


• Sponsors 12 national teams instead of an official FIFA 
sponsorship

• Nike makes football central to celebrity culture, rather 
than Adidas’ heritage to protect

Building Brand Value through
Team Sponsorship—Nike

Kylian Mbappe kicks off a Nike street game Kim Kardashian appears in Rip the Script,
Nike’s World Cup film



Building Brand Value through
Unofficial Sponsorship – Levi’s,
Gillette, Heinz

• FIFA forced stadiums to cover up their naming sponsors 
and rename

• Stadium Heinz bottles has to be covered in black tape
• The brands turned the restriction into guerilla 

marketing campaigns



How does association with
FIFA build brand value?

In rough order of importance:

Mental Availability

Emotional Relevance

Brand Credibility

Sales Growth

1.

2.

3.

4.



Ambush campaings were the winners

How has each strategy worked
to create brand value?

• Football gold 
standard

• Defiance
• Cultural 

confidence

• Cleverness
• Wit

• Joy

Category Credibility
Cultural Credibility

• Winning
• Innovation

Nike so far

Football heritage 
& credibility

Defiance & cultural 
confidence

Cleverness & wit

Humor, absurdity, joy

Greatness, confidence, 
energy, excitement

Mental Availability Emotional Resonance

Sales GrowthBrand Credibility

Brand

Levi’s

Gillette

Heinz

Estimated
social reach

15-30M

5-15M

8-20M

Earned
media value

$8-15M

$3-7M

$4-8M

Metric

Expected EarningsGrowth

Merchandise Sell-Out Rate

Average Jersey Price

Adidas

-6.1%

7%

$95

Nike

$8-15M

Expected Revenue Growth -1.7% $8-15M

$3-7M

$4-8M

No data so far for Levis, Gillette, Heinz
Not about immediate sales, but driving preference and value



• Major turnaround under a new CEO
• Stock has lost ¾ of its value since 2021
• World Cup sales are contributing to restoring the 
brand and bringing  back innovation

Building value – Nike is winning


