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At a Glance:

1. The 2006 World Cup was an outstanding football event. Italy won this sporting
challenge whilst the people of Germany, as the host nation, filled the official World Cup
motto of "A Time to Make Friends" with more life (e.g. through public viewing) than
anybody could have ever expected. Germany's image around the world benefited
enormously.

2. The World Cup triggered economic growth. The Federal Statistical Office reported that
the positive development for the economy as a whole, especially during the 2nd quarter of
2006, was also due to the World Cup and not just with regard to the increase in gross
domestic product (GDP) but also with a view to the situation on the labour market. The
retail trade alone saw figures up by two billion euro before, during and after the World Cup.

3. During the application process for hosting the World Cup, the Federal Government had
already supported the German Football Association (DFB) by issuing to FIFA, the
International Football Federation, so-called government guarantees (concerning, for
example, security, visa procedures, labour regulations, customs and tax law,
infrastructure) without which it would not have been possible to host a major event of this
kind. All the government quarantees for the World Cup were precisely fulfilled under
the leadership and co-ordination of the Federal Ministry of the Environment.

4. In addition to this, the Federal Government had developed an ambitious hosting strategy.
In co-operation with the Organizing Committee headed by Franz Beckenbauer, the private
sector, associations and other partners, this hosting strategy was presented prior to the
World Cup in Germany and abroad at many events, programmes and campaigns. These
included, for instance, the initiative Germany — Land of Ideas, the Nation-wide Service
and Hospitality Campaign and the Artistic and Cultural Programme with the Football
Globe serving as the emblem.

5. The transport infrastructure was able to master the increased volume of traffic. The
Federal Government alone invested around 3.7 billion euro in routes which were of
importance for the World Cup. The goal of achieving that half of all visitors would travel to
the stadiums by public transport was surpassed by far thanks to the once-off combined
ticket that was valid during the World Cup.

6. On the basis of a visa strategy, the diplomatic representations in the eleven participant
countries which required a visa processed almost 30,000 visa applications in which the
World Cup was stated to be the purpose of the visit.

7. The National Security Strateqy which was prepared by a Federal Government and
Laender Committee headed by the BMI proved its worth. International co-operation by the
police with more than 500 liaison officers from the participating countries was especially
viewed positively. It was possible to prevent any significant incidents of fan violence.

8. For the first time ever in its history, the World Cup was hosted as a climate neutral
tournament. C02 emissions were compensated for by investments in India and South
Africa.

9. The conclusion reached by FIFA President Joseph S. Blatter was certainly a positive
one: "The World Cup in Germany was the best World Cup ever."
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1. Introduction: The World Cup in Germany was a huge

advertisement for the host nation

In sporting terms, Italy won the 2006 World Cup, but the true winner of this major sporting
event was the host nation Germany. For four weeks in the summer of 2006, people all over the
world celebrated an enjoyable, peaceful and happy football festival. Germany has won the
sympathy of many countries and in addition to its reputation as being punctual, reliable and
disciplined, the country is now seen to be hospitable, humorous and service-orientated. The

World Cup — a huge PR event for Germany.

Nowadays it is no longer possible to host major sports events like the World Cup without
government support. Before the decision on 6 July 2000, the Federal Government had already
supported the DFB in the application process by issuing a host of government guarantees (e.g.
transport infrastructure, visa procedures, work permits, security) to FIFA, the International
Football Federation, which have been precisely fulfilled under the leadership and co-ordination

of the Federal Ministry of the Interior.

In addition to this, the Federal Government developed an ambitious and diverse World Cup
hosting strategy that was intensively implemented in co-operation with the Organizing
Committee (OC) headed by Franz Beckenbauer, the World Cup cities, the private sector and
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other partners. According to all the experts, the goal of advertising the host nation Germany

throughout the world as an important location for business and science, an attractive travel
destination and a nation of culture, and of triggering excitement for the World Cup was truly

reached and even surpassed.

The atmosphere during the World Cup in Germany was unique. The mood of celebration was
wild and happy and people embraced the official motto of the World Cup "A Time to Make
Friends®. Especially the pictures of fan parties where millions of football fans came together
over the four weeks to celebrate peacefully and colourfully were broadcast by the media all

over the world.

The Federal Government made sure that fans without tickets also enjoyed the "shared football
experience", especially since many programmes, campaigns and fairs had enticed people all
over the world to come visit Germany. OC President Franz Beckenbauer aptly commented this
shared experience: "When | see the fans celebrating on the fan mile, then | say to myself that

is how God in Heaven really planned the world.”

The German national team gave an impressive demonstration of their skills and won third
place. Jurgen Klinsmann has shaped a young, strong team which without doubt has enormous
potential for future tournaments even after the change in trainer. On 14 August 2006 in
Schloss Bellevue palace, Federal President Horst Kohler awarded the "Silver Laurel Leaf" —

the highest distinction for athletes in Germany — to the German World Cup team.

Many surveys have shown that the World Cup has left a positive impression in Germany and
abroad. In addition to positive economic effects, the World Cup not only strengthened how
many Germans identify with their home country, it also boosted openness for other countries.

It would be difficult to find a better integration event.

Many people in many institutions put enormous effort and commitment into the many years of
preparation that went into making the World Cup happen. We can now say that this event was

worth all the effort. | would like to express a sincere word of thanks to all those involved.

Dr Wolfgang Schauble

Federal Minister of the Interior
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2. Government guarantees fulfilled precisely

21 The transport infrastructure met the demands of the World Cup

It was frequently forecast that considerable transport problems would arise during the World
Cup. However, this was hardly the case. The Federal Republic of Germany operates its own
network of rail and road transport along with a large number of airports. High-speed rail routes
and motorways link Germany's regions along with the twelve World Cup cities. This
infrastructure was capable of handling the additional traffic that resulted from World Cup
visitors. The transport burden which resulted from spectators and visitors was in fact
significantly higher than expected. Most of the stadiums were packed right down to the last
seat. One million foreign visitors were expected during the World Cup. However, more than
two million people came to Germany. In addition to this, the fan festivals, especially in the
World Cup cities, attracted so many visitors that before the tournament was finished these had
to be expanded in some cities. In Leipzig and Frankfurt, the World Cup stadiums were opened
for public-viewing events. In Berlin alone, almost one million visitors came to the fan mile

following its expansion.

These installation and expansion measures, which were completed in the years following
Germany's application to host the 2006 World Cup and which were designed to improve
access routes to the World Cup cities and stadiums were essential for what was largely
congestion-free arrival and departure. In recent years, a sum of around 3.7 billion euro was
invested in routes that were of importance for the World Cup. This included the building or
expansion of approx. 370 km of motorways around the World Cup cities. During the World Cup
itself, no long-term road works were carried out on federal highways within a radius of 50km
around the World Cup cities. In Kaiserslautern, arriving buses were regularly guided to their

parking places by municipal employees on motorbikes.

All the cities which hosted matches during the World Cup are linked to Deutsche Bahn's (DB)
ICE/IC network. The rail journey times between the cities have been drastically reduced in
some cases in recent years and main train stations were modernized. Just before the World
Cup kicked off, a huge celebratory event marked the opening of Berlin's "Hauptbahnhof" as
Europe's largest junction train station. In the World Cup cities, urban rail stations, regional rail
stations and stops, as well as local public transport rail routes via which spectators were

transported back and forth to the stadiums, were rehabilitated, converted or newly built. It was
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good to see that many fans used the rail service on offer, and Deutsche Bahn provided many

extra trains; and when it came to regional transport, Deutsche Bahn was reported as saying
that everything that had wheels was in use: According to its own figures, DB AG transported
around fifteen million additional passengers during the World Cup. An additional 370 extra
trains were used for the long distance service and around 10,000 additional trains were used

in the local network.

This was the first time ever that at a sporting event of this kind the admission ticket to the
stadium was also valid for all means of public transport (combined ticket). In addition to the
investments made, the combined ticket was also the reason why the by far greater share of
spectators used public transport to travel to the stadiums. The goal of transporting at least half
of spectators by public transport was surpassed by far in the majority of World Cup cities. 90
percent of spectators in Berlin used public transport, however, this figure does include P+R
transport, and in the cities of Cologne, Hanover, Gelsenkirchen, Hamburg, Stuttgart,
Nuremberg and Munich, the share of spectators using public transport was as high as 70
percent. Many special transport services were offered by DB AG and public transport
companies. Despite the large crowds, DB AG and the public transport companies, together
with their staff, offered a perfect service in an effort to ensure stress-free, comfortable and fast

travel.
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The World Cup host cities invested millions in installing telematics systems so that fans could
be quickly and safely guided to the stadiums using IT-supported traffic routing systems. The
lasting benefits will be enjoyed by millions of commuters travelling to work. The World Cup

signage basically comprised an additional sign with three fields showing the World Cup logo,
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the arena symbol for the stadium and a colour square for guiding target groups. This kind of
additional sign was also installed in the federal highway network and in the road networks of
the World Cup cities. This signage was also used by DB AG and the transport associations
and companies in the World Cup cities. The recommendations for signage which were based
on seating in the stadium were largely observed. In the areas where these signs were
installed, spectators travelled to the stadiums via different routes and using different means of
transport and/or lines. This helped to entangle traffic in and around the stadiums and

contributed towards a smoother flow of traffic.

According to first estimates by the project partners
of the SOCCER transport research project, which
was initially managed by the Federal Ministry of
Education and Research (BMBF) and then by the
Federal Ministry of Economics and Technology
(BMWi), the project was a full success. Within the
scope of this project, additional traffic data was

gathered during the World Cup in the cities of

Berlin, Stuttgart and Cologne using new, air-based data capturing methods from German
Aerospace Centre DLR. This data was then combined with terrestrial data sources. In
Cologne, the use of this DLR technology in a Zeppelin is said to have drastically reduced
journey times to and from the stadium (now approximately 1 hour compared to the previous 2-
3 hours required). The project was also considered a success in Berlin (data capture by plane)
and Stuttgart (by helicopter); the new technology is also to optimise traffic flows during other

major events.

2.2 The National Security Strategy proved its worth

The National Security Strategy drafted by a Federal Government and Laender Committee
provided the framework for all measures by the federal and state law enforcement authorities
during the 2006 World Cup and definitely demonstrated its value. This was also recognised by
Germany's partners abroad: Austria and Switzerland are planning to use to a large extent the

German World Cup security strategy for the 2008 European Championship.

With regard to hooliganism, Germany's police were particularly successful with preventive law
enforcement measures when dealing with people who threatened to commit acts of violence
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before the 2006 World Cup began. Potential troublemakers were specifically warned, certain

individuals were required to report to the police or banned from entering inner cities or stadium
areas. Thanks to this kind of early action, it was possible to largely prevent any significant

incidents of violence between German and foreign fans.

Security in the stadiums was warranted at all times. The public viewing events which
contributed greatly towards the unique atmosphere of this World Cup were peaceful. Due to

the large crowds of German and foreign fans, these areas were expanded in many cities.

Temporary internal Schengen border controls adapted to the situation were conducted under
the responsibility of the Federal Police. In this context, the legal possibilities for rejecting
foreign nationals who were a threat to public safety and order in Germany were checked and

implemented.

Comprehensive international co-operation with foreign participating
countries and with neighbouring and transit countries, which were
relevant for security preparations, also helped to make this World

Cup such a success. Germany's federal and state (Land) police

forces co-operated closely with liaison officers deployed to
Germany and who supplied the German police with particularly valuable information
concerning their national team's supporters. The forces from 13 European countries who were
deployed to perform customary Federal Police work did an excellent job and were competent
contacts for their fellow countrymen. On the whole, the more than 570 foreign officers who
provided advice and support contributed greatly to a peaceful and safe celebration of football

in Germany.
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The National Information and Cooperation Centre (NICC, part of the Federal Ministry of the
Interior) prepared approximately 50 national situation reports and was visited around 80 times

by specialists (individuals and groups).

Circumspect behaviour on the part
of the police won considerable
sympathy among the population.
The saying "the police — your friend
and helper" had an entirely new

meaning. Co-operation between all |
those involved and the dialogue
presented are now to be continued
after the World Cup and will flow
into everyday work. The findings
gained during the 2006 World Cup

can also act as a model for managing future major events in Germany.

In the National Security Strategy, the role of the THW (Federal Agency for Technical Relief)
was primarily to support threat prevention authorities in the event of a high number of
casualties. In addition to the THW units in place throughout Germany, support was also
available especially in terms of deployment options such as management support, lighting,
preparation of supply rooms, guidance and road blocking services and logistics, as well as
specialists with different areas of expertise. The contributions foreseen to fulfil the government
guarantees were made in full. The THW forces handled the supply of first-aid zones with
electricity and light, support for rescue measures, the preparation and maintenance of supply
rooms as well as catering for the forces. In addition to the several thousand helpers who were
on call during the World Cup, the forces also clocked up more than 17,000 helper days. This
corresponds to an average of 700 helpers in action on each day of the tournament. Liaison

personnel and advisers also co-operated on all levels with operations control centres.

Furthermore, the THW provided specialists to maintain telecommunications under emergency
conditions and to locate and secure buildings under complex, hazardous situations. Outside
the stadium, voluntary THW forces were in action at fan festivals and public viewing events

and in order to support the Federal Police.
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From the point of view of the THW, co-operation
with other federal organizations as well as
intensified contacts on municipal level and with
the interior ministries of the Laender marked a
further step towards the necessary bringing
together of federal resources whilst also
combining the forces of the federal Laender at the

same time. This means that the very best was

made of the once-off opportunity offered by the

"World Cup Rehearsal".

The Federal Ministry of Defence (BMVg) also contributed manpower and funds to the National
Security Strategy. In terms of content, this contribution was based on the planned "technical
administrative assistance" measure. More than 100 applications for support services were
made by federal and state agencies. The majority of these applications were for paramedical
support. Other applications were primarily for the provision of accommodation and catering for

federal and state police forces and for technical support by NBC defence experts and officers.

The Federal Minister of Defence generally approved the support requested within the scope of
technical administrative assistance against payment and ordered the planning and
implementation of such support in co-operation with the authorities requesting such services.
In general, services were approved for technical administrative assistance services to the

amount of €5 million for the following:

0 Deployment of 1,700 soldiers from over 50 sites — including 700 soldiers on call as

"helping hands"

o Accommodation and catering for 3,500 federal and state police officers in 40

Bundeswehr (Federal Armed Forces) facilities

o Operation of a rescue centre in Kaiserslautern with a focus on emergency surgery.
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In addition to this, the Federal Minister of Defence decided to make available the existing and

available capabilities of the Bundeswehr in such a manner that prompt support for the Laender
and municipalities was warranted during the 2006 World Cup, for example, in the event of a
major disaster. This decision was implemented in a Bundeswehr support strategy for the
Laender and municipalities during the 2006 World Cup. All the Bundeswehr forces not
deployed abroad and their capabilities were generally made available for the support options
contemplated in this strategy. All in all, approximately 5,300 soldiers and civilian Bundeswehr
employees were included in the planning on different stand-by levels for the duration of the
2006 World Cup.

In co-operation with the other ministries involved in the National Security Strategy and in
support of the police stations in charge, preparations by the German Luftwaffe to secure the
airspace also went according to plan. The Federal Minister of the Interior had requested
approval for the use of AWACS aircraft within the scope of the 2006 World Cup. The use of
AWACS aircraft in co-operation with the NATO headquarters SHAPE and the tactical air
command units and the forces of the Luftwaffe's airborne airspace defence made it possible to
adequately secure the airspace during the 2006 World Cup during periods identified as high-

risk times.

2.3 Visa issuing by the German diplomatic representations abroad

Within the scope of its guarantees for hosting the 2006 World Cup, the Federal Government
assured FIFA that it would provide guests coming from all corners of the earth and who
required a visa to enter Germany with fast and service-orientated visa procedures. This was
the case, for instance, for citizens from the following countries which had qualified for the 2006
World Cup: Angola, Ivory Coast, Ecuador, Ghana, Iran, Saudi Arabia, Serbia and Montenegro,
Togo, Trinidad and Tobago, Tunisia and Ukraine.

In co-operation with the Federal Ministry of the Interior, the Federal Foreign Office drew up a
strategy for issuing visas which fulfilled this government guarantee. The applicable provisions
under European and German foreigners law were also adopted for the issuing of visas to
visitors and to participants of the 2006 World Cup.

The Federal Foreign Office and its diplomatic representations abroad introduced all

conceivable precautions both prior to and during the World Cup in order to ensure, in line with
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the guarantee given be government, that prompt and customer-orientated visa procedures

were warranted for visitors to the 2006 World Cup. Thanks to the efforts of staff at the visa
offices at the German diplomatic representations abroad, it was possible not just to fulfil the
government guarantee but also to check each and every application in order to prevent any
visa misuse. In the eleven participant countries alone which required a visa for the 2006 World
Cup, the diplomatic representations processed almost 30,000 visa applications where a visit to

the World Cup football tournament was stated to be the purpose of the visit.

2.4 Waiver of work permits guaranteed

The government guarantee issued to FIFA concerning the waiver of work permits was fulfilled.
Persons accredited by the Organizing Committee to prepare for, participate in, carry out and
follow up the World Cup were issued residence permits without having to obtain the approval
of a government employment agency. This applied in particular to representatives, employees
and persons working on behalf of associations or organizations, including referees and their
assistants, players and paid staff of participating teams, representatives of the official
association partners and official licensing partners, media representatives including technical
staff, as well as employees of television and media partners. This rule dated 22 November
2004 (Section 12 of the ordinance on the admission of foreigners for the purpose of taking up
employment (§ 12 Beschaftigungsverordnung)), which refers to all international sports events
for which the Federal Government issues performance guarantees, came into effect on 1
January 2005 and was successfully applied both during the Confederations Cup 2005 and the
2006 World Cup.

2.5 Working time regulations

The German states (Laender) responsible for enforcing the Working Time Act fulfilled the
government guarantees on working time. The guarantees referred to general exemptions from
working time regulations for the period from 1 May to 20 July 2006 for the preparation,
performance and finishing up after the final round of the World Cup (extension of working
hours without having to obtain special official permission) for persons accredited by FIFA (such
as employees working on behalf of associations and organizations, referees and players as
well as media employees). This procedure was a full success. Smooth processes were

warranted, administrative effort was kept to a minimum and no difficulties arose.
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2.6 Easier customs and tax procedures

Near the end of January 2006, the Federal Ministry of Finance (BMF) published a special
brochure with information on customs and tax regulations for the 2006 World Cup and
provided the OC with copies in the four official FIFA languages: German, English, French and
Spanish. Produced in consultation with the OC, Hesse’s Ministry of Finance and the BMF, this
special brochure addressed the participating foreign football associations and their staff,
officially appointed managers, coaches and players of each national team. The brochure
explains details of customs regulations, provides general tax information and addresses

regulations concerning income and corporate tax as well as issues related to VAT law.

In February 2006, the OC was given the names of persons in numerous airport customs

offices to contact in case of any difficulties with customs clearance for individuals or cargo.

In April 2006, representatives, staff and official guests of FIFA, referees and their assistants
and the participating foreign team delegations were granted privileged clearance to formally
facilitate customs clearance. Thanks to the above-mentioned measures, all government
guarantees related to the Federal Ministry of Finance were fulfilled in a timely and

comprehensive manner.
2.7 Protocol / National anthems and flags

The Federal Government's protocol strategy (under the leadership of the BMI and drafted and
co-ordinated with all federal constitutional bodies, the federal states, the World Cup cities and
the OC), which was regarded as the working basis for the Federal Government and as a
recommendation for the Organizing Committee, proved itself to be a success. The Federal
Government's protocol requirements as expressed in this strategy were implemented
accordingly by the OC. In almost all cases, it was possible to reach the goal set, i.e. the
attendance of a member of the Federal Government to represent the host nation at each
match during the World Cup. Of the 64 matches that took place, the Federal Government only
missed three, and at eleven matches, the host nation was present on minister of state and/or
parliamentary state secretary level. The OC was responsible for playing the national anthems
and hoisting the flags.
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3. The Federal Government’s World Cup Hosting Strategy

In co-operation with the Organizing Committee (OC) headed by Franz Beckenbauer, the World
Cup cities, the private sector and other partners, the Federal Government developed an
ambitious and diverse World Cup Hosting Strategy that was intensively implemented even
before the tournament began. According to all the experts, the goal of advertising the host
nation Germany at home and abroad as an important location for business and science, as an
attractive travel destination and a nation of culture, and of triggering excitement for the World

Cup was reached.

The four building blocks of the hosting strategy were:

—

. Government contributions/federal ministry projects
2. PR for Germany
3. Artistic and cultural programme

4. Nation-wide Service and Hospitality Campaign

3.1 Government contributions/federal ministry projects

The federal ministries were involved in many different areas of activity, such as accreditation,
media support, environmental protection, protocol, special activities (e.g. commemorative
coins and stamps), health, tourism, consumer protection, trademark protection, logistical
support, sport policy/sport sciences, arts and culture as well as school and youth campaigns.

The result was very positive:

Green Goal achieves ecological sustainability

For the first time in World Cup history, quantifiable environmental goals were agreed for the
World Cup in Germany and implemented in the Green Goal environmental project for the fields
of energy, water, waste and mobility. Green Goal was initiated by the Ministry of the
Environment, Nature Conservation and Nuclear Safety (BMU) which then assumed an

advisory role during the implementation of the project.
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The stadiums, media centres and hospitality areas were estimated to require 13 million

kilowatt hours of electricity during the four-week tournament, this roughly corresponds to the
annual consumption of 4,000 one-family homes. Thanks to a "substitution solution" developed
for the World Cup, 13 million kilowatt hours of certified eco-electricity generated in water power
stations in Switzerland were fed into the German network between January and June 2006

and allocated to electricity consumption for the World Cup.

Rain water cisterns were built in the World Cup stadiums in Berlin, Frankfurt, Nuremberg and
Stuttgart. Together with the use of surface water and well water in Hanover or Hamburg,
respectively, it was possible to avoid using drinking water to irrigate the football pitches which
accounts for the greater share of water demand in stadiums. The rainwater collected was also

used to irrigate green areas, areas bordering the pitch and for flushing toilets.

For the first time ever at a World Cup event, beverages were served using deposit-return

systems. And catering in public areas worked without conventional disposable systems.

Thanks to the combined ticket, all World Cup visitors were able to use public transport free of
charge to reach the stadium on the day of play. This was a first at a major sports events of this
kind and was used by far more visitors than expected (refer also to the section on transport,

page 6).

In addition to this, the World Cup was hosted for the first time ever in the history of World Cup
championships as a climate neutral event. C0O, emissions were compensated for by
investments in India and South Africa. The financial efforts of the Organizing Committee, FIFA
and the sponsors secured the funds to finance this climate protection project. Some €1.2
million was spent on compensating for unavoidable greenhouse gas emissions caused by the

World Cup in Germany.

There was considerable interest expressed abroad in the Green
Goal . Press reports were published in all parts of the world.
People in charge of organizing future major sports events have
expressed their interest in developing comparable solutions.
The Federal Ministry for the Environment, Nature Conservation

and Nuclear Safety has commissioned scientific documentation

of the entire project. The "Legacy Report* is due to be presented in November 2006.
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"streetfootballworld festival 06" was a full success and is also to take place in 2010 in
South Africa

This project by the Youth Football Association, which has been sponsored since 2002 by the
Federal Ministry for Family Affairs, Senior Citizens, Women and Youth (BMFSFJ) and the
Federal Ministry for Economic Co-operation and Development (BMZ), now networks 80 social

street football projects around the globe.

The highlight of the project was the 1% street football world ("festival 06") which was held
between 2 and 8 July 2006 in Berlin's Kreuzberg district and which underpinned the social
dimension of the game. An outstanding international opportunity for interaction between social
projects was made possible by the 180 players from street football projects from all over the
world. 22 teams from all continents competed at Mariannenplatz for the Andrés Escobar Cup
and spectators included numerous top names from the worlds of politics and sports. This
sports event was accompanied by an ambitious inter-cultural culture programme featuring
films, music and a "Player's Minute of Silence" (involving people from all regions of the world)
in a specially prepared football stadium designed to hold 2,000 spectators. All in all, 20,000
spectators visited the festival.

Quotes from some visitors:

Frank-Walter Steinmeier, Federal Foreign Minister: The World Street Football tournament

deserves very special praise. Let us hope that the spirit of peace and reconciliation
demonstrated in Kreuzberg will grow.”

Joseph S. Blatter, FIFA President: "The street is and always has been where the game

begins. Football is hope, a school of life and the best way towards integration. FIFA

continues to support street football world-wide . As a task and as a social responsibility."
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Boris Becker, three times Wimbledon champion: "Sport has its own rules, it knows no

skin colour and no religion, as we can see here, that is its secret.”

Wiadimir Klitschko, world boxing champion: “Football is perfect for international

understanding. It is a great project, it is a great atmosphere and it is great how young
people play together here."

Gerd Hoofe, Parliamentary State Secretary at the Federal Ministry for Family Affairs,
Senior Citizens, Women and Youth (BMFSFJ): "The Street Football World Festival 06

brings young people in from the outside“.

Within the scope of a strategic alliance with FIFA, the 2™ Street Football World Festival is to
take place in 2010 in South Africa. The Federal Ministry for Family Affairs, Senior Citizens,
Women and Youth will continue its basic promotion of this internationally much-recognised

project.

The Federal Ministry for Economic Co-operation and Development (BMZ) sponsors the
"World Cup Schools - Fair Play for Fair Life*

In 205 German schools, around 250 pupils worked on projects related to a FIFA partner
country under the motto "World Cup Schools — Fair Play for Fair Life“. One developing country
was assigned as a partner country to each of the around 137 schools. 34,000 pupils have

been working hard for two years on the challenges of development

co-operation in the respective countries. The patrons of the "World

Cup Schools" project are Federal Minister for Economic Co-

operation and Development Heidemarie Wieczorek-Zeul and Jurgen

Klinsmann (co-founder of the Youth Football Association). An
exhibition by the schools showing their project countries was held in Potsdam's Town Hall in
early June 2006. The World Cup Schools Final, which was also held parallel and in which
around 1,000 pupils took part, strengthened ties between football, global learning and event-

based teaching, not just on the pitch but also in the events on offer behind the lines.

Development Policy Youth Exchange

A development policy youth exchange project was jointly organized on behalf of the BMZ by

the ASA programme of the company InWEnt gGmbH in co-operation with streetfootballworld
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gGmbH: Thirty pupils and ten teachers from ten “World Cup schools” spent two weeks at the

beginning of 2006 visiting street football projects in Peru, Brazil, Kenya, South Africa and
Senegal. The visits gave the pupils aged 15 to 18 from a variety of secondary schools an in-
depth look at the work of social projects in the Southern Hemisphere which use football to
explore development issues in their local surroundings. With this project, it was possible to
successfully communicate the social dimension of football and its potential for development

and international understanding to young people with different levels of education.

"One World Day" by the BMZ at the Berlin "Fan Festival”

On 1 and 2 July 2006, the One World concept was presented to a broad public at Berlin's Fan
Mile in a diverse programme from Africa, Latin America and Asia. All the artists who appeared
are themselves involved in social projects, and in front of Berlin's Brandenburg Gate they gave
spectators an insight into their activities. Their appearances and a slide show with impressions

from developing countries were broadcast on all the screens along the Fan Mile.

"Making kids strong" was the BZgA's contribution to the OC campaign

The sports club competition was launched by the Organizing Committee under the motto "Club
2006 — The FIFA World Cup in the Club®. Sports clubs were able to apply, for instance, with a
World Cup activity day on the topics "A Time To Make Friends®, "Green Goal" or "Making Kids
Strong/Smoke-free". The Federal Centre for Health Education (BZgA) is taking part in this club
competition with the "Making Kids - Strong" campaign and the "smoke-free®
topic. The aim here was to make E&E use of the attention given to the World Cup

and to communicate anti-addiction messages. Football clubs were encouraged

to make addiction prevention an integral part of their work with children and

youths.

All in all, almost 900 clubs held an activity day. More than half of them (477 clubs) opted for
one of the BZgA topics: 310 held their World Cup activity day under the motto "Making Kids
Strong", 167 clubs chose the "Smoke-free" motto. The clubs received a support package
containing material on both campaigns as well as a questionnaire about the scope and
intensity of the efforts and about the level of acceptance for the topic of addiction prevention.
The questionnaires were returned on a voluntary basis. They supplied the BZgA with
information about the initial impact in the clubs. The results of the preliminary evaluation of the
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questionnaires returned were largely positive. For many clubs, addiction prevention is a

relevant topic. Many of the clubs now want to develop rules for dealing with alcohol and
tobacco on the basis of the experience gained up to now. The intermediate evaluation shows
that the BZgA's involvement in the club campaign beyond the year 2006 will make it possible

for the "Making Kids Strong" and "Smoke-Free" topics to gain a lasting foothold in many clubs.

Following the formal end of the "Club 2006“ competition in July 2006, the OC sent a "Thank-
You Brochure" to all the clubs that took part in August: "Best of Club 2006“. This gave the
clubs the opportunity to continue their efforts for "Making Kids Strong" or "Smoke-free — Our
Club is Taking Part", so that they can benefit from the BZgA's services (advice and supporter

packages) offered.

Campaign: "No Smoking, Please"

In a "Memorandum of Co-operation" in 2002, FIFA and the World Health Organization (WHO)
announced that sport and smoking are not compatible. The aim was to protect spectators in
the World Cup stadiums from the risks of passive smoking during the World Cup in Germany.
This was why the BZgA on behalf of the Federal Ministry of Health (BMG) joined forces with
the OC to develop measures for the protection of non-smokers in the World Cup stadiums.

The heart of the measures was a World Cup TV spot

\ by the BZgA (length: 20 seconds) which was

/ NICHTRAUCHERSPOT

NO SMOKING, PLEASE. broadcast in the infotainment programme several

/ @ /
IIII -

wwwrauchfrei-info.de

times at the beginning of each match and again
during half-time for the duration of the entire World
Cup tournament. This spot shows renowned
international football stars like Germany's team
captain Michael Ballack, along with national players
Lucio (Brazil), Roque Santa Cruz (Paraguay) and
Owen Hargreaves (England) speaking out in favour
of no-smoking. This ad was supplemented by
stadium announcements, signs with the "No Smoking, please” slogan in the access areas to
the different sectors of the stadiums, as well as print advertising campaigns by the BZgA in the

official tournament programme. Moreover, television stations which had planned to broadcast
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reports during the event were contacted and requested to broadcast the spot. The TV stations

broadcast the spot more than 140 times in June 2006.

Successful support service programme for fans and visitors by the Fan Project Co-
ordination Centre (KOS)

KOS, which is equally supported by the Federal Ministry for Family Affairs, Senior Citizens,
Women and Youth (BMFSFJ) and the DFB, was commissioned to develop and implement a
support service programme for fans and visitors. Service and information for national and
international fans formed the core of this strategy which was designed to create a friendly and
hospitable atmosphere. Information was provided in a 132-page Fan Guide and on the

website: www.fanguide2006.org, whilst the fan embassies set up at each venue were

responsible for support and service. The fan embassies were backed by an international
network of fan experts from eleven nations. This concept was rounded off by co-operation with

FARE (Football against Racism in Europe) and anti-racist components were implemented.

The following factors played a key role in the success of this measure:

o Football fans were met with respect on all levels, they were seen as an elementary part
of the World Cup rather than as a security risk. This recognition was repaid by a great

atmosphere, not just in the stadiums but at the public venues too.

o The motto of the World Cup was brought to life, not just by the Organizing Committee
which was in charge of the support service programme for fans and visitors, but also by

the cities with their impressive public viewing events.

o This created an atmosphere in which the World Cup was both accepted and carried by

the entire population.

Summing up, it can be said that experience at international tournaments once again shows
that a hospitable atmosphere in which fans are respected is the best guarantee for safe
hosting. Potential troublemakers have no ground to work on and their activities come to

nothing.
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The "DAAD Academic Football Cup” — a different kind of exchange

The DAAD Football Cup by the German Academic Exchange Service took place at the end of
April 2006 on the "Jahnwiesen" behind the Rhein-Energie Stadium and in the Bocklemind
sports centre in Cologne. In December of last year, the DAAD called on foreign students in
Germany to form university, national or regional teams and to write creative team and country
portraits. The response was overwhelming: Around 120 teams from 31 nations, from Egypt to
Vietnam, applied, including various regional teams and many colourful teams. In order to
ensure a fair selection process, TV journalist Carmen Thomas, who is also patron of the
DAAD selection committee, selected the 16 competitors. Thanks to the support of the Federal
Ministry of Education and Research (BMBF), the tournament was a success. Dr Norbert

Lammert, President of the German Bundestag, served as patron for this tournament.

The sporting competition was part of a large scholarship meeting where around one thousand
foreign students and their families celebrated a festival of cultures in a friendly, sporting and at
the same time academic setting. In this way, the DAAD was able to combine two of its fields of
activity in an attention-grabbing event: the scholarship programmes and the alumni
programme for foreigners (financed by the Foreign Office) and the marketing programmes for

academic studies and research in Germany (financed by the BMBF).

The BMBF supported the "2006 RoboCup" World Cup in Bremen

In 2005, another "Football" World Cup took place in
Germany, namely the World Cup in robot football which
was held between 14 and 18 June 2006 in Bremen.
The RoboCup is a research initiative in the field of
robotics that is seriously pursed world-wide. The aim of

these activities is to develop a football team of

humanoid robots by the year 2050 which can play and
defeat the then reigning FIFA World Champion.

Over 2,600 competitors in 440 teams from 36 countries took part in this, the biggest event in

international robotics. During the four days of competition, play-off games took place in eleven

TTE-ET  DmllEEE T PRI =TS EE s B ELI R
-21 -



Review

leagues. In exciting matches, the robots demonstrated their speed and ability to co-operate

when playing football. In addition to the football leagues, the RoboCup also featured
competitions for rescue robots where autonomous, automated rescue helpers search for
casualties in mock scenarios. The BMBF also supported the RoboCup Junior competition for

young talented competitors.

More than 15,000 people came to the venues. In the media alone, there were more than 1,600
reports about the 2006 RoboCup. Media partner ZDF gave the RoboCup more than 5 hours of

television coverage.

Multimedia information with SmartWeb

The 2006 World Cup was one of the application fields for the demonstrator of the SmartWeb
innovation supported by the BMBF. The core idea of this innovation concept is access to
Internet content by voice dialogue. This means that spoken queries must be translated into
queries for Internet search engines and the results of the search must be browsed on the basis
of the desired content. As a final step, the reply to the query is output — generated as a voice
output. SmartWeb can supply a precise reply to a question posed in everyday language.
Generally speaking, it can process any questions the answer to which can be found in
documents on the Internet. Multimedia information (text, photos, videos) related to the 2006
World Cup was one field of application for SmartWeb. When asked: "When did Germany last
win the World Cup?" SmartWeb answered: "1990". A picture of the team was also shown on

the mobile phone display.

The system was demonstrated as a prototype on an MDA Pro SmartPhone from T-Mobile and
can also be accessed in a car per voice control whilst the current Internet information is
evaluated via a DMB receiver. SmartWeb was presented to the public and the press during the
World Cup in Bremen at the RoboCup 2006.

The overall management of this project is in the hands of the German Research Center for
Artificial Intelligence (DFKI). Partners in this project are BMW, DaimlerChrysler, Deutsche
Telekom AG, Siemens, the universities in Erlangen-Nuremberg, Stuttgart, Saarbricken,
Karlsruhe and Munich, Fraunhofer Gesellschaft as well as the companies EML, Ontoprise and

Sympalog.
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Servingo and Cinevision

On 14 June 2006, the "New Media Day" project was held in Berlin's CinemaxX film theatre at
Potsdamer Platz. This event was jointly sponsored by the Federal Ministry of Economics and
Technology (BMWi), the "Germany — Land of Ideas" initiative and the federal marketing
agency "Invest in Germany*. In conjunction with the World Cup, outstanding achievements in
research and development "Made in Germany“ were presented in order to highlight just how
attractive Germany is as a centre of high technology. The focus of activities here was placed
on multimedia developments
supported by the BMWi:
Servingo, an Internet-based,
mobile  information  and
communication platform for
the  World Cup and
Cinevision 2006 in which a
world first was presented, a
high-resolution cinema

system of tomorrow that can

be used, for example, to
broadcast major events live. As an additional highlight, Germany's first-round game against
Poland was shown in excellent digital cinema quality. Around 400 German and foreign guests,
including many VIPs and more than 50 accredited press representatives, attended this event.
Apart from the extremely positive response received, there are also signs of concrete business

contacts and even of possible investment decisions.

International Green Week 2006 — Getting in the mood for a colourful (football) Germany

The appearance by the Federal Ministry for Food, Agriculture and Consumer Protection
(BMELYV) at the 2006 International Green Week focused strongly on the World Cup. Under the
motto "Fair Play on Every Field®, connections were drawn between topics of the Ministry at the
first big international consumer exhibition of the year and the up and coming football festival.
The "first visit by the international community" was used to present Germany as a colourful,
attractive destination and as an innovative, football-crazy nation. The theme hall of the BMELV

was reminiscent of a football pitch. Football was used in a playful manner and integrated into
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the different exhibition modules and the stage programme. A panel discussion on the topic of

"Diet and exercise" with Thomas Berthold (1990 football world champion), sports medicine
expert Prof. Kindermann and Parliamentary State Secretary at the BMELV, Dr. Gerd Mdller,
proved that professionals also consider a balanced diet to be important. Linking the topics of
the BMELV with those of football generated considerable interest and enthusiasm among

visitors.

Child's play — on tour

The subject of football was also integrated into current campaigns by the BMELV. This was the
case, for instance, with the "Child's play — on tour® project within the scope of the "Germany is

moving“ initiative.

Football was also integrated into the campaign titled "Really fair. Buying with care", for
instance, by using a fair-trade football to highlight and explain sustainable production

conditions.

Minister's Cup by the Federal Ministry of Defence

As part of the Federal Government’s hosting strategy for the 2006 World Cup, the Bundeswehr
(Federal Armed Forces) initiated various activities to heighten anticipation for this major event.
In 2005, these included, for instance, the military world cup, the benefit match with
generals/admirals against the German national team of top chefs, the return leg of which was
played on 14 August 2006 in Osterholz-Scharmbeck, as well as the Minister's Cup (BM Cup),
which took place for the first time in 2005 as a football tournament with six participating teams
from different organizational areas of the Bundeswehr. In addition to this competition, another
highlight was the charity event held on 23 May 2006 where a Bundeswehr team made up of
players selected from all participating teams played against first-league team Alemannia
Aachen. This event will be brought to a close by the repeated organization of the 2006 BM-
Cup which will be played in the first half of September. The final will be held on 14 September
2006 in Berlin.
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The BMI's plan for dealing with issues of foreigners law

As part of its preparations for the 2006 World Cup, and supplementing the German Foreign
Office's visa strategy and the National Security Strategy, the Federal Ministry of the Interior
(BMI) developed a plan for dealing with issues of foreigners law. This plan provided the legal
and organizational information and guidelines to accompany the 2006 World Cup and thus
warranted smooth procedures. The implementation of this plan proved to be helpful and
productive for co-operation with the federal agencies responsible for executing foreigners law.
The plan for dealing with issues of foreigners law made it possible to find fast and effective
solutions, such as the visa extension by foreigners authorities for members of foreign

delegations and for visitors.

Even before the World Cup kicked off, the Federal Agency for Migration and Refugees (BAMF)
received a request to carefully monitor the respective developments in entry numbers. In order
to be able to retrieve this information by statistical means, the "FIFA 2006 World Cup" status
was integrated into the MARIS IT system on 3 May 2006 and the field offices were ordered to
capture this data for visitors to the World Cup who were in possession of a visa. The BAMF

reported that up to now just one application for asylum had been received in this context.

The Federal Agency for Civic Education: Football — more than just a game

The Federal Agency for Civic Education used the 2006 World Cup as an opportunity to
highlight the social, economic and political context of this sport in new publications and events
under the motto "Football — more than just a game". Specific values such as team spirit,
fairness and tolerance can be communicated through sport. These values are fundamental to

a functioning civil society.

The "schedule" included, among other things, exhibitions and discussion
events, an online special feature at: www.bpb.de, an educational
computer game "Training Camp - A Game for Learning Fairness and
Tolerance®, special editions of the "fluter" youth magazine, information
on political education, a topic in teaching, and the computer program
GrafStat. The importance of football in African society was also ,
highlighted within the scope of the "Africome 2004-2006“ events that ﬁ'a/”i”gs'

Fairness « Toleranz - Zivilcourage
Ein PC-Programm i handiungsorintienes Lermen
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focused on Africa. The mobile "Fan Shop of Globalization", an exhibition by the Federal

Agency for Civic Education, was particularly successful. This exhibition which was housed in a
12-metre long sea container, toured through nine of the 12 World Cup venues between 4 May
and 14 July 2006. Several thousand people — including Chancellor Angela Merkel — visited the
exhibition which showed processes and structures of globalization on the basis of examples

taken from the world of football.

Distinguished relief helpers visit the THW

In addition to deployment-related measures, the THW made its own special contribution
towards bringing to life the motto "A Time to Make Friends®. From 7 to 9 June 2006, an
international delegation of high-ranking relief helpers visited Berlin at the invitation of the THW
and BBK (Federal Office for Civil Protection and Disaster Response). The schedule of events
included informative visits related to the subject of internal safety and security. In addition to
facts and data in conjunction with the THW's activities during the World Cup, the guests from
Denmark, Italy, Luxembourg, Austria, Poland, Sweden, Switzerland and the Czech Republic,
along with EU Commission and NATO representatives, found out about the activities of other
federal organizations, such as the Federal Police and the BBK. The guests also visited the
THW state associations in Berlin, Brandenburg and Saxony-Anhalt, the NICC, the Federal
Police, Berlin's fire brigade and police forces, as well as the Johanniter first-aid association.
This was a particularly good opportunity for the partners from Austria and Switzerland, who are
due to host the European Cup in two years, to gain a valuable insight into Germany's security
and safety measures. French partner DDSC (Direction de la Défense et de la Sécurité Civiles)
also came to visit during the World Cup. For the newly appointed Director of the French
disaster relief/civil defence organization, Prefect Henri Masse, this was even the first ever

official trip abroad which also included as a visit to the NICC and the BMI crisis centre.

Commemorative coins and stamps

On 13 November 2002, the Federal Cabinet approved the issue of a
series of four silver €10 commemorative coins between 2003 and 2006 to
celebrate the 2006 World Cup. Nearly twice as many silver coins as usual
were issued (around 4.4 million in each case), and the Organizing

Committee was actively involved in selling these coins.
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The first coin of the series was issued on 5 June 2003, the second on 5 February 2004 and the

third on 10 February 2005. The fourth and last silver €10 coin was presented by Federal
Chancellor Angela Merkel, Federal Minister of Finance Peer Steinbrick, Federal Minister of
the Interior Wolfgang Schauble and OC President Beckenbauer on 8 February 2006 and was

released into circulation the following day.

On 4 October 2004, a €100 coin was additionally
issued for the first time ever to commemorate a
major sports event. The 350,000 coins produced

were quickly sold out.

In years 2004 to 2006, special-issue stamps with a mark-up were issued from the "For Sports"
series and dedicated to the 2006 World Cup.

3.2 Successful marketing of Germany as a place to do business

World Cup sales surpass expectations

The 2006 World Cup was more than just a major sports event, it also had a considerable
economic impact. Substantial private and public investment in transport, communications,
accommodation and sports infrastructures and spending by approximately two million foreign
visitors gave a boost not just to regional economies, but also to the German economy as a
whole. Furthermore, the outstanding media attention provided a unique opportunity to raise
Germany’s profile both at home and abroad, and this will benefit Germany’s image as a good
place for business and trade in goods and services not only in 2006, but also for many years to

come.

The Federal Statistical Office reported that the positive development for the economy as a
whole, especially during the 2nd quarter of 2006, was also due to the World Cup and not just
with regard to the increase in gross domestic product (GDP) but also with regard to the

situation on the labour market.
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In some areas, official data is now already available for the month of June and this documents

the positive impact of the World Cup. For instance, beverage sales rose significantly in the
month of May. In the months of May and June, sales were up by around five percent
compared to the figure for the same period of the previous year. Beer sales in June reached a
record high of eleven million hectolitres, the highest figure in June since 1994. After a
downward trend in sales since 2001, i.e. a fall of 17 percent against 2000, the hotel and
catering industry recorded an increase of almost one percent in the second quarter of 2006
with prices flat against the previous year. The impact of the World Cup was particularly
obvious in the number of overnight stays recorded: When the World Cup kicked off, the
number of overnight stays rose by more than eight percent compared to the previous year, and
in May, the number of foreign guests was already up more than 10 percent against the

previous year and by 31 percent in June.

Before the World Cup got underway, the Federal Ministry of Economics and Labour (BMWi) in
the 7th World Cup Progress Report by the Federal Government already anticipated a boost to
the economy as a whole in the order of a good two billion euro in 2006 (this corresponds to
almost 0.2 percentage points of GDP growth). Furthermore, an additional 50,000 jobs were
expected to be created in the year of the World Cup. Before the World Cup, the BMWi forecast
that this economic stimulus would be likely to continue in 2007 and 2008, generating a total of
around one billion euro of additional value added. According to first estimates, these economic
benefits of the 2006 World Cup were reached and even slightly surpassed. The Federal

Ministry of Finance (BMF) expects additional tax revenues of €600 million.

Particularly the twelve World Cup cities and the surrounding regions experienced substantial
impetus. But even before the event itself got underway, Germany's economy benefited from
the 2006 World Cup, for instance, the building sector: Almost four billion euro alone was
invested by the Federal Government in expanding rail and road networks, train stations and

stadiums, in addition to the many private investments.

According to market research institute GfK, Germans were in "the mood to buy" during the
World Cup. The monthly consumer climate index calculated by GfK improved in June 2006
from seven to 7.8 points. According to companies and associations, the direct winners of the
World Cup included manufacturers and retailers of sports and fan articles (Karstadt: "The
World Cup shops did sensational business") transport companies, manufacturers and retailers

of food and beverages (breweries along with mineral springs and soft drinks producers
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reported significant increases) and not least the television stations which noted record viewing

figures. According to the German Retail Federation (HDE) which represents the industry, the
retail sector is likely to have reached the hoped for increase of €2 billion in turnover in the
weeks before, during and after the World Cup. Deutsche Bahn AG reported that it transported
up to 600,000 additional passengers every day during the World Cup; this corresponds to an

increase of twelve percent.

The tourism industry had been expecting approx. 5.5 million additional overnight stays in
hotels in the World Cup year. The figure of 1 to 1.5 million foreign guests which was voiced
before the World Cup began was surpassed by far: According to the German National Tourist
Board (DZT), a total of approximately two million people travelled to Germany for the World
Cup. A key factor was the excellent World Cup atmosphere in Germany which resulted in
many fans arriving at the venues without tickets. Catering businesses, especially along the
main routes where fans moved and along the fan miles, were pleased to record particularly
good business during the World Cup. Thanks to the World Cup, in 2006 Germany's hotel and
catering industry is likely to record growth for the financial year as a whole — for the first time in
four years. DEHOGA, Germany's Hotel and Restaurant Association, expects the year as
whole to end with a 1.5 percent increase in sales after the World Cup reaped for Germany's
hotel and catering industry a four percent increase in revenues compared to the same month
of the previous year. This means that despite the decline in sales recorded at the beginning of

the year, the industry still managed to record an increase of one percent in the first six months.

According to a survey by GfK Marketing Services, sales of TV appliances rose significantly in
May 2006. Sales figures rose by 18 percent and more than half of the around 500,000
appliances sold were flat-screen plasma or LCD television sets. Another 70 percent of the LCD
appliances were "HDready". According to information supplied by companies, Adidas AG
expects sales for 2006 to be up by 30 percent in the "Football" area. Other sports article
manufacturers such as Nike and Puma also appeared to be very satisfied with the World Cup.
The air traffic industry also saw figures reach an all-time high. After the World Cup, Lufthansa
AG reported that return journey travel led to the number of flights in Germany surpassing the
10,000 mark (standard: 8,000 to 9,000 flights per day). During the World Cup, an additional
7,400 flights were recorded in Germany's airspace. Whilst the tournament was underway,
Lufthansa recorded a total of more than 200,000 additional bookings across all territories

compared to the same period of the previous year.
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International recognition for the "Germany — Land of Ideas" campaign

The "Germany — Land of Ideas" campaign was very well received by the
Deutschland

Land der Ideen
L1 T 1 1 1 B this campaign which is jointly supported by the Federal Government and

media both in Germany and abroad. Before the World Cup kicked off,

the private sector (patron: Federal President Horst Kohler) had already
paved the way for a new form of identification with Germany. The "Germany — Land of |deas*
campaign played a multiplier role. Individuals and institutions, such as the Federal Foreign
Office, Goethe Institute, the Press and Information Office of the Federal Government, or the
BMI, as the leading World Cup ministry within the Federal Government, contributed to this

campaign with their network and technical project support.

The central message of this campaign is: Germany is open, innovative, it is ready to perform
and ready for the future. The "Germany — Land of Ideas“ campaign and the six projects

implemented helped to communicate this image to a world audience:

o The "Walk of Ideas” with its six giant sculptures at central locations in Berlin represents

Germany's history of invention and culture.

o "365 Landmarks in the Land of Ideas” describes Germany's biggest event series and is

synonymous of the wealth of ideas in the past, present and future.

o "Media Service“ and "MediaClub 2006" were extremely popular among international

journalists as information exchanges.

o "FanClub Germany“ excellently matches the positive, identity-promoting atmosphere

which people embraced.

o "Welcome to Germany — Land of Ideas” presented Germany to the world as a

welcoming host.

o "Invest in Germany — Land of |deas” advertised Germany as a centre for business and

investment in book publications and international PR campaigns.
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The diverse nature of the projects in terms of their statements, the target groups they
addressed and their implementation made it possible for FC Deutschland GmbH as the
organization implementing the campaign to combine and reach a host of very different

addressees with very different interests.

The "Germany — Land of Ideas" campaign generated a broad media response both in
Germany and abroad. At half-time in the campaign run, 3.5 billion contacts had already been
reached world-wide. First conservative estimates showed a media equivalent value of more
than €100 million world-wide. "Deutschland — Land of |deas“ has become established as a
brand name. Interest in topics related to this initiative increased strongly abroad, especially just
before and during the World Cup. A first evaluation of individual media contributions confirms

that TV stations and print media on all continents reported on this initiative.

Invest in Germany — Land of Ideas: Co-operation with the federal marketing agency

Target-group orientated events by the federal

5 ] ﬁ* % marketing agency, Invest in Germany GmbH,

were held for potential investors in connection

e with three World Cup matches. With global
- o Irrems! in

‘e ® it marketing campaigns under the motto "Invest in
\_-; T B Germany — Land of Ideas”, potential investors and

international multipliers were informed of Germany as a country for investment. All in all,
eleven projects were implemented under the leadership of FC Deutschland GmbH and in co-
operation with Invest in Germany and the Federal Ministry of Economics and Labour. By the
time the World Cup was over, 27 events involving more than 2,500 participants had been
carried out and more than 20,000 potential investors and multipliers had directly received new
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information on Germany as a centre for business and technology. The "Station Domination"

campaign featuring Claudia Schiffer on huge posters in London, Tokyo and New York,

advertising Germany as a place to invest was also very well received world-wide.

Success for the tourism industry in Germany: In order to position Germany as a future
travel destination, the German National Tourist Board (Deutsche Zentrale fir

Tourismus) is focusing on sustainability and on improving Germany's image abroad.

The German National Tourist Board (DZT) already began co-operating with the German
Football Association (DFB) twelve years ago in the hope that Germany would host the 2006
World Cup. Since then, the national "Tourist Board® for Germany has advertised Germany as a
football and travel destination at 1,000 exhibitions, on 5,000 study trips and in 25 million print

products. 75 million users have since accessed the Internet portal www.deutschland-

tourismus.de to find out more about Germany as a travel destination.

Deutschland
Deutsche Zentrale fiir Tourismus e.V.

Just before the 2006 World Cup got underway, Germany as a travel destination recorded an
increase in overnight stays by foreigners of 6 percent to 17.5 million between January and May
2006. In the month of May alone, 4.5 million overnight stays were recorded and this
corresponds to an increase of ten percent. Three days after the final, however, these figures
were surpassed once again: The DZT is expecting Germany as a travel destination to
experience incoming growth (overnight stays by foreign guests in Germany) of ten percent for
the year 2006 as a whole. This would mean that the 52 million mark would be reached for the
first time for overnight stays by foreigners and that German destinations are now excellently
positioned in international competition. Before the football tournament, the DZT had forecast
around one million foreign guests for the World Cup; even during the World Cup, it became

clear that twice this number of guests would arrive in Germany.
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But as important as the result during the World Cup is, the lasting boost to Germany's image

which was witnessed by visitors to Germany and people all over the world watching television
and reading newspapers was much more important. In a poll conducted among World Cup
tourists, more than 90 percent stated that they would recommend Germany as a travel
destination. And the rewards of the friendly, happy image of Germany that was sent out all
around the globe will be reaped in Germany for years to come. The small selection of

international opinions below speaks for itself:

Response by international media:

La Gazzetta dello Sport, Rome: "When it came to good humour and organization,
Germany as a nation was the winner of this World Cup."”

The Independent, London: "Less expected was the relaxed hospitality Germany

extended to its visitors."

Der_Standard, Vienna: ,,...summer weeks in which Germany presented itself as a
good, happy host.”

Iswestija, Moscow: "In just one month, Germany laid to rest the misconception that its

citizens are boring, uncommunicative and inhospitable."

El Pais, Madrid: "[Germany] was the best host..."

Even during the 2006 World Cup, foreign markets proved to be the driving force behind
German tourism. The Federal Statistical Office recorded 5.7 million overnight stays in June
2006 by guests from incoming markets. This corresponds to growth of 31%. Germany's own
citizens booked around 29.7 million overnight stays in Germany and hence 4.5% more than in
the same month of the previous year. The preliminary results which show an eight percent
increase in total overnight stays for the World Cup month of June 2006 are hence on the whole

positive.

The World Cup city of Stuttgart is an excellent example of tourism development. The city saw
the number of visitors from the United Kingdom alone grow by 300 percent, and even by 400
percent for visitors from the Netherlands and Central America, and hence a total of 90 percent
more overnight stays by international guests in the month of June. Cities with populations of

both above and below 100,000 recorded growth in June. This meant that it is not just the host
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cities that can look back on a successful June. Germany as a whole benefited as a travel

destination from the 2006 World Cup. The DZT now expects that its forecast of five million

additional overnight stays in 2006 will in fact by exceeded thanks to the World Cup.

As early as 2004, the DZT had forecast around five million additional overnight stays by
foreign visitors for the period before, during and after the 2006 World Cup. In June alone,
Germany as a travel destination recorded 2.6 million additional overnight stays by both
Germans and foreigners. In the first half of 2006, a total of around three million additional
overnight stays were recorded. This was due to an additional 2.5 million overnight stays in the
first half of the year primarily by foreign guests. In May alone, over 400,000 overnight stays
were recorded and in June 1.4 million additional overnight stays were recorded by foreign

visitors in accommodation facilities with more than nine beds, including camping.

These positive statistics also include the many one-day guests from Germany and abroad.
Together with overnight guests and the many German fans, a total of almost 21 million visitors
enjoyed the "A Time to Make Friends" experience at the official fan parties that accompanied
the 2006 World Cup.

The growth in bookings in June coincided with a 3.4 percent rise in hotel prices — a positive
development for Germany's hotel operators. In international terms, however, Germany's hotel
and accommodation industry continues to boast moderate prices. On the basis of this, the DZT
expects that the economic forecasts for German tourism can be fulfilled also with a view to the

lasting effect of the successful 2006 World Cup.

During the World Cup, an empirical survey (a thesis at the Alpen-Adria university in Klagenfurt,
Austria) was carried out in all twelve World Cup cities between 9 June and 9 July 2006 in order
to determine whether the World Cup had changed the opinion of international visitors about
the host nation and its people. The questionnaire that was completed by 2,113 international
guests primarily contains questions regarding visitors' opinions about Germany and Germans.
Visitors were asked, for instance, what opinion they had had in the past (before they knew that
they would be travelling to the World Cup) and what their opinion was now at the time of filling

in the questionnaire (after they had spent some time in Germany).
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Almost 50 percent of those polled had never visited Germany before. Almost 50 percent of

those polled knew little or very little about Germany before their visit. All the nationalities polled
viewed the host nation and its people positively before coming for the World Cup, however,

Germany was rated better than Germans themselves.

Visiting Germany for the World Cup led to a change in opinion about Germany and Germans.
The World Cup concept "A Time to Make Friends" paid off: Visitors from all nations who came
for the World Cup now have a much more positive opinion of Germany and Germans. The
most positive change in opinion was found among non-European visitors, whilst European
visitors had the least change in opinion (the exception being visitors from the UK who reported

a very strong positive change in opinion about Germany and Germans).

Those polled particularly praised Germany as being well organized, modern and wealthy.
Visitors had not expected such good food, such a welcoming atmosphere for foreigners and
such hospitality. Before coming to Germany for the World Cup, visitors regarded Germans as
being well organized, hard-working and self-confident whilst very few visitors regarded
Germans as having a sense of humour, of being spontaneous or as welcoming towards
foreigners. Of the 17 characteristics polled, 15 of these characteristics saw a significantly
positive change after visiting Germany and 13 characteristics showed at least a weak change.
The positive change is most clear when it comes to the characteristics: friendly, tolerant and

welcoming towards foreigners.

Although the way in which "a sense of humour" was regarded also improved considerably, this
characteristic still received the least positive rating. Opinion among World Cup visitors was
most positively influenced by the quality of public transport, by the security strategy / quality of

security and by communication with World Cup visitors from other nations.

Due to the positive experience made during the World Cup in Germany, approx. 80 percent of
those polled will report positively about Germany to their friends and family (and half of those
polled will even report very positively). Only approx. four percent of those polled will report
negatively or very negatively about Germany. 67.5 of those polled would like to come back to
Germany for a private visit. 40 percent of participants in the survey wanted to know more
about Germany and 31.5% would like to learn German. 25 percent of visitors can envisage

establishing new or intensifying existing business contacts.
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3.3 The Federal Government’s Artistic and Cultural Programme for the 2006 World

Cup

With the scope of the 2006 World Cup, Nationale DFB
i
$ aﬁummﬁarunﬁ Kulturstiftung WM 2006 gemeinnttzige GmbH (DFB Cultural

Foundation) supported 48 artistic and cultural projects

related to football which were officially recognised by a
Kurest- und Kulturprograrmm

zur FIFA LUM 2006™ quality mark. The curator of the Artistic and Cultural
Programme was André Heller. A budget totalling €29 million that was generated from the sale
of the World Cup commemorative silver coins was made available to the Federal Ministry of
the Interior in order to support this programme. The Artistic and Cultural Programme for the
2006 World Cup helped to present Germany’s cultural diversity to its guests and at the same
time increased anticipation for the 2006 World Cup both in Germany and abroad. The DFB
Culture Foundation was established on the basis of an initiative by the Federal Government,
the DFB and its OC. It is monitored by a supervisory board comprising members of the

German Bundestag and the Federal Government.

Germany was the first country ever to initiate such a diverse and outstanding artistic and
cultural programme within the scope of a FIFA World Cup. Football was not only seen as a
sports event, but was considered much more to be a cultural mass phenomenon that can
cross borders both in a social, geographic and political sense. The projects were not only
carried out in Germany, but also in Europe, America, Asia, Australia and New Zealand. By the
end of August 2006, 45 German cities hosted 194 performances, concerts, exhibitions, radio
plays, operas, dance events, etc. from the Federal Government's Artistic and Cultural
Programme for the 2006 World Cup. Projects belonging to the Artistic and Cultural Programme
were also on show in a total of 40 countries and 87 international cities outside Germany.
Representatives from Austria, Switzerland and South Africa (which are due to host the EURO
2008 and the 2010 World Cup, respectively) have already requested information concerning

organizational details of the Cultural Programme.

The contributions by the Federal Government's official Artistic and Cultural Programme
covered a wide range of artistic activities, ranging from film productions, various exhibitions,
theatre, dance and performance projects, literature projects and events, as well as popular

cultural events.
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One million visitors were drawn to the Football
Globe that toured all twelve World Cup cities as
an "embassy of anticipation". On the whole,
around 3.5 million people personally experienced
the various projects. After the World Cup, the
Football Globe created by André Heller will move
on to Hamburg where it will be illuminated in blue

light when the Hamburger SV team plays and in

brown light during matches played by FC St.
Pauli. The precise location has yet to be decided. The globe is to become a hallmark of the
Sport Museum planned in Hamburg and was purchased by a Hamburg-based company for

this purpose from the Federal Disposal Sales and Marketing Agency VEBEG.

The Football Globe Germany was also put up for sale via the VEBEG. The DFB was the
highest bidder and will hence become the new owner. The Football Globe Germany is to be
installed at the DFB's headquarters in Frankfurt/Main.

The Goethe Institute made very good use of the film packages (a selection of international
films on football, a supplement to the Berlinale Talent Campus, short films presenting the
twelve World Cup cities and regions in an artistic way), which were distributed world-wide, as
well as the "Planet Football" exhibition and linked these with the Institute's own activities by its
foreign representations, schools and other partners. The presentation of Germany within the
scope of the cultural and education policy abroad, which the Federal Foreign Office supported
with €609,000 for projects, has strengthened co-operation between culture communicators and

successfully advertised Germany as a land of culture.
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Quotes regarding the World Cup Artistic and Cultural Programme:

André Heller (curator of the Artistic and Cultural Programme): "Was there ever a cultural

programme that achieved such popularity? That is truly unique.”

Franz Beckenbauer (OC President): "The cultural programme that coincided with the

World Cup had a role to play in the great atmosphere.”

Wolfgang Schéauble (Federal Minster of the Interior): "You may be interested in sports,
but you should be interested in culture because this is where we can discover so much

more about ourselves and our world."

Bernd Neumann (Cultural Minister of State): "The cultural programme certainly has a role
model character: It showed that there is more mutual enrichment than generally believed
between the supposedly purely intellectual spheres of arts and the supposedly purely
physical area of sport”.

Gottrik Wewer, (Chairman of the Supervisory Board of the DFB Cultural Foundation):
"The cultural programme is an electrifying project”.

Thomas D. (musician): "The World Cup culture programme stands for tolerance and

openness — both of which are vital for both football and arts”".

Werner Hansch (football reporter): "A one-two pass like this with football and culture was

certainly ambitious, but then it worked. A sensational experience for me!*“

3.4 The Nation-wide Service and Hospitality Campaign

The people of Germany proved themselves to be a great host — it truly was "A Time to Make
Friends". This is the result of a survey by TNS Infratest conducted on behalf of the German
National Tourist Board (DZT) which is financed by the Federal Ministry of Economics and
Labour. Fans praised the hospitality of the host nation and the friendly, peaceful atmosphere in
Germany: 90 percent of those polled stated that they would like to return even without a World
Cup.
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The aim of the Nation-wide Service and Hospitality campaign was to transform the official

motto of the World Cup "A Time to Make Friends" into something that visitors to the World Cup
could experience in order to give a lasting boost to the positive image of Germany as a travel
destination before, during and after the 2006 World Cup on all service levels and among the
general public. This the foundation for improving future income. The DZT successfully co-
ordinated the Nation-wide Service and Hospitality Campaign which was jointly financed by the
Federal Ministry of the Interior (BMI) and the Federal Ministry of Economics and Labour
(BMWi). Partners in this campaign were the OC, the Federal Association of the German
Tourism Industry (BTW), the German National Tourist Board (DZT), the Bundestag Committee
on Tourism, Dehoga, Deutsche Bahn, the German Automobile Club (ADAC), representatives
from the host cities, the German states represented by North Rhine-Westphalia and Bavaria,

as well as the German Airports' Association.

The various measures and projects of the campaign o
triggered widespread public interest among Germans ' ([' /
FEFALLIT :

and international guests, showing that all of Germany 2006

had rolled out the red carpet for visitors. €INE INITIATIVE DES
GASTGEBERS DEUTSCHLAND
ZUR FIFA UM 2006™

The web shop of the Nation-wide Service and

Hospitality Campaign that was set up specially for tourist organizers was very popular: All in
all, before the opening match kicked off on 9 June 2006, around 50,000 employees from the
entire tourism service chain had prepared themselves for the 2006 World Cup in their own
country using the "Album of Hospitality“ training manual, and almost another 3,000 employees

had made use of the eLearning tool that was available at: www.dotmore.de.

The many measures that were undertaken in order to prepare Germany for its role as host
nation certainly seem to have paid off. The XENOS Programme, for instance, is a project
initiated by the Federal Ministry for Labour and Social Affairs (BMAS) in which employees from
the services sector trained as "Service Ambassadors". The aim of the XENOS project carried
out by Deutsche Bahn AG/DB Training was to provide employees in the services sector with
direct contact with visitors to the 2006 World Cup, thus increasing their awareness of other
cultures and boosting their hospitality. DB Training developed a qualification concept for this
programme. Training focussed on teaching intercultural skills and boosting awareness of

hospitality, tolerance and respect for foreigners in order to counteract racist trends and
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attitudes. A total of 6,500 service employees (bus, streetcar and taxi drivers, service personnel

at airports, train stations, information offices as well as service personnel employed in the hotel

and catering industry) attended the 430 training events held nation-wide.

The response was much better than expected. During the events, training staff adapted the
content of training to the respective needs of participants. For the first time ever, the topics of
service orientation and intercultural skills were combined in training. The XENOS project
combined the topic of hospitality with tolerance and respect for foreigners and this was

conveyed to many people throughout Germany.

The voluntary OC helpers — a total of 15,000 volunteers — also received training and
approached guests positively both inside and outside the stadiums: they represented

Germany's smiling face in a charming, helpful and well-informed manner.

Dot Sombo e o Many leading companies, especially from the hotel industry,
Aufstellung .3,
fur 2006 _ °

took part in the campaign: Some of Germany's biggest hotel
chains, including for instance all Accor facilities (12,000
employees in Germany), the InterContinental Hotels Group
(more than 4,500 employees), all Maritim hotels (6,000
[
well as all Lindner hotels (1,000 employees), placed orders via the web shop for kits tailor-

employees), a number of NH hotels (2,000 employees) as

made for their industry. The hotels used these kits to prepare their employees in the best
possible way for guests and to visually mark their hotels during the 2006 World Cup. In

addition to the hotel chains, many privately run hotels also took part.

The success of the campaign can also been seen in the participation by big renowned
companies such as Deutsche Bahn AG (240,000 employees). In this case, the campaign
supplemented the company's own measures within the scope of the national support
campaign. The ADAC (8,000 employees) was another partner, as were Germany's two biggest
hubs, Munich Airport (24,000 employees) and Frankfurt Airport (18,000 employees).
Germany's largest department store group Karstadt also took part with 100 of its official 2006
World Cup Shops as did World Cup host city Stuttgart and Bad Neustadt an der Saale which

was neither a host city nor a World Cup base for visiting teams.
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TNS Infratest conducted on behalf of the DZT a representative poll among 1,281 people from
all over the world on the subject of Germany as a travel destination and host nation. This poll
was carried out in the World Cup cities of Berlin, Dortmund, Hamburg, Cologne and Munich
and examined the experience made in Germany during the first-round matches: According to
the results of the survey, the international guests of the 2006 World Cup became Germany
fans. For the DZT, this is a particularly important result of the poll: The 2006 World Cup made
it possible to gain access to new customer groups. Three quarters of those polled came to
Germany specifically for the World Cup and for almost half of those polled (43 percent) this
was their first ever visit to Germany. 16 percent combined the World Cup event with a holiday
in Germany, ten percent took this opportunity to visit friends or relatives between Hamburg and
Munich. The fact that more than 90% of those polled would recommend Germany as a place
to visit confirms the success and desired impact of the Nation-wide Service and Hospitality

Campaign. This major sporting event has generated a lasting, long-term effect.

The reason for this positive evaluation is the good time enjoyed by the guests polled during the
2006 World Cup in Germany. More than 91 percent felt welcome in Germany, at least 93
percent confirmed that the World Cup in Germany was a great event. Average ratings of
between 1.3 and 1.8 confirm the positive opinion expressed by the foreign guests in Germany.
The feedback from the 30 world-wide DZT representations has also been enthusiastic through
and through. The World Cup itself has also generated a tourism potential for German
destinations: Around two thirds (63 percent) of those polled visited other sights in Germany in
addition to the World Cup and more than half of those polled (54 percent) made use of their
trip to Germany to go shopping. The highest share of those polled who combined their trip to
the World Cup with a holiday was found among Americans (31 percent) and Australians (43

percent).

Of course, all the trips to Germany were clearly linked to football: 76 percent of foreign guests
came to Germany for the public viewing events, and 75 percent in order to attend one or more

matches in the twelve World Cup stadiums. This surpassed all expectations.
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4. Other World Cup topics

41 World Cup communication by the Federal Government at home and abroad

Part of the Press and Information Office of the Federal Government's brief was to provide the
public with information on services and activities by the Federal Government accompanying
the 2006 World Cup. One key task here was the setting up and design of the Federal

Government's central website. At www.wm?2006.deutschland.de and

www.fifawm2006.deutschland.de, this site offered the latest, comprehensive information in

German, English, French, Spanish, Portuguese and Arabic about the Federal Government's
services in conjunction with the 2006 World Cup. This website which was managed in terms of
its content by the 2006 World Cup BPA/Office focused on topical news presented as a news
sticker, comprehensive information regarding the Federal Government’s activities, event
information and the latest interviews. Interactive elements, games and constantly updated
quizzes with attractive prizes rounded off this Internet offer. A guest book with around 4,300
entries in 20 languages from 30 countries and thousands of e-mails from all over the world
bear impressive testimony to the interest among users. Since March 2005, this website
clocked up just under 19 million hits, and more than 6 million hits were recorded in the World
Cup month of June. In addition to this, at the beginning of 2006 a weekly newsletter began to

inform users about the latest events.

The website by the sport ministry at the Federal Ministry of the Interior regarding the 2006
World Cup was also available to users and complemented the information provided online.
Special information, e.g. from the field of security, was once again bundled here. In addition to
this, every day the statements by senior ministers, especially by the Federal Minister of the
Interior as the minister responsible for sport, were published in the World Cup publications. An
English version of this was also offered. Due to the keen interest expressed by the hosts of the
EURO 2008 and the 2010 World Cup, this service will also be available in more concise form

after the World Cup is over.

The BPA also provided information concerning services by the Federal Government in
conjunction with the World Cup. This information was provided in the many different flyers

published in different languages, in a supplement in the official FIFA magazine, on CD-ROMs,
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posters, USB sticks and in a schedule issued in different formats which was particularly

popular.

At its own initiative and in co-operation with partners, the BPA hosted information events with
distinguished guests from politics, culture, business, media and sport in the BPA press and
visitor centre and at the Federal Chancellery. Journalists from all over the world accepted the
invitation by the BPA — in co-operation with FC Deutschland GmbH and other partners — to find
out more about the venues and their surroundings before the World Cup began. In addition to
Berlin, this also included the cities of Hamburg, Munich, Dortmund, Gelsenkirchen, Leipzig,

Nuremberg, Frankfurt and Stuttgart.

Prior to the World Cup, the BPA also informed visitors in Munich, Kaiserslautern, Cottbus,
Berlin, Hamburg and Leipzig about the Federal Government's contribution to the World Cup
and offered related information material. The main attraction was a quiz about the activities of

the host nation for the World Cup and participants were able to win trips to Berlin.

When the World Cup kicked off, the BPA also ran an information booth at the International
Media Club at the Federal Press Association. Both before and during the World Cup, the
BPA's World Cup team continuously exchanged information with all the offices concerned.
This meant that it was possible to promptly answer the many queries received from journalists

and citizens.

The 2006 World Cup gave a huge boost to Germany's image abroad. A result of a survey by
the Federal Foreign Office (AA) among German diplomatic representations on the "Effects of
the World Cup on Germany's image*“ was clearly positive: In countries where Germany already
has a good image, this opinion was reinforced and new, previously less well-known aspects
were added. In countries that were traditionally more critical, the 2006 World Cup led to a
questioning of old stereotypes: Germany and its people were seen for the first time to be
relaxed, friendly and emotional. The familiar "typically German" virtues of order, thoroughness,
cleanliness, punctuality and awareness of safety and security were now supplemented by
attributes such as warm-hearted, open, hospitable, joyous and fair. The successful attempt to
be a good host nation, the fantastic performance by the home team, the enthusiasm of the
many, mostly young spectators at the "fan miles" and the "easy-going" patriotism earned

Germany the sympathies of the entire world.
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The Foreign Office's Department for Communication, PR and Media took on a liaison role by

financing and accompanying the — often very creative — events by the diplomatic
representations. The department also shaped foreign activities in conjunction with the
"Germany — Land of Ideas“ campaign and the Federal Government's Artistic and Cultural
Programme. Together with FC Deutschland GmbH, DIHK, BDI, Goethe Institute, Deutsche
Welle and Invest in Germany, a "PR Working Group" was formed which met on a regular basis

and initiated joint projects abroad.

The Federal Foreign Office prepared a range of communication products for the 2006 World
Cup and supplied these to all diplomatic representations abroad and to partners and agents
before the World Cup kicked off. These products included the image film "Welcome to
Germany — Land of Ideas", which was jointly produced with the "Germany — Land of Ideas"
initiative, two image databases with football material, the "Soccer in Germany" website

(www.socceringermany.info) which was available in nine different languages, a football spot in

ten languages, a World Cup flyer, the monothematic 2006 desk calendar, the new edition of
the "Facts about Germany" publication featuring a World Cup supplement, the special World

Cup edition of the "Deutschland" magazine, along with a host of other promotional gifts.

Within the framework of its visitors' programme, the Federal Foreign Office (AA) invited almost
50 foreign journalists from different countries to take part in four theme trips in Germany in the
run up to the World Cup (spring 2006). The programme included trips to the World Cup cities,
contacts to leading sport officials and to the institutions planning and preparing the event (e.g.
the Federal Ministry of the Interior, the OC). Furthermore, the AA carried out five "pooled" film-
shooting tours for foreign TV journalists (representatives of a total of 35 foreign television

companies).

4.2 Barrier-free access to the World Cup was warranted

Barrier-freedom is one of the most important preconditions for discrimination-free participation
of the disabled in social life. The barrier-freedom of public match venues was improved
considerably within the scope of the World Cup: Barrier-free design and transport connections
were an important aspect with long-term implications that was considered during the re-
designing and expansion of the stadiums. Even after the World Cup, the designated areas for
wheelchairs and special facilities for blind and visually impaired fans will remain in the

stadiums.
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The Federal Government also put considerable effort into ensuring barrier-free access to the

World Cup stadiums. Barrier-free access already began on arrival, in the hotel and on the way
to the stadium. A total of 4,500 seats for wheelchair users (including accompanying persons)
were offered in the twelve World Cup stadiums, in addition to 20 seats in each of the stadiums
for blind or visually impaired citizens (including accompanying persons). The hard of hearing
were able to read subtitles provided by the public television channels on videotext to
accompany their World Cup match broadcasts. Those concerned would have appreciated

more possibilities to take part, also for related broadcasts.

Lobby groups expressed their satisfaction with the facilities in the stadiums for the visually
impaired and wheelchair users. Praise was also voiced for barrier-free access routes to the

stadiums.
4.3 Fight against racism: "Say no to racism"

Setting a clear and global sign against racism at the 2006 World Cup was the expressed goal
of FIFA. Even before the World Cup, FIFA had already received the support of the United
Nations, the European Parliament, the European Monitoring Centre on Racism and
Xenophobia (EUMC) and the Federal Government.

At all of the 64 World Cup matches, a banner was laid out on the pitch before the game kicked
off that combined the official World Cup motto "A Time to Make Friends" with the anti-racist

message of the World Cup "Say no to racism".
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The FIFA anti-racism days in conjunction with the four quarter final matches on 30 June and 1

July 2006 in Berlin, Hamburg, Gelsenkirchen and Frankfurt were the highlight of anti-racist
efforts within the scope of the 2006 World Cup. Just before the national anthems were played,
the team captains read a declaration rejecting all forms of discrimination in football and society
and demanding that spectators in the stadium and in front of their televisions speak up against
racism and discrimination. The teams and officials then lined up for a photo behind a banner
bearing the message "Say No to Racism". This action was broadcast world-wide as part of the

official pre-match protocol and was seen by billions of viewers.

Before the World Cup started, all 736 players of the participating teams and all the delegation
members of the 32 teams signed a declaration against racism and discrimination.

The World Cup authorities responsible for maintaining order as well as the volunteers received
special anti-racism training in co-operation with the European anti-racism initiative FARE, the
OC and the Federal Government's Fan Project Coordination Centre (KOS). Racism was

monitored in all twelve World Cup cities.

At a press conference held in Berlin on 28 June 2006, FIFA President Blatter, Federal Minister
of the Interior Dr Schauble, OC President Franz Beckenbauer, UNICEF Director Ann
Veneman, President of the players' union FIFPro, Philippe Piat, and South-African human
rights activist Tokyo Sexwale jointly presented to representatives of the media the measures
introduced by FIFA to combat racism in world football, and in particular, the anti-racism

campaign for the 2006 World Cup.

44 Human trafficking and forced prostitution were not an issue at the 2006 World

Cup

The safeguards to counteract event-related smuggling and trafficking of humans which the
Federal Government and the federal states implemented within the scope of the National
Security Strategy for the 2006 World Cup proved to be successful. According to the current
findings by the Federal Government and federal state security authorities, no cases of human
trafficking or forced prostitution came to light during the World Cup. There was no sign
whatsoever of the 40,000 forced prostitutes — a figure which repeatedly featured in

international media reports — who were allegedly to be brought to Germany for the World Cup.
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Before the World Cup, experts at the Federal Criminal Police Office (BKA) and from various

non-government organizations had already described this figure as being completely fictitious.

Some of the key approaches towards combating event-related human trafficking and forced
prostitution included international co-operation by security authorities with the BKA acting as
the national central office of the police forces, with the Interpol National Central Bureau and
the Europol National Unit, as well as the "Plan for Fighting Crime Related to the 2006 World",
which supplemented the National Security Strategy for the 2006 World Cup and the
Framework Strategy for Policing, which was drafted by the federal and state police forces and
considered local conditions, the value of experience by local expert advisory agencies and the

local police experienced in combating human trafficking.

Initiated by the National Council of German Women's Organizations, under the patronage of
the DFB and backed by the Federal Government, the "Final Whistle — Stop Forced
Prostitution" campaign played a key role in raising awareness of this issue. Around 50,000

signatures were gathered for the campaign during the World Cup.

4.5 Ticketing: This was where the fans won

As so very often with general terms and conditions, opinions differed considerably between
organizers and consumer protectionists with regard to what was fair for people buying tickets
for the World Cup. Just before a decision by a court of first instance, the Federal Ministry for
Food, Agriculture and Consumer Protection (BMELV) achieved an out-of-court settlement
which brought clarity into the terms and conditions for tickets and considerable benefits for
fans, e.g. with regard to ticket rates. This solution was positively received and widely reported
in the media. The BMELV was also able to successfully act as moderator when it came to the
later transfer of tickets — after all, at the time a ticket is purchased, it is not possible to consider
every possibility, e.g. illness, changes in career. The naming of an ombudsperson — a measure
implemented jointly by the OC, the consumer protection association and BMELV — meant that
thousands of tickets were safely and quickly transferred with a minimum of red tape. The

stadiums were packed, and organizers and fans were happy.
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4.6 Shop opening hours

The federal states responsible for legislation governing shop opening hours adopted a general
framework for extended opening hours for the duration of the tournament in the host cities and
their surrounding regions. Bavaria, Berlin, Hamburg, Hesse, North Rhine-Westphalia and
Thuringia enacted a general order so that businesses could stay open on workdays until
midnight and from 2pm to 8pm on Sundays, and in some areas restrictions on shop opening
hours were completely taken out of force. Longer opening hours were also permitted in other
federal states where the municipalities are responsible for such approval (e.g. in Baden-

Wirttemberg and Brandenburg).

The possibility to stay open for longer was used in different ways by business owners. The
extended shop opening hours were welcomed by customers, especially in the inner city
districts of major cities, reported the German Retail Federation and reported an overall positive
result: In areas related to football (in particular, consumer electronics, fan articles, food), the
retail trade experienced a "big boost". On the whole, the retail trade would "pocket the hoped

for increase of €2 billion in turnover in the weeks before, during and after the World Cup®.
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5. Conclusion and thanks

People all over the world were thrilled and delighted with the 2006 World Cup which according
to FIFA President Blatter was "the best World Cup ever‘. New standards were set for
organizing and hosting such events and these standards will be of enormous help to South
Africa, the host nation for the 2010 World Cup, which sent many delegations to track events in

Germany and to discuss sports and politics. South Africa's President Mbeki presented the new

W)

FIFA

WORLD CUP |

World Cup logo in Berlin:

The World Cup was and is first and foremost a sports event which is awarded to the host
nation not purely for economic reasons. Despite this, Germany has reaped obvious economic
rewards according to the Federal Statistical Office, even though detailed figures will not be
available until the end of September. The figures for growth in the 2" quarter of 2006,

however, do confirm the positive impact.

The Federal Institute of Sports Sciences (BISp) together with the 2006 World Cup Office has
prepared a bibliography titled "Football Culture. An additional volume (3rd volume) now
includes literature that reviews the 2006 World Cup and analyses various aspects of the World
Cup. This volume is not just designed as a mere collection of literature, but as a collection of
material and report documentation. It will also contain the World Cup progress reports by the
Federal Government and the World Cup Final Report which will be on the Cabinet agenda in
October. The volume is due to appear in spring 2007 together with a CD-ROM version of the

complete edition.

The Federal Government explicitly thanks all those who played a role in making the World Cup
such a success, including, first and foremost, of course, the Organizing Committee headed by
Franz Beckenbauer, but also the many social organizations from the German Red Cross to the
THW who — often on a voluntary basis — made it possible that the 2006 World Cup will be seen

in the best-possible light for a long time to come.
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World Cup quotes:

Angela Merkel, Federal Chancellor: "I am certain that the summer of 2006 will be
remembered and remain in our hearts for a long time. We will recall the wonderful time, the
great matches and the people from all over the world who we have come to regard as
friends. Let us hope that the atmosphere with which we Germans presented ourselves to
the world will prevail far beyond this summer!”

Wolfgang Schéauble, Federal Minister of the Interior: "The many volunteers from the
different support organizations brought life to the motto "A Time to Make Friends"."

Horst Kohler, Federal President: “Let us not forget all those who worked tirelessly in the
World Cup Office and in the projects of the Host Nation Strategy by the Federal
Government as well as in the DFB's Organizing Committee — without them a major event
like the World Cup would not have been possible.“

Theo Zwanziger, DFB President: "The voluntary helpers are the real winners of this World

Cup.
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2006 World Cup Office

The Federal Ministry of the Interior, which is responsible for promoting high-performance
sports, was also responsible for heading the Federal Government’s preparations for the World
Cup. For this reason, the 2006 World Cup Office was set up at the Ministry in July 2003 to co-
ordinate all relevant aspects in co-operation with all federal ministries, the Federal

Chancellery, the Press and Information Office and the Organizing Committee.

The Head of the 2006 World Cup Office and Federal Government Co-ordinator for the 2006

World Cup is Jurgen Rollmann.

Contact:

E-mail: stabwm2006@bmi.bund.de
Internet: www.bmi.bund.de
Telephone: 01888-681-1570

Fax: 01888-681-2028

The World Cup contact partners in the ministries

together with Federal Minister of the Interior Dr Wolfgang Schéauble

and OC President Franz Beckenbauer
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Official Awards of the 2006 FIFA World Cup

Best player (sponsored by adidas)
Golden Ball Award Winner: Zinedine Zidane (France)
Silver Ball Award Winner: Fabio Cannavaro (Italy)

Bronze Ball Award Winner: Andrea Pirlo (Italy)

Best Scorer (adidas)
Golden Shoe Award Winner: Miroslav Klose (Germany, 5 Tore)
Silver Shoe Award Winner: Hernan Crespo (Argentina, 3 Tore)

Bronze Shoe Award Winner: Ronaldo (Brazil, 3 Tore)

Best Young Player (Gilette)
Lukas Podolski (Germany)

Lev Yashin Award (Best Goalkeeper)
Gianluigi Buffon (ltaly)

Most Entertaining Team (Yahoo!)
Portugal

Fair Play Award
Brazil and Spain



