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INTRODUCTION
Letter to stakeholders
Following on from the work begun in the 2012/2013 season, AC Milan has published
a new Sustainability Report to detail the Group’s activities in the 2015/2016 season.

This means of communicating with our stakeholders has proved a great success in recent
seasons and the document that follows is another vital resource detailing every aspect of our
Club’s activities.
The fourth edition of the AC Milan Sustainability Report begins with figures and analysis before
moving on to explore another side of the Club, through the use of images and videos. It is the
ideal resource for anyone wishing to discover every inch of the Rossoneri universe: from the
team’s on-field performances in sporting competitions to fan initiatives, environmental policy,
the way we interact with every single person involved in the Group’s activities, our growing
focus on digital innovation and the sporting and educational model of our youth academy – a
shining example of global best practice.
This edition of the Sustainability Report has been structured slightly differently to previous
versions. We have decided to create a digital, interactive resource, as part of a Group
philosophy increasingly centred around innovation.
As you navigate the document, you will be able to choose which sections you would like to
read as you discover the great many initiatives run by the Club last season.
Social responsibility is part of AC Milan’s DNA – it sits at the heart of the work of every
department and is one of the cornerstones upon which we can strengthen our Club’s identity in
Italy and around the world. It constitutes one of AC Milan’s defining characteristics and must
be our guiding light as we tackle future challenges.
This focus – embodied by the Corporate Social Responsibility Department – extends across all
sectors of the Club. The latest edition of the Sustainability Report is a comprehensive resource
which allows the reader to relive the most important moments of the past season in full colour.
The various initiatives included in the report depict a Club ready and willing to respond to the
needs of all internal and external stakeholders. Moreover, for this edition, we have decided to
take a further step forward in our approach to reporting. For the first time, the AC Milan
Sustainability Report has been drawn up in accordance with the G4 Sustainability Reporting
Guidelines, specifically the Core option.
Once again, AC Milan is showing its unerring desire to provide clear communication of its daily
activities, in full accordance with the highest European standards. We are convinced that our
efforts will be appreciated. We hope you enjoy exploring the document.

Barbara Berlusconi

Adriano Galliani

Executive Vice President and CEO

Executive Vice President Vicarious and CEO

Copyright © 2017 ACMilan.com

3

Methodological framework
Now in its fourth edition, the Sustainability Report published by the AC Milan Group (also
referred to hereinafter as the “Group” or “Club”) sets out the main social, economic and
environmental effects brought about by the Group’s activities in the 2015/2016 season (1 July
2015 to 30 June 2016).
The report adheres to the GRI’s G4 Sustainability Reporting Guidelines (2013) and G4 Event
Organizers Sector Disclosures (2014), in accordance with the Core option.
All economic information refers to the 2015 financial year and the scope of economic reporting
is the same as that found in the Group’s Consolidated Financial Statement.
For the purposes of the Sustainability Report, M-I Stadio S.r.l. has been fully taken into
account (values to 100%) as regards qualitative information and quantitative data referring to
social and environmental factors; in contrast, it is not included in the scope of reporting for
data relating to the workforce.
As regards the economic data, the Club owns 50% of M-I Stadio S.r.l. according to the equity
method, as per the Group’s Consolidated Financial Statement.
Data and information relating to previous seasons are shown in the interests of comparison, in
order to allow stakeholders to evaluate the progress of activities over time.
There were no significant changes to the ownership structure and dimensions of the
organisation last season.
The Report is published annually on the AC Milan Group website
(https://www.acmilan.com/en/club/sustainability-report).
To make it easier for readers to consult the report, we have chosen to adopt the clearest
language possible and present the data using images, graphics and tables. To coincide with
this objective, the document has been exclusively published online for the first time and
includes a series of interactive features.
For more information, please visit www.acmilan.com to view the Sustainability Reports for the
2012/2013, 2013/2014 and 2014/2015 seasons or email csr@acmilan.it.
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AC MILAN in numbers
“It was an amazing feeling to wear the AC Milan jersey. Every time I put it
on, I knew I was writing my name into the history of football. There was
always an immense sense of pride and strength whenever I wore it.”
Cesare Maldini

Overview
Years of history

117

Years of Berlusconi family ownership
Total number of spectators at stadium

30
806,980

Employees

142

Youth academy players

311

First-team players

28*

Turnover

€221m

International trophies won

18

Ballon d’Ors

8

Instagram followers

2,450,000

Google+ followers

5,800,000

Facebook followers
Twitter followers

24,780,000
3,575,000

* According to the list registered with the Lega Nazionale Professionisti Serie A on 01/02/2016
** Number of employees does not include employees of M-I Stadio because this is not part of the AC
Milan Group
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Our approach to sustainability
Club principles
Winning mentality, excellence, generosity and responsibility are values which form part of the
AC Milan Group’s DNA – values that we wish to share with all our stakeholders.
We firmly believe that living and working with these principles in mind is the key to achieving
success in sport and life in general

Our strategy
For the fourth year running, we have spent the past season evaluating and planning the
activities of the AC Milan Group.
We have worked with all our stakeholders and across the Club in order to ensure we continue
our progress towards a more sustainable management model for all our activities.
This edition takes a different approach in that it focuses attention on the typical activities the
Group applies its principles and values to on a daily basis – activities which constitute the key
focus of our approach to sustainability.
For this reason, the content of this edition of the Sustainability Report has been organised into
the following sections:
ENTERTAINMENT

The passion of our fans in Italy and around the world spurs us on to
achieve our ambitious objectives. In recognition of this, we offer our
supporters a whole host of initiatives and services for their
entertainment. We are aware that we represent one of the great sporting
institutions in Milan, Italy and the world. For this reason, we strive to
strengthen our bond with the fans every year through special activities
at Casa Milan, the stadium, our training grounds and on our digital
channels.
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FOOTBALL
ACTIVITY

The footballers are one of the most important components of our Club so
we invest in their development to create a team that is physically and
mentally prepared to deal with the challenges of the modern game. This is
aided by a tried and tested educational model which we apply in the AC
Milan youth academy.

COMMUNITY

The AC Milan Group works hard to use its methodological and sporting
expertise to promote social inclusion in Italy and around the world.

ENVIRONMENT

We firmly believe in the need to take a responsible approach to all our
activities and have created an environmental management system in
order to direct our path towards sustainability.

We have decided to take our Sustainability Report to the next level by ensuring it complies
with GRI’s G4 Sustainability Reporting Guidelines (2013), specifically the Core option. This
decision is testament to our commitment to transparency and accuracy in our reporting.

Materiality analysis
Before producing the Sustainability Report, the AC Milan Group undertook a materiality
analysis in order to identify the relevant issues for the Group itself and its stakeholders.
Using a questionnaire, the AC Milan management team conducted an internal analysis in order
to update the Group’s stakeholder structure and identify and prioritise relevant issues.
The list of stakeholders published in the previous Report was confirmed and is as follows:
shareholders, first-team football players, youth academy football players, wider community,
Portello and Zona 8 communities in Milan, employees, FIGC-registered personnel and
contractors, families of youth-team players, suppliers, sports institutions (UEFA, FIGC, ECA),
Lega Serie A, media, commercial partners, public administration, football schools, schools and
universities, and fans.
Sustainability issues were evaluated from the dual perspective of the stakeholders and the AC
Milan Group.
Given that this is the first Sustainability Report published in accordance with GRI-G4
guidelines, the analytical process was not extended to external stakeholders. However, in
order to take into account the expectations of external stakeholders, we plan to extend the
scope of the analysis in the coming years.
Below is a materiality index showing the most relevant issues.
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AC Milan Group materiality index

Analysis of key AC Milan Group issues and their internal and external impact:
Macro area

Governance and
integrity

Economic
responsibility

Responsibility
towards fans

Issue

Internal impact

External impact

Ethics and integrity in
business management

Yes - Top management
and employees

Yes - Shareholders,
sponsors, suppliers

Corporate governance

Yes – AC Milan Group

No

Relations with institutions
and regulatory bodies,
external relations

Yes – AC Milan Group,
footballers

No

Sponsor relations

Yes – AC Milan Group,
footballers

No

Economic and financial
performance

Yes – AC Milan Group

No

Indirect economic impact

Yes - AC Milan Group,
match day

Yes – Suppliers,
sponsors, fans

Organisation of sporting
events

Yes – AC Milan Group

Yes - Lega Serie A

First-team ethics and
behaviour

Yes - Footballers

No

Direct interaction with fans

Yes – AC Milan Group,
footballers

No

Legality and integrity in
football

Yes - Top management,
footballers

Yes – Lega Serie A, fans
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Human
resources

Social
responsibility

Environmental
responsibility

Resource development and
talent management

Yes - Footballers youth
academy, staff

Yes – Players’ families,
schools and universities

Local ties and social
initiatives

Yes – AC Milan Group,
Milan Foundation

Yes – Fans

Promotion of sport and
training

Yes - AC Milan Group,
Milan Foundation

Yes – Sporting
institutions

Youth education

Yes - AC Milan Group,
Milan Training School,
Milan Foundation

Yes – Players’ families,
youth academy, schools

Environmental impact

Yes – AC Milan Group,
stadium

Yes – Fans
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1. ENTERTAINMENT

Competitions
AC Milan finished in seventh place in the Serie A TIM football championship in the 2015/2016
season.
AC Milan also reached the final of the TIM CUP, where they faced Juventus FC at the Stadio
Olimpico in Rome on 21 May.
In addition to official competitions, AC Milan took part in the following non-competitive
games):

FIVE FRIENDLY
MATCHES

(AC MILAN v A.S.D. ALCIONE; AC MILAN v ACD LEGNANO; OLYMPIQUE
LYONNAIS v AC MILAN; MANTOVA FC v AC MILAN; AC MILAN v MONZA)

TWO
INTERNATIONAL
TOURNAMENTS

(INTERNATIONAL CHAMPIONS CUP CHINA 2015; AUDI CUP 2015)

THREE CUP
COMPETITIONS

(TROFEO TIM; XXIV TROFEO LUIGI BERLUSCONI; TROFEO SAN NICOLA)

In the 2016/2017 season, AC Milan will take part in Serie A TIM, the TIM Cup and the Italian
Super Cup, which will take place in Doha on 23 December 2016.

Match Day
Match day is one of the most important moments in the life of a fan, representing a
unique opportunity to celebrate and share their passion. AC Milan is aware of just how
much match day means to their fans and is striving to make it even more special.

Casa Milan welcomes Rossoneri fans and indeed anyone who wishes to discover the Club’s
history, values and achievements.
When AC Milan play at San Siro, Casa Milan is a must-visit spot for fans before they head to
the stadium. It’s also a great place for families, with entertainment activities laid on
throughout the season.
On match day, a fan village is set up in front of the Milan Store featuring various areas
dedicated to sport, games and entertainment. The main focus of the village is a synthetic
football pitch. This is surrounded by a variety of inflatables, with some used for sporting
activities and others serving as covered areas for entertainment. Visitors are met by
entertainers ready to paint the fans’ faces red and black and they can also take a photo with
Club founder Herbert Kilpin - in mascot form, of course. The images will then be shown on the
Copyright © 2017 ACMilan.com
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big screen at San Siro before kick-off. On top of that, fans can have no end of fun on our lifesized table football pitch, which can accommodate up to 11 players per side.
Music is played throughout the village and souvenirs supplied by AC Milan’s commercial
partners are handed out free of charge.
As well as the village, the Junior Club is open all afternoon. It’s an area where children can
play and watch the match as part of a proper fan club, while older fans can enjoy the game on
the screens in the Cucina Milanello restaurant. When the team is playing at home, a host of
special initiatives are organised for Milan Clubs, with all members entitled to a discount of over
30% on entry to the Mondo Milan museum. Casa Milan also lends memorabilia and silverware
to Milan Clubs for temporary display at local initiatives.
Casa Milan continues to support the Rossoneri fans even when the team is playing away from
home. For example, fans have the opportunity to watch the match with one of the first-team
players not involved in the game, with supporters are able to pose for photographs with and
collect autographs from their heroes.
The overall objective of Sport Production – the department responsible for all entertainment
activities – is to ensure that visiting San Siro to watch AC Milan play is an engaging and
memorable experience. Whether fans are inside or outside the stadium, be it before the game
or at half time, the aim is to optimise the experience for all fans, young and old.
Ahead of kick-off, fans are invited to pose for photos against themed backdrops and then post
the images on social media, with the best photos then shown on the big screen inside the
stadium during the build-up. Fans can also send messages of encouragement to their heroes
by getting involved with Videobox, an initiative organised by AC Milan in collaboration with
Radio Italia, the Club’s radio partner until 30 June 2016. The platform features exclusive video
content on the match as well as information on the two teams and their coaches and plenty of
tactical analysis and match stats.
When the players take to the field for their warm-up, they are met by members of AC Milan
Soccer Schools, who also line up with the players before kick-off and then head back out onto
the pitch at half time to showcase some of the exercises found in AC Milan’s Integrated
Method.
Every time AC Milan play at San Siro, the stadium becomes a special place where the Club and
its fans come together. Recognising this, the Club is working hard to promote a series of
initiatives designed to entertain its fans before, during and after the game. These activities are
made possible thanks to the help of AC Milan’s sponsors, thus boosting the relationship
between our commercial partners and the fans attending the game and helping to create a
proper Rossoneri community. Among the many activities laid on during the 2015/2016 season,
the McVitie’s initiative – which was later recognised at the Sponsorship Awards 2016 – is
deserving of special mention.
Scendi in campo con McVitie’s (Take to the field with McVitie’s) was an instant-win
competition designed by McVitie’s in collaboration with AC Milan and run during the Club’s
home matches against Inter, Juventus and Lazio.
The competition itself was a very simple one. Hostesses positioned by the turnstiles handed
out sample packs of digestive biscuits to fans, with stickers bearing the competition symbol
attached to the packaging. Three lucky fans would be given “winning packs” and win an AC
Milan jersey and two footballs. The winners were called out onto the pitch ahead of kick-off,
with the prizes presented by McVitie’s Italia CEO Luca Alessandri and Rossoneri legends Mauro
Tassotti, Filippo Galli and Franco Baresi, and the whole thing shown on the stadium’s big
screens.
Copyright © 2017 ACMilan.com
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The competition also had an online dimension. Using an app, the fans were able to enter a
prize draw to win a supply of digestive biscuits by using the registration code announced to
fans over the stadium loudspeakers.

Overview
Stadium
Total match-day tickets sold

2013/2014

2014/2015

2015/2016

515,697

352,586

440,027

€ 18,185,335

€ 11,717,038

€ 13,516,000

575,997

367,312

366,953

Total season-ticket revenue

€ 13,764,268

€ 8,550,563

€ 8,427,257

Overall stadium revenue

€ 31,949,603

€ 20,267,601

€ 21,943,257

Total match-day ticket revenue

Number of season-ticket holders attending matches

Spectators

2015/2016

Female spectators at stadium

20%

Male spectators at stadium

80%

Spectators under the age of 18 at stadium

13.4%

Spectators between the ages of 18 and 30 at stadium

37.4%

Spectators between the ages of 30 and 40 at stadium

21.8%

Spectators between the ages of 40 and 65 at stadium

25%

Spectators over the age of 65 at stadium
Number of disabled spectators at stadium

2.4%
2

Female television spectators*

26%

Male television spectators*

74%

Television spectators under the age of 19

9%

Television spectators between the ages of 20 and 34

14%

Television spectators between the ages of 35 and 54

35%
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Television spectators over the age of 54

42%

Stadio San Siro
Ordinary activities

Overview

2015/2016

Health-care professionals

110

Refreshment points

16

Security cameras

186

Hours of training provided to stadium security staff

100

Youngsters visiting free crèche in one year

8,581

Disabled spectators at the stadium

1,913

Tickets sold
Seats

440,027
78,364

Extraordinary activities
In order to make San Siro a more welcoming, special place for our guests during the
Champions League final, AC Milan and FC Internazionale invested over €15m to renovate
and upgrade stadium infrastructure.
§
§
§

Percentage of fans using the final to visit Milan for the first time*: 28.5%
Activities undertaken by fans attending the final: shopping, cultural visits*
Locations chosen by fans for accommodation for the final: City of Milan, suburbs and
other parts of the region*:
o 80% City of Milan
o 19% suburbs
o 1% other

* Estimates made by the Research Department of the Monza and Brianza Chamber of Commerce on the
basis of data from Companies Register, CISET and the Bank of Italy.
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Fans
Fans
Number of fans around the world
Number of fans in Europe
Number of fans in Italy

2015/2016
148,000,000*
29,000,000
6,300,000

Number of Cuore Rossonero card holders

480

Number of fan clubs

800

Total potential fans (fans + sympathisers)

410,000,000

* Source: Repucom SportsDna, May 2016

Website and social media
Number of unique visitors to website during period in question
Number of news stories published on the website
Average time of a visit to the website
Number of video/photo galleries published on the website
Total number of likes on Facebook
Total number of subscribers on YouTube

2015/2016
1,000,000
4000
2 mins, 42 secs
8,415*
24,780,000
308,000

Total number of followers on Twitter

3,575,000

Total number of followers on Instagram

2,450,000

Total number of followers on Google+

5,800,000

* Valid as of 20 April 2016, refers to previous version of website.
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The evolution of football teams into modern entertainment companies has prompted the Club
to take direct control of content production and distribution. The body responsible for this is
Milan Media House.
The project stems from the digital transformation which companies in the football industry are
undertaking. The football industry is a complex one, with television rights and exclusive
sponsor relationships dominating the sector.
Many different figures work together at Media House: journalists, producers, cameramen,
developers, graphic designers, media planners, social managers, moderators, designers,
community managers, analysts and system integrators. All of the different figures and
communication channels impact on the end-client experience.
Milan Media House is based around an omni-channel system (TV / Digital and social), with
content and big data brought together under a single, non-technical concept: RELATIONSHIPS.
Media House has been designed to manage the Club’s relationship with various
stakeholders within an increasingly innovative and personal dynamic.
On 1 July 2016, the new www.acmilan.com website and Milan TV channel were launched.
One of AC Milan’s main objectives for the future is to increase traffic on its official channels.
The aim is to improve the Club’s ability to fill its digital channels with content not just of a
sporting nature. More specifically, the Club will try to strengthen its relationship with the fans
via a bespoke app designed to become the main means of interaction with supporters. In order
to support the Club’s activities across its digital channels, the Club will develop a data analytics
system capable of storing, managing and processing the large quantities of data produced by
online interactions of this nature so that we can make best use of this.
In addition to strengthening our relationship with our clients, we also aim to improve relations
within the business by taking prompt action to accommodate the requirements of internal staff
and departments.
These initiatives will have an international focus. Indeed, AC Milan was one of nine top clubs
which formed Dugout, a free digital platform which allows fans from all over the world to
access exclusive multimedia content.

IN ITALY
Casa Milan Village is a celebration of fun, football and all things red and black. It is
held in Piazza Gino Valle – the space in front of the Club’s headquarters – and is free to
the public.
The second edition of the initiative was a great opportunity for lovers of sport, music and
art, who were able to experience a range of unforgettable activities across 10, 11, 12
and 13 September 2015.
There were plenty of activities suitable for young and old: children’s face painting,
inflatables, football pitches, activities at the nine sponsor stands, table football and
refreshments, all of which took place to the sound of live musical entertainment.
Casa Milan Village kicked off with the official presentation of the first team, as the
players and coach came together with fans in the square for a special meet and greet
ahead of the Milan derby against Inter.
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Milan Glorie also took part in the important event, with several former Rossoneri players
meeting fans attending the initiative. Lucky supporters were even able to have a
kickabout and learn the secrets of some of the greatest players ever to don the red and
black jersey. A special five-a-side football pitch set up for the occasion was the setting
for the CASA MILAN CUP BY PREMIUM, which took place over the four-day event. The
winning team was presented with a trophy at the end of the tournament and won tickets
to the AC Milan v USC Palermo match on 19 September 2015.
Music was a big part of the event. A DJ set from Blocco Recordz warmed the crowd up
for Emis Killa and Saturnino Celani’s performance of #rossoneri, a song the duo wrote
specially for AC Milan and the Club’s fans. Zero Assoluto also entertained the supporters
with a live performance as special guests of the Music Village by Radio Italia.
Alongside Mediaset Premium, who were one of the sponsors of the event, there was also
plenty of street art on show at the village, with Cheone and Gep painting a wall set up in
Piazza Valle while the fans watched on.
With thousands of people and many sponsors taking part, Casa Milan Village confirmed its
status as an important opportunity for the Club to interact with its fans, thus strengthening the
supporters’ sense of belonging to and passion for the Rossoneri.

AROUND THE WORLD
The AC Milan first team has been participating in the International Champions Cup
since 2014. Played during the summer, the competition – which is assuming an
increasingly important position in the international football panorama – brings top-level
football to areas where the sport is growing in popularity, such as China, South-East
Asia and the United States. Matches are contested by leading European clubs, creating
unique experiences which capture the imagination of fans all over the world.
As part of the Club’s 2015/2016 pre-season preparations, AC Milan visited China for
the first time since 2011, when the Rossoneri beat Inter in Beijing to win the Italian
Super Cup. The bond between AC Milan and China is a strong one: Serie A clubs –
including AC Milan – have been visiting the country since the 1980s, with AC Milan one
of the most popular clubs in a country which is home to nearly a third of the 380 million
Rossoneri fans around the world.
The tour of China lasted ten days, with the first team playing two matches – against FC
Internazionale and Real Madrid CF in Shenzhen and Shanghai respectively. Huge
numbers of local Rossoneri fans supported the team throughout their stay in China.
As well as the football, a series of activities involving the players and coaching staff
were organised to strengthen the bond between AC Milan and the Chinese people. The
squad paid a visit to the headquarters of Club sponsor Huawei, while there were several
open training sessions, an interactive event between players and fans at the adidas
Football Base at Expo 2010, a number of meet and greets with supporters and a series
of local media commitments. The packed schedule meant that the players combined
their physical, technical and tactical preparation with activities designed to bolster
relations with local stakeholders.
To coincide with the tour, AC Milan decided to open its own Wechat account to stand
alongside its existing accounts on other Chinese digital platforms such as Sina Weibo
and YouKu; the move was a great success for the Club, which consolidated its position
as one of the most digital-savvy, widely followed clubs in world football.
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Several digital initiatives were organised during the tour to engage with the Club’s
320,000 followers. In total, 120 million online users were reached.
In order to maintain and consolidate the Club’s bond with its Chinese fans, AC Milan
teamed up with partner Mailman to run a competition on its www.acmilanstoreasia.com
online store to give fans the chance to attend the TIM Cup final against Juventus on 21
May 2016. The two lucky winners were able to experience the life of the Club up close
and meet the players ahead of their arrival at the Stadio Olimpico for the hotly
anticipated final.

MILAN GLORIE
Milan Glorie – a team made up of former AC Milan players – was founded in 2008.
The team’s first appearance was a friendly match against Fiorentina on 8 October 2008,
when the two sides faced off with a mix of current and former players. The aim of the
match was to support the Stefano Borgonovo foundation, which works to raise funds for
scientific research into ALS disease, which the Rossoneri great was suffering from. Since
then, Milan Glorie has contested a number of high-profile charity matches organised
to raise funds for charitable initiatives supported by the Milan Foundation and
local not-for-profit organisations. In June 2010, Milan Glorie travelled to the
Santiago Bernabeu to take part in the Corazon Classic Match in front of 80,000
spectators. Following this game, Milan Glorie took on several new objectives, such as
ensuring increased visibility for the Club by involving Rossoneri legends, helping to
develop Club initiatives around the world and assisting with commercial activities for AC
Milan’s global sponsors.
Spain, Germany, England, Scotland, Georgia, Finland, Argentina, Indonesia, Japan,
Iran, Canada, China, Belarus and the United Arab Emirates are just some of the
countries in which Milan Glorie have played in front of packed-out stadiums. In the last
five years alone, over 600,000 fans have watched the Glorie in action.
Over 60 players have turned out for the team, many of whom won the biggest
trophies in the game during their professional careers.
Thanks to Milan Glorie, the Club is able to bolster its offering for fans and commercial
partners through content linked to our rich history, preserving and indeed expanding
our geographical presence thanks to the participation of revered Club ambassadors. The
team features some of the world’s most famous football legends: players who are
famous everywhere they go and loved by fans old and young.
Last season Milan Glorie played a number of matches in China, an area of crucial
importance for the Club. The tour – which took in two visits in November 2015 and May
2016 – helped to consolidate AC Milan’s stature in the country, with the Club
becoming the most popular Italian team on social media in China.
The Milan Glorie tour took in three key locations: Taizhou, Shanghai and Nanning. In
addition to friendly matches, the following events for fans and commercial partners
were organised:
§ Three press conferences
§ Six meet and greet sessions
§ Two Q&A sessions
§ Exclusive interviews with local media
§ Five meetings with local institutions
§ Two sponsor launches
Copyright © 2017 ACMilan.com
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The following players were involved in the tour of China: Ambrosini, Ba, Baresi, Braglia,
Costacurta, Carbone, Eranio, Ganz, Giunti, Favalli, Lantignotti, Maldini, Massaro, Mussi,
Panucci, Papin, Rossi, Simic, Serginho, Vierchowod, Jankulovski, Shevchenko,
Zambrotta, Zenoni.
The entire tour was covered by AC Milan’s official social media profiles in Chinese
(WeChat, Youku and Tencent), which published exclusive content for the Club’s many
Chinese fans. AC Milan also launched a Chinese-language website on 15 March 2016.
The 2016/2017 season is already shaping up to be a packed one for Milan Glorie, with
two high-profile away trips on the horizon: the first to play Bate Borisov Legends in
Belarus and the second to face Arsenal Legends in London.
GOING FORWARD
We’re working hard to improve, optimise and broaden our communication channels –
including the website and our social media presence – in order to promote increased
interaction with our Italian and international fans.
We want to continue to improve our fans’ experience at the stadium, starting from the
moment they buy their tickets. We are optimising our ticketing system, increasing
purchasing channels and sales points in Italy and abroad, improving the on-line purchasing
process and creating special ticket types for groups such as families, young people, children
and students.
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2. FOOTBALL ACTIVITY

First team
The AC Milan first team included 28 players in the 2015/2016 season, six of which had
previously come through the Club’s youth academy. Riccardo Montolivo was the captain and he
made 35 Serie A and TIM Cup appearances. Ignazio Abate was vice-captain.
Sinisa Mihajlovic was appointed as head coach for the 2015/2016 season. Cristian Brocchi, the
Rossoneri Primavera coach, replaced him in April.
Sixteen-year-old goalkeeper Gianluigi Donnarumma was named in Mihajlovic's starting line-up
on 25 October 2015 and remained first-choice No.1 for the rest of the season, going on to play
in the TIM Cup final. Extremely talented and highly focused, Donnarumma thus became the
youngest goalkeeper to start a Serie A match.
Several other youth players broke into the first team in the 2015/2016 season, including
Davide Calabria (promoted to the senior squad at the start of the season) and Manuel Locatelli
(from February). A number of more experienced players – Ignazio Abate, Luca Antonelli and
Mattia De Sciglio – also came through the Club's academy, confirming the quality of the
Rossoneri youth system.
The first team trains at the Milanello training ground in Carnago, in the province of Varese. The
weekly training programme includes both gym sessions and technical/tactical sessions on the
pitch, as well as video sittings where the team analyse their own movement and learn about
their next opponents.
AC Milan has a video area where every match and training session is recorded (filmed from
above). This enables the staff and players to better assess which areas can be improved.
Goalkeepers spend part of the training session with the rest of the squad and part of the
session working on specific goalkeeping technique.
The technical and medical staff work with the first team alongside the head coach.
The first team played Juventus FC in the TIM Cup final in Rome on 21 May 2016. Ahead of the
match, the players and management – together with delegations from Juventus, Lega Serie A
and FIGC – had an audience with Pope Francis at the Vatican. During his speech, the Pope
encouraged the players to be “champions in sport but especially in life” and to “highlight what
is truly good and beautiful by openly displaying true sporting values”. It was a touching,
emotional occasion which ended with an exchange of gifts.
Besides their work on the pitch, the players and the coach contribute to the success of various
institutional activities organised with sponsors during the year, both in Club settings and by
taking part in external initiatives.
The first team, together with the coaching, medical and other staff, also take part in social
initiatives. For example, they visit paediatric wards at local hospitals and record video
messages for the young patients. Visits to Milanello became a regular event in the 2015/2016
season, offering people who are experiencing particular difficulties the chance to meet their
heroes and enjoy a special moment. Similar activities are organised when the first team play
away from home. With the help of local non-profit organisations, many informal meetings have
been set up with players at the team’s hotel.
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40

168

FIGC-REGISTERED PROFESSIONALS IN THE
FIRST TEAM (PROFESSIONAL FOOTBALLERS,
COACHING STAFF, MEDICAL STAFF,
SCOUTING STAFF)

TOTAL FIGC-REGISTERED PROFESSIONALS
AT AC MILAN (INCLUDING NONPROFESSIONAL FOOTBALLERS IN THE YOUTH
ACADEMY)

28

*

FIGC-REGISTERED FIRST-TEAM
FOOTBALLERS

7
FIGC-REGISTERED FIRST-TEAM COACHES

10
FIRST-TEAM MEDICAL PROFESSIONALS

* List registered with Lega Calcio on 01/02/2016.
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Youth academy
The AC Milan youth academy is considered to be one of the best youth systems in the
world. Over the years, the Club’s academy has developed footballers who have gone
on to play for the AC Milan first team and many other big Italian and foreign clubs.

There were 13 youth teams in the 2015/2016 season:
•
•
•
•
•
•
•
•
•
•
•

Pulcini 2007 (U9s)
Pulcini 2006 (U10s)
Esordienti A 2005 (U11s)
Esordienti B 2005 (U11s)
Esordienti 2004 (U12s)
Giovanissimi regionali 2003 (U13s)
Giovanissimi regionali 2002 (U14s)
Giovanissimi nazionali (U15s)
Allievi regionali (U16s)
Allievi nazionali (U17s)
Primavera (U19s)

Starting this season, the youth academy also features an Under-9 and Under-10 girls' teams.
Youth-academy sides and their respective coaching teams train at the Vismara training ground
in Milan, which is also where they play their home games. The Primavera team also play here,
while they train at Milanello.
The AC Milan youth academy is updating its Video Department, which comprises of five
coaches whose job it is to analyse footage and data from training sessions and matches of
both our competitive and grassroots teams, as well as any other side considered of interest
from a tactical and technical point of view. Video analysis is viewed as an important learning
tool for players and coaches.
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Overview
Youth academy footballers (male and female)

311

2014/2015

273

2013/2014

247

Professional footballers in the youth academy
Non-professional footballers in the youth academy

37
274

Youth academy teams

Nationality of youth academy footballers

13
Italy, Albania, Senegal, Bosnia Herzegovina,
Brazil, Republic of Mali, Ghana;
Romania; Ivory Coast, Montenegro; Bolivia,
Spain, Ukraine;
Great Britain; Guinea; Philippines; Bulgaria;
Morocco; India; Republic of Togo

Over the course of the season, the youth academy compiled a five-year plan that will be
presented to UEFA, listing the objectives for each area that has a stake in the player's
development: Technical and Tactical, Psychological, Fitness, Social Department and
Educational. A set of targets is drawn up for each of these areas with the aim of developing
the individual player, the squad and the staff.
The objectives differ according to the level and the age of the young footballers. Taking the
Pulcini for example, the objectives here concern helping the girl or boy to find their feet at a
top club and, at the same time, cope with being away from their parents. They learn to
manage the competitive aspect and their emotions, as well as learning values such as
sharing and respecting rules. When it comes to the Primavera in particular, one of the
objectives is to support the players' transition to the first team, to another senior
professional club or, in the majority of cases, to an amateur side.
In a similar fashion, a document has been presented to the Italian F.A., detailing the youth
academy development programme for next season, which continues the strategy begun
in 2013/2014. This programme consolidates the Milan Methodology approach, which foresees
a Coaching Coordination Centre with the aim of getting all the departments and different
groups at the youth academy to communicate actively and constructively in order to share
lines of work. Dialogue underpins the development of these adults who find time to reflect
and take on responsibility, moments which are then shared through interaction. Every
meeting is therefore a chance to learn from your peers and teach them as well.
We view young players as individuals within a complex network of relationships and focus on
listening to their needs as and when they arise. This leads us to constantly redesign the
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training plan of each player in order to account for the many complexities contained therein.
As part of this, the Technical/Methodological Coordination Department organises meetings
for all of the adult figures involved in the players’ development every morning from
Tuesday to Thursday and on Fridays before training.
A key part of the Technical/Methodological Coordination Department’s work is to look at the
wider context of a situation, be that a particular work group, a team or a location, i.e. the
Milanello training ground or the Vismara training ground. The department focuses on
identifying specific training needs in order to devise solutions and come up with specific plans
of action.
Our efforts to ensure that our approach to coaching is specific and tailored in nature means
that we are able to create different paths which are nonetheless all oriented towards
the same training objective. Herein lies the added value that the Technical/Methodological
Coordination Department has brought to the youth academy. All action taken, including
structured coordination sessions and specific meetings for the various teams, has the
objective of promoting and bringing about tangible integration between the various areas,
thus creating the Integrated Method. This is designed to be the link between the various
dimensions of sporting activity: technical/tactical, physical/athletic, health,
social/relationships, mental and cognitive.
The youth academy’s determination to ensure its human capital realises its potential is
reflected in the functions and responsibilities of the Educational Psychology Team, with the
Agostino Gemelli School of Psychology (ASAG) at the Catholic University of the Sacred
Heart in Milan tasked with managing the service. The university is responsible for
identifying personnel for the various roles in the service and also deals with planning,
monitoring and verification. Two Educational Psychology teams were set up in order to
introduce a more organised approach to the initiative. One team works at the residence which
houses youth academy players living away from their families, while the other operates at the
Vismara training ground, the main headquarters for the AC Milan youth academy, and
Milanello (where the Primavera is based). Currently, the two teams feature 13 permanent
members of staff (including psychologists, education specialists, teachers) who cover all of
the various training needs present in the AC Milan youth academy.
Generally speaking, the teams’ responsibilities can be summed up as follows:
§ To provide educational and psychological support to the coaching staff (coaches, fitness
coaches, goalkeeping coaches, physiotherapists) as they negotiate the delicate task of
encouraging and supervising the complex network of relationships involving individual
players, the teams as a whole, the coaching staff, the Club, school and the parents.
§ To support and help the team with relationships, communication and collaboration.
§ To support the growth of each individual player in order to ensure the balanced
development of the psychological, social and emotional capacities necessary for them to
mature. This requires the team to closely analyse young players’ day-to-day activities
(school and free time for those living at the residence) while mapping out action to be
taken by liaising with the adult figures involved in the players’ lives. Meanwhile, the teams
also set aside specific sessions to help welcome players and listen to and analyse personal
or family situations, as well as engaging in ongoing dialogue with all relevant parties.
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§ To develop talent by identifying methods, criteria and action plans, working in close
collaboration with the youth academy’s Technical/Methodological Coordination Centre.
§ To raise the awareness among families of their responsibilities in educating their child
about the realities of the highly competitive nature of sport.
§ To act as a bridge between schools and the youth academy by ensuring ongoing dialogue
between school leaders, young players and their families (Dual Career).

Team-specific activities
Working in close collaboration with the Technical/Methodological Coordination Department, the
educational psychology team has been able to identify and address the specific needs of the
various coaching teams and their squads. It has focused on the following areas:
§ Grassroots: respect and exploring emotions
§ Giovanissimi Nazionali: communication and key emotions; managing anxiety
§ Allievi Lega Pro: focus and leadership
§ Allievi Nazionali: team spirit and self-awareness
In terms of grassroots activities, the 2015/2016 season saw the launch of two girls’ teams in
the Pulcini category (classes of 2004-05 and 2006-07). With this important new step in mind,
initiatives designed to promote respect in all its forms were further developed at grassroots
level, in collaboration with the Pepita Association. The aim of this is to inform the children and
young people of the importance of respect, with special emphasis placed on respect for
women. In general terms, this is a value that will help them mature into young adults and, in
an AC Milan-specific context, ensure that the men’s and women’s teams benefit one another as
much as possible.

Staff training
In order to produce an integrated solution which meets the training needs of all the various
areas of the youth academy, the educational psychology team worked closed with the
Technical/Methodological Coordination Department to identify three key areas for further
attention:
§ Adult identity in the youth academy (setting objectives)
§ Training logic (training methods and styles)
§ Generating learning (key learning theories)
Our training method alternates between academic-style sessions and moments of discussion
and debate designed to promote the sharing of day-to-day experiences, thus combining
theoretical and practical knowledge. This enables us to encourage a participative, shared
approach to training rather than lecture-style, teacher-led sessions.
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PARENT
RELATIONS

It is vital that parents are involved in the process throughout the season,
as regards both performances on the pitch and, more importantly, their
child’s development. This creates a kind of educational pact between the
various adult figures in the children’s lives.
In order to achieve this, information and welcome meetings are held at
the AC Milan youth academy, starting from grassroots level. End-ofseason meetings and/or meetings at the end of the player’s stay with
the youth academy are just as important in this process.

SCHOOL
RELATIONS

The educational psychology team has worked tirelessly to strengthen
ties between schools, families and football in recent years. These
relationships have now blossomed into open channels for interaction and
communication between all parties, whose common goal it is to provide
a comprehensive education to young people. Ongoing relations with
school institutions is a vital part of this.
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Evaluation of action and research projects
The Rossoneri youth academy works closely with the training and residence teams to hone the
planning process and ensure players realise their potential. This also helps staff members to
improve their self-evaluation skills.
Moreover, we have placed particular emphasis on research and development, working with
Milan’s Catholic University of the Sacred Heart. The focus is on themes relating to educational
and psychological aspects of particular relevance for our players’ growth as people and
footballers.
The most significant initiatives of this kind in the 2015/2016 season include:
§ Research into the suitability of both qualitative (“Performance Profiling”) and
quantitative tools and their application through experimentation and study,
working with the competitive teams. As regards “Performance Profiling”, the
objective of the investigation was to take the idea, which was first created by
Richard J. Butler, and apply it to the competitive youth teams, describing the
identification process for the various elements which make up the concept, all of
which are personalised for the four sections of a football team. This has enabled us
to encourage dialogue between the coach and players around different aspects of
their performances and to promote a more direct, specific brand of communication in
training.
Using these tools, the aim is to continue exploring the way young players perceive
elements which help and/or hinder the development of their talent.
§ An investigation into women’s football at the AC Milan youth academy. The
objective of this was to evaluate the structure of the women’s football department,
which was launched in the 2015/2016 season. We wanted to hear more about the
experiences of the young players, their parents and their coaches, while exploring
the way women’s football is represented in Italy’s professional football system and
identifying differences with the men’s game.

Youth academy and social work
The 2015/2016 season again saw the youth academy’s competitive teams involved in a
number of social initiatives. Both the educational psychology team and coaching staff were
very keen to ensure the players were exposed to opportunities for development and education
outside of the standard training model, in this case by meeting a range of people and
integrating with other sections of society.
Giovanissimi Nazionali: The Special Onlus team, made up of 15-20 disabled children, was
invited to visit the Vismara. The visitors mixed with the AC Milan players and were put through
their paces with a proper training session including a series of exercises out on the pitches,
followed by a friendly match and snack to finish. All of the players in the Giovanissimi Nazionali
squad took part, tackling the various exercises together and building up strong relationships
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with the disabled children despite spending just a couple of hours together. The initiative was
successful is letting the AC Milan players experience football from “another perspective”.
Allievi Nazionali: The team met around 16 youngsters from the "Lavoro di Squadra" [Team
Work] project, organised by the Milan Foundation and ActionAid. After getting to know each
other in the conference room, the players then had a joint training session. The aim of the
initiative was to help the AC Milan players meet and get to know their peers, emphasising the
importance of reciprocation and encouraging them to recognise the different contributions and
experiences that every one of us brings to the table.
Allievi Lega Pro: The team and coaching staff met Emanuele Padoan from the Italy Amputee
Team. The aim of this was not only to raise awareness and instil a culture of openness,
understanding, respect and diversity within the players, but also to expose them to life
experiences which will help them to mature as footballers and people.

Overview

Educational psychology team members

Training and residence team split

Team members by specialism (Psychology/Pedagogy/Foreign
Languages)
Total number of meetings with players

13 + 2 supervisors

5 training, 8 residence

5 psychology, 7 pedagogy, 1 foreign
languages

450

2014/2015

400

2013/2014

660

Total number of meetings with technical staff/coaches

Total number of meetings with families

1 per week in each category

Average of 1 per family

Number of university students/interns working with the
educational psychology team

4

Number of staff training meetings

4
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Overview

2014/2015

5

2013/2014

3

The Residence
The first floor of Quark Due Residence was refurbished six years ago to accommodate AC
Milan’s youth-team players and the tutors that work with them throughout their stay in the
academy.
The residence is the place where AC Milan provides accommodation and assistance to the
young players aged 14-18 who come from outside Lombardy and other registered players who,
for one reason or another, are required to use the facilities. The aim of the residence is to
provide the right conditions to foster a young player’s development and support their football
commitments. AC Milan is committed to supporting young players throughout their teens, by
providing a safe, family-oriented environment, proper role models, and help and support with
school work and football commitments. The player’s mental and physical wellbeing is always
the priority.
The ability to build relationships is a fundamental part of creating a sense of trust between the
coaches, those staying at the Residence and their families.
Forty players were housed in the Residence in the 2015/2016 season: two from the first team,
14 from the Primavera, 17 from the two professional Allievi sides (U17 and U16) and seven
from the Under-15s.

Overview
Players housed in the Residence

40

2014/2015

42

2013/2014

40

Interviews with educational staff
Hours of evening lessons

207
between 320 and 400

Weeks at the Residence are timetabled to help the young players manage their study and
football commitments and free time.
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Days are broken down as follows between Monday and Friday:
§ Wake-up
§ School
§ Lunch
§ Training
§ Study/free time
§ Dinner
§ Study/free time
The weekend timetable factors in match commitments, meaning Saturday and Sunday are
organised as follows:
§ Wake-up
§ Pre-match/lunch
§ Match
§ Study/free time
§ Dinner
§ Study/free time
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Interview with Manuel Locatelli
Manuel joined the AC Milan youth academy in 2008, aged 11. He made his first-team debut on
21/02/2016 at home against Carpi FC.
How did your year at the Residence go?
I settled in really well. I met some people that I really bonded with and they
were always there to help me. I knew when I moved into the residence that
I’d meet people I could talk to, have a laugh with and rely on.
What was it like moving into the residence and what did you struggle with?
The decision to move to Milan and the residence, a long way from my family
home, was something I had to do and involved making sacrifices. We all
have ambitions in life though, and my dream was to play football, so that
meant being willing to make this sacrifice now to avoid having regrets
further down the line. I can now say it was the right decision. Had I opted
against it, I wouldn’t have managed to achieve the important milestone of
my high school diploma whilst being involved in the first-team squad and
everything that goes with it.
What advice would you give your team-mates, be they your peers or
younger players, to help them deal with this experience?
Listen to the tutors because if they say something it’s for your own good. I’d
tell them to relax and not get hung up on what they’re leaving behind at
home because you have to focus on training and not going out at night and
simply having fun. That doesn’t mean you can’t enjoy yourself at the
residence but you have to strike the right balance. Some things are more
important than others if your real aim is to make your dream come true.
What will you take away from this experience?
Greater independence. I’ve also learned how to get around Milan on public
transport without getting lost and I’ve grown mentally and matured a great
deal thanks to this experience.
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Educational activities for youngsters at the residence
The education and support that the youngsters receive at the residence is bolstered by a series
of activities which have been specifically designed for those living at the facility. Listed below
are four activities which clearly illustrate the work done in the 2015/2016 season.

Alimentare Watson EXPO 2015
On 7 September at EXPO 2015’s Palazzo Italia, a meeting was held which aimed to raise
awareness on the importance of specific nutrition as a key component of effective competitive
sporting performance. Players from the Primavera, Allievi Under-17s and Allievi Pro took part
in Alimentare Watson EXPO 2015, an initiative run by the Bracco and Teatro alla Scala
foundations. Besides the AC Milan academy players, there were also youth-team products from
Sassuolo and students from the dance academy at La Scala.
After a word from Gianluca Vago, rector of Milan’s Università degli Studi, and Luisa Vinci, the
managing director of the Accademia Teatro alla Scala foundation, it was time for the expert
speakers. AC Milan’s head of medicine Dr Rodolfo Tavana spoke about the importance of
hydration for athletes. Inter’s Dr Volpi, meanwhile, discussed diet for young athletes. Dr Luca
Mordazzi from the Mapei Sport Research Centre argued the importance of vitamin D, while Dr
Cazzola from the Università degli Studi spoke about essential fatty acids. Dr Benvenuto
Cestano, also from the Università degli Studi, gave a speech on performance optimisation and
Dr Omar De Bartolomeo discussed nutrition in relation to the performances of professional
dancers.
There were also two special guest speakers in the shape of Ivan Ramiro Cordoba, a former
Inter player, and Oriella Dorella, a former principal ballerina at La Scala who now serves as the
director of the theatre’s Dance School.

Storie di vita, storie di sport
“Storie di sport, storie di vita” was the name of a meeting held in February 2016 featuring
Mediaset journalist Nando Sanvito. Sanvito has been driven by a love of investigative
journalism ever since his formative years. He later combined this eagerness to learn with a
career as a reporter. He analysed and read several case studies and told the life stories of
numerous successful sports stars. The evening featured a handful of video documentaries on
athletes and sports with a personal interpretation and commentary from the journalist on each
story. The same question kept coming up throughout the evening: “Why is it that if the
balance of power on the pitch is before our eyes, the result is not always a given and
predictable?” That prompted a dialogue to explain how the life stories of the stars could serve
as a lesson in the development of the youngsters at the residence. Thanks to straightforward
language – video footage – and the enormity and dramatic nature of the human stories told in
great detail, the youngsters reflected on sporting events and what it means to be a sportsman,
before looking at whether fate or a higher power comes into it.

Eating like an athlete
Nutrition was a subject which was touched upon numerous times in the youth academy
throughout the 2015/2016 season. These occasions included a workshop for the boys entitled
“Eating like an athlete”. The players were split into five groups, with each of them focusing on
a specific topic:
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§

Group 1 – Hydration
§ Why is drinking important?
§ What, when and how much should we drink to hydrate?

§

Group 2 – Macro- and micronutrients
§ What are the main nutrients?
§ Which foods contain them?
§ When should they be consumed and during which meal?
§ What does it mean from a biological perspective?

§

Group 3 – Breakdown of daily meals:
§ Which meals should actually be consumed?
§ When?
§ Which is the most important meal and why?

§

Group 4 – A balanced meal
§ What does that mean?
§ What’s in it?
§ When should it be eaten?
§ Why is it important?

§

Group 5 – Diet in sport
§ How important is it?
§ What and how much should you eat before/during/after a match or training session?

Each group had the chance to consult the team of nutritionists who support the players
throughout the season and were provided with slides to work on before answering the
questions. At the end of the workshop, the groups came together to talk about the topic of diet
in general.

#CARE – A project to educate young people on respecting differences
#CARE stands for Conoscere (Get to know), Accogliere (Accommodate), Rispettare
(Respect) and Educarsi alle differenze (Learn about differences). The #CARE project
was run once again this season, with the focus on respecting women. The initiative
took the form of workshops with all of the academy teams.
GOING FORWARD
We want to get even better at developing new talent and promote the AC Milan model in
order to create a virtuous cycle that sees our young players graduate to the Rossoneri first
team.
We are committed to being a benchmark for our youngsters and their families, supporting
them every step of the way as they develop as individuals, on the pitch and in the
classroom.
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3. COMMUNITY

Milan Academy
One of AC Milan’s main aims is to spread and promote football around the world. This objective
is not only due to the Rossoneri’s love of the game but above all in order to help convey
football’s most authentic values to young people, namely integrity, respect, being a team
player and having fun. That’s why AC Milan created Milan Academy 17 years ago, especially for
boys and girls aged 16 and under. Milan Academy is part of the affiliated football schools
network both in Italy and abroad and the running of Milan Junior Camps, the Club’s official
summer holiday packages.
Below is a list of some of the initiatives which best illustrate the work done by Milan Academy
and their efforts to promote the importance of fair play in sport.
Soccer Schools

2013/2014

2014/2015

2015/2016

Soccer Schools around the world

17

18

16

Soccer Schools in Italy

86

86

86

3

3

8

Coaches involved in Milan Academy Soccer Schools

1,550

1,100

1,540

Children involved in Milan Academy Soccer Schools

25,750

31,500

29,600

Italian regions with Milan Academy Soccer Schools

-

-

18

Foreign countries with Milan Academy Soccer Schools

-

-

16

Players enrolled at Milan Academy camps

-

-

8,123

Weeks of courses at Milan Academy camps

-

-

166

Towns involved in Milan Academy camps

-

-

114

Countries involved in Milan Academy camps

-

-

28

Italian regions involved in Milan Academy camps

-

-

15

25

25

34

Soccer Schools with girls’ teams

Milan Academy organisers
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Milan Junior Camp Day
Kids from all over the world who attended Milan Junior Camps the previous summer were the
stars of the 16th edition of Milan Junior Camp Day.
On 19 and 20 March 2016, more than 300 footballers who took part in 2015 summer camps
were invited to the Vismara training ground for a Rossoneri weekend of fun. The participants,
who all shared a love of football, travelled to Milan from 34 countries, creating a real melting
pot of cultures. The two days featured friendly tournaments with mixed teams at the youth
academy headquarters, involving kids from the 2001-02 and 2005-06 age groups. Milan Junior
Camp Day was a unique and exciting experience for all those involved. Besides playing
matches, the participants also visited Rossoneri headquarters and attended AC Milan v Lazio,
with a special lap around the San Siro pitch at half time. All of the players swore an oath to fair
play at the start of each day of the tournament. MJC Day is all about having fun in an
international setting, whilst reinforcing the aims of Milan Academy, such as multicultural
integration and development through sport.

316

103

213

OVERALL
PARTICIPANTS

PARTICIPANTS FROM THE
2001-02 AGE GROUP

PARTICIPANTS FROM THE
2005-06 AGE GROUP

The kids were selected by AC Milan coaches from the 8,000+ MJC 2015 participants from all
over the world.
Overview
Participants from overseas

More than 50%

Countries represented

34

Matches played

92

Total minutes played

1,780

Tickets given out for AC Milan v Lazio

1,183

Support staff over the two days
MJC coaches involved

around 1,100
70

* Argentina, Australia, Austria, Belgium, Brazil, Bulgaria, Canada, Colombia, Dominican Republic, Estonia, Finland, Germany,
Haiti, Hungary, Italy, Japan, Latvia, Lebanon, Luxembourg, Mexico, New Zealand, Norway, Peru, Russia, Slovakia, Slovenia,
Sweden, Switzerland, Turkey, Ukraine, United Kingdom, UAE, USA, Venezuela.
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“It was absolutely fantastic. Owen has sometimes lacked a bit of confidence, and used to think
he was rubbish at football. This whole thing – being selected and then going out there – has
given him a massive confidence boost. It was a dream come true for him, because he can’t get
enough of football. The coaches out there were brilliant and very passionate about the
children. He loved every minute of it in Milan, especially the tournament, when he was playing
alongside children from all over the world, including Peru, Germany and Sweden. It was
fantastic.” (Emilie – parent)

BPM Milan Cup
The BPM Milan Cup is the end-of-season tournament for the 80+ AC Milan Soccer Schools
based all over Italy.
All of the participants have the chance to celebrate the end of the football season with three
days of football in the spirit of fair play at the home of the AC Milan youth academy.
92 teams from six age groups – from the 03s to the 08s – took part in the 2016 edition, which
ran from 16 to 19 June.
Sport wasn’t the only item on the agenda. The Training School also ran a series of meetings on
promoting sporting culture for the youngsters and all of the adult figures involved in their lives
(parents, coaches and Club officials).
The BPM Milan Cup is therefore a fantastic opportunity to celebrate the joy, passion and
emotion of sport.

1700

92

6

PARTICIPANTS

TEAMS

AGE GROUPS

AGE GROUPS

AGE

NO. TEAMS

Piccoli amici 2008

8

16

Pulcini 2007

9

16

Pulcini 2006

10

16

Pulcini 2005

11

16

Esordienti 2004

12

16

Esordienti 2003

13

12
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37

380

MILAN SOCCER SCHOOLS REPRESENTED

MATCHES PLAYED

Over

10,000 184

TOTAL MINUTES PLAYED

COACHES

On top of the projects and events held in Italy, the activities run in partnership with AC Milan
Soccer Schools abroad are also crucial. The Soccer Schools, which are located in nine different
countries around the world, are important geographical sites in terms of sport, education and
the impact they have in society.
Below is a list of experiences and testimonials of work done at a local level.
JAPAN – KOMAKI AC MILAN SOCCER SCHOOL
The project involves meetings at nurseries in the area where the Soccer School operates,
teaching Italian culture and motor skills. Both activities are age appropriate for the
participants.
During a meeting in each nursery, the Milan Academy coach, supported by local AC Milan
Soccer School staff, explains to the children how their Italian peers live in Italy and lists the
main differences, from language and money to housing, food and even the noises animals
make. The children are also taught a few words of Italian during the presentation (the colours
of the Italian flag, numbers and the sounds made by a few animals which differ between the
two languages). This is all done along with motor skills games using a football.
The project was launched in March 2014 and, thanks to its success, it is now sponsored by
Komaki city council. Over the course of the academic year, it will work with 29 nurseries in the
city of Komaki and some institutions from nearby Nagoya. 56 meetings have been held thus
far, involving more than 2,000 children in their final year of nursery. The project will also be
expanded to the other AC Milan Soccer Schools in Japan.

KUWAIT – WOMEN’S SOCCER SCHOOL
The project aims to actively involve girls and young women aged 7-17 in a country where they
have traditionally found it hard to play sport.
Launched in 2014 at the AC Milan Soccer School in Kuwait, the specially designed courses for
girls now involve more than 40 participants across various age groups. Besides the technical
and methodological aspects on the pitch, a strong focus is placed on the role of women. The
girls are able to train in dedicated facilities and the teams are coached by the Milan Academy
coach, who is always supported by a female colleague in order to create the best possible
learning environment with suitable role models.
The AC Milan Soccer School is the country’s first women’s football school and has been praised
by local institutions and the media. The teams also take part in international tournaments in
Italy, where they secured some excellent results on the pitch, while the trips have proved to
be great life experiences for the girls involved.
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SPECIAL ADVENTURE CAMP
Inclusion is one of the objectives that AC Milan work towards with their activities for
youngsters. It’s not only about inclusion on the pitch (giving greater access to sport for those
who, for various reasons, can’t play it) but also social inclusion (fostering development and
sharing).
That’s why AC Milan took part in the Special Adventure Camp, a tournament aimed at disabled
and non-disabled teenagers aged 14-18. Eight teams took part in the camp held in the Swiss
canton of Schwyz – four international sides (AC Milan, Manchester City, Chelsea FC and ZHO
Abu Dhabi) and four local clubs.
AC Milan’s involvement was made possible thanks to a partnership with the Lombardy Special
Olympics team. The Rossoneri players were selected from football clubs that are signed up to
this international movement, which promotes inclusion and a key role in society for people with
intellectual disabilities via sport and motor skills activities.
The players came up against each other on the pitch, not only during matches, but also in
training sessions which were run on rotation by opposition coaches with mixed groups from
different teams. Setting up the activities in this way helped to foster socialising and inclusion
among the kids who came into contact with different cultures and were able to try out new
training methods. The players were therefore able to improve tactically and in terms of their
motor skills, whilst developing their people skills and a positive attitude towards themselves
and others. In particular, thanks to mixed activities it was easy to reinforce sporting values
such as teamwork, respecting the rules and one’s team-mates, and self-confidence.
Training seminars were run for the coaches in attendance in order for them to share and learn
new methods for coaching disabled youngsters. The camp programme was further bolstered by
open meetings with the local community to raise awareness of the role sport plays in creating
genuine opportunities for integration. Once again football has proven to be an excellent means
of integration and inclusion for all.
The camp was organised by the Football is More Foundation, which is committed to promoting
projects that use the power of football to meet the needs of young people living in particularly
precarious situations, not only in terms of physical well-being but also for economic and social
reasons.
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Overview
Teams

8

International teams

4

N. team locali: Heilpädagogisches Schule Baar, Heilpädagogisches Zentrum
Hohenrain, Procap Sargans-Werdenberg, FC zurich

4

Local teams: Heilpädagogisches Schule Baar, Heilpädagogisches Zentrum
Hohenrain, Procap Sargans-Werdenberg and FC Zurich

4

Duration

24-29 May 2016

Location

Brunnen (CH)

Disabled youngsters
Non-disabled youngsters

70
200

Coaches and teachers

70

Matches

20

Training sessions
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Casa Milan
Casa Milan was set up to enable our fans to live out their passion for the Club by providing
them with services and themed entertainment activities throughout the season. Following Casa
Milan’s launch and initial promotion phase, the project’s second-year aim was to focus on
strengthening the Club’s bond with other stakeholders such as inhabitants of the Portello area
(particularly families), the institutions of Milan and the region of Lombardy and partners from
the world of business. This objective was pursued through institutional relations, with joint
initiatives run in conjunction with local bodies and associations, while free public services were
also opened, with a particular focus on families with children.

30,000 60%

38,158

UNIQUE VISITORS PER
MONTH TO CASA MILAN
WEBSITE

LIKES ON CASA MILAN
FACEBOOK PAGE

PERCENTAGE OF VISITS TO
CASA MILAN WEBSITE FROM
MOBILE DEVICES OVER THE
COURSE OF THE SEASON

Over the course of the past season, Casa Milan sealed partnerships with two important Italian
museum associations. The first saw Casa Milan team up with the Abbonamenti Musei
Lombardia project. This was a way of obtaining accreditation for the Mondo Milan Museum
within the region’s wider network of cultural institutions, as well as allowing over 40,000
subscribers in Lombardy to access the museum free of charge. The second partnership was
with Museimpresa, a network of museums and company archives. This led to a significant
increase in relations with the other museums in the network as well as media sources,
universities and research centres. Thanks to the new relationships forged via the network,
Mondo Milan has been cited as a successful case study at several workshops organised by the
Polytechnic University of Milan, at the Assolombarda headquarters and at a conference on
augmented reality held at the Royal Villa of Monza.
In terms of institutional collaborations, one partnership worthy of note was the City of Milan’s
sponsorship of the Milano & The Champions temporary exhibition, which was launched to
coincide with the UEFA Champions League final being held at San Siro in Milan. To mark this
most important of footballing events, the Club was keen to organise an exhibition which
profiled the history of the prestigious trophy. With rare memorabilia on show, such as the
jerseys worn by Benfica, Celtic and Inter in the two finals contested at San Siro in the 1960s,
visitors were able to experience how the tournament itself and indeed the brand around
Europe’s foremost football competition have evolved over the years. Among the exhibits
displayed were the original rules of the European Cup, written by L’Equipe journalists in 1955,
and the score of the famous UEFA Champions League anthem. The highlight of the exhibition,
however, was undoubtedly the seven AC Milan jerseys worn by players in each of the Club’s
winning appearances in the final of the competition, as well as the ball and shirts used in the
final held at San Siro on 28 May 2016.
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Casa Milan
Total visits to Mondo Milan
Number of disabled visits to Mondo Milan
Number of visits to Scuole Mondo Milan

2015/2016
60,649*
1,057
642

Number of free child tickets for Mondo Milan

1,827

Number of Soccer School and Junior Camp visits to Mondo Milan

1,184

Number of hospitality delegations

553

Number of discounted tickets for Cuore Rossonero card holders

7,703

Number of discounted tickets for Milan Club members

4,831

Number of discounted stadium tickets sold
Number of events organised at Casa Milan with sponsors

27,803
22

*This figure refers to a 12-month period, while last year’s figure referred to a 14-month period.

The Club’s educational initiatives around sporting values were further enhanced with the
creation of two new educational workshops for primary and secondary schools. As part
of this initiative, students from Italy and abroad are given presentations on nutrition and life as
a sportsperson (primary schools) and sport-themed business simulation (secondary schools).
The business simulation workshop was set up in response to recommendations from the
Italian Ministry of Education (MIUR), which moved to boost links between school and the world
of work after teachers reported that they were having to tackle this area with no direct links
with business.
The workshop – which features a lecture-style format – includes a presentation of the latest
EURISKO study on the world’s leading football clubs and a critical analysis of marketing in
football. The students are thus introduced to the concepts of branding and licensing and the
allocation mechanisms by which television rights are shared out. Ultimately, the workshop
gives the students a taste of how an international sports club functions on an economic level.
After the lecture, the students and teachers use a debate session to focus on the most
interesting parts of the presentation and start to lay the foundations for a project based
around setting up a company similar to AC Milan or Casa Milan.
In some cases, our work with schools has continued after the visit itself, with support provided
to teachers as the simulation project progresses.
Our commitment to education has seen several youth teams from Italy and abroad participate
in the workshops and visit the museum.
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In addition to this, the winter season saw the launch of Casa Milan Junior Club. Open every
afternoon, this playroom is free for all children up to the age of 12. Children can choose
between a wide range of activities including games and reading, while a special entertainment
service is laid on for smaller children up to the age of six. The playroom is stocked with
certified child-safe games and equipped with toilets, a baby-change unit and a cloakroom. A
children’s entertainer is on duty every day.
Casa Milan Junior Club has become a popular venue for the birthday parties of young
Rossoneri fans. Parents can use our booking system to request exclusive use of the space,
book an entertainer to organise games for the kids, schedule a museum tour and organise for
the restaurant to bake a birthday cake, all in the company of the Club’s mascot Milanello.
Following its launch, nearly 30 birthday parties were held at Casa Milan Junior Club in six
months.

737

**

24

***

PEOPLE WHO HAVE USED THE PLAYROOM
SERVICE

BIRTHDAY PARTIES HELD AT THE
PLAYROOM

120

2

DAYS THE PLAYROOM HAS BEEN OPEN TO STAFF MEMBERS AT THE PLAYROOM
THE PUBLIC
** Figure refers to a four-month period.
*** Figure refers to a nine-month period.

In light of the success of the Club’s recreational and educational activities for young people, we
also launched a programme for summer camps in June and July, with the creation of a shady
external play area with a synthetic football pitch. This initiative was also sponsored by the City
of Milan.
The museum’s focus on art continued over the course of the 2015/2016 season, following the
opening of Casa Milan Gallery last year. Situated next to the store, the space is dedicated to
contemporary art and features a series of temporary exhibitions whose objective it is to give
visibility to young Milanese artists. Five brand-new talents were given the chance to
showcase their AC Milan-themed work in the exclusive setting of the Club’s headquarters, with
the initiative coinciding with important local events such as the Milan Furniture Fair.

24

5

WORKS BY YOUNG ARTISTS DISPLAYED
AT CASA MILAN

NUMBER OF YOUNG ARTISTS EXHIBITING
AT CASA MILAN
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GOING FORWARD
We want to continue to invest in Casa Milan so that it attracts more and more supporters,
local residents and international tourists, even when no Club-related sporting events are
being held.
We aim to expand the range of educational and recreational activities on offer in order to
strengthen Casa Milan’s position as an integral part of daily life for families, young people
and schools in the Portello area and indeed the city of Milan as a whole.
We will continue to support cultural initiatives such as temporary exhibitions and Casa Milan
Gallery and we will work closely with Museimpresa and Abbonamenti Musei Lombardia to
turn Casa Milan into an active supporter of culture and business on a local and national
level.
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Sponsors
Joining forces with AC Milan doesn't only make commercial sense; it is also the start of a
partnership based on great passion for football and its values.
Through sponsorship agreements, our partners can promote their brands side-by-side with the
Club in a world that ties together excellence, tradition and innovation better than anyone else.
Any partnership is built upon six principles:
BRAND
ASSOCIATION

tie your brand to AC Milan and therefore benefit from the Club's value
and the interest it's capable of generating

VISIBILITY

display your brand, message or product within the AC Milan environment

AC MILAN
EXPERIENCES

enjoy exclusive experiences both during matches and at all Club facilities

CONTENT

use AC Milan's assets, products and multi-media content platforms to
communicate and promote your brand

ACTIVATIONS

the sponsor can develop bonds with specific target audiences from
among AC Milan's following

NETWORKING &
SUPPORT

facilitate contact and collaboration among AC Milan's commercial
partners

Sponsor breakdown in 2015/2016

3

5

MAIN SPONSORS

TOP SPONSORS

6

12

PREMIUM SPONSORS

OFFICIAL PARTNERS

Collaborating, networking and establishing worthwhile personal and professional relationships
have always been the strong points of the Rossoneri community.
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The partnerships we've set up aren't limited to brand or product promotion. Sponsors are
asked to proactively get involved in initiatives, through which the Club promotes and spreads
the positive values of football that have always been part of AC Milan's DNA.
What follows are some examples of the kind of collaboration that AC Milan and the Club's
partners develop throughout the season.
Banco Popolare di Milano renewed its commitment to work with Milan Academy, such as in the
running of the BPM Milan Cup where children and youngsters come together to reflect on the
importance of fair play while having fun on the pitch. The chance to use the bank's historic
headquarters free of charge for training courses designed to update and improve the work of
coaches and managerial staff at the AC Milan Soccer Schools is also highly valued.
The AUDI Junior Cup falls into the same bracket: this is an event that brings together Italian
and Chinese kids for three days of tournaments at Milanello training ground. Once again, sport
is held up here as a valuable tool to encourage respect and offers a unique opportunity to get
to know different cultures.
Sport is often synonymous with hard work and self-sacrifice. After all, only through selfsacrifice is it possible to achieve major objectives. For this reason, AC Milan has
enthusiastically got behind the #everydayclimbers campaign promoted by Levissima. The
campaign seeks to use individual stories to show that every one of us can reach small and
large goals through patience and unrelenting effort. The career of Davide Calabria, who grew
up in AC Milan's youth academy, is an example of this positive approach.
Finally, Emirates Airlines got actively involved during the first team's visit to EXPO 2015 and in
their own pavilion at the trade fair, proof of the Club's awareness of the big social and cultural
initiatives that animated this enormous international event.
During the season, a series of events were put on with the aim of sharing experiences and
developing new synergies. As well as these institutional events, there were meetings inspired
by the great collective drive that our partners have shown, along with the Club, when
committing to the social initiatives promoted by the Milan Foundation.
Thirteen companies took part in two events organised by the Club to raise funds to support
Sport for Change projects1. A particular note of thanks must go to Nutrilite and adidas, who,
during the Milan Foundation's participation at Milan's Relay Marathon in 2016, promoted the
relay and got runners and contacts involved in this charity race.

B2B EVENT
The B2B & Franciacorta Experience is an event dedicated to the Rossoneri's commercial
partners that was set up to offer another opportunity to bring together the companies that
populate AC Milan's business community.
In preparation for this business-networking occasion, a catalogue containing profiles of the
companies and participants' positions is put together. Based on the interest shown, meetings
and roundtable discussions are organised.
The 2015/2016 event involved 30 participants and 20 companies who met up for one-to-one
chats among themselves and took part in team-building exercises.

1

For more information, see Milan Foundation chapter.
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AC MILAN SPONSORSHIP AWARD
Promoted by the Commercial Department, the AC Milan Sponsorship Award is the first
competition specially for activations implemented jointly with the Club's commercial partners.
The aim of this particular award, now into its second year, is to offer visibility to the various
initiatives being carried out and encourage the sharing of best practices among partners.
Forty-seven activations were picked out from 2015/2016 and subdivided into four categories:
Advertising, Web & Digital, Events and Stadium. An online platform was created to allow fans
and anyone interested to vote for each category and decide the five winning companies.
The award for best Advertising activation went to the NIVEA MEN deodorant campaign, which
featured Giacomo Bonaventura, Juraj Kucka, Andrea Bertolacci and Ignazio Abate in an advert
that offered a tongue-in-cheek take on the habits and approach of men towards the usage of
these products.
Huawei2 was picked out for the best Web & Digital activation after giving fans who purchased a
Huawei Mate S the chance to enjoy an exclusive AC Milan experience.
The award in the Events category was given to Fujitsu's initiative at MCE Mostra Convegno
Expocomfort 2016, the most important trade fair in the sector of hydraulics and
thermotechnology. From 15 to 18 March 2016, Fujitsu hosted Christian Abbiati, Luca Antonelli,
Kevin-Prince Boateng and legendary captain Franco Baresi, who shared the “hot” and “cold”
moments from their footballing careers.
For the best Stadium activation, the Scendi in campo con McVitie’s (Take to the field with
McVitie’s) contest took the prize. This competition took place during home games against
Inter, Lazio and Juventus. Having received packs of biscuits with special codes on them at the
entrance to the stadium, fans were entered into an instant-win competition which offered a
lucky few the chance to come down onto the pitch and receive signed footballs and shirts from
their heroes as a prize.
A special award was also given out to Kimbo, whose competition lasting the duration of the
2015/2016 season offered up over 1000 tickets to see Serie A and Serie B matches in Italy.
Finally, special mention should go to Emirates, who unveiled an especially meaningful project:
an airbus A380 designed with life-like images of some of AC Milan's stars: Riccardo Montolivo,
Carlos Bacca, Mario Balotelli, Mattia De Sciglio, Keisuke Honda and Alessio Romagnoli. The
initiative was implemented in celebration of the ten-year anniversary of the partnership
between two important organisations with millions of fans and customers all over the world.
Yet again, it reinforced the bond between the Club and its fans in many different countries.
The award ceremony took place during the AC Milan Workshop in June.
Now into its 17th year, this workshop is an important occasion for the Club, sponsors and
media outlets to convene after the end of the season in order to draw conclusions over what
has been achieved and share strategies and new ideas for the future. Spread over three days,
the event was a chance to reveal two significant new aspects for the 2016/2017 season: the
Milan Media House3 and the new Hospitality Suite at the San Siro Stadium that was completely
renovated for the Champions League final.

2
3

https://www.youtube.com/watch?v=nncI_qqN-ms
For more information see, the Fans chapter.
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4. MILAN FOUNDATION
The final aspect of AC Milan's social responsibility strategy is the work done by the Milan
Foundation, a body entirely dedicated to implementing philanthropic projects.
Last season, the Foundation consolidated its working model with three approaches that
accompany the long-standing presence in Crisis situations: Sport for Change, Sport for All,
Sport for Values.
As the common denominator in all of the Foundation's working environments, sport is the key
tool to meet the educational and developmental needs of the youngsters involved.
Each programme is developed in a unique way, adapting to the specific target audiences and
their objectives.

SPORT FOR CHANGE

SPORT FOR ALL

Objectives

Turn sport into a
vehicle of change to
fight against exclusion
and social discrimination

Use sport as a
social adhesive
towards
disabilities as well

Target
audience

11-15 years old at risk
of dropping out of
school
15-24 years old in
conflict with the law

Methodology
and
priorities

Integrate problematic
children by addressing
delinquent behaviour
and social exclusion

People with
disabilities

Promote access to
and support in
sport within
inclusive
environments for
disabled people

SPORT FOR VALUES

CRISIS

Promote the values
of sport, respecting
others and fair play

Use sport to
restore
children's
right to play

4-18 years old, across
the board

4-18 years
old, in
situations of
humanitarian
crises

Set up encounters
that involve young
people in their normal
environments

Offer relief to
children caught
up in crises
through
recreational
and sporting
activities

The Sport for Change programme is carried out and managed directly by the Milan
Foundation in regional offices, where it aims to encourage the development of inclusive
networks of services alongside its work with children.
In the case of Sport for All, the Milan Foundation has the role of collecting the best
experiences from Italian non-profit organisations. It seeks out and supports innovative projects
that promote inclusive sport for disabled and healthy children. The Milan Foundation also
finances research to demonstrate the social, educational and rehabilitative impact of these
projects.
This increasingly hands-on and skilful management has ensured each project's impact is
enhanced through the introduction of new assessment systems.
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Overview

2014/2015

2015/2016

-

€ 482,298.89

around 10,000

around 2,500

3

2

€ 457,569.99

€ 130,903.28

8

7

Value of social projects financed by the Milan Foundation

€ 482,298.36

€ 344,891

Overall value of investment by the Milan Foundation

€ 939,868.35

€ 475,794

Funds raised by the Milan Foundation
Number of young people involved in programmes supported or
launched by the Milan Foundation

Number of operational programmes managed by the Milan
Foundation
Value of operational programmes managed by the Milan Foundation
Number of social projects financed by the Milan Foundation
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SPORT FOR CHANGE
Context
The problem of school drop-outs is reaching an alarming scale in Italy: 17.6% of youngsters
aged between ten and 16 leave school early. A child of 15-16 who has trouble passing their
exams at the end of lower secondary school is almost never encouraged to continue their
studies, even when they have potential. (Source: 2013 Report on Early School Leaving by the
Ministry of Education, Universities and Research).

Another issue in need of attention is that of minors coming into conflict with the law. More than
16,000 minors were flagged up by judicial authorities to the Office of Social Services for Minors
in 2015.11% of these had previously been given warnings.
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Our response
The Milan Foundation's offices accompany children in trouble – they may have been excluded
from school or work or may got into cycles of crime – so that they return to their studies and
are supported as they reintegrate into society.
Regional offices aim to develop a support network around the children in question. In fact, for
sport to be an effective tool for social action, it's necessary to have the support of various
educational and formative steps involving the wider social and community environment.
Educational groups, recreational groups, companies and other bodies that populate the area
actively contribute to bringing this project to life. They go beyond the role of simply making
referrals, but actually develop coordinated and focused actions for the development of the
children. A supportive and well-structured network creates the right conditions to offer
inclusive pathways to the children, who are thus offered new opportunities to put themselves
back in the game.
The children undergo year-long courses with a personal team of a coach, educator and
psychologist. The course is structured so as to include:
§

§

§

§

Continuous sports training. Playing sport is an educational tool that develops:
§ motor and technical skills in terms of perception, execution and coordination;
§ cognitive skills by improving the power of observation, analysis and problem-solving
through games;
§ interpersonal skills through the discovery of others and social learning.
Expressive workshops (music, paper art, making videos) to encourage groups of children to
socialise and develop the skill of expressing themselves, thus making the most of their
personal abilities.
Guidance services and professional counselling to help young people pick their own
educational and professional paths, giving them the tools to find their feet in the world of
work and actively seek out working opportunities. The kids are given help compiling CVs
and cover letters, as well as taking part in dummy interviews and learning how to use the
appropriate channels to find jobs.
Personal psychological and educational assistance through which the youngsters can come
to understand their problems and discover their hidden talents, their desires and their
expectations so that they feel inspired and supported to enact change in their lives.

Overview
Active offices

6 (Milan and surrounding area,
Naples)

Beneficiaries

120

Institutions involved (schools, public bodies, non-profit organisations)

28

Companies involved

6

Artisanal companies

13

Professionals employed

38
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Overview
Workshops organised

10

Apprenticeships

32

Youngsters who passed lower secondary school exams

36

Youngsters who continued their studies at upper secondary schools

28

Youngsters who found work

6

Youngsters involved in job-seeking course

11

Total hours of sports training

1,300

Total working hours

5,300

SPORT FOR ALL
Context
In 1978 the United Nations, through its International Charter of Physical Education, Physical
Activity and Sport, established that, “Every human being has a fundamental right of access to
physical education and sport, which are essential for the full development of his personality.”
The promotion of sport as a crucial element for people's growth has been taken up and
reaffirmed in subsequent documents, including most recently in the Convention on the Rights
of Persons with Disabilities, which states the intention to “ensure that children with disabilities
have equal access with other children to participation in play, recreation and leisure and
sporting activities”.
The Milan Foundation's work in this area is clear: guarantee access to and support in sporting
activities, from which children and young people with disabilities risk being exclud esclusi4.
Our response
The guiding principle of the Milan Foundation's work is to go beyond merely providing
assistance and support during rehabilitation, and to actually create inclusive environments that
are able to stimulate the development of everyone taking part.
Based on this premise, the Foundation engages in partnerships with people who have great
experience in issues of disability, supporting them to develop quality sporting activities and
assisting them when measuring the social and economic impact.

4
In the 2014/2015 academic year, 86,985 children in primary school and 66,863 children in lower secondary school
were registered as having disabilities. The research was conducted by Italian statistics institute ISTAT and refers only
to those children who require a support teacher.
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Brought together by a shared vision in 2015, the Milan Foundation and Briantea84 launched
the project We Play-Football School, the goal of which is to develop integrated sporting
activities for children with intellectual or social disabilities.
In particular, the project intends to build a sporting model aimed at improving the well-being
of the disabled child. It involves two steps:
§

an introduction to sport at a Soccer School for school-age children with intellectual and
social disabilities;

§

access to integrated competitive sport where disabled and able-bodied people play together
for the top-level team in the CSI Open11 championship.

Thirty-one individuals were involved during the 2015/2016 season:
§

Thirteen youngsters aged 9-18 with intellectual disabilities who live in La Nostra Famiglia di
Bosisio Parini rehabilitation and treatment centre in Lecco attended the Soccer School.

§

Six people with intellectual disabilities aged between 23 and 37, plus 12 able-bodied
individuals aged between 21 and 35, made up the top-level team, which competed in the
CSI Open11 championship.

Soccer School
Children involved

Age bracket

Training sessions

Total hours of training
Extra activities involving the children
Attendance rate at training sessions

13
9-18 (2007-1997)
45
100
8
92%

Top-level team
People involved
Age bracket
Players with disabilities

18
21-37
6

Able-bodied players

12
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Top-level team
League games

20

Training sessions

49

Total hours of training

74

Extra activities involving the players

6

Average attendance rate at training

85%

SPORT FOR VALUES
The objective of Sport for Values is to set up encounters to promote the values of sport so they
can be a source of inspiration and guidance for new generations.
A noteworthy event involving four schools in Milan offered an insight into the importance of
sport in crisis situations.
The topic of discussion was the Sports for Peace project in Lebanon, organised by the United
Nations High Commissioner for Refugees (UNHCR) and supported by the Milan Foundation; this
gave the youngsters a different point of view to reflect upon.
Lebanon has a population of four million and has accepted over 1.1 million Syrian refugees
fleeing from violence, persecution and insecurity. Over half the refugees are children, but only
100,000 have access to schools and only attend classes in the afternoon because the Lebanese
education system is already poverty-stricken and overburdened enough as it is.
In this context, sport takes on a vitally important role in promoting individual and collective
well-being, as well as encouraging social cohesion among the many different communities in
Lebanon.
Rocco Giorgianni from the Milan Foundation was at the presentation organised for the schools,
alongside UNHCR Head of Regional Private Sector Fundraising for Italy, Greece and Portugal
Federico Clementi, Antonello Bolis with his wealth of experience on the ground and project
manager Sara Baschetti, who spoke via video link from Beirut.
Since its inception, the project has come into contact with 2000 girls and boys from Syria and
Lebanon between the ages of 6 and 17, refurbished 12 sporting facilities used in different
areas of Lebanon, trained 84 coaches and involved 200 parents in courses about the
importance of non-violent communication, dialogue and protecting children. These figures were
enough to stimulate the interest and enthusiasm of the young people in the audience.
The Milan Foundation took the opportunity of this occasion to announce that they will be
continuing work in Lebanon in 2016 as well, which will allow 90 Syrian child refugees in the
country to continue their studies.
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MILAN MARATHON
For the first time, the Milan Foundation called upon runners to take up their positions on the
starting blocks at the Europ Assistance Relay Marathon, the non-competitive relay race that
took place at the same time as the Milan Marathon on 3 April 2016. The event was a great
success, both in terms of number of participants and funds raised.
There were 180 people running by our side, wearing our colours and thus becoming our
ambassadors. They included those who simply love to run, supporters of Milan Foundation's
projects and big names turning out in the name of solidarity, like former basketball player
Claudio Coldebella, cross-country skier Fabio Pasini and long-distance runner Claudio Mei.
The runners were joined by over 100 supporters who gave up their free time to get behind
the initiative, assisting free of charge in publicising the event and getting involved in the final
procession. Franco Baresi and Mauro Tassotti, for example, came down to the starting blocks
to give some last-minute sports advice to the runners.
Seventy-four press releases have helped us to spread the word about the Milan
Foundation's day-to-day work and add more than 7000 new followers, who expressed their
appreciation for our work during the months of this campaign and an interest in being updated
on our work.
The Milan Foundation's decision to take part in the Relay Marathon was an opportunity to try
out a new sport and a novel way of getting people involved.
It proved to be a resounding success and the greatest achievement of all was the fact so many
people decided to throw themselves wholeheartedly into the initiative.
We invited the runners and our supporters to turn this sporting challenge into a communal
challenge as well, asking them not only to donate money but also to get their friends and
acquaintances to participate in order to hit the fundraising target of €10,000.
In the end, the amount we raised was way over expectations, exceeding €14,000, which went
to Play for Change. Every year, this programme helps over 100 children experiencing problems
with school attendance and juvenile delinquency to return to their studies or enter the job
market.
The funds raised are enough to cover nearly four months of activities for 15 youngsters, who
thanks to our assistance can get back to school and up to speed with their peers.
This outcome was made possible thanks to the efforts of AC Milan employees who had the
chance to personally support the Milan Foundation for the very first time as runners,
volunteers and donors.
Inspired by the project and driven by a desire to help out personally, 17 colleagues decided to
go through all the training sessions and the race itself.
All employees were asked to spread the word about the Milan Foundation's involvement in the
Europ Assistance Relay Marathon, also by seeking out runners among their sporty friends.
In the days building up to and during the race itself, 19 other colleagues gave up their time
and expertise as volunteers.
At the end of the day, coming together to run the final 100 metres of the race in a procession
was a unique emotion and a real cause for celebration.
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The Foundation and its supporters
Over the years, the Milan Foundation has invested in the growth of its relational capital, i.e.
the value of the relationships with our supporters, company structures, territorial networks and
the community as well as the value of the reputation the Foundation has built up over time.
In particular, building bridges between sport and traditional educational establishments has
become ever more important in the light of the objective to establish a network of important
and stable relationships, while keeping intact the individual identities of all involved.
Amateur sports associations, primary and secondary schools, professional training centres and
universities have become key to our model of tackling exclusion from scholastic, working and
social environments.
Many companies have committed to our approach, both in terms of material donations and
services provided, while thousands of supporters have allowed us to continue working with
passion by donating their time, money, knowledge and equipment.
The non-profit Milan Foundation aims to ensure transparency and honesty when managing
projects and funds.
In this respect as well, the Foundation has successfully widened its presence on social media in
the attempt to interact with the community and share information and opinions. The decision
was made to allow everyone to comment, publish freely on the page and send private
messages in order to turn the Facebook account into a place for coming together and having
discussions. Despite the fact the fan base has grown by 11%, everyone receives a reply within
one day.
To make the content more relevant, more geolocalised pages have been created to
communicate with our supporters in their preferred language.
Relations with the media were consolidated through ad hoc meetings on specific topics. The
announcements of the Sport for Peace Convention on 24 November 2015, the Foundation's
participation in the Relay Marathon and the Play for Change tournament in Bollate on 9
February 2016 generated particularly notable interest. These meet-ups and initiatives led to
numerous articles in newspapers, and over the season around 1,000 articles and news pieces
were produced in both print and digital media.
Diversification of sources and a careful, balanced use of funds are behind the Milan
Foundation's financial sustainability.
By streamlining general expenses and investing in development, it was possible to set aside
€475,794 for projects in 2015/2016.
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Despite not receiving any public contributions, we have actually increased our capacity to raise
funds from private individuals, fund providers and other businesses.

Such levels of loyalty validate the efficiency of our multi-channel approach, the attention we
pay to planning our services and the initiatives we put in place for feedback and transparency.
For this reason, we are going to widen our presence on the main social media platforms and
constantly seek new opportunities to involve our supporters directly and in person to make
them feel part of our team.
The Milan Foundation is a non-profit organisation; it could not survive without volunteers and
supporters. We need you as well.
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Overview

2014/2015

2015/2016

Fans of the Milan Foundation on Facebook

157,126

177,956

Overall engagement: number of interactions (likes, comments,
shares)

136,816

161,922

Overall users engaged: number of users who have interacted with
the Milan Foundation

127,347

222,670

Single users who have interacted with the Milan Foundation

783,938

219,040

10,612

18,555

72 hours

34 hours

Average monthly users engaged: number of users who have
interacted with the Milan Foundation on average every month
Average (or maximum) response time to fans on Facebook

GOING FORWARD
Over the upcoming seasons the Milan Foundation will work to consolidate planning, by giving
more power to regional offices and managing the process in an increasingly direct manner.
This will also include the hiring of dedicated staff.
To support our working approach, the Foundation shall try to diversify financial sources and
gain credit with the public at large through the principles of transparency and accountability.
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5. ENVIRONMENT

Environmental analysis and management
system
Ensuring care for the environment constitutes one of the four key pillars of the AC Milan
Group’s Corporate Social Responsibility strategy and is an essential element of the Club’s
business dealings and how it interacts with stakeholders.

In order to reconcile the AC Milan Group’s various activities with the expectations of
stakeholders, the Group has identified environment priorities that it is committed to pursue as
part of its Corporate Social Responsibility strategy. These priorities form part of a monitoring
and improvement programme, which outlines the quantitative targets and how they are to be
achieved.
During the 2015/2016 season, the Group conducted the initial environmental analysis of its
activities in partnership with a leading consultancy firm in the sphere of sustainability.
The analysis was conducted at all the Group’s sites: Casa Milan, the Milanello and Vismara
training grounds, and the San Siro stadium.
The initial environmental analysis brought about the following results:
§

A draft environmental policy that is currently being revised by the Group’s Management.

§

A plan for environmental improvement, which includes the establishment of a
Management Model and a series of concrete initiatives geared towards reducing the
environmental impact of the Group’s activities.

§

The Energy Audit of the Group, in compliance with European regulations [Directive
2012/27/EU].

An individual has been selected to take charge of managing the Group’s environmental
sustainability, with a reference person nominated for each site.
Furthermore, an annual activity programme has been established, which will ensure that the
plan to reduce the impact of Group activity is monitored.
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AC MILAN’s environmental impact
Consumption

Methane consumption

2013/2014

2014/2015

2015/2016

Stadium

224,725 m3

213,086 m3

320,000 m3

Milanello

146,593 m3

124,426 m3

136,224 m3

15,600 m3

13,900 m3

21,632 m3

n/a

207,990 m3

527,625 m3

Vismara
Casa Milan

Electricity consumption

2013/2014

2014/2015

2015/2016

Stadium

6,094,278 KWH

5,609,069 KWH

5,500,000 KWH

Milanello

1,899,936 KWH

1,483,645 KWH

1,384,347 KWH

Vismara

108,000 KWH

116,400 KWH

234,523 KWH

Casa Milan

271,786 KWH

2,361,992 KWH

1,384,084 KWH

Diesel consumption

2013/2014

2014/2015

2015/2016

Stadium

n/a

n/a

70,000 l

Vismara

35,000 l

39,000 l

28,000 l

Water consumption

2013/2014

2014/2015

2015/2016

Stadium

224,725 m3

230,000 m3

250,000 m3

Milanello

12,000 m3

5,495 m3

16,031 m3

6,000 m3

6,200 m3

4,782 m3

n/a

2.898 m3

2,297 m3

Vismara
Casa Milan
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Use of renewable energy and water resources

Renewable energy use (% of renewable energy
sources out of total energy consumption)

2013/2014

2014/2015

2015/2016

Milanello

46.0%

38.0%

37.5%

Vismara

37.5%

38.0%

37.5%

0%

38.0%

37.5%

Casa Milan

Water resource use
Milanello

2013/2014

2014/2015

2015/2016

22,140 m3

16,758 m3

17,974 m3

Size of green areas
Size of green areas
160,000 m2

Milanello

Paper consumption
Paper consumption

2013/2014

2014/2015

2015/2016

Stadium

n/a

n/a

560 reams

Milanello

100 reams

200 reams

50 reams

Vismara

300 reams

310 reams

350 reams

n/a

2,860 reams

2,300 reams

Casa Milan
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Waste
Waste
Waste produced at Stadium

2015/2016
336.584 t

Waste produced at Casa Milan

0.722 t

Waste produced at Milanello

1.278 t

Waste produced at Vismara

0.021 t

Hazardous waste produced at Stadium

7.292 t

Hazardous waste produced at Casa Milan

0.373 t

Hazardous waste produced at Milanello

0.168 t

Hazardous waste produced at Vismara

0.016 t

Non-hazardous waste produced at Stadium

329.291 t

Non-hazardous waste produced at Casa Milan

0.349 t

Non-hazardous waste produced at Milanello

1.110 t

Non-hazardous waste produced at Vismara

0.005 t

Waste recycled at Milanello, Vismara, Casa Milan
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Emissions
CO2 equivalent emissions from consumption
Scope 1

2,224.12 tCO2*

Scope 2

2,410.63 tCO2**

* Conversion factor for methane gas (PCI): 35.014 GJ/1000 STDm3; emission factor for methane gas: 55.84 tCO2/TJ (Source:
Italian Ministry of the Environment, 2015); emission factor for heating oil: 73.59 tCO2/TJ.
** Emission factor: 326.78 gCO2 /kWh (Source: ISPRA, 2015).

GOING FORWARD
We are aware of the importance of environmental protection and we want to make an active
contribution in this area. We are therefore developing a Group environmental policy and an
improvement plan, which includes an environmental management model. We would also like
to push beyond the boundaries of our organisation in our commitment, so we are therefore
planning to add strict environmental criteria to the process of selecting suppliers.

Copyright © 2017 ACMilan.com

61

6. CLUB

Corporate structure
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The AC Milan Group’s corporate governance system is structured around the following bodies:
§ Board of directors
§ Shareholders’ meeting
§ Board of statutory auditors
§ Supervisory board
The governance system also comprises the internal auditing and risk management system, the
Code of Ethics, the Code of Conduct and the Organisation, Management and Control Model for
the prevention of offences pursuant to Legislative Decree 231/01. The AC Milan Group uses an
auditing firm for its accounting management needs.
An organisational chart of the governance and control bodies can be found on the official Club
website: www.acmilan.com.

Club organisational chart
Board of directors*
Silvio BERLUSCONI

Honorary President

Adriano GALLIANI

Executive Vice President Vicarious and CEO

Barbara BERLUSCONI

Executive Vice President and CEO

Paolo BERLUSCONI

Vice President

Leonardo BRIVIO

Director responsible for Planning, Management Control and Internal Auditing

Pasquale CANNATELLI

Director

Leandro CANTAMESSA

Director

Giancarlo FOSCALE

Director

* As at 30/06/2016

Organisational chart*
Franco Baresi
Filippo Ferri
CORPORATE AREA

Brand Ambassador
Director of Development and Infrastructure

Agata Frigerio

Human Resources and Organisational Director

Jaap Kalma

Director of Sponsorships and B2B

Marco Lomazzi

Head of Stadium Development and Management
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Organisational chart*

FOOTBALL

Michele Lorusso

Head of Marketing and B2C Sales

Massimiliano
Moncalieri

Head of Purchasing, Logistics and Facilities

Stefano Storti

Director of Milan Media House

Mauro Tavola

Head of Sponsorships and Sales

Elisabetta Ubertini

Managing Director of Operations and Special Projects

Massimo Zennaro

Director of Institutional Communications and External
Relations

Angela Zucca

Chief Financial Officer

Chiara Moi

Compliance Officer

Mauro Bianchessi

Head of Grassroots and Youth Academy Scouting

Antonella Costa

Head of Academy Organisation Coordination

Filippo Galli

Head of Youth Academy Competition

Vittorio Mentana

Team Manager

Giuseppe Sapienza

Head of Football Communications

Daniele Tognaccini

Milan Lab Head of Football

AREA

* As at 30/06/2016
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Organisation Model as per Legislative Decree 231/2001
The AC Milan Group’s Internal Auditing System has the objective of running the company via
the identification, evaluation, monitoring, measuring and management of all corporate risks.
The aim is to ensure compliance with all relevant laws and regulations relating to accountancy
(Civil Code, Accounting Principles), as per Legislative Decree 231/2001 (on the administrative
responsibility of legal persons), Legislative Decree 81/2008 (on well-being and safety in the
workplace), Legislative Decree 196/2003 (on data protection) and all regulations established
by national and international sporting institutions (FIGC, UEFA and FIFA).

Organisational model for the prevention of crimes

Over the course of 2015, all of the companies in the AC Milan Group have issued an update to
their crime-prevention models. No significant violations to the Management, Organisation and
Control Model, internal regulations or Code of Ethics were reported. Similarly, no instances of
corruption involving employees of the Group were reported.
There were no significant monetary sanctions for non-compliance to environmental laws or
regulations. Over the course of the 2015/2016 season, Lega Serie A fined AC Milan a total of
€31,000 across four separate occasions: three matches at home and one away. Two of these
disciplinary sanctions were levied due to spectators violating Lega regulations, while the other
two infractions relate to minor delays the Club experienced in starting matches.

Institutional relations within football
The AC Milan group actively participates in the development of the systems and infrastructures
within football, with representatives taking part in events at institutional headquarters and
workshops held by the foremost football governance bodies, both nationally and
internationally:
NATIONAL BODIES
§ FIGC and the Lega Nazionale Professionisti Serie A
§ Adriano Galliani, Executive Vice President Vicarious and CEO of AC Milan, is the Vice
President of the Lega Nazionale Professionisti Serie A
INTERNATIONAL BODIES
§ FIFA
§ UEFA
§ ECA: the only independent body representing European football clubs.
Eight Italian clubs are members of the ECA: AC Milan, FC Internazionale Milano, Juventus FC
and SSC Napoli are ordinary members; AS Roma, ACF Fiorentina, Udinese Calcio and UC
Sampdoria are associate members.
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Organisation
Overall workforce
Overall workforce

to 30 June 2014

to 30 June 2015

to 30 June 2016

No. people
Men

Women

Total

Men

Women

Total

Men

Women

Total

80

67

147

85

65

150

80

63

143

Registered professionals

162

1

163

162

1

163

177

3

180

Total

242

68

310

247

66

313

257

66

323

Employees

Employees per category and gender
Employees per category and gender

to 30 June 2014

to 30 June 2015

to 30 June 2016

No. people
Men

Women

Total

%

Men

Women

Total

%

Men

Women

Total

%

Directors

7

4

11

7%

8

3

11

7%

10

4

14

10%

Journalists

2

-

2

1%

2

-

2

1%

2

1

3

2%

Management

13

8

21

14%

18

9

27

18%

14

8

22

15%

Office
workers

56

53

109

74%

55

51

106

71%

53

48

101

71%

Manual
workers

2

2

4

3%

2

2

4

3%

1

2

3

2%

80

67

147

100%

85

65

150

100%

80

63

143

100%

Total
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Employees per category and age
Breakdown of employees per department and age to 30 June 2014
No. people
Directors
Journalists
Management
Office workers
Manual workers
Total

Staff

<30

30-50

>50

Total

11

-

6

5

11

2

-

1

1

2

21

1

15

5

21

109

17

72

20

109

4

-

3

1

4

147

18

97

32

147

Breakdown of employees per department and age to 30 June 2015
No. people
Directors
Journalists
Management
Office workers
Manual workers
Total
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Staff

<30

30-50

>50

Total

11

-

6

5

11

2

-

1

1

2

27

1

17

9

27

106

13

68

25

106

4

-

3

1

4

150

14

95

41

150

67

Breakdown of employees per department and age to 30 June 2016
No. people

Staff

<30

30-50

>50

Total

14

-

10

4

14

3

-

2

1

3

22

-

14

8

22

101

10

68

23

101

3

-

1

2

3

143

10

95

38

143

Directors
Journalists
Management
Office workers
Manual workers
Total

Breakdown of staff per contract type
Breakdown of staff per contract type
to 30 June 2014

to 30 June 2015

to 30 June 2016

No. people
Men Women Total

Men

Women

Total

Men

Women

Total

Fixed-term contract

18

7

25

21

6

27

7

2

9

Permanent contract

62

60

122

64

59

123

73

61

134

Total

80

67

147

85

65

150

80

63

143

Breakdown of permanent staff per contract type
to 30 June 2014

to 30 June 2015

to 30 June 2016

No. people
Men Women

Total

Men Women Total

Men Women Total

Full Time

62

52

114

64

50

114

73

51

124

Part Time

-

8

8

-

9

9

-

10

10

62

60

122

64

59

123

73

61

134

Total
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Turnover
Staff hires from 1 July 2014 to 30 June 2015
No. people

Staff

<30

30-50

50>

Total

Turnover %

Men

85

-

6

1

7

8.24%

Women

65

2

-

-

2

3.08%

150

2

6

1

9

6.00%

Total

Staff departures from 1 July 2014 to 30 June 2015
No. people

Staff

<30

30-50

50>

Total

Turnover

Men

85

2

2

1

5

5.88%

Women

65

3

3

2

8

12.31%

Total

150

5

5

3

13

8.67%
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Staff hires from 1 July 2015 to 30 June 2016
No. people

Staff

<30

30-50

50>

Total

Turnover %

Men

80

1

2

1

4

5.00%

Women

63

-

3

-

3

4.76%

Total

143

1

5

1

7

4.90%

Staff departures from 1 July 2015 to 30 June 2016
No. people

Staff

<30

30-50

50>

Totale

Turnover

Men

80

1

8

6

15

18.75%

Women

63

0

1

2

3

4.76%

Total

143

1

9

8

18

12.59%
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Parental leave
Two female employees took parental leave during the 2015/2016 season.

Mental and physical well-being and training for employees
Adequate, continuing training is essential for the development of the Club’s human resources.
That’s why AC Milan invested a total of €60,000 in 2016 for compulsory training and other
specific initiatives for Club employees.
The Club, aware of the importance of its individuals, adopted policies in 2015/2016 to
safeguard the mental and physical well-being of its employees and provide them with training.
The various initiatives promoted over the course of the year were characterised by a
commitment to invest in learning new skills and creating an enhanced working environment to
better cope with the specific needs of every individual.
Specifically, the Club ran campaigns to promote healthy eating among its employees, put
together by the first-team nutritionist. Team-building activities were also provided, one of
which featured coach Dan Peterson, one of the most influential figures in international
basketball, who worked on motivation, teamwork and different styles of leadership. Finally, the
club organised Kids at the office day for the third year running. Every year, Casa Milan
opens its doors to the children and grandchildren of the Group’s employees with a vast array of
fun learning activities. The youngsters enjoy a wonderful day out with the extended Milan
family. The commitment to encourage social opportunities outside the workplace was also
demonstrated at the Coppa Italia final at Rome’s Stadio Olimpico on 21 May 2016. The Club
laid on a special train for the trip, giving employees and those accompanying them free entry
to the stadium. Large extended families were offered discounted prices.
Thanks to the help of sponsors and several business establishments, AC Milan continues to
offer special offers and discounts for the purchase of goods and services at regulated prices
(AC Milan covers part of the cost of an annual ATM season ticket, bearing 20% of the overall
fee); all employees are also covered by a comprehensive healthcare policy which extends to
the entire nuclear family.
The Club remains committed to training its employees and contributors and the 2015/2016
season saw further progress in this area. The Club set up its very own Training School tasked
with, among other things, drafting personalised development plans for employees and being
able to identify the most suitable opportunities to satisfy the professional requests made by
the individuals. We should also highlight that two employees attended the UEFA Certificate
in Football Administration (UEFA CFM) course, while another employee followed the ECA
Club Management Programme. Furthermore, a number of coaches and managers acted as
speakers at important international seminars.
Training was carried out in compliance with the regulations on health and safety in the
workplace.
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Compulsory training
Course

No. people

Total hours

General training

26

104

Specific training

9

36

Health and safety representative refresher course

4

24

First aid refresher course

5

20

Information on radiation protection

6

12

Compulsory training
Course

No. people

Durata

Marketing course

1

16 hours

Communications course

2

24 hours

UEFA course

2

9 months
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DUAL TRAINING
Legislative decree 107/15, which governs “Dual training” (learning and working), came into
force during the 2015/2016 academic year. This is a great opportunity for secondary school
students to learn about what field they might want to work in, as well as developing skills
which will serve them both in their academic and working lives. These include working as part
of a team, communicating, respecting the rules, empathy etc.
AC Milan was very keen to get involved in this process of bringing school children closer to the
world of work, as the Club strongly believes in the educational value of the proposal made by
the Ministry of Education, Higher Education and Research. AC Milan’s aim is to help academy
players to learn effectively at school and implement flexible working methods which link
classroom training to practical experience.
Over the course of the season, four youngsters from the academy – from the Primavera and
Allievi age groups – were involved over a total of 36 weeks. Specifically, they were given
opportunities in the Club’s Human Resources and Organisation and Stadium Management and
Development departments, as well as at Milan Academy. This experience allowed the young
players to see the company they represent from a different angle and discover how things
work on a day-to-day basis. They worked with colleagues and the managers of the various
departments and played an active role in organising and running events and briefing and
debriefing activities etc.

GOING FORWARD
We keep a close eye on our employees and their professional development. We will therefore
continue to invest to provide our employees with individual and group training opportunities,
based on everyone’s needs, thanks to the work done by the Training School.
We will continue to work with schools and universities so that both parties can see the
benefits. We will also continue our commitment towards promoting company volunteering.
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Milan Training School
The Training School is the product of an evolution of the Milan Academy. It will be a hub for
innovation at the Club, with the aim of developing a modern and integrated approach to
football coaching for youngsters. Quality will set this project apart, with training its main
vocation.
AC Milan decided to embark on the path towards creating the Training School from the
2015/2016 season onwards. From the outset, the aim has been to promote the Club’s
historical heritage, its knowledge and experience built up over time, and to make that available
to the benefit of all stakeholders.
The School focuses on a sporting and managerial training method that prioritises human
capital, which is central to a dialogic relationship that identifies the training needs of each
individual participant and enables the identification of the most suitable pathway, both for
individuals and groups as a whole. The School’s teaching body is made up of six people and
also harnesses the expertise of Club management staff, technical staff from the first team and
youth teams as well as from higher education institutions. The School therefore has a team of
experts from various disciplines at its disposal.
With the support of AC Milan’s Compliance unit, regular training events are organised – both
for staff and registered athletes – in respect of applicable law and in compliance with the
following legislative decrees:
§

D. Lgs. 81/08: The aim is to provide training and information as regards norms
covering the issues of safety, risk management and emergencies.

§

D. Lgs. 231/2001: The AC Milan Group has an Organisation, Management and Control
Model; training courses are available in a physical setting or online.

The Training School fosters activity in the following areas, geared towards staff and partners
as well as to external companies which request the School’s services:
1. Technical and methodological
Training on coaching methods:
§

FOOTBALLING PRINCIPLES

§

PHILOSOPHY

§

ATHLETIC WORK

§

TECHNICAL AND TACTICAL WORK - INDIVIDUAL AND COLLECTIVE BASIS

§

PHASES OF PLAY AND SYSTEMS

§

VIDEO ANALYSIS

2. Performance area
For players and staff:
§

TRAINING

§

INJURY PREVENTION AND RECOVERY
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§

FUNCTIONAL RECOVERY

§

NUTRITIONAL AND DIET PRINCIPLES

§

PSYCHOLOGICAL AND PHYSICAL WELL-BEING

3. Managerial area
Focus on organisation and management of the Club:
§

CHANGE MANAGEMENT

§

TEAM BUILDING

§

HR MANAGEMENT

§

ASD (AMATEUR SPORTS ASSOCIATION) REGULATIONS

§

PROJECT MANAGEMENT

§

LEADERSHIP

§

MANAGEMENT OF SPORTS FACILITIES

§

SPORTS MARKETING

4. Psycho-pedagogy
Work on soft skills:
§

STAFF GUIDANCE AND EVALUATION METHODS

§

TEAMWORK

§

CONFLICT MANAGEMENT

Activities which took place during the 2015/2016 season:
§
§
§
§
§
§
§
§
§

4 days of training for AC Milan Academy 2015/2016 coaches
2 days of training for AC Milan Junior Camp Day 2015/2016 coaches
1 day of training for AC Milan Junior Camp 2016 technical directors
3 days of training for AC Milan Soccer School coaches, at BPM Milan Cup 2016
Technical and leadership training courses – both ‘Entry Level’ and ‘Advanced Level’ –
organised at 13 locations in Italy
Training course reserved for AC Milan staff on the ‘Kids at the Office’ day in 2016
2 training sessions for AC Milan Soccer School managerial staff
2 training courses on strategy and management for sports clubs
‘Academy Coach’, an invite-only training course organised at the Vismara training
ground

The ‘Academy Coach’ training course takes place every year at the Vismara training ground,
where the AC Milan youth academy is based. It is reserved for authorised coaches, who have
completed either the Entry, Advanced or Top Level courses organised by the Training School.
Participants are invited to attend the course, which offers specific preparation for individuals
who, in their respective sporting contexts, have set themselves apart having successfully
followed and applied the AC Milan teaching methods.

Copyright © 2017 ACMilan.com

75

In 2016, the course took place from 7 to 9 June and involved 15 coaches from nine AC Milan
Soccer Schools.
The theoretical part of the course was dedicated to the role the Academy Coach has within a
sports club, with particular attention given to the social and managerial skills that such
individuals need to develop.
The coaches were then able to test themselves out on the pitch. Alongside teaching staff from
the Training School, the coaches were asked to organise and conduct training sessions with the
Esordienti 2003 (U13 side) from an AC Milan Soccer School in Lombardy.
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Institutional relations
The AC Milan group actively participates in the development of the systems and infrastructures
within football, with representatives taking part in events at institutional headquarters and
workshops held by the foremost football governance bodies, both nationally and
internationally:
NATIONAL BODIES
§ FIGC and the Lega Nazionale Professionisti Serie A
§ Adriano Galliani, Executive Vice President Vicarious and CEO of AC Milan, is the Vice
President of the Lega Nazionale Professionisti Serie A
INTERNATIONAL BODIES
§ FIFA
§ UEFA
§ ECA: the only independent body representing European football clubs.
Eight Italian clubs are members of the ECA: AC Milan, FC Internazionale Milano, Juventus FC
and SSC Napoli are ordinary members; AS Roma, ACF Fiorentina, Udinese Calcio and UC
Sampdoria are associate members.
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Financial results
The AC Milan Group’s consolidated financial statement as at 31 December 2015 indicates a
consolidated production value of 221 million euros and a loss of 89.3 million euros (compared
to a loss of 91.3 million euros in the 2014 tax year). The statement is reflective of the lack of
participation in European competition, as is the case in the current season.
The following table contains details of the economic value generated and distributed by the
group in 2014 and 2015.

Economic value generated and distributed by the Group
Figures in thousands of euros

2015

2014

218,050

218,259

16,681

25,629

54

296

7,642

7,810

196,658

199,839

13

5,899

-3,025

-187

33

2

6

21,029

248,266

255,613

81,321

84,063

4,376

5,002

Services

40,297

43,048

Use of third-party assets

10,771

12,401

Provisions for liabilities

11,069

7,500

Other operating expenses

14,808

16,112

Staff remuneration

163,868

154,655

Staff costs

163,868

154,655

Payment to lenders

8,216

10,159

Financing costs

8,216

10,159

-5,139

6,736

5,139

6,736

-30,216

-37,354

59,085

53,931

Economic value generated by the Group
Revenues from sales and services
Change in inventory of work in progress, finished and semi-finished products
Increase in assets from internal work and capitalisation of costs
Other revenues and income
Financial income
Value adjustments on financial activities
Extraordinary income
Extraordinary expenses
Economic value distributed by the Group
Reclassified production costs
Raw materials, supplies, consumables and merchandise

Payments to public administration
Income tax
Economic value retained by the Group
Amortisation and depreciation
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Figures in thousands of euros
Economic outturn

Figures in thousands of euros

2015

2014

-89,301

-91,285

2015

2014

Economic value retained by the Group

-30,216

-37,354

Economic value distributed by the Group

248,266

255,613

81,321

84,063

Staff remuneration

163,868

154,655

Payment to lenders

8,216

10,159

Payments to public administration

5,139

6,736

Reclassified production costs
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7. GRI CONTENT INDEX
Here follows an overview of the main disclosures included in the AC Milan Group Sustainability
Report 2015, in accordance with the G4 Sustainability Reporting Guidelines (2013) and G4
Event Organizers Sector Disclosures (2014) published by Global Reporting Initiative (GRI).
Indicatore

Pagina

GENERAL STANDARD DISCLOSURE
Strategia ed analisi
Dichiarazione della più alta
autorità del processo
decisionale in merito
all’importanza della
sostenibilità per
l’organizzazione e la sua
strategia

Lettera agli stakeholder; 3

Nome dell'organizzazione

Nota metodologica; 4

G4 - 4

Principali marchi, prodotti e
servizi

AC Milan Spa ha per oggetto esclusivo
l’esercizio di attività sportive ed in particolare,
la formazione, la preparazione e la gestione di
squadre di calcio, nonché la promozione
e l’organizzazione di gare, tornei ed ogni altra
attività calcistica in genere, con le finalità e con
l’osservanza delle norme e delle direttive
della Federazione Italiana Giuoco Calcio e dei
suoi Organi.

G4 - 5

Sede principale

Via Aldo Rossi, 8 - 20149 Milano

G4 - 6

Paesi di operatività

3. Community - Milan Academy, Casa Milan;
33, 36-38, 40

G4 - 7

Assetto proprietario e forma
legale

6. Club - Governance della società; 62-63

G4 - 8

Mercati serviti

3. Community - Milan Academy, Casa Milan;
33, 36-38, 40

Dimensione dell'organizzazione

AC Milan in numeri, 1. Entertainment – Tifosi,
3. Community – Milan Academy, 6. Club –
Organizzazione, Risultati economici; 5, 14, 33,
66, 78-79

G4 - 1

Profilo
dell’organizzazione
G4 - 3

G4 - 9
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Indicatore

Pagina

G4 - 10

Caratteristiche della forza
lavoro

6. Club - Composizione dell'organizzazione;
66-67

G4 - 11

Percentuale dei dipendenti
coperti da accordi collettivi di
contrattazione

La totalità dei dipendenti è coperta da accordi
collettivi di contrattazione

G4 - 12

Descrizione della catena di
fornitura dell'organizzazione

1. Entertainment – Stadio San Siro, 3.
Community – Milan Academy, Gli Sponsor; 13,
35-37, 43-45

G4 - 13

Cambiamenti significativi della
dimensione, struttura, assetto
proprietario o catena di
fornitura dell'organizzazione
avvenuti nel periodo di
rendicontazione

Nota Metodologica; 4

G4 - 14

Applicazione dell'approccio
prudenziale alla gestione dei
rischi

6.Club – Governance della Società; 65
www.acmilan.com/it/club/code_of_ethics

G4 - 15

Sottoscrizione o adozione di
codici di condotta, principi e
carte sviluppati da
enti/associazioni esterne
relativi a performance
economiche, sociali e
ambientali

Ogni azione viene pianificata nell’ottica della
sostenibilità e nel rispetto delle norme previste
dal Financial Fair Play promosso dalla UEFA

G4 - 16

Partecipazione ad associazioni
di categoria nazionali e/o
internazionali in cui
l’organizzazione detiene una
posizione presso gli organi di
governo

6. Club - Rapporti istituzionali; 77

Materialità e perimetro del report

G4 - 17

Struttura operativa
dell’organizzazione,
considerando anche le divisioni
principali, aziende operative,
sussidiarie e joint venture

Nota metodologica, 6.Club – Governance della
Società; 4, 62

G4 - 18

Processo per la definizione dei
contenuti del Bilancio di
Sostenibilità

Nota metodologica, Approccio alla sostenibilità;
4, 6-9
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Indicatore

Pagina

G4 - 19

Aspetti materiali identificati

Approccio alla sostenibilità; 8

G4 - 20

Aspetti materiali interni
all'organizzazione

Nota Metodologica, Approccio alla sostenibilità;
4, 8-9

G4 - 21

Aspetti materiali esterni
all'organizzazione

Nota metodologica, Approccio alla sostenibilità;
4, 6-9

G4 - 22

Modifiche di informazioni
rispetto al precedente Bilancio
di Sostenibilità

Nota metodologica; 4

G4 - 23

Cambiamenti significativi in
termini di obiettivi e perimetri
rispetto al precedente Bilancio
di Sostenibilità

Nota metodologica; 4

Stakeholder engagement

G4 - 24

Categorie e gruppi di
stakeholder coinvolti
dall'organizzazione

Approccio alla sostenibilità; 7

G4 - 25

Processo di identificazione degli
stakeholder

Approccio alla sostenibilità; 7

G4 - 26

Approccio al coinvolgimento
degli stakeholder, incluso
frequenze e tipologie di attività

3. Community – Casa Milan, Gli Sponsor, 4.
Fondazione Milan; 39-41, 42-45, 49-56

G4 - 27

Aspetti chiave emersi dal
coinvolgimento degli
stakeholder

3. Community – Casa Milan, Gli Sponsor, 4.
Fondazione Milan; 39-41, 42-45, 49-56

G4 - 28

Periodo di rendicontazione del
Bilancio di Sostenibilità

Nota Metodologica; 4

G4 - 29

Data di pubblicazione del
precedente Bilancio di
Sostenibilità

Nota Metodologica; 4

G4 - 30

Ciclo di rendicontazione

Nota Metodologica; 4

G4 - 31

Contatti per chiedere
informazioni sul Bilancio di

Nota Metodologica; 4

Profilo del Report
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Indicatore

Pagina
Sostenibilità

G4 - 32

Indice dei contenuti GRI

7. Indice GRI; 80

G4 - 33

Politiche e pratiche di
assurance esterna

Il report non è sottoposto ad assurance
esterna

Struttura di governo
dell’organizzazione

6. Club - Governance della società; 62-65

Valori, principi, standard e
regole di comportamento
dell'organizzazione

Approccio alla sostenibilità; 67www.acmilan.com/it/club/codice-etico

Governance

G4 - 34

Etica

G4 - 56

SPECIFIC STANDARD DISCLOSURE – Categoria: Economica
Aspetto materiale: Performance Economica

G4-DMA

Informazioni generali
sull'approccio del management

6. Club - Risultati economici; 78-79

G4-EC1

Valore economico direttamente
generato e distribuito, inclusi
ricavi, costi operativi,
remunerazioni ai dipendenti,
donazioni e altri investimenti
nella comunità, utili non
distribuiti, pagamenti ai
finanziatori e alla Pubblica
Amministrazione

6. Club - Risultati economici; 78-79

G4-EC2

Implicazioni finanziarie e altri
rischi e opportunità connesse
con i cambiamenti climatici

5. Ambiente; 57

Aspetto materiale: Impatti Economici Indiretti

G4-DMA

Informazioni generali
sull'approccio del management

1. Entertainment – Stadio San Siro, Tifosi, 3.
Community – Casa Milan; 14-15, 39-42

G4-EC7

Sviluppo e impatto di
investimenti in infrastrutture e
servizi forniti principalmente

1. Entertainment – Stadio San Siro, Tifosi, 3.
Community – Casa Milan; 14-15, 39-42
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Indicatore

Pagina
per "pubblica utilità",
attraverso impegni
commerciali, donazioni di
prodotti/servizi, attività pro
bono

G4-EC8

Analisi e descrizione dei
principali impatti economici
indiretti considerando le
esternalità generate

1. Entertainment – Stadio San Siro, Tifosi, 3.
Community – Casa Milan; 14-15, 39-42

SPECIFIC STANDARD DISCLOSURE – Categoria: Ambiente
Aspetto materiale: Energia

G4-DMA

Informazioni generali
sull'approccio del management

5. Ambiente; 57

G4-EN3

Consumi di energia all’interno
dell’organizzazione

5. Ambiente; 58

G4-DMA

Informazioni generali
sull'approccio del management

5. Ambiente; 57

G4-EN8

Prelievo totale di acqua per
fonte

5. Ambiente; 58

Aspetto
materiale: Acqua

Aspetto materiale: Emissioni

G4-DMA

Informazioni generali
sull'approccio del management

5. Ambiente; 57

G4-EN15

Emissioni dirette di gas a
effetto serra (GHG) (Scopo 1)

5. Ambiente; 61

G4-EN16

Emissioni indirette di gas a
effetto serra (GHG) (Scopo 2)

5. Ambiente; 61

Aspetto materiale: Scarichi e Rifiuti

G4-DMA

Informazioni generali
sull'approccio del management
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Indicatore

G4-EN23

Pagina
Peso totale dei rifiuti per
tipologia e per metodo di
smaltimento

5. Ambiente; 60

SPECIFIC STANDARD DISCLOSURE – Categoria: Sociale
Sotto-categoria: Pratiche di Lavoro e Condizioni di Lavoro Adeguate
Aspetto materiale: Occupazione

G4-DMA

Informazioni generali
sull'approccio del management

6. Club - Organizzazione; 69

G4-LA1

Numero totale dei lavoratori,
tassi di assunzione e di
turnover per gruppi di età,
genere e area geografica

6. Club - Organizzazione; 69-70

G4-LA3

Ritorno al lavoro e
mantenimento del posto di
lavoro dopo il congedo
parentale, per genere

6. Club - Organizzazione; 71

Aspetto materiale: Formazione e Istruzione

G4-DMA

Informazioni generali
sull'approccio del management

6. Club - Organizzazione; 70-71

G4-LA9

Ore medie di formazione annue
per dipendente, suddiviso per
genere e per categoria di
lavoratori

6. Club - Organizzazione; 70-71

G4-LA10

Programmi per la gestione
delle competenze e per
promuovere una
formazione/aggiornamento
progressivo a sostegno
dell'impiego continuativo dei
dipendenti e per la gestione
della fase finale delle proprie
carriere

6. Club - Organizzazione; 70-71

Aspetto: Diversità e Pari Opportunità

G4-LA12

Composizione degli organi di
governo dell’impresa e
ripartizione dei dipendenti per
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Indicatore

Pagina
categoria in base a sesso, età,
appartenenza a categorie
protette e altri indicatori di
diversità

Sotto-categoria: Sociale
Aspetto materiale: Comunità Locali

G4-DMA

Informazioni generali
sull'approccio del management

3. Community – Milan Academy, Casa Milan, 4.
Fondazione Milan; 33-42, 46-56

G4-SO1

Percentuale di operations che
hanno determinato un
coinvolgimento delle comunità
locali, valutazione degli impatti
e programmi di sviluppo

3. Community – Milan Academy, Casa Milan, 4.
Fondazione Milan; 33-42, 46-56

Aspetto materiale: Anti Corruzione

G4-DMA

Informazioni generali
sull'approccio del management

6. Club – Governance della società; 65

G4-SO5

Reati di corruzione confermati
e azioni intraprese in risposta

6. Club – Governance della società; 65

G4-EO5

Tipologie e impatti di iniziative
volta a favorire l’inclusione
sociale

1. Entertainment - Stadio San Siro, Tifosi 3.
Community - Casa Milan, 4. Fondazione Milan;
13-15, 39-42, 46-56

G4-EO6

Tipologie e impatti di iniziative
volta a favorire un ambiente
accessibile

1. Entertainment - Stadio San Siro; 13-15

Valore monetario delle sanzioni
significative e numero totale di
sanzioni non monetarie per non
conformità a leggi o
regolamenti

6. Club – Governance della società; 65

Aspetto: Inclusivity

Aspetto: Compliance

G4-SO8

SPECIFIC STANDARD DISCLOSURE – Categoria: Responsabilità di Prodotto
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Indicatore

Pagina

Aspetto materiale: Salute e Sicurezza dei Consumatori

G4-DMA

Informazioni generali
sull'approccio del management

1. Entertainment - Stadio San Siro; 13

G4-PR1

Percentuale di categorie
significative di prodotti e servizi
per i quali gli impatti sulla
salute e sicurezza sono valutati
per promuoverne il
miglioramento

1. Entertainment - Stadio San Siro; 13

G4-EO11

Numero, tipologia e impatti
delle iniziative di sostenibilità
volte ad aumentare la
consapevolezza, condividere la
conoscenza e favorire il
cambiamento dei
comportamenti ad alto impatto,
e risultati raggiunti.

3. Community – Milan Academy, Casa Milan 4.
Fondazione Milan; 36-37, 39-42, 46-56
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