Most Beloved Hockey Team Brand: The Toronto Maple Leafs

Posted on September 30. 2011

The Leafs are clearly the most Beloved Brand in Hockey. While there are lots of great fans of great teams, the Leafs stand alone with
insane fans about a bad hockey team. The Leafs have not made the playoffs since 2004 and have not won a Stanley Cup since 1967, yet
it has a following like no other hockey team. Most of the other Beloved sports Teams, whether it's the Yankees or Man U or the Montreal
Canadiens all reward their fans constantly with victories. It's not very hard to be a fan of a team that has won 25 championships. But with
a few teams like the Leafs or the Chicago Cubs, it’'s not easy being a fan. Constant let down and heart break. The connection to the
Leafs is not a rational one, but rather an irrational choice-or as Hotspex would say “e” rational that talks to the EMOTIONAL connection.

It's a 40 year wait for Leaf seasons tickets. These end up in people's wills.

Let's look at how the Leafs business model works. 1. Getting tickets to a game is nearly impossible for the average fan. They have strong
luxury box sales and a strong base of seasons tickets. Season Tickets are passed down to family members in wills. At Pfizer, we put our
name on the waiting list and they said it could be up to 40 years to get tickets. If you do have tickets, you can easily scalp them for twice
the value on game night. 2. Every game is on TV, with strong ratings—a usual top 20 in the ratings for CBC’s Hockey Night in Canada on
Saturday nights. In fact, if CBC every lost HNIC, it’s possibly the end of the network. The Leafs receive added earned media with 2 sports
TV stations, 3 radio stations and 3 major Newspapers constantly covering every move the team makes. 3. The team’s sponsorship drive
is incredible—carrying an astounding 52 sponsors on it’s roster-including separating out the banking category into Core Banking, Wealth
Banking, Credit Card banking, which allows them to get money from three separate banks. 4. Merchandise sales are very strong. The
Leafs have just announced it was changing its third jersey to be a replica of the 1967 jersey. Which means all those fans have to go out
and drop another $129 on a new jersey. This past year, the Leafs have added a sports bar to the ACC, just outside the arena that has
hundreds of TVs and seating for two thousand people. 5. Control of Costs works for the Leafs. In the 90s, as the Canadian dollar slid,
players started to demand being paid in US dollars. Since that decision, the dollar has gone from 63 cents to parity and the Leafs bottom
line has benefitted. In terms of Brand as a Business System, the Leafs getit. They derive all their value from their brand.
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Leafs value continues to climb: In 2011, it's now up to $527Million.

If we look at the hockey results, the Leafs haven’'t made the playoffs since 2004. So let's use 2004 and 2010 as the basis for comparison
on numbers. In those six years of hockey despair, overall revenue has gone up from $117million to $187million. In the last year, with the
world facing a global recession, following up on a 29th place finish in the standings, the Leafs revenue went up ELEVEN PERCENT!!! And
because of the player strike a few years ago, player costs have gone down from $69 million to $57million. That's a P&L the people of Price
Waterhouse dream about.  The resulting brand value has seen the Leafs value go from $280million in 2004 up to $505 million in 2010
making it the #1 valued team in hockey. Seven years of missing the playoffs and the value of the team has nearly doubled.

Compare the Leafs to the Red Wings, who use the slogan “‘HOCKEY TOWN”. The Red Wings are clearly the best hockey team in the past
decade, best win percentage, most playoff appearances, most Stanley Cups. Let's use 2004 and 2010 again. In those six years, Detroit's
revenue has gone up from $97million to $117million, a gain of 20% while the Leafs revenue were up 60% over the same period. Ticket
sales are actually down at Joe Louis arena by about 10%. While the Red Wings made back to back Stanley Cup finals, you could have
actually gotten a ticket at face value the day before one of the games.  The value of Red Wings team has gone from $248million up to
$315million, a solid gain of 27% in value but dwarfed in comparision to the Leafs 80% gain in value over the same period.


http://beloved-brands.com/2011/09/30/most-beloved-hockey-team-brand-the-toronto-maple-leafs/
http://beloved-brands.com/2011/09/30/most-beloved-hockey-team-brand-the-toronto-maple-leafs/
http://belovedbrands.files.wordpress.com/2011/09/leafs-tix.jpg
http://belovedbrands.files.wordpress.com/2011/09/leafs-tix.jpg
http://belovedbrands.files.wordpress.com/2011/09/val312012.gif
http://belovedbrands.files.wordpress.com/2011/09/val312012.gif
http://belovedbrands.files.wordpress.com/2011/09/leafs-bad.jpg
http://belovedbrands.files.wordpress.com/2011/09/leafs-bad.jpg

It's not easy being a Leaf Fan. Yet no one really stops being a Leaf fan.

Now, we must come to the question of why? Are Leaf fans crazy? | do remember a few years ago, on Trade Deadline day in late
February, there was a quote from a fan who said “I can't believe | took the day off from work to watch the Trade Deadline and my Leafs
didn’t do anything”. That's borderline crazy. The Leafs are the eternal underdog, where the pursuit of victory is greater than the victory
itself. But we might not ever find out. I've resigned myself to the fact that the Leafs WILL NOT win a Stanley Cup in my lifetime. And yet,
| remain a fan. If they ever do win the cup, I'm not sure if the team’s value will go up or even down from there. Debate all you want, we
may never find out.

Toronto likes to think of itself as the centre of the hockey universe. Not even close. Name me great hockey heroes from Toronto and the
list is much shorter than that of Montreal. In fact, on a per capita basis, Saskatchewan is the true centre of the hockey universe. Most
hockey superstars are from the remote locations like Perry Sound, Brantford or Flin Flon Manitoba. Maybe Stamkos will be the one that
breaks through the top 50 all time. In the past 30 years, it sure hasn’t been the great players on the team. The Leafs have only had two
players, Gilmour and Sundin, that you could call superstars, and a handful of good players like Curtis Joseph, Borje Salming, Wendell
Clarke or Rick Vaive. But Toronto fans have made the most of average and have created mythical figures in Felix Potvin, Bryan McCabe or
Mike Palmateer. Not sure where Reimer will be on this list, but if you talk with a Leaf fan, they think of him in the same breath as Patrick
Roy.

As we are on the cusp of a new season, Leaf fans are optimistic. And ready for another Cup run. There’s only one thing | know for certain
and would actually bet on it. The value of the Leafs will go up this year. YEAH!!!

Burke tarnishing Leafs' brand

BY JOE WARMINGTON ,TORONTO SUN
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"What's the Pittsburgh model?" Maple Leafs' president and GM Brian Burke
growled Tuesday, referencing Sidney Crosby. "They won a goddamn lottery ...
Pittsburgh model, my ass."

Good God. Probably no kids watching.

And with those blasphemous words, Leafs fans won't be counting on any
divine intervention for God's team any time soon.

Perhaps Maple Leaf Sports and Entertainment Chair Larry Tanenbaum will

have to take out another full-page, open-letter apology — this time not for his

president's failing hockey program but for his pathetic lack of basic respect and manners toward God-fearing people and entry-level
etiquette?

Wonder what Maj. Conn Smythe, buried in Park Lawn Cemetery, would have thought?

The legendary Toronto Maple Leafs boss was a Sunday school teacher, an elder in his church, has his name on the Stanley Cup eight
times and his tie was never seen publicly out of place.

It might be time for the current Maple Leafs boss to go back and study how a true sportsman, gentleman, statesman and professional acts.
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This season's antics are just not helping the Leafs' prestigious brand — everything from calling media "scum bags" and "bastards" to those
who ask "gutless and ignorant" questions about him "quietly and professionally" approaching the CBC over Don Cherry and Ron MacLean
on Hockey Night in Canada.

Would Mayor Rob Ford be able to get up on a podium and take the Lord's name in vain and get away with it? How about Cherry?

Burke did it Tuesday but it was tame compared to how he acted at a Rotman School of Business seminar in January where he used
phrases like "Jesus Murphy, Jesus Christ and you are out of your god-damned mind" to illustrate his point.

That stuff may be acceptable in the dressing room but it's better tolerated when there are playoff games. In Burke's case what often comes
out of his mouth seems boorish, uncouth--and just plain rude.

" am glad my daughter wasn't watching," commented George Bigliardi, the retired restaurateur who owned or worked in steak houses
behind Maple Leaf Gardens on Church St. for 50 years and got to know such "class" management people as Punch Imlach, Pat Quinn, Cliff
Fletcher, Steve Stavro, John Ferguson Jr. and Bill Watters.

"| think it's more this man's vocabulary than it being openly blasphemous," said Rev. Charles McVety, president of Canada Christian
College.

He added considering all that Burke has been through personally and the enormous pressure of the Leafs not making the playoffs again he
probably should be cut some slack.

"You can see the bitterness 0ozing out of him. You can see his anger. My heart goes out to him."

Still, with new ownership coming in, sources say there is concern over the $1-billion franchise being used as Burke's own personal stage
show and that it might be time to consider replacing the conductor on this runaway train before it starts to affect people in current positions
who will be replaced themselves for not reining him in.

Certainly the always classy Tanenbaum can't be happy apologizing for him. As Queen's University marketing professor Ken Wong
suggested, maybe there should be a refund for fans to go along with apologies.

For many, it's the return of the Harold Ballard sideshow.

"He needed three years to figure out that Ron Wilson wasn't doing what he wanted him to do?" asked hockey scribe Al Strachan. "Why did
he renew him two months before he fired him?"

And Burke's words, like not wanting to make the playoffs to get his "ass" beat out in the first round, or he didn't want to trade Clarke
McArthur for a first-round pick, make fans want to swear.

Citing Smythe's "defeat does not rest lightly on their shoulders," fan Scott Bell penned his own open letter on the Maple Leafs' Facebook
site, writing "the fans of the Toronto Maple Leafs Hockey Club, do not want an apology; we want a Stanley Cup championship victory. We
want to see accountability, we want to see work ethic, we want wins. We want players, coaches, mangers, board of directors, scouts,
presidents, and owners -- especially owners -- to be punished when they fail their jobs of winning. You should be hungry, all the time for that
cup."

Fan Stefan Ottenbrite agreed, saying "purchasing a newspaper ad to apologize will only make them more frustrated and using such words
to answer questions like 'ass' is truly unprofessional.”

But God knows, if Burke ever does win a Stanley Cup, all sins committed in what he once called "The Vatican" of hockey will be forgiven.



