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Whenthe Dutch football fans tarned out
towatch their national team play the Ivory
Coastat the 2006 World Cup in Germany,
little did they know they would be going home
without their trousers.

| Hordes of them donned patrioticorange

| Iader}um(alradluomllbnnnlkme-
breechesorsh beorderedbyFifa |
officials to take th b carried
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official sponsor, Budweiser.

The result wasn'ta pretty sight - proving
that watchinga matchin your underpants
hould onlyever be reserved for the confines
of yourown home.

Fifa's reacti
;helop..bunhlsmstmceonlyscmsto

ylengthsitwill goto
protect its sponsors rights.

Giventhesignificantamount of money
that brands investin the tournament, thisis
hardly surprising. Adidas, Coca-Cola,
I".murales,Hyundm.Sonyﬂnd\f‘saar:
believed tol h I million
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dup
huge sums to become World Cup 2010and
National Supporters.

“Brands pay millionsof poundstol

an ol’ﬁua! Spoear of the World Cup,soit’s

shows re

tions are in place surrounding sponsorship 0

d card |

Event Magazine — 2" February 20010

f the World Cup, but it

“Toputitsimply, any

affiliated brands, " Theyarett pl

lable that they want exclusive rights
inreturn,”says Slice head of events Will
Maould. lellidocsn'tslopothernon-
affiliated brand: tashaeof
theaction, nsmgta:hcsmalhawbecumg
known as‘ambush marketing.

€ saystnlas “Wewill
scenn.'mnlhcnumbemfl‘anpnrkslnth:ul(
duringthisWorld Cup, bringingtogether
large numbersof people towatch the games at
branded screenings.”
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areventtitlesis prohibited.

But Tim Crow, CEQ ofevent sponsorship
agency Synergy, bchcvesmswrydllﬁcult for
r""-"" 1d P «: goeson. My
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For the UK specifically, Nicol

“Itsinevitable that with sucha

where the stakes areso high, therewill bealot
of non-officialactivity goingon,” says
Billington Cartmell MDD Jason Nicolas.
ﬁumralﬂll}%r]d(iupmSonlhAhca
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maﬂwfnngop;)onumm gnventhat itwillbe the
first time that th haseverbeen
%hcldmmﬁuanwll

Inrecent years, thegrowing trend for fan
a parkshas made things more difficult for non-
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World Cupcould pportunitytodig Ihecllr\reonit,'hcsays.“ltiir'!ry:impielnput
| tofahole,"When England failed lugethmnmark:lingcampalsnaroumdan
toqualify for the F Championshipi event suchasthe World Cup.”
008 it cost th {£1bnin Onebrand i by Fifa' ictionsis itsbest
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won't stop determined hrands cashing in on the to

that
focused on players mmmmngthwshth
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players'skills during this year's World Cup.
"Thekey to Nike'scampaignsis that they are

Itwascareful 4 directlinks with the

butstill relevant to football,

Worldﬁlp butstill gener fah:
of media coverage.
Sliceisoneof Nike's key retained agencies.
“What Nike does istwo-fold: itutilisesits
assetsand concentrateson its target market,”
explains Mould. “Firstly, Nike may not have

&

branding rights to the World Cup butitutilises

marhelmgupparlumlws. " he says.
“Inthecontext of a poor economyand an
election year, the World Cupin South Africa

Nike. The ongoing feud between the official
and unofficial sponsor—or the stripes

couldbethedriver ofec hweso
desperatelyneed.”
Ful‘aha.salmdylmdoumsrulaomhc
luses of official marks ina detailed

P

play i teams, whoall wear Nike
kit. Secondly, all that Nike's target audience
reg]iymgl‘a R —

without trying to piggyback on the World
Cup,"adds Mould.
ButNikeisn'ttheonlybrand planninga

nofficial brands

urnament. By

business development director Cameron Day
suggeststhi dsthath direct
relationshipwith theevent,a team or player
should avoid justjumpingon the bandwagon,
Essentially, they risk getting lostinall of the
other marketing and event clutter around
whatwill be the busiest time of the year.
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wiseif there isalogical fit for your
product or brand with the World Cup itself,
bemnseynuwlllhawareasonforcmmun-
i d thistime. Youwill h k
Icssha:dcxpl.umngwhylhumarelevamum:
oroceasion,” Day explains.
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“Thereis also ananti-World Cup feeling,
whichisan even bigger opportunity—apart
from mrgeuns football fans—for brands o

hald ‘ bk

absolutely nointerest in the occasion itself.
B 1oa Taf Theand could
For P

host hing thatgi

girlfriends
tofthe
house whilethe football Lson."Dayadds
‘Theattention maybeon South Africaat the
moment, but when the final whistleisblown
at the last game, all eyes will shift to London in
anticipation of the 2012 Olympic Games.
Thelessonslearnt from the 2010 World Cup
will no doubt p]aya.nmlcgralparlm how
brands plan their for
2012, *Thebuild-uptothe Lundon Olympics
has:l’fccmdyairndysmlcd " says Nicolas,

so-called‘ambush’campaign duringthe

tournament. According to Nicolas, we can
expect toseeeverything from beersand
foodstuffsto retailersand electrical goods
showcasing their brands.
“Carlsbergisalong-termclient of ours,

dtheofficial breml‘rh: anlnnd team,”

“Ih loubtlotsof offic

already planning their acti |ryr|ghmowfnr
whatwill be the mostsignificant marketing
event the UK haseverhad.

“London 2012 hasbeen sold on alegacy,so
|lwdl'bemleresh.t\gmm\dnlmmtymll
Pr dthe Games touphold the UK's

(Adidas) andmemmm-mm thebrand provides them with thisopy hesays “Wearep d  positionasaworld-leadingsy natian’®
well di tunityth h the medium of tour kil useofplayenmaga—yund
Duringthelast World Cupin Germany, and cxperwmlalewnts. pwwna]appearanm Are you planing an event around the
Nikelauncheda global campaign titled ' Joga Thebrand will bedirectingi ionto Despiteth ketingp ial  World Cup? Let us know at
Bonito' (which translatesas'play beautifully’), South Africa’ hipsand furthering ofthe World Cup, Iris Experience global ine@ P R
eo.uk i) uk
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