MEDIA
MORE PEOPLE THAN EVER BEFORE ENGAGED WITH US
THROUGH DIGITAL AND BROADCAST PLATFORMS IN THIS
SECOND CONSECUTIVE RECORD-BREAKING SEASON.
OUR MEDIA STRATEGY WAS DESIGNED TO CAPITALISE ON
THOSE ON-FIELD SUCCESSES, WITH CONTENT CREATED AND
DISTRIBUTED TO SUIT SPECIFIC AUDIENCES IN A TARGETED WAY.
We executed new creative content campaigns around major matches like the Manchester
Derby and the Carabao and Continental Cup-winning weekends, and for the title run-in we set
out to ‘paint the internet blue’ by going outside of our own media channels to distribute our
content. This meant working closely with broadcasters; taking a fresh approach to paid media,
influencers, esports and syndication; and engaging with cultural moments like the final season
of the ‘Game of Thrones’ TV series and the launch of the ‘Avengers: Endgame’ movie.
There was significant uplift across our platforms, most notably Instagram, but also in our
broadcast figures, where we now have the third biggest international TV audience for the
Premier League. Our global audience for live Premier League games was up by 15%.
In our efforts to continually try to better serve our different audiences, we teamed
up with Copa 90 to conduct an in-depth international research study designed to gain
a better understanding of the audience for women’s football. The report identified the
global commonalities and the regional nuances in the introduction, behaviours, emotions
and attitudes of fans around the world.
We celebrated the launch of our new over-the-top (OTT) platform, Man City for TV,
with the release of an exclusive City TV documentary, ‘Fight ‘til the end’, documenting
the nail-biting climax of the last 30 days of the 2018-19 season.
Our initiative to inspire the next generation of female footballers, #SameGoals, returned for
a second season, where we once again delivered footballs to every girl who sent us a video
of themselves scoring or saving a goal. Fresh for 2019, we also hosted a series of Football
Festivals in Manchester, the US, Abu Dhabi and China.
Manchester City’s FIFA 19 and FIFA Online 4 teams have made great progress this season,
although it is our sister-club NYCFC’s esports player who has the most to celebrate, receiving
the $100,000 prize for winning the inaugural eChampions League in Madrid the day before
the UEFA Champions League final.
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TV BROADCASTING
Viewers of live Premier League games featuring Manchester City on television in 2018-19

12%

16%

year-on-year

year-on-year

HOME

AWAY

Cumulative TV viewers in the UK

Cumulative TV viewers overseas

SOURCE: Manchester City
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TV BROADCASTING

INDIA

Key growth territories
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ENGAGEMENT
Interactions (likes, shares, comments, etc.) across key platforms up by almost 50% in 2018-19

49%

KEY AREAS
OF GROWTH
THIS YEAR:

year-on-year

75% UP
Interactions on Instagram

22% UP
Interactions on Twitter

INTERACTIONS ACROSS INSTAGRAM,
FACEBOOK AND TWITTER
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FOLLOWERS

INSIGHTS

90%

year-on-year

8%

year-on-year

9%

year-on-year

ALL OR NOTHING
The 2017-18 season saw unprecedented success on the pitch, dozens of
records broken, and footballing history made. To capture the story of the
season, we partnered with Amazon Studios to create a series documenting
what would become a truly incredible year.
‘All or Nothing: Manchester City’ was released exclusively on Amazon Prime
in August 2018 and launched in Manchester at a premiere screening that
was attended by the full men’s squad and backroom staff, women’s players
and Club representatives. Each episode of the eight-part series offered
unparalleled insight into Pep Guardiola’s team, with Amazon’s cameras at every
training session, team meeting and match in the dressing room. Amazon also
interviewed key Club executives and players, to get their thoughts on how the
season was going and what could be achieved.

Growth of Manchester City social media accounts in 2018-19

The Mail described it as “truly compelling”, while Match Of The Day presenter
Gary Lineker tweeted that it was “way beyond the like we’ve seen before from
a successful club”. Rated 4.5 stars on Amazon Prime and 8.4/10 on IMDB, and
nominated for a Sports Emmy, ‘All or Nothing: Manchester City’ has become a
benchmark for fly-on-the-wall sports documentaries and provides a timeless look
into one of football’s most ground-breaking seasons.

SOURCE: CrowdTangle
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