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Brazil-specific information concerning the key legal issues that need to be considered when entering into a
sponsorship arrangement.

This Q&A provides country-specific commentary on Practice note, Sponsorship: Cross-border overview.

Rights of the sponsor

1. To what extent will a representative appointed by the sponsor to an event's organising committee
be liable to a third party who has a valid claim for compensation against the committee?

In Brazilian law, the event's organising committee itself is not considered a legal entity capable of been held liable
for any claims regarding the event. This means that any third-party claim would need to be made against the event
organiser and/or against the sponsor, as separate legal entities.

For example, if an event such as the FIFA World Cup is organised in Brazil, the organising committee composed of
FIFA, the Brazilian Government and sponsors, among others, is not considered a legal entity capable of been held
liable for any claims regarding the event. The sole responsibility for any liability resulting from the event lies with
FIFA as the main organiser.

Intellectual property rights

2. What action lies for using an individual's name or image without consent?
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Under the Constitution, an individual's privacy, private life, honour and image are inviolable, and individuals have
a right to compensation for property and moral damages resulting from any breach of these rights (Item X, Article
5, Constitution).

There is also constitutional protection for:

. Individual participation in collective works, and reproduction of the human image and voice, including
sports activities.

. The right of authors, interpreters and their respective unions and associations to monitor the economic

exploitation of the works which they create or in which they participate.

(Item XXVIII, Article 5, Constitution.)

Under the Civil Code, the unauthorised use of an individual's image for commercial purposes is subject to
indemnification (Article 20, Brazilian Civil Code); this can include:

. The amount of the profit made through the unauthorised use of the individual's image.
. Moral damages.

. Any pecuniary loss by the individual resulting from the unauthorised use of its image.

3. Does an intellectual property right or any other proprietary right exist in an event?

"Arena right" and rights of transmission
Article 42 of the Pelé Law (Law no. 9615/1998) establishes an "arena right", and rights for transmission of events.

Certain sports entities (professional clubs, federations or soccer confederations), and consequently, their athletes
(see below), have the benefit of an "arena right", which consists of the right to negotiate, authorise or prohibit the
capture, setting, emission (in contracts), transmission (on television), retransmission or reproduction of images, by
any means or process, of any sports event in which they participate.

Minister of the Superior Labour Court of Justice, Guilherme Caputo Bastos, has explained that the "arena right"
constitutes a percentage of the value contracted for by the sports practice entities with the media (in all its iterations)
and which is passed on to the athletes by their unions. Thus, it is owned by the sports entity, and the athlete is entitled
to the payment of this amount only for having participated in the event, as an employee of that entity (BASTOS,
Guilherme Augusto Caputo. Direito Desportivo. Belo Horizonte: casa da Educagdo Fisica, 2018).

The participants in the event are entitled to receive 5% of the total amount paid to the sports entity with the arena
right by those broadcasting the event.
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A provisional measure was proposed in 2020 that would have altered the Pelé Law, giving the "home team" the
exclusive rights to broadcast a sports event (MP 984/2020). However, the provisional measure was not voted on
within the expected term of 60 days and so expired.

Trade mark registration

Events can be registered as trade marks, but only in specific circumstances. The default position is that third parties,
even legal entities who sponsor or are involved with the event, cannot register the following as trade marks, except
when authorised by the competent authority or entity promoting the event:

. Names, prizes or symbols of the following types of official event (those held or promoted by a national
or foreign public entity or body) or officially recognised event (which are held with the consent of the
competent authority or the entity responsible for that sporting sector):

. sporting;

. artistic;

. cultural;

. social;

. political; or

. economic.

. Imitations of the above likely to cause confusion.

(Article 124, item XIII, Industrial Property Law (Law no. 9279/1996).)

Where a third party applies to register a name, award or symbol of an official or officially recognised event as a trade
mark, that third party must provide proof of the organiser's authorisation for the application.

When such an application is made under the co-ownership regime (so, for the registered trade mark to be held by

multiple parties), even if the competent authority or organiser of the event in question is part of the set of applicants,
the authorisation must expressly approve the registration of the mark by all applicants.

Ambush marketing

4. What remedies does national law or regulation provide against ambush marketing?

There is no legislation in Brazil that deals with ambush marketing. However, other legislation might apply to a set
of circumstances amounting to ambush marketing, and provide a framework for remedies.
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Unfair competition is defined as the use of another's advertising expression or sign, or imitation of it, in a manner
designed to cause confusion between the products or establishments (Article 195, item IV, Industrial Property Law
(Law no. 9279/1996)). Since ambush marketing can be any unauthorised parallel advertising that evokes, relates
to or is associated with events, ambush marketing could qualify as unfair competition and lead to lawsuits seeking
compensation for pecuniary damages and moral damages. Technically, the penalty of imprisonment of three months
to ayear is also available under the Industrial Property Law (Law no. 9279/1996), but generally only a fine is applied,
and civil compensation.

The Pelé Law protects the name and symbols of professional sports clubs, as well as the names of professional
athletes (Article 87, Pelé Law). Any ambush marketing that breaches this protection could be liable to the sanctions
set out above.

Generally, misleading or abusive advertising campaigns are prohibited; that includes any information or public
communication that is entirely or partially false or is in any way, even through omission, capable of inducing the
consumer to make a mistake (Article 37, Consumer Defence Code (Law no. 8078/1990)). Breach of this prohibition
could lead to imprisonment of three months to one year, but generally only a fine is applied, and civil compensation.

The Code of the National Council of Self-Regulating Advertisement (CONAR) (which is a voluntary and non-binding
code of conduct for advertisers, advertising agencies and communication vehicles, and does not have any force of
law) rules out the obtaining of advertising profits gained through "hitchhiking" and/or "ambush", by invading the
editorial or commercial space of a communication vehicle (Article 31, CONAR Code).

Previous laws

It is important to mention that previous Brazilian laws, created with temporary effect specifically for particular
events, have regulated ambush marketing directly:

. Law no. 12663/2013, created to regulate the 2013 FIFA Confederations Cup and the 2014 FIFA World Cup,
set out two offences of ambush marketing: one of association, and one of intrusion. Both offences were
directed at individuals who commercialised or published anything with the "World Cup" brand without
FIFA's consent.

. Law no. 12035, created to regulate the 2016 Olympics, had an offence of ambush marketing, under which
any use of the 2016 Olympics brand without the consent of the International Olympic Committee or 2016
Organisation Committee was illegal.

Regulatory issues

5. How does national law or regulation regulate sponsorship?
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There is no specific legislation that regulates sponsorship contracts in Brazil, even though they are very common
in the commercial sphere.

Under general contract law, set out in the Civil Code, any agreement must have the following elements to be valid:

. Parties with legal capacity (individuals must be 18 years old or emancipated by the age of 16 or 17).
. Subject matter that is lawful, possible, determinable and determined.
. A form prescribed or not proscribed by law (since national law does not specify any prescribed form for

sponsorship contracts, they need not take any particular form to be valid).

The only Federal Laws that refer specifically to "sponsorship” are:

. The Sports Incentive Law (Law no. 11.438/2006), aimed at encouraging support for sports in Brazil.

. The Rouanet Law (Law no. 8313/1991), aimed at supporting culture generally.

Both laws define sponsorship as:

. The transfer, free of charge, to the proposer of a sports encouragement project/cultural activity
(respectively), of cash for the realisation of sports and para-sports projects/cultural activity (respectively),
for promotional and institutional advertising purposes.

. The coverage of expenses by the sponsor, or the use of the sponsor's goods, furniture or real estate, without
transfer of ownership, for the realisation of sports and para-sports projects/cultural projects by the proposer
of the sports project/cultural project.

(Article 3, Sports Incentive Law; Article 23 Rouanet Law.)

As Brazil lacks broader legislation on sponsorship, both the Sports Incentive Law and the Rouanet Law are designed
to encourage companies and individuals to offer a sum of money for a particular cultural or sports project, in
exchange for greater brand exposure. Besides the name or trade mark exposure, both laws give the sponsor the
possibility of income tax deductibility, creating a mutually beneficial situation.

6. What obligations or standards do national codes of practice or legislation impose on television and
radio sponsorship? Consider, in particular:

. Restrictions on who can be a sponsor.

. Restrictions on what can be sponsored.

. Restrictions on the content of sponsorship.
. Restrictions on references to sponsors.

. Restrictions on advertising prominence.
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There are no restrictions on who can be a sponsor, or on what can be sponsored.

While there is no regulation of sponsorship specifically, Brazilian legislation regarding advertising in general
imposes some standards that pertain to sponsored advertising content.

As discussed in detail in Question 19, the commercial advertising of tobacco products is entirely prohibited, and
commercial advertising of the following products is only permitted where it contains a warning about the harm that
may be caused by their use:

. Alcoholic beverages.
. Pesticides.
. Medicines.

. Therapies.

(Article 220, paragraph 4, Constitution.)
There are no restrictions on references to sponsors.

The only restrictions for advertising prominence are in election advertising, in Law no. 9.504/1997. However, they
do not affect sponsorship.

As a general point, the Consumer Defence Code (echoed in the CONAR Code) provides that all advertisements must
respect principles such as, among others:

. The truthfulness of the information.
. Transparency.

. Honesty.

. Non-abusive practices.

. Care for children and teenagers.

7. How does national law or regulation control product placement and editorial sponsorship?

Brazil does not have specific regulations that limits product placement and editorial sponsorships.
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However, the Constitution provides that commercial advertisements for alcoholic beverages (above 13% alcohol
content) are only permitted on radio or television between 9.00 pm and 6.00 am. This restriction would also apply
to any product placement.

8. What procedures exist for complaining against sponsorship? What sanctions can be imposed for
infringements of sponsorship codes or laws?

Both civil and criminal judicial lawsuits can be brought against the legal entity and individuals (see Question 4).

If a civil claim is upheld, damages (pecuniary loss and/or personal injury) will be payable (Articles 186 and 927,
Civil Code).

The amount to be paid by the sponsor for the damages caused will depend on the situation and on the court's
interpretation. Other pecuniary penalties and prohibitions on operating in the market may also be imposed.

Sponsor can also face administrative sanctions from the Local Consumer Protection Departments and the National
Council of Self-Regulating Advertisement (CONAR), which can involve the obligation to refrain from conveying, by
any means, the advertising material associated with the sponsorship and pay an administrative fine (CONAR cannot
apply pecuniary fines, but only request that the sponsor remove the advertisement).

Competition law

9. How does national competition law affect the terms of a sponsorship agreement, for example, the
grant of exclusivity?

Sponsorship agreements are subject to the Antitrust Law (Law no. 12,529/2011), which prohibits anticompetitive
practices with actual or potential effects on the Brazilian market.

A fine of up to 20% of the turnover of the company in breach can be imposed for acts that have as an objective, or
may have as their effects, even if not achieved:

. The limitation, restraint or in any way damage of free competition or free initiative.
. The control of the relevant market in goods or services.

. The arbitrary increase of profits.
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. The abusive exercise of a dominant position.

While the law applies to any acts that cause those effects, it lists some examples of practices that would constitute
anti-competitive behaviour. Those most applicable to sponsorship agreements are:

. The requiring or grant of exclusivity for the dissemination of advertisements in mass media.

. The monopolisation or prevention of the exploitation of industrial or intellectual property rights or
technology.

While companies can be held responsible for anti-competitive conduct, individual executives and employees can
also be fined.

No market or business is exempt from the Antitrust Law. As a result, it applies to sports and cultural sectors and
any other economic activities covered by a sponsorship agreement.

If the practice has a pro-competitive purpose or effect, the Antitrust Authority (the main body responsible for
applying the Brazilian Antitrust Law) will weigh the negative and positive effects of the practice, using the "rule of
reason" analysis (under this approach, parties with at least 20% of market share have a yellow flag raised, because
that level of market power can have a substantial adverse effect on the market).

In this context, it is important to assess the sponsorship agreement's provisions (in particular, those such as
exclusivity provisions) for any potential antitrust issues. For example, to be considered legal, the exclusivity clause
must be reasonable and ancillary to the main agreement (rather than a pure restraint), with an economic pro-
competitive justification. Contracts considered harmful to competition can be declared null and void.

Sponsoring a charity

10. How does national law or regulation regulate the sponsorship of a charity?

There is no specific regulation in this regard. Any sponsorship of a charity will be regulated by the general provisions
of the Civil Code.

11. What tax treatment does national law give the payment or receipt of sponsorship funds to or by
a charity?
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. There is no general tax treatment specified for sponsorship of charities.

. However, sponsorship of certain cultural and sports projects may be tax deductible (Rouanet Law and
Sports Incentive Law, respectively):

. Under the Sports Incentive Law, the deductions are limited to:
. 1% of the IRPJ (legal entity tax return) for legal entities; and

. 6% of the IRPF (individual tax return) for individuals.

. Under the Rouanet Law, the whole sponsorship amount is deductible as an operating expense, limited to:
. 60% of the tax payable, for individuals; and

. 30% of the tax payable on actual profit, for legal entities.

Sponsorship of the arts

12. How does national law or regulation regulate sponsorship of the arts? Are there any incentive
schemes to promote sponsorship of the arts?

The Rouanet Law allows companies and individuals to deduct the following amounts spent on sponsorship of the
arts:

. For legal entities, 30% for the tax payable on actual profit.

. For individuals, 60% of the tax payable.

The deductions under the Rouanet Law only apply to projects approved by the Ministry of Culture (the selection
is made based on technical criteria, since the law does not permit the Ministry of Culture to impose any subjective
evaluation on the artistic or cultural value of the proposals presented).

Projects can be proposed by individuals or legal entities of public or private law status, whether for-profit or not-
for-profit.

If the cultural project is approved by the Ministry of Culture, the proponent must seek financial support directly
from cultural investors (individuals or legal entities).

The project's financial supporters can then deduct the value of resources provided to the project from their income
tax base (in the case of legal entities, only those who declare income tax under the real profit regime, meaning the
value of the company's revenues, minus the value of its expenses, can benefit from tax deductibility).
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Legal entities can also benefit in two other ways:

. The sponsor's brand can be used in the project's publicity.

. Sponsors can have for their own use up to 10% of the event's tickets which are available for distribution. For
example, if the company sponsors a show, 10% of the tickets for that show can be given to employees of the
sponsoring company, contributing to its corporate marketing.

The presentation of cultural proposals to the Ministry of Culture should be made between February ist and
November 30th of each year.

The cultural proposal must contain:

. A summary, objectives and justification.
. A budget.
. A plan for how the project will be executed.

. A description of how the project may benefit society (which must have been analysed and reviewed by an
expert in the cultural area involved).

. Detail of accessibility measures (that is, how the project may be socially accessible, that will be

complemented by a distribution plan setting out how access to the project will be democratised).

Mandatory documents are listed on the Rouanet Law portal.
The projects must be related to:

. Theatre, dance, circus, opera, mime and similar.

. Works that are cinematographic, videographic, photographic, discographic and similar.
. Literature, including reference works.

. Music.

. Plastic arts, graphic arts, prints, posters, philately and other similar works.

. Folklore and handicraft.

. Cultural heritage, including historical, architectural, archaeological, libraries, museums, archives and other
collections.

. Humanities.

. Radio and television (where educational and cultural, and non-commercial).

Tax
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13. How does national law treat the payment or receipt of sponsorship funds? Are sponsorship
expenses incurred by a sponsor tax deductible?

There are no specific legal provisions regarding the taxation of payment and receipt of sponsorship funds.
Deductibility of sponsorship payments

For the purposes of a legal entity's tax (IRPJ) and social contribution on net profits (CSLL), sponsorship expenses
will be deductible for the sponsor as long as they can be characterised as an expense that contributed to obtaining
revenues, linked to the company's core business (Article 311, Decree no. 9.580/2018).

To be deductible for IRPJ and CSLL purposes, the expense must:

. Be directly related to the company's operational activities.

. Be accounted for on an accrual basis.

. Be correctly recorded in its accounting records.

. Have as its beneficiary (that is, the payment must have been made to) a company registered with the CNPJ

(Corporate Taxpayer Identification Number), which maintains regular bookkeeping.

For the purposes of social integration programmes (PIS) and contributions to social security (COFINS), sponsorship
expenses can be deducted from the tax base, as "inputs", provided they are considered relevant and necessary
expenses, directly or indirectly related to the company's final activity (Article 3, II, Laws 10637/2002 and
10833/2003). As the legislation does not define the term "input”, the courts will analyse the expenses on a case-
by-case basis.

Sports sponsorship

In addition to the general deductibility discussed above, where the sponsorship is of a programme within the remit
of the Sports Incentive Law, the sponsorship payment can be deducted from the sponsor's tax base for the purposes
of income tax. The deductions are limited to:

. For legal entities, 1% of the IRPJ due.

. For individuals, 6% of the IRPF due.

However, the deduction provided for in this law does not apply to CSLL.

Cultural sponsorship
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In addition to the general deductibility discussed above, for cultural projects approved under the Rouanet Law,
sponsorship payments can be deducted as an operating expense from the Income Tax calculation basis. It is not
possible to deduct it from taxpayer withholding tax. Deductions are limited to:

. 60% of the tax due, for individuals.

. 30% of the tax due, for legal entities taxed based on actual profit.

Sponsorship agreement

14. Are there any obligations of the sponsored party/club which are typical due to local custom in your
jurisdiction (see Standard document, Sponsorship agreement: Cross-border: clause 5)?

Yes. It is typical in the Brazilian jurisdiction for the parties to agree to be independently liable for tax and labour
law issues.

15. Are there any obligations of the sponsor which are typical due to local custom in your jurisdiction
(see Standard document, Sponsorship agreement: Cross-border: clause 6)?

There are no sponsor obligations which are typical due to local custom in the Brazilian jurisdiction.

16. Would it be normal practice in your jurisdiction to require the sponsor to give warranties and /
or representations with regard to its obligations under the agreement (see Standard document,
Sponsorship agreement: Cross-border: clause 6)?

In Brazil, it is common for the sponsor to give warranties regarding its obligations under the agreement. However,
they are not very different from other standard contracts, since there is no specific legislation relating to sponsorship
agreements in Brazil.

Some standard clauses state that the sponsor:
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. Will always act in good faith and communicate any problems to the other contracting party.

. Must provide all information and pay the sponsorship fee as accorded.

Breach of these by the sponsor would usually trigger a right to termination and a civil claim by the other contracting
party.

Additionally, many sponsorship contracts will state that the sponsor is not civilly liable for any breaches of law
committed by the sponsored party in events that are sponsored by or use the sponsor's trademark. So, if a labour,
administrative or any other breach to Civil Procedure Laws happens in those events, only the sponsored party will
be responsible for pecuniary loss or any moral damages.

17. What limitations and exclusions of liability might be appropriate (see Standard document,
Sponsorship agreement: Cross-border: clause 11)?

Any limitation or exclusion of liability must be set out in the contract; there is no legislative provision in this regard.
The only usual limitations or exclusions of liability are:

. Force majeure (in which case any breach of contract or termination of contract creates no liability for either
party).

. Exclusion of liability on the sponsor's part for any illegal acts by the sponsored party (see Question 16).

18. Does the law in your jurisdiction dictate which governing law and jurisdiction will apply to
the sponsorship agreement (see Standard document, Sponsorship agreement: Cross-border: clause
17.8)?

Brazilian law has no specific rules for applicable law and jurisdiction in sponsorship contracts.

The general principles of contractual law apply, including contractual freedom. It is very common for the parties to
choose the governing law of the contract and the venue for any litigation resulting from the contract.

If the parties decide on a foreign jurisdiction and a lawsuit results in a decision that must be enforced in Brazil, the
Brazilian courts will enforce the foreign decision if:

. That decision was handed down by a competent judge.
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. The parties were summoned or the default has legally occurred.

. The decision is res judicata and is vested with the formalities necessary for enforcement at the place where it
was rendered.

. It is translated by an authorised interpreter.

. It is ratified by the Federal Supreme Court.

19. Are there any products which cannot be promoted or have restrictions placed on their promotion
in the context of the sponsorship of football clubs and in sponsorship schemes generally in your
jurisdiction (see Standard document, Sponsorship agreement: Cross-border: Schedule 1)?

As discussed in Question 6, generally any product can be advertised, but there are specific restrictions regarding the
promotion, in any context, of:

. Smoking products.

. Alcoholic beverages (containing more than 13% alcohol, so not including beer).
. Medicines.

. Therapies.

. Pesticides.

(Article 220, Constitution; Law no. 9.294/1996.)

Law no. 9.294/1996 specifically regulates the advertising of such products. (The general rules on advertising and
standards established in the Consumer Defence Code and under the CONAR Code must also be respected by any
sponsor, with particular care taken for these types of products.)

Commercial advertising for cigarettes, cigarillos, cigars, pipes or any other smoking product, whether or not derived
from tobacco, is prohibited throughout the Brazilian territory. The only exception is that these products can be
displayed in sales locations, as long as their display is accompanied by warning messages (spoken and/or written,
dealing with the harmful effects of smoking (for example, "smoking causes bad breath, tooth loss and mouth cancer"
or "smoking causes lung cancer")).

Similar warnings must be used for alcoholic beverages, medicines, therapies and pesticides, using particular phrases
established by the Ministry of Health.

Sponsorship of cultural or sporting activities by smoking product brands is explicitly prohibited (Law no.
9.294/1996).
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The commercial advertising of alcoholic beverages is only allowed on radio and television between 9.00 pm and 6.00
am. Advertising or sponsorship using these products cannot associate the product with:

. Olympic or competition sports.
. The healthy performance of any activity, driving of vehicles, and images or ideas of greater success or

sexuality of people.

Drugs or therapies of any kind can be advertised or sponsored in specialist publications aimed directly and
specifically at health professionals and institutions.

Breaches of the constitution or Law no. 9.294/1996 can incur sanctions such as:

. A warning.

. A suspension of any other advertising of the product, for a period of up to 30 days.

. A requirement to publish a rectification or clarification to compensate for distorted or bad faith advertising.
. Seizure of the product.

. A fine.

. Suspension of the radio or television broadcasting programme.

Therefore, sponsorship by any of these types of product must observe the relevant legal restrictions very carefully,
so that the sponsored party does not suffer any financial or reputational damage.

Beer, because of its relatively lower alcohol content, does not fall within the prohibition on advertising alcoholic
beverages, and so it is quite common for brands relating to beer to sponsor sports clubs, athletes and competitions.

It should be noted that the CONAR Code, in Annex P (which relates specifically to the advertising of beer and wine),
provides for the general principle of socially responsible consumption, and sets out various specific guidance on
how this can be met, including that Olympic sport uniforms must not be used to promote these types of product.
However, it does not rule out sponsor branding on other sports clothing or events (and is non-binding), so beer
brand sponsorship regularly appears on sports clubs' official equipment and merchandising.

20. Which regulatory bodies, if any, should be referred to in the agreement?

No regulatory bodies need be referred to in the agreement.
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21. Are there any compliance obligations on either party under your local laws?

The Anticorruption Law (Law no. 12.846/2013) is the most important compliance legislation, applied by the federal,
state and municipal governments.

It provides for strict liability in the civil (regarding private relationships, where the Civil Code is the most essential
source of law) and administrative (regarding the functioning of the State apparatus) spheres, for companies that
carry out harmful acts against the national or foreign public administration.

Article 5 of the Anticorruption Law sets out types of conduct that will trigger sanctions. For example:

. Promising, offering or giving, directly or indirectly, an undue advantage to a public official or to a third party
related to them.

. Demonstrably using an individual or legal entity to hide or disguise their real interests or the identity of the
beneficiaries of the acts performed.

. Frustrating or defrauding, through adjustment, combination or any other expedient, the competitive nature
of a public bidding procedure.

. Impeding, disturbing or defrauding the performance of any act of a public bid proceeding.

The Anticorruption Law provides for sanctions such as:

. Administrative fines (up to 20% of the company's gross revenues or up to BRL60 million, when it is not
possible to calculate the gross revenues).

. A leniency agreement, which allows for the compensation of damages in a faster manner, in addition to the

investigative leverage.

A leniency agreement creates obligations for the legal entity involved with the wrongdoing in return for less harsh
consequences for its own actions. These are:

. Identification of the others involved in the infraction, when applicable.

. The rapid obtaining of information and documents that prove the illicit act under investigation.

The legal entity must, cumulatively:

. Be the first to manifest its interest in co-operating in the investigation of the illicit act.
. Completely cease its involvement in the breach investigated, from the date the agreement is proposed.
. Admit its participation in the illicit act.

. Fully and permanently co-operate with the investigations and the administrative proceedings, attending, at
its own expense, whenever requested, to all procedural acts, until their conclusion.
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Although aleniency agreement does not exempt the legal entity from the obligation to fully repair the damage caused,
its execution exempts the legal entity from:

. Exempts the entity from publication of the condemnatory decision in mass-circulation media.

. Exempts the entity from prohibition on receipt of incentives, subsidies, grants, donations or loans from
public agencies or entities, or public financial institutions or institutions controlled by public authorities, for
one to five years.

. Reduces the applicable fine by up to 2/3.

The Comptroller General's Office (CGU) is responsible for most of the procedures such as the initiation and judgment
of administrative liability proceedings and the execution of leniency agreements within the Federal Executive
Branch.

Football

In relation to football sponsorship, clubs and sponsors should bear in mind the Profut Law (Law no. 13.155/2015).
The clubs that join Profut (it is not mandatory, but most of the Brazilian elite clubs are part of the programme) must,
among other requirements, publish their standardised financial statements, separately, by economic activity and
by sports modality, distinct from recreational and social activities, after being submitted to independent auditing.
In these statements, the club must specifically disclose the revenues earned from sponsorships. The authority
responsible for the administration of the Profut Law is APFUT, the Public Authority for the Governance of Football.

Football clubs also need to abide by FIFA's Financial Fair Play Rules and the Brazilian Football Confederation
(CBF)'s Code of Ethics.

22. Does the sponsored party/club need to provide any formal authorisation to the sponsor (such
as power of attorney, resolution, or similar document) evidencing the sponsored party/club's
authorisation to enter into and perform the agreement?

No, this is not necessary.

23. Does the agreement need to be in a language other than English for it to be valid and enforceable?
Are there any other formalities which could affect the validity and / or enforceability of the agreement
under national law?

Contracts must be written in, or translated into, Portuguese to be enforceable in Brazil (Article 224, Civil Code).
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Legal documents written in a foreign language can be registered in the original, for the purpose of their conservation
or perpetuity, but to have legal effect in Brazil and to be valid against third parties, a Brazilian translation must be
registered (Article 148, Law of Public Records).

It is therefore advisable to register the agreement in an office of the notary public, to protect against any fraud and
to ensure legal certainty.

24. How does this agreement need to be executed to ensure that it is valid and enforceable? Does it
need to be registered with any authority in your jurisdiction?

Execution formalities

The agreement must be notarised. This requires:

. A certificate of approval of the notarial will.

. The parties' notarised signatures.

(Apostille Convention, of which Brazil is a signatory.)

Registration formalities

It is advisable, but not obligatory, to register the agreement in an office of the notary public, to protect against any
fraud and to ensure legal certainty (see Question 23).

Other formalities

There are no other formalities.

25. Are there any clauses in Standard document, Sponsorship agreement: Cross-border that would
not be legally enforceable or not standard practice in your jurisdiction?

There are no clauses in Standard document, Sponsorship agreement: Cross-border that appear irregular or that
might not be enforceable under Brazilian legislation.
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26. Are there any other clauses that would be usual to see in a sponsorship agreement and/or that are
standard practice in your jurisdiction?

There are some clauses that are standard practice in Brazil. Those clauses relate to:

. Exclusion of the sponsor's liability for breaches of law by the sponsored party (see Question 16).

. Situations of force majeure (see Question 17).

Examples are as follows:

"The sponsored party will be solely and exclusively responsible for civil, labour, criminal and any other obligations
arising from its participation in events for which it has received sponsorship."

"The present contract will be considered automatically rescinded by full right, regardless of any notice or
interpellation, by any of the parties, whenever an act of God or force majeure situation occurs. There will be no
burden for the parties."

Brexit

27. From the point of view of your jurisdiction, what issues do you anticipate arising in relation to
sponsorship agreements which either: (i) contain an express choice of English law as governing law; or
(ii) have a UK-incorporated sponsor or sponsored party as a counterparty and are governed by the laws
of your jurisdiction, in consequence of the UK ceasing to be a member state of the European Union?

Since Brazil is not part of the EU, the effects of Brexit are still uncertain.

Regarding sponsorship, as there are no close relations between those Brazil and the UK in terms of jurisdiction, and
Brazilian law does not have specific rules for sponsorship, so Brexit will not affect those agreements.

28. In relation to any points identified in Question 27, would you recommend that any adjustment
should be made now to Standard document, Sponsorship agreement: Cross-border if it were to be
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used as an agreement governed by the law of your jurisdiction, in order to address those points in
advance?

N/A.
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