























Recognition of selected competitions Proportion n %

Do you at least recognise the competitions by name?

German national team
Bundesliga

Men's World Cup

DFB Cup

UEFA Champions League
Women's national team
Europa League
Bundesliga 2

FIFA Women’s World Cup 2011
Regional leagues

U-21 national team
Third division

Women's Bundesliga
U-19 national team

Premier League

As the standard-bearer for the association, the
men’s national team enjoys overwhelming
popularity. The results of the broadly-based
survey, which involved detailed interviews with
2,015 people interested in football and seeks
to chart the sport’s significance in Germany,
demonstrate that the popularity and impor-
tance of the national team has continued to

climb in relation to previous years.

The scores are certainly impressive. Of the 44.4
million people currently interested in football in
Germany and aged between 14 and 69, a quar-
ter actively play the game, the survey found.
Some 35 million follow the national team and
63 percent of these identify with it. This identi-
fication stems from values and attributes such
as team spirit, discipline, fair play, character,
commitment and fitness which, according to

the survey, the national team embodies.
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Efforts to promote girls” and women'’s football
are bearing fruit, with a significant increase in
interest in women'’s football. Nine million peo-
ple devote strong or very strong attention to
women'’s football, including 1.6 million whose
focus is exclusively on women'’s football. Re-
spondents gave reasons including: “Women
play attractive football”, “Women'’s football is
becoming increasingly popular”, “The techni-
cal ability is great to watch”, and “It's growing

as a key sport for women”.

This rise in attention can be mainly attributed
to the success of the women'’s national team
in recent years, the latest being at the UEFA
Women’s EURO in Finland. In the same way
as with the men, the team is the principal stan-

dard-bearer of the sport.

The high regard for the team led by DFB coach
Silvia Neid is reflected in its sixth place with
88 percent in the table of selected competi-

tions, leagues and teams shown here.

During the interviews for the survey, additional
questions were asked about Silvia Neid and
Steffi Jones. The DFB coach is generally per-
ceived as occupying the central role in
women'’s football and is seen as “a fair per-
son” who exudes “plenty of ambition” and
“conveys the sense that we can achieve some-
thing”. The majority of respondents agreed
that “she stands at the centre of women’s
football.” And Steffi Jones, president of the
Women's World Cup 2011 Organising Com-
mittee since the start of 2008, is in the front
line as an “ambassador for women’s football”.
The two leaders of women’s football are seen

by survey respondents as extremely likeable.

“The continuing growth of interest in girls’
and women'’s football is especially pleasing,”
said Dr Zwanziger. “l am absolutely sure that
the Women's World Cup 2011 in Germany will
be the catalyst for a breakthrough in girls” and
women'’s football on a broad front.” His view
underpins another finding of the survey: in
April 2009, 54 percent of respondents were al-
ready aware that the Women’s World Cup

2011 would take place in Germany.

“Two years before the event, this is a fabu-
lously good result that points to very success-
ful communication activities,” says SPORT+
MARKT. “When the men’s Handball World
Championship took place in Germany in 2007,
only eight percent of those interested in sport
were aware of it six months beforehand.”

Wolfgang Tobien

Federal president honours
Hannelore Ratzeburg
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The tireless commitment of DFB vice-president
Hannelore Ratzeburg to the development of
women'’s football in Germany has now been offi-
cially recognised. The ‘first lady of the DFB’ recently
received the honour of membership of the Order of
Merit of the German Federal Republic from Presi-
dent Horst Kéhler in Berlin. At the ceremony, Presi-
dent Kéhler stated that, as a pioneer of women's
football, Ratzeburg had played a huge part in the
current high level of recognition of the sport within

kGerman society."
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Song on the Nile under the 2011 banner

The partnership between Cairo and Frankfurt am Main goes back 30 years.
To commemorate this anniversary, the musicians and choir of the Sing- und
Spielkreis of the 2011 host city, which will stage the FIFA Women's World

Cup Final on 16 July 2011, gave several concerts in the

Egyptian capital under the direction of Heinz Marx, in-
cluding a major appearance before an audience of
more than 1,000 schoolqgirls at the German School. The
singers and members of the orchestra wore blue shirts
bearing the official emblem of the FIFA Women's World
Cup 2011, a unique way of publicising the forthcoming

Kfest/va/ of women'’s football in Germany.
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A year’s worth of Hamann photos )

Ballgefihl (A Feel for the Ball) is the title of a photo-shoot carried
out by star photographer Horst Hamann with the German
women’s national team. The Mannheim-born artist, who
achieved global fame with his New York Vertical collection, skil-
fully posed the players away from the field of play. What
emerged was a unique series of images uncovering a previously
unknown side to each of the players. The insightful portrait shots
are complemented by background copy from the pen of prize-
winning Barcelona-based author and sports journalist Ronald
Reng, best known for his book Der Traumhditer (The Dream
Keeper). Hamann's images and Reng’s text are now available as
a calendar, published jointly by the FIFA Women's World Cup
2011 OC and Edition Panorama, and limited to 2011 examples.
The calendars are numbered, adding a special personal touch.
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US Ambassador to Germany Philip D. Murphy talks about the
FIFA Women's World Cup 2011 and “the greatest of all sports”

Football is a wonderful tool

Football has often been described as the

most important minor matter in the world.

However, for Philip D. Murphy, U.S. Ambas-

sador to Germany since August 2009, foot-

ball is not so much a minor matter but an ef-

fective tool to fulfill his ambassadorial tasks.

In an interview with David Noemi, Ambassa-

dor Murphy, former head of Goldman Sachs

in Frankfurt and co-owner of the US women's

professional football club Sky Blue, describes

why he is so passionate about the beautiful

game, and particularly when the ones play-

ing are women.

As a big football fan, was it a nice co-
incidence for you to be appointed U.S.
Ambassador to Germany, the country
that will be hosting the upcoming FIFA
Women’s World Cup in 20112

It was a great coincidence. I'm thrilled about
the Women's World Cup 2011 as it's going to
be a great opportunity for women'’s football. |
expect that I'll be back in Augsburg as well as
in the other venues to watch some games.

Do you consider football, and particu-
larly big football events, as a powerful
tool for public diplomacy?

No question. | think football is unique as a
sport that brings people together. One of the
most important aspects of football is that it
takes no investment to play, only talent. You
just need a ball. Around the world you see
kids, both girls and boys, from a whole range
of economic and social backgrounds, come
together to play football. So yes, it's a won-
derful tool in public diplomacy.

Your kids Emma, Sam, Josh and Charlie
showed up in Hertha BSC jerseys on
the occasion of your presentation in

Berlin in August 2009, and
people still talk about it. Was
it the best way you found to
introduce yourself to German
society?

This is an example of what | was talking about.
Actually it was a surprise arranged by my wife.
The unfortunate thing is that Hertha have not
been doing so well since then.

How did you become such a great fan
of women'’s football as opposed to
American football or baseball?

Believe me | do like other sports. | grew up in
Boston where | supported both the baseball
and American football team. Mia Hamm'’s

in public diplomacy

Someone said to me that men were stronger
and faster, but I'm not sure if this is always the
case. There are some phenomenal women in
countries like the USA, Germany and Brazil.
Take Marta, who is as fast as anybody | have
ever seen playing the game. Instead of speed
and strength, if you look at finesse and the
quality of the moves on and off the ball, I think
women are particularly good.

You have one of the busiest jobs in
Germany. How do you manage to keep
your passion for football alive?

| do a lot of work with football. One of the
things we've succeeded in doing here since ar-
riving is to combine my day job with my passion
for football. The game between the USA and
Germany in Augsburg was a great example, as
Augsburg’s mayor, the head of the Green Party
Claudia Roth, the left party, the CSU, many
members of business and the press all attended
the game. Football provides a rare opportunity

Football brings
People together

husband, Nomar Garciaparra, used to be one
of our stars with the Red Sox. Nevertheless,
there is something magical about the beauti-
ful game, about football, and it's played par-
ticularly well by women. When you think
about the range of sports, football is really
special, especially for women.

For you, what’s the best thing about
women’s football?
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to become an integral part of a community.

As an active promoter of women'’s
football in the USA, can you identify
aspects of the overall development
strategy implemented in your country
that could also be applied in Germany?

| don’t think we can teach Germany about
how to develop women’s football. Germany

is one of the long standing powers in both
men’s and women'’s football. Germany are top
5 in both, and they have the best attendance
in men’s football through the Bundesliga. It's
hard to think of anything we can teach. Per-
haps the piece of US public policy that has had
the most impact on the women’s game is
something called Title IX. It was a policy passed
in the early 1970s, and it stipulated that for
every public dollar spent in @ men’s and boys
sporting activity, the same money should be
spent in that of women and girls. That, more
than anything else, has led to the dominant
position we currently enjoy in a number of
women’s sports.

The United States and Germany are
the top two national teams in the FIFA
Women’s World Ranking. Do you see
parallels in the way women’s football
has developed in both countries over
recent years? What are the main dif-
ferences at both national team and
club level?

Germany has had a professional league since
the nineties, and we started a professional
league in 2003, although that went out of
business, leading to the formation of a new
one this year. One big difference is that Ger-
many’s league has been more successful

and longstanding than ours. In

terms of similarities, we

share a deep commit-

ment to winning and

success. The USA

have historically

pulled a lot of their
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WOMEN’'S WORLD CUP

stars out of the universities — Mia Hamm was
indeed a North Carolina graduate. In my opin-
ion, if a game gets physical, then Germany are
favorites, but if it's a contest involving speed,
| think America would be favorites.

What can Germany learn from the two
editions of the Women’s World Cup
hosted by the United States?

We did organise two Women's World Cups,
but the one in 2003 was done at last minute,

:
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because China could not host it due to the
SARS epidemic. The big lesson to be learnt,
frankly, is that 100,000 people showed up for
the 1999 World Cup final in Pasadena, but we
didn’t have that number at the final in 2003.
The lesson therefore is just what Germany is
doing: start with the organization several years
in advance and begin the process of building
up towards it. Germany can also learn from
its own experience as the 2006 Men'’s World
Cup was a spectacular success.

What are your expectations for the
FIFA Women's World Cup 2011?

It will be an outstanding tournament. | assume
Germany will be one of the favorites if not the
favorite. If they are already formidable playing
on neutral grounds, they will be particularly
formidable playing at home. | also hope the US
team will be very competitive, and | expect to
see a strong Brazilian side as well. | saw Eng-
land playing Germany at the EURO final, and
they are impressive. And let’s keep in mind the
Scandinavian teams, who always perform well.
It's going to be a good World Cup.

Would USA — Germany be the perfect
final for you?

The USA against Germany at my former home
state, Frankfurt am Main, would be a perfect
final.

And who would win?

| would have enormous sympathy for Ger-
many, but the USA would win that game.

And would President Obama be there
as well?

| can’t speak for President Obama, but | know
he would be deeply interested. He is a big fan
of sports, and his daughters play. He
knows how important sport is.
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