the opening of the 2015 
season, their total attendances fell sharply by -30% from 
the previous year at 38,637 people. To an extent, this 
must be declared a BM failing; however, it remains a fact 
in the data that the total amounts of their matchday reve-
nue and other revenue has remained at almost the same 
level as the previous season (161 → 161 million yen) de-

��	��	����������	�	������������		��"���
=����
�������
��
���
� ��� ��� �"��	���"� ����� 	��� ������	���� ��-
leased; but, we presume that the carrying out of BM mea-
sures to boost the Average Spend, such as the promotion 
of sales of corporate tickets for the VIP room and up-
grades to individual tickets, has produced a certain 
amount of success.
In contrast, Sagamihara was the J3 club with the lowest 
Average Spend at 1,007 yen. Despite this, the Average 
Number of Attendance was up 5% from the previous year, 
and the total of matchday revenue and other revenue was 
+40%, showing that they were successful in boosting 

Average Spend using BM measures. 
Moreover, Nagano, who carried out stadium renovations, 
saw their Average Spend up 27% from the previous year 
to 2,133 yen accompanying the improvement in stadium 
hospitality. Even the number of attendances, which tend 
	������	�"�����$�	��<������Q���"!�$
�����^�������
	����������
����!��"�$����������	��
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����
the stadium renovation. 



44

Management Cup J3 Analysis

9�����
��;�$
�
���������������
The KPIs Field Wage Costs/Points Won and Matchday Revenue/Points Won both 
����
����	������	���
������	$������
���

��������	���V���"����"�����-
ment (FM).
For Matchday Revenue/Points Won that indicate the price value per Point Won, 
there is a strong positive correlation between Points Won and matchday revenue.

Field Wage Costs/Points Won

J3 Average : 1.8M yen
  (-0.1M yen, -5%)

Field Wage Costs/Points Won is an indicator for how much 
���"�$��
������¢����"�	����	���^�����	����!��"����	���
\]^_� 
�
��!� `�&��"� $
� 	��� ��
	� �'����	� ��� ����� ���
scoring points at 0.6 million yen per Point Won. In con-
	�
	!� ����� $
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million yen to score a Point Won. There is a 3.1 million yen 
"�����������	$����`�&��"��"�����!��"�	��
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from the previous season.
The two clubs that rose to J2 in the 2015 season both 
scored 78 points; however, examining the club wage costs 
used by each club to score one Point Won reveals 
Yamaguchi, who rose to J2 as the top J3 club, needed 1.1 
million yen, while FC Machida, who lost the championship 
��������"��������!����"�"�^=¤������������=�
Considering that Nagano, who came in third in the J3 and 
was unable to promote to J2, scored 70 Points Won and 
the threshold to promote in league position for last sea-
son was 68 Points Won, it seems from these data that 
£�������$
�����	��
���������	
�����������'����	���
since the level of Points Won scored for both clubs is rea-
sonable in aspiring to promote in league position. 
J3 clubs must score more Points Won, in particular, since 
they are limited in their budgets. To accomplish this, it is 
important for BM to allocate the minimum amount neces-

���	�������$�����
	
��"�����`V�	���'����	������%�	��
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Points Won.

In this sense, we believe that general management (GM) is 
important to balance BM and FM. J3 has a GM system in 
place, with the exception of several clubs like Fujieda, 
Sagamihara, etc., and we have our expectations placed on 
the role and skill of club GM.

BM FM

GM

Balance is Crucial

Matchday Revenue/Points Won

J3 Average : 0.6M yen
 (+0.1M yen, +25%)

This KPI contains the two perspectives of how much was 
sold for a point (the club’s perspective) and how much 
was bought for a point (the fans’ perspective).
Nagano, who was the top J3 club in total number of atten-
dance, was also the top in Matchday Revenue/Points 
Won, recording 1.3 million yen for the 2015 season. 
Despite their season Points Won hardly changing in com-
parison with the previous season, the 88% increase of 
�	��"�����������"�����������	����	��
=���������	
�
of the renovation of the Minami-Nagano Sports Park 
Stadium are likely visible in these results.



Field Wage Costs/Points Won (millions of yen)
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Matchday Revenue/Points Won (millions of yen)

Nagano
Yamaguchi

Tottori
Toyama

FC Machida
Sagamihara

YSCC Yokohama
Fukushima

Akita
Morioka
Fujieda

FC Ryukyu

0.6
Average 1.8

0.6
1.1

1.2
1.6

1.8
1.9
1.9

2.0
2.5

3.0
3.8

18
Average 100

23
70

76
82

88
90

97
100

150
198

214

1.37
Average 0.61

1.17
0.94

0.90
0.70

0.55
0.37

0.32
0.31

0.28
0.24

0.22
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Since this KPI has Points Won as its denominator and 
matchday revenue as its numerator, as the Points Won 
increase this KPI appears to worsen; however, when the 
X�����	���� ���'����	� ��� ��	�� ��� �#����"!� � 
	�����
positive correlation of 0.85 is apparent. In short, this rein-
forces the fact that matchday revenue tends to increase 
as Points Won increase. These data can also be consid-
���"�	����"��	��	�������	�`V�
����

�
���������V�
�
well. We believe these data can be used to verify the im-
portance of a partnership between FM and BM to club 
management.
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J3, which has an extremely small Revenue scale compared with J1 and J2, has the 
lowest value for Field Wage Cost/Revenue, which indicates direct investment strat-
egy, at a level below 30%.
Moreover, Matchday and other Revenue/SG&A, which indicates indirect invest-
ment strategy, is also below 1 million yen, indicating a market with struggling re-
turns on investment.

Field Wage Cost/Revenue

J3 Average : 29%  (-5P, -14%)

The relationship between Revenue and club wage costs, 
one of the most important KPIs for running a club, is ex-
tremely important in considering club strategy that ties in 
BM and FM.
In general terms, club management is said to be sound if 
the revenue to Field Wage Cost/Revenue is in a range 
below 50%, and all 12 J3 clubs were within this range for 
the 2015 season, making it a season where club manage-
ment was run soundly as a whole.
In the previous season, Kanazawa, with 56%, was the club 
$�	�� 	��� �����
	� `���"� ���� X�
	��������� ����"� $���
cost: 170 million yen); however, the 2015 season saw 
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	|�������-
lion yen). In the previous season, Kanazawa likely carried 
out a policy to strategically allocate over half of their 
�������� 	�� ����� $��� ��
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promote to J2; however, Morioka, who allocated close to 
half of their Revenue to club wage costs for the 2015 sea-
son ultimately ranked very low, contrary to expectations, 
and the unusual personnel decision was made to cut 15 
of the 32 players from the team after the season ended.

Since Field Wage Cost/Revenue KPI serves as a measure 
of the investment tendency (strategy) of how much ob-
tained management resources are invested in club wage 
costs, a higher value does not always mean that the 
amount of club wage costs are also high.
As would be expected, talented players that are sought 
after by other teams generally tend to have higher sala-
ries, etc. Due to this, if we take club wage costs above a 
certain level as necessary to securing talented players, 
then the boosting of Revenue, itself, through the strength-
ening of BM measures is necessary to attaining sound 
management at the same time.
Despite the Field Wage Cost/Revenue for Yamaguchi 
being the third from the bottom at 23% for the 2015 sea-
son, they still managed to obtain a stunning victory in J3 
on the cusp of the 10th anniversary since the club’s 
founding. In addition to largely growing Revenue on the 
	��$��"
����	������������	��
������"����	�������
	�
�
���
in J3, they retained 26 professional contract players with-
out any 2nd class registered players or Special License 
players, while successfully keeping club wage costs under 
���	�������
	�	���������"��'����	�����	������	������-
��
�����
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securing sound management while producing the best 
possible results with a minimum of investment. This is an 
�#���������[$��

����	����		���"�	����������	���-
ship of FM and BM.



Clubs League

Creation of 
IT 

Environment
Personnel 

Training

Field Wage Cost/Revenue(%)

YSCC Yokohama
Fujieda

Yamaguchi
Tottori

FC Ryukyu
Fukushima

Sagamihara
Akita

FC Machida
Nagano
Toyama
Morioka

Matchday and other Revenue/SG&A (millions of yen)

Yamaguchi
Nagano

FC Machida
FC Ryukyu

Tottori
Morioka

Sagamihara
Toyama

Akita
Fukushima

Fujieda
YSCC Yokohama

9.4
Average 28.8

16.4
23.4
23.5

29.1
30.6

31.3
31.3

33.9
35.8

37.3
44.0

1.22
Average 0.68

0.97
0.91

0.85
0.64
0.62

0.56
0.55
0.54

0.48
0.42

0.36
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Matchday and other Revenue/SG&A

J3 Average : 0.68M yen
 (+0.06M yen, +10%)

This KPI is an indicator that demonstrates how much rev-
enue is linked to expenses processed as selling general 
and administrative costs. Revenue includes Matchday 
Revenue and other revenue only, and excludes advertis-
ing revenue, J-League Distribution, and Academy revenue. 
(for more details, see the J1 analysis)
As it currently stands, the data reveal little sales promo-
tion performance in general among J3 clubs. 
There are thought to be several factors behind this; how-
ever, since club management tends to prioritize costs to 
strengthening their teams, it’s believed that there is not 
enough in the budget to cover advertising and promo-
tional expenses that could generate further revenue. 
Yamaguchi was the club with the highest value in this KPI, 
recording 1.22 million yen. Yamaguchi managed to keep 
the ratio of their high-priority club wage costs down to 
����"� \]�� ��� 	����� �������� $����� �'����	��� 
�������
���� $������� ���
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a club functioning with unity between BM and FM.
On the other hand, other J3 clubs have, unfortunately, fallen 
����$�^�����������������	�����������	��
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the next term, and, therefore, must be continuously ob-
served; however, for all J3 clubs to exceed 1 million yen in 
	��
�?�{!��	���¢����
���	����������	
������������!���	!�$���
��
believe, the self-directed building of business infrastructure 
by the League, in the form of an IT environment and per-
sonnel training, is absolutely essential. We will be watching 
the League’s measures in the future as the broadcasting 
rights begin to increase greatly from the 2017 season.  
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4th Stage: Financial Condition
Through the full introduction of the Financial Fair Play (FFP) standards in the club 
licensing system, all clubs have eliminated their Excessive liabilities and, thus, 
greatly improved their Equity Ratio. 
We believe business management measures in the future will be the key for J3 with 
its many regional clubs with few Main shareholder.

Revenue

J3 Average : 331M yen
 (+60M yen, +22%)

Nagano was the largest in business scale among the J3 
clubs, and recorded 597 million yen—an over 40% in-
crease from last year. This value greatly exceeds last sea-
son’s top Revenue earner Tottori (460 million yen). Fujieda 
was the smallest in business scale with a Revenue of 140 
�������!� �"!� 
������ 	�� �
	� 
�
��!� ������� 	���� � "����-
ence of over 4 times from the top club. 
In a breakdown analysis of Revenue, advertising Revenue 
makes up the core of all revenue. In J3, advertising 
Revenue accounts for close to 60% of all revenue. But 
what cannot be forgotten here is that advertising revenue 
is dependent on the value of the most important product 
that clubs present, the live match. The value of a live 
match lies not only on the victory or loss, but is also greatly 
��[�����"� ��� 	��� 
�	�	���!� ��%�� 	��� 	������� ����	� ��� �
stage, and match development, as well as the atmo-
sphere, such as with the opponent or stadia. The value of 
a live match is obviously linked to improvements in ticket 
����!� �"� �
�� ���	
� 	��� ����������	� ��� "���	�
����
value and broadcasting rights. 

LIVE!

Improvement of
Ticket Value

Improvement of 
Advertising Value

Improvement of 
Broadcast

Right Value

The stable attraction of attendances is, for the sports 
business, with performance being at its base, extremely 
important from the perspective of sustainability. 
Considering this, for J3 clubs with their modest business 
size, management that places emphasis on attracting at-
tendance, the entire base of their operations, will be cru-
cial. We believe that within the scope of the budget that is 
distributed, it is important to create a seamless link from 
what kind of playing strategy will be needed to win points, 
to how can stable attendances, including new atten-
dances, be attracted, to how can matchday revenue be 
increased and linked to advertising revenue and an over-
all increase in Revenue. 

Revenue Growth Rate

J3 Average : 21.8%  (-32P, -59%)

The growth rate has contracted from the previous sea-
son; however, the data reveal that the Revenue Growth 
Rate, when calculated from the 2013 season, the incep-
tion of J3, has grown by 93P, and overall J3 Revenue is 
trending strong.

Overall J3 Revenue is Trending Strong

+93%

2,979

3,978

2,055

2014 20152013

(millions of yen)

Examining individual clubs, Yamaguchi, who was the JFL in 
	����������
�
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	�	�������-
ing in J3, recorded a growth rate of 146% over the previ-
ous year; and, Nagano also recording a high growth rate 
��� �]�� 
	������� ����� 	��� ����	
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renovations.



No Main Shareholders

With Main ShareholdersCapital
Policies

Capital 
Policies

Revenue (millions of yen)

Nagano
Toyama

FC Machida
Tottori

Yamaguchi
Fukushima

Akita
FC Ryukyu

Sagamihara
Morioka

YSCC Yokohama
Fujieda

Revenue Growth Rate (%)

Yamaguchi
Nagano
Morioka

FC Machida
Akita

Sagamihara
FC Ryukyu

Fujieda
YSCC Yokohama

Fukushima
Tottori

Toyama

Equity Ratio (%)

FC Ryukyu
Nagano

Fukushima
Toyama
Fujieda

FC Machida
Yamaguchi

Sagamihara
Tottori

Akita
YSCC Yokohama

Morioka

597
Average 331

531
443

426
384

317
262
261

224
200

192
140

146.2
Average 21.8

40.1
22.7
22.0
21.3
12.6
12.0
11.1

7.3
1.9
（-7.4）
（-27.8）

86.4
Average 29.8

62.8
45.6

38.1
37.1

27.0
23.8

14.3
11.1

5.7
4.7

1.7

Commercial ■　Matchday ■　Distribution ■ Others ■

*Others=Academy-related revenue + other revenue
*Distribution includes broadcasting
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Toyama, with the lowest Revenue Growth Rate, saw a 
-28% growth rate this season after their fall from J2, which 
speaks to the large impact a drop from a higher league 
��� ���=� <""�	������!� ��		���!� $����� �
� 
�����"� �����
two-consecutive years of negative growth, fell by 34% over 
the most recent two years. It’s thought that, in addition to 
their fall to J3 in the last season, their inability to secure a 
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�
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club management.

Equity Ratio

J3 Average : 29.8%  (+20p, +216%)

In the previous season, both Akita and Tottori held 
Excessive liabilities; however, in the 2015 season, with 
help from BM measures, both clubs managed to eliminate 
their Excessive liabilities.
The clubs in the higher rank for the 2015 season, FC 
Ryukyu and Nagano had a high Equity Ratio over 50%, 
while the club in the lowest position, Morioka, had an ex-
	���������$���������̂ =��=����
����
��	
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shareholder. 
This KPI shows that, depending on the presence of Main 
shareholders, there is a large gap in capital policies that 
can be chosen by management. Therefore, for clubs with 
no major Main shareholders to be able to secure a degree 
of internal reserves, we believe it prudent to work on the 
business environment in the League, including actively 
utilizing the club license system. 
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Renofa Yamaguchi FC
The J3 champion of the 2015 season is Yamaguchi.
Yamaguchi, under the leadership of President Takashi Kawamura, who aims to 
����"��
���"���
���
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��[�$����
����	���
��������	�
policies. What is club management by a person who has experience as coach, gen-
eral manager and president of the same club? We have analyzed this from Deloitte 
Tohmatsu’s particular perspective.

J3 Cup Winner Analysis

Sound Management
£������� �
� ����"� 	�� %���� ���"� $��� ��
	
!� 	���
largest aspect of managing a club, down to 23.8% of 
Revenue (J3 average is 28.9%), while also obtaining the 
players that best meet the style demanded by the coach 
to perform well and promote to J2 in a single year. 
Considering that Kanazawa rose to J2 last season with a 
Field Wage Cost/Revenue of 56.3%, Yamaguchi has man-
��"� 	�� ������ 	�� �\� $�	�� ����$�������� �'������=�
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exceeded the medium-term business plan prepared in 
2013 in terms of Revenue and rank, etc. 
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extended to not only club wage costs, but also to operat-
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top level of J3. Behind these results were business man-
agement, BM, measures on the thorough management of 
�
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They gave particular emphasis on checking their running 
costs as a top team, focused on ticket sales, merchandise 
inventory and touring expenses, and were thorough in 
������� �������� ���"�	���
� �"� ����� ��������
amounts in monthly increments. Their great results in 
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�
��� �����"� 	��
prime their performance, and the higher-than anticipated 
attendance draw from within Yamaguchi Prefecture also 
����"����������	���������	����
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With their move to J2 in the 2016 season and their espe-
cially well-performing merchandise sales, their Revenue is 
expected to be double the 2015 season. Mr. Kawamura 
comments: “Not being swayed by what other clubs were 
doing, facing our own situation head on, securing our 
���	���!��"��	����������������$�"�$�	������	
�	�	��	�-
lize the environment and situation of our region will lead 
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merchandise sales, and continuously carry out measures 
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fan club members to an appropriate level while increasing 
their points of connection with corporate and individual 
fans. 

Regional 
Community

Corporations
Individual Fans/
Supporters

A President with a History on the Field
Mr. Kawamura has eight years of experience as a profes-
sional player, and prior to assuming the role of president, 
Mr. Kawamura was the coach in 2012 and the general 
manager in 2013. Having gone through the important po-
sitions in both FM and BM in the club, Mr. Kawamura com-
ments that his current management style particularly 
stems from his time as coach. 
Regarding the club wage costs mentioned previously, he 
did not simply reduce club wage costs which is a major 
expense unilaterally, rather, to assemble a winning team 
utilizing the support from both BM and FM, he played the 
role of a communication hub so that the players suitable 
for the football style the coach wanted could be obtained 
with their limited budget. In the sports business, large dif-
ferences can erupt from time to time between the front 
�'����"�	������"=�>
������
��#���������
�������!����
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�^��<�	����<������
�������	�"���	�"����	����������^¤¤��	�	����-
motes the process of extending Healthy life expectancy and opti-
mizing opportunities for health, participation and security in order 
to enhance quality of life as people age. 

*2  The Active Aging City is a platform linked with the WHO, where 
Yamaguchi city aims to become the world’s most cheerful, most 
enjoyable and healthiest Active Aging City.

believe is a major advantage that brings about relations of 
	��
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��������	��=������$������"��	���
�
made in training expenses in the 2015 season, in particu-
lar, by way of the coach’s initiative to obtain young J3 and 
JFL players that were not as accomplished as advanced 
players in J1, but matched their playing strategy. The trust 
��	$���� 	��� ����	� �'��� ��V�� �"� 	��� ���"� �`V�� �
� 	���
source of strength for the club.

FMBM

Source of the Club's Strength

Another area where Mr. Kawamura places his focus on is 
	���
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his experience as a player, and we believe gives the club 
more competitive edge. Yamaguchi promptly signed a 
business-academic partnership accord with a local voca-
tional school group, and is engaged in educational activi-
ties, such as the specialized education of athletes in the 
prefecture, the promotion of internship programs, and 
the education and training of employees. There is value in 
watching this BM measure, which resolves both the issues 
facing educational institutions in the prefecture facing op-
��	���� "�'���	��
� $�	�� "��������� 
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the issues of players who face major life uncertainties 
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Further still, Yamaguchi is committed to the BM measure 
of respecting the individual ideas of their employees. They 
create a free-and-easy environment for their 15 employ-
ees, where failure is not feared, and highly value commu-
nication in the club. A partnership between FM and BM 
becomes more important the larger the playing stage, 
and we believe this to also be a measure that is highly 
conscientious of the high specialization demanded by 
both.

The People’s Club
In Yamaguchi Prefecture, the passion for football grows 
from day to day, and at its heart is the Renofa Yamaguchi 
who inherits the spirit of Meiji restoration. The Average 
Nnumber of Attendances for the 2015 season was second 
in J3 with 4,367 people (J3 average: 2,432 people), growing 

�������	��� $�	�� 	��� "��	��� ����������� ��� 	��� ����=�
Additionally, the number of attendance continues to rise 
with their entrance into J2 in the 2016 season, and there is a 
general sentiment within the larger community of the pre-
fecture to support the club. There are also plans to carry out 
policies that align with the policies of the municipal govern-
ment, such as actively introducing people of retirement age 
in the future. The background of these plans includes the 
progression of ‘Yamaguchi Active Aging City*1,*2’ led by the 
Yamaguchi Chamber of Commerce and Industry, that was 
selected as a ‘Future City Model Project’ by the Japan 
Business Federation.
As a club with no Main shareholders, Yamaguchi aspires 
to become the ‘People’s Club’ in which fans, supporters, 
players and sponsors come together led by the prefec-
ture. To survive as the People’s Club, they are planning 
policies to expand support by regional small businesses 
and to carry out no-debt management. We believe that 
Mr. Kawamura’s idea to construct a business model that 
serves as a model for small city regional clubs is heading in 
the right direction in numerical terms. If they can increase 
their corporate supporters who actively support them with 
30 to 50 thousand yen annually to their goal between 10 
to 20 thousand companies, they will likely be recognized as 
a successful model for a People’s Club in a regional city.

Increase of Corporate Supporters

Model of Success for a People's Club
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RevPAS (Attendance Rate x Ticket Price)
Column 3

This is one indicator of stadium management known as Revenue Per Available Seat 
(RevPAS), which Deloitte presented in the J. LEAGUE PUB Report 2016 Summer, 
published by the J-League in August 2016. In the following, we will explain RevPAS 
�
����
�������������
=

The Management Potential of Clubs
‘Matchday Revenue’, one of the primary sources of reve-
nue for a club, can be broken down into the following: 
ticket price x stadium capacity x attendance attraction 
rate x number of matches. The issue of stadium capacity 
is a variable that cannot be controlled over the short term. 
Similarly, the number of matches is also a variable that 
cannot be controlled by clubs, therefore, the ticket price 
and the attendance attraction rate are two important indi-
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perspective.

Ticket
Price

@�Q����������
X���#�Z����

�����

$�������

��
��
[�����
�

\�����Z
Capacity

]����������
]����������

Rate

^�Z����
���

X�����

Generally, when importance is placed on the attendance 
attraction rate, the ticket price goes down, and even if at-
tendances rise, matchday revenue will not grow. Also, 
when importance is placed on ticket prices, the atten-
dance attraction rate growth becomes sluggish. Ideally, 
both the ticket price and the attendance attraction rate 
should be at a high level, however, both are locked into a 
zero-sum relationship. This is where we would like to eval-
uate J-League stadium management with the RevPAS indi-
cator, which combines both the attendance attraction 
rate and the ticket price.

RevPAS in the 2015 Season
The average value of RevPAS in the 2015 season was 
1,353 yen for J1, 431 yen for J2, and 131 yen for J3. Among 
these, the club with the highest RevPAS value was G-Osaka 
in J1 with 2,103 yen, Iwata in J2 with 1,243 yen, and Nagano 
in J3 with 310 yen.
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clubs that have largely increased or decreased RevPAS 
without rising or falling in rank should merit attention. 
Clubs that have greatly increased their RevPAS are 
G-Osaka (+445 yen, +26.8%), Kashiwa (+199 yen, 11.2%), 
and FC-Tokyo (+133 yen, +13.3%). The clubs that have 
seen a large decline in their RevPAS are Nagoya (-273 yen, 
-18.5%), Yokohama F･M (-236 yen, -20.4%), and Kobe 
(-214 yen, -23.0%). 
Despite the ticket price increasing for G-Osaka and 
Kashiwa, their attendance attraction rate has grown, and 
this has greatly boosted their RevPAS value. On the other 
hand, despite a decrease in the ticket prices of Nagoya, 
Yokohama F･M, and Kobe, their attendance attraction 
rate has also declined, causing their RevPAS values to also 
sharply decline. Conversely, FC-Tokyo slightly lowered 
their ticket price, but due to an increase in attendance at-
	��	�����	��	�	�
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their RevPAS value. We mentioned previously that ticket 
price and attendance attraction rate are locked in a ze-
ro-sum relationship; however, there are clubs like G-Osaka 
�"�?
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where both values can increase, and there are also clubs 
like Nagoya, Yokohama F･V��"�?����	�	�
�����������
negative feedback loop where both values decline.
Additionally, the club that with values that have the most 
salient zero-sum relationship is Fukuoka. Rather than 
largely lowering their ticket price to 1,177 yen (-35%) from 
its 1,806-yen level during the previous season, they in-
creased their attendance attraction rate from 22.4% to 
45.6% (a 104% increase), which successfully boosted their 
RevPAS value. They were also able to boost their match-
day revenue from 192 million yen to 235 million yen. Their 
ticket price change and the shift in their attendance at-
traction rate were both the highest among 43 clubs, ex-
cluding those clubs that rose or fell in league position.

Management Through RevPAS
The relationship between ticket price and attendance at-
traction rate can likely take the form of a zero-sum relation-
ship, a positive feedback loop, or a negative feedback loop 
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RevPAS Ranking

Club 2015 2014 Decrease/
_����
��

Rate of 
Decrease/
_����
��

1 G-Osaka 2,103 1,658 445 26.8%
2 Kashiwa 1,985 1,786 199 11.2%
3 Sendai 1,971 1,971 0 0.0%
4 Urawa 1,896 1,830 66 3.6%
5 Matsumoto 1,756 689 1,067 154.9%
6 Kawasaki-F 1,662 1,623 39 2.4%
7 Shimizu 1,523 1,489 34 2.3%
8 Tosu 1,355 1,285 70 5.5%
9 Shonan 1,305 710 595 83.9%

10 Iwata 1,243 1,174 69 5.9%
11 Kofu 1,212 1,216 -5 -0.4%
12 Nagoya 1,201 1,473 -273 -18.5%
13 FC-Tokyo 1,137 1,004 133 13.3%
14 Kashima 1,135 1,138 -3 -0.2%
15 Niigata 989 904 85 9.4%
16 Omiya 962 1,317 -354 -26.9%
17 Yokohama F･M 920 1,155 -236 -20.4%
18 Chiba 867 811 56 6.9%
19 C-Osaka 817 1,336 -519 -38.8%
20 Yamagata 776 409 367 89.7%
21 Kobe 716 931 -214 -23.0%
22 Hiroshima 709 597 112 18.7%
23 Sapporo 521 536 -15 -2.9%
24 Yokohama FC. 494 543 -50 -9.1%
25 Fukuoka 473 405 68 16.8%
26 Kyoto 444 530 -86 -16.2%
27 Okayama 429 383 46 12.0%
28 Tochigi 401 418 -17 -4.1%
29 Kitakyushu 383 369 14 3.8%
30 Tokushima 339 858 -519 -60.5%
31 Nagano 310 234 76 32.7%
32 Mito 291 349 -58 -16.6%
33 Tokyo-V 283 260 23 8.9%
34 Oita 278 296 -18 -6.1%
35 FC Machida 247 226 21 9.1%
36 FC Gifu 239 333 -94 -28.3%
37 Yamaguchi 226 ー ー ー
38 Nagasaki 221 278 -57 -20.5%
39 Kumamoto 201 224 -23 -10.1%
40 Tottori 182 250 -67 -27.0%
41 Kanazawa 174 55 119 217.3%
42 Gunma 165 248 -84 -33.7%
43 Sanuki 157 222 -65 -29.4%
44 Akita 142 89 53 60.0%
45 Toyama 123 151 -28 -18.3%
46 Sagamihara 110 98 12 12.3%
47 Ehime FC 106 183 -77 -42.0%
48 Morioka 101 124 -22 -18.2%
49 Fukushima 45 55 -11 -19.3%
50 YSCC Yokohama 34 42 -8 -20.0%
51 Fujieda 32 39 -7 -17.3%
52 FC Ryukyu 21 65 -44 -67.5%
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Ticket Price Attendance 
Attraction Rate RevPAS Ticket Price Attendance 

Attraction Rate RevPAS Ticket Price Attendance 
Attraction Rate RevPAS

G-Osaka 2,743 76.7% 2,103 2,361 70.2% 1,658 382 6.4% 445
Kashiwa 2,791 71.1% 1,985 2,558 69.8% 1,786 233 1.3% 199
FC-Tokyo 1,974 57.6% 1,137 2,001 50.2% 1,004 -27 7.4% 133

Fukuoka 1,177 40.2% 473 1,806 22.4% 405 -629 17.8% 68

Kobe 1,537 46.6% 716 1,905 48.9% 931 -367 -2.3% -214
Yokohama F･M 2,302 39.9% 920 2,441 47.3% 1,155 -138 -7.4% -236
Nagoya 2,633 45.6% 1,201 2,658 55.4% 1,473 -24 -9.8% -273

depending on the club’s adjustment of the price. For exam-
ple, in poor economic conditions, expensive seats will be 
conspicuously empty and Revenue will decline, so a club 
will be forced to lower the price to raise attendance attrac-
tion rate in an attempt to increase matchday revenue. 
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This is because there are other factors outside of ticket 
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as wins and losses, ranking, player injuries or trades, 
weather or days of the week, exist that cannot be ex-
plained as having a direct relation to the price. What is 
important is to always remain vigilant of the sensitivity of 
ticket price, which can be controlled by BM, and to under-
stand signs of past changes. 

RevPAS and Sold-Out Stadia
The sports business can be characterized by the linking of 
stadium management with revenue from broadcasting 
rights and sponsor revenue. Thus, it then becomes im-
portant how the attendance attraction rate is boosted and 
a sold-out stadium is achieved. Since a sold-out stadium is, 
in itself, a show in an extraordinary space, it tends to not 
only improve customer experience, but it also tends to 
motivate people to watch the match on the TV or Internet 
if they could not make it to the stadium. This leads to 
watching the match through media, and an increase in 
broadcast right royalties. On this point, the argument be-
hind RevPAS is that since it is specialized to matchday rev-
����!�		��"����		��	�����	��������
������"��"�	���
ticket price hiked to bring the RevPAS value up, making it 
appear to be successful; however, a drop in attendance 
		��	�����	��$�����
�������"���	�����
�����	�����	����
revenue sources, such as broadcast right royalties and 
sponsor revenue. It must be noted that this type of action 
requires a full and comprehensive decision. 



54

����������
��

�"�
�����$�������
��"�	�����
	���������V������	�X�����VX��\]^��
in March 2016, and now we have completed this second edition for the 2015 season. We 
are very grateful for the resonance it has received over the past six months among not 
only those involved in the sports business industry, but many others as well.
Our corporate principles include contributing to the expansion of the sports business 
market in Japan and Asia; but the response to our JMC has far outstripped our expecta-
tions and we believe this to demonstrate that we are doing our small part towards this, 
and we will continue to do so going into the future. 
In this 2015 edition, we have given consideration to the many comments our readers 
have provided to us, and we have organized them into the following two points:
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It remains a fact that the reality that has come into focus through the activities of the 
sports business group shows that the Japanese sports business industry has fallen behind 
in visualizing itself, such as with KPIs, the lynchpin of management. The PUB Report, which 
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hope to use our own JMC to provide support for KPI visualization as well as to present a 
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Before us now is the 2020 Tokyo Olympics/Paralympics, and the national government 
and Japan Sports Agency are taking the lead to aggressively push sports to become com-
mercialized. As is symbolized by the major broadcasting rights contract concluded by the 
J.League, the environment that envelopes the sports business market will also be marked 
by large, discontinuous changes, and we believe there will also be a risk for us to persist 
in business that remains bound by conventional KPIs. Therefore, we will use the JMC to 
also explore what KPIs are appropriate for this changing environment.
If the activities of the JMC can be of help in making sports into a business and expand the 
sports business market, then this will not only mark the birth of a new giant industry, but 
it will also facilitate the securing of resources to improve competitive potential and it will 
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whelming shortage. 
In this sense, we hope the JMC becomes a hub that links all of you, including stakeholders 
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We look forward to receiving your comments and opinions.

The Deloitte Tohmatsu Sports Business Group

J.LEAGUE PUB Report 2015 J.LEAGUE PUB Report 2016 
Summer

Editorial Postscript
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Deloitte has had a unique focus on the sports sector for over 25 years and we have 
worked with more sports organisations than any other advisor. The Sports Business 
Group at Deloitte LLP is a unique team of 20 specialists dedicated to working in the 
global sports business, based in the United Kingdom and regularly teaming with other 
Deloitte colleagues around the world. 

Our work with international and national sports governing bodies, federations, leagues, 
clubs, governmental organisations, event organisers, sports marketing agencies, stadia, 
investors, sponsors and rights holders means we are widely acknowledged as leading 
��"�
	����#���	
=���������"���$�"�������������
��	�����"��������"��
����
������
�
�����"����
	�	����!����������!�������!������	���!�	#	�����"����������
���

�
knowledge from major sports. Our experience and long-standing relationships mean 
we provide the highest level of service and add value to a project from the start.
The Sports Business Group also publish thought leadership that is recognised as au-
thoritative analysis within the sports industry. 
2016 saw the 25th edition of the Deloitte Annual Review of Football Finance, document-
ing the business and commercial performance of English professional football as well as 
���������	���$�"��������������=�{��""�	���!�������������*����		��`��	����V�����
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more about our publications, services and experience, please visit our website 
(www.deloitte.co.uk/sportsbusinessgroup).

With the unprecedented growth in interest and investment in the sport emanating from 
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and football worlds is becoming increasingly important to the game’s development 
across the continent. The second edition of the J-League Management Cup is in itself 
evidence of the interest in the sport and the growth of Japanese club football.

Dan Jones
Head of the Sports Business Group 
Deloitte LLP

Annual Review of Football Finance 2016 Deloitte Football Money League 
2016 Top of the table

Starting Point
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services which are delivered to many clients including multinational enterprises and major Japanese business entities 
through over 8,700 professionals in nearly 40 cities throughout Japan. For more information, please visit the Deloitte 
Tohmatsu Group (Deloitte Japan)’s website at www.deloitte.com/jp/en.
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insights, and high-quality service to address clients’ most complex business challenges. To learn more about how 
Deloitte’s approximately 225,000 professionals make an impact that matters, please connect with us on Facebook, 
LinkedIn, or Twitter.
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for any loss whatsoever sustained by any person who relies on this communication.

Deloitte Tohmatsu Financial Advisory LLC

Sports Business Group

Shin-Tokyo Building, 3-3-1 Marunouchi, Chiyoda-ku

(Zip code 100-0005)

TEL : +81 (3) 6213 1180

E-Mail : dtfasbg@tohmatsu.co.jp

URL : www.deloitte.com/jp/sportsbusiness
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