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The importance of 
the brand

The brand is the basis 
of everything that the 
company projects.

It should provide:

• Differentiation

• Relevance

• Connection

• Response Capacity 

• Value



 Increase in the perceived quality

of the products and services

 Increase in sales

 Increase in trust 

 Access to new markets

 Reinforcement of corporate culture

 Shield from crisis

 Boost success

 Talent attraction and retention

A good reputation and 
brand is key
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Single brand - 2004
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Single brand - 2017



2018 - New brand reflects the Group’s transformation, 
our culture, our vision and focus on digital
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Old logo Current logo



Brand & Communications play a key role to ensure 

the Group’s strategy, culture and values

We ensure the best reputation and brand to earn the trust of all our stakeholders

to be the best open financial services platform, by acting responsibly

and earning the lasting loyalty of our people, customers, shareholders 

and communities.

to help people and businesses prosper



Integrated global brand management is key to success
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From

2003

To

(Interbrand ranking)

5 Global 

bank brand 

th

6 Best global 

financial brand 

th

(BrandZ ranking)

2018

28
th

(Interbrand ranking)

Brand value evolution 2014 / 2018

5,382 $m

6,702 $m
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From Ferrari F1 to 

UEFA Champions League
Building a superbrand through global sponsorship



Best way to connect with customers

Football
2018 onwards

F1 and Ferrari
2007-2017

Corporate Sponsorships
have been key to position Santander among the most valued global brands



Ferrari and F1

• Linked to Ferrari, "one of the world’s most powerful brands" 
(Ranking brands global Interbrand 2014)

• Awareness, internationality, leadership and strength.

• Increase the pride of belonging of the employees of the 
group around the world.

(*) Source: MediaSports Marketing and Minerva Consulting. 2008-2015

(*)

Events, commercial promotions, etc.

300 Advertising campaigns linked to the 
sponsorship in our 10 core markets.

500
Ferrari merchandise items sold each year  
with our Brand.2 MM
F1 Videogames sold annually showing the 
Santander logo in the Ferrari car (**)1 MM

€ annual + taxes

Boost of the international growth of the Santander brand and for the business

2007 - 2017

Return on investment (ROI: 3 euros in 
return for every one invested)3x1



• One of the most important and aspirational football competition. The best 
clubs and players worldwide play in Champions League.

• Champions League brand: top 10 sports brands worldwide. 

• 9 months of competition, from August to May: 32 teams from 17 countries, 146 
matches.

• 4.000 million of cumulative worldwide audience. Matches broadcasted in open 
TV and in “pay per view”. In our 10 core countries a cumulative audience of 950 
million people.

• One of the sport competitions most followed through digital channels; Online 
and social Media.

• 8 sponsors at the same level, relevant global brands:

UEFA Champions League



WHY FOOTBALL? 
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of people consider companies and 

brands should play a role in improving

our quality of life and wellbeing. 

People have increased expectations

when it comes to the social impact

corporations should have on society. 

75%

THE WORLD HAS CHANGE

Social Purpose is key

Society is demanding a more 
positive impact from 
companies



Santander
Helping people 

and businesses 

prosper in a way 

that is SPF

Society
Demanding for

a positive impact

of companies.

Football

Lending

Empowerment

Financial services

SPF

Education

Idols 

Goals

Negative aspects

Entertainment

Passion

Sponsorship 

Business

Industry

Money

X

The sport with 

the world’s 

highest impact 

on society

Which could be Santander role on Football?

Football, Society and Santander



Society as a whole:  30% passionate fans  - 45% occasional fans  - 25% non fans
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Sponsorship Strategic Approach

 Target

 Starting point

 Insights

 Reason why

 Concept

To help people and businesses prosper

How can we help to prosper by sponsoring football?

People believe they 

thrive when their 

lives improve.

Football is the sport with 

the world’s highest 

impact on society.

Let’s use our sponsorship to positively 

impact and inspire people’s life.

Football helps us to deliver 

prosperity
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Build and develop a 

concrete territory for 

Santander in Football 

2. Drive engagement 3. Support and leverage

business

1. Leverage Brand 

Linked to our purpose 

“to help people prosper” 

+ SPF

Champions League: one of the most aspirational
sports competitions in the world
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Thank you.

Our purpose is to help people 

and business prosper.

Our culture is based on believing 

that everything we do should be:


