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Scoring Goals through Sports Marketing 

 

Sports marketing has long been a part of mainstream marketing activity in 

the OECD. Sports marketing is now coming into its own in emerging 

countries. The influence of sports and athletes, traditionally high in some 

countries like India and Australia, is increasing across the region as a 

whole. Alongside mainstream mass-market sports like soccer and cricket, 

less conventional sports are also growing from a low base - think Cyber-

sports and participative sports events. Spire looks at the evolution of sports 

marketing and its impact on Asia. 

 

Sports: a growing shadow on the marketing landscape  

 

Sports marketing has long been a part of mainstream marketing activity in 

the OECD – one need only think of America’s Superbowl and the UK’s 

English Premier League, which generate billions in marketing revenue.  

 

Sports marketing is now coming into its 

own in emerging countries. The 

influence of sports and athletes, 

traditionally high in some countries like 

India and Australia, is increasing across 

the region as a whole. With advances in technology, coverage of 

sporting events is no longer limited to a select group of countries. 

Marketers are beginning to make use of sporting events to reach out to 

global audiences and establish brand values. Sports marketing is 

impactful because of consumers’ powerful emotional attachment to 

teams and athletes.  

 

Sports marketing is impactful 

because of the powerful 

emotional attachment 

consumers have to  

teams and athletes. 
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Globally, the turning point for sports marketing came in 1984. For the first 

time, corporate sponsors were licensed to sell “official” Olympic products. 

Coca-Cola, an official sponsor of the 1984 Olympic Games in Los Angeles, 

spent over USD 30 million to sponsor the games. Another 42 sponsors 

including McDonald’s, Kodak, Panasonic and Volkswagen, helped the 

Games to turn a profit of USD 225 million. 

 

Following the success of the 1984 Olympics, marketers have shifted their 

attention within the sports marketing arena. More advertising dollars have 

been spent on sponsoring non-Olympics sporting events such as the 

Formula One Grand Prix, FIFA World Cup, The Ashes, ATP World Tour and 

the PGA Tour.   

 

According to IEG Sponsorship Consulting group in 2010, worldwide 

sponsorship revenues are forecasted to grow by 4.5% to reach USD 46 

billion. Future gains are expected to be greatest in Africa and South 

America due to South Africa’s hosting the 2010 FIFA World Cup and Brazil’s 

hosting the 2014 FIFA World Cup and 2016 Olympic Games1. 

 

Although these events will take place on the other end of the world, they 

will almost certainly captivate Asian consumers. Soccer, cricket, golf, 

tennis and track and field sports are typically the favourites in Asia. Many 

people in Southeast Asia are avid fans of European soccer leagues. Fan 

clubs dedicated to the English Premier League (EPL) are well-established 

in countries like Malaysia and Singapore.  

 

 

                                                 
1 IEG Press Release, Sponsorship Spending Receded for the First Time in 2009, 26 Jan 2010 
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The following chart describes upcoming global sporting events which are 

likely to impact Asia in a major way.  

 

Source: Spire Research and Consulting 

 

 

The Naming Rights chase 

In line with the vast amount invested in sponsorship, it is increasingly 

common for companies to seek naming rights over the sporting events 

themselves.  For instance, the F1 Grand Prix was named the F1 Qantas 

Australian Grand Prix in Australia, F1 Petronas Malayasian Grand Prix in 

Malaysia and F1 SingTel Singapore Grand Prix in Singapore. Other 

examples include the World Golf Championships-HSBC Champions, the 

Osim Singapore International Triathlon and the Standard Chartered KL 

Marathon. 

 

Apart from securing naming rights, some companies have gone further – 

securing naming rights over permanent sports venues.  Witness the 
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Emirates Stadium of Arsenal Football Club (with Emirates airline paying 

£100 million over 15 years for the deal), the Lucas Oil Stadium of the 

Indianapolis Colts (with Lucas Oil paying USD 121 million over 20 years) 

and the Citi Field of the New York Mets (with Citigroup sponsoring USD 20 

million a year over 20 years). 

 

 

Marketing Ahead of Time 

 

Companies typically make the most out of their sports sponsorships by 

starting their marketing programs ahead of the event, and linking the 

campaign to the nature of the sport.  

 

Beer is probably the product whose consumption is most closely 

associated with football. And Budweiser, the official beer for the FIFA 

World Cup 2010, has already launched a TV commercial in 2009 counting 

down to the FIFA World Cup to be held in June 2010, together with 

football-themed outdoor advertising placements.  

 

The most interesting case in point, however, is McDonald’s, the official 

restaurant for the 2010 FIFA World Cup. McDonald’s has planned a 

comprehensive marketing program surrounding the tournament, 

including menu items, packaging and restaurant promotions themed 

around the tournament. The burger chain has unveiled a series of online 

games at FIFA.com named the “FIFA World Cup Predictor” and the “FIFA 

World Cup Fantasy Football Game” to build up to the tournament. During 

the actual tournament, McDonald’s will also arrange for more than 1,400 

children to attend the tournament with former football players Marcel 

Desailly and John Moshoeu.  
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It is estimated that FIFA raised €1.9 billion in marketing revenue and €700 

million from sponsorships for the 2006 World Cup in Germany. The 2006 

event was aired in a total of 43,600 broadcasts across 214 countries and 

territories, generating total coverage of 73,072 hours (an increase of 76% 

on the 2002 event). For the 2010 World Cup, FIFA anticipates total 

commercial revenues to amount to USD 3.4 billion. 

 

Marketing products prior to the actual sports events is also prominent in 

Asia. For instance, SingTel, official sponsor for the F1 Grand Prix in 

Singapore, launched a downloadable online game on the telco’s official 

F1 website as well as an F1 mobile game that its customers could 

download for free. SingTel also had its own reality show which pitted 48 

young women against each other to become one of the 20 chosen 

SingTel Grid girls for the actual race. To intensify the hype, SingTel also 

launched two custom-built F1 race car simulators for the public to 

experience being in the driver’s seat of an F1 car. During the F1 Grand Prix 

period, SingTel offered special promotions to its customers, such as lucky 

draws to win F1 merchandise and tickets. 

 

 

Sportsmen going beyond their sports 

 

Of late, sportsmen have gone beyond endorsing sports related products. 

Marketers have come to realise how influential and appealing sportsmen 

can be to consumers. Nowadays, sportsmen and sportswomen endorse a 

spectrum of products and services unrelated to sports, from luxury 

watches and cars to consulting services. The following table profiles some 

of the world’s top sportsmen as well as their endorsed products and 

services (with endorsement fees in brackets where available):  
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Name Endorsed Products/Services 

David Beckham 

(England Footballer) 

Adidas (£3 million) 

Marks and Spencer (£3 million) 

Pepsi (£2 million) 

Rage Software (£1.5 million) 

Vodafone (£1 million) 

Police Sunglasses (£1 million) 

Brylcreem (£1 million) 

Kevin Pietersen  

(England Cricketer) 

Brylcreem (£2 million) 

Tiger Woods 

(American Golfer) 

Nike (USD 40 million) 

Accenture (USD 20 million) 

Gillette (USD 15 million) 

Electronic Arts (USD 8 million) 

Golf Digest (USD 3 million/year) 

Pepsi 

Cristiano Ronaldo 

(Portuguese Footballer) 

Nike 

Suzuki 

Fuji Xerox 

EA Sports 

Coca Cola 

Extra Joss 

Roger Federer 

(Swiss Tennis Player) 

 

 

 

Nike 

Rolex 

Gillette 

Mercedes-Benz 

Wilson 

Kobe Bryant 

(American Basketball Player) 

McDonald’s  

Nike 

Sprite 

Upper Deck 

Spalding 

Manny Pacquiao 

(Filipino Boxer) 

Nike 

Alaxan 

McDonald’s 

Xtreme Magic Sing 

PLDT 

San Miguel Beer 

Cafe Puro 
Source: Spire Research and Consulting 
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The tectonic shift in Sports Marketing 

 

Corporate sponsors are increasingly realizing that they can achieve better 

returns by investing in participative sports events, rather than spending top 

dollar on major spectator sports where sponsorship fees are already 

astronomical. Like the movements of the earth’s tectonic plates, this shift 

has already begun, but will take time to revolutionize the entire sports 

marketing space. 

 

Participative sports such as extreme 

sports, marathons and triathlons have 

tended to command a very high 

degree of emotional involvement 

among participants. Marketers believe  

that such sports appeal more to the emotions of consumers and engage 

them at a different level from the usual television advertisements during 

spectator sports events. 

 

The impact of sponsorships in participative sports is evident in the 

increasing number of marathons held each year. The number of 

participants in such events is also growing tremendously each year. The 

Standard Chartered Singapore Marathon, for example, grew from 31,000 

participants in 2006 to 50,000 in 2008. Standard Chartered Bank holds 

marathons in Dubai, Hong Kong, Mumbai, Kuala Lumpur and Singapore 

annually. Other companies such as Adidas, Aviva and Osim also organize 

their own marathons and triathlons. 

 

Participative sports such as 

extreme sports, marathons 

and triathlons have tended to 

command a very high degree 

of emotional involvement 

among participants. 
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Such events allow marketers to present participants with a more tangible 

embodiment of their sponsorship, while better enabling event organizers 

to segment the sponsorship base. For instance, goodie bag items such as 

marathon t-shirts, water bottles and souvenirs can be sponsored by 

different brands, allowing event organizers to create multiple, finely-tiered 

sponsorship opportunities to exploit different sponsorship budgets.  

 

 

Segmenting the Sponsorship Market 

 

Though major sporting events are televised globally, marketers are still 

able to localize the advertising content in each country.  This allows 

greater segmentation of the market. 

 

The FIFA World Cup’s sponsorship structure, for instance, has FIFA partners 

(Adidas, Coca Cola, Hyundai-KIA motors, Emirates, Sony and VISA), which 

gain the most exposure globally, followed by FIFA sponsors (McDonald’s, 

Budweiser, Castrol, Yingli Solar, Continental Tyres, MTN and Mahindra 

Satyam), who gain less exposure than Partners. Below these two tiers are 

the national supporters which differ from country to country.  

 

Using technology, sports organizers are also able to charge different 

advertising rates for logo placements inside sporting venues. As 

consumers may receive different feeds for a single sports event, in many 

cases consumers are now able to select the angle at which they would 

like to watch an event. Sports organizers are thus able to charge 

advertisers based on the exposure rate of their billboards, jerseys and so 

on. 
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The Impact of Sports Marketing on Countries 

 

In line with the growing penetration of sports-oriented television 

broadcasting amongst the 5 billion people who live in emerging 

economies, sports marketing is poised to be a sunrise industry.  

 

The tendency of event organizers to increasingly segment and tier 

sponsorship opportunities, as well as the access to different demographics 

offered by the various types of sports (with more affluent consumers 

attracted to golf and tennis, for example), means that sports marketing 

revenue can only increase over time. 

 

The impact of sports marketing on the fortunes of countries, however, is a 

whole different ball game, as it were. It explains the intense competition 

between governments to host international sporting events.  

 

Major events such as the Olympic 

Games and the FIFA World Cup are 

bound to attract tourists and lift the 

fortunes of the host country’s tourism 

industry. After the FIFA World Cup 2006  

in Germany, for example, the country achieved the rank of second most 

valuable country brand in the global Nation Brand Index (NBI), jumping 

two places from 2005. Tourist arrivals in Germany increased by nearly 30% 

during that period, and unemployment dropped by more than 20%.  

 

Apart from the F1 Grand Prix and the Youth Olympics, the Southeast Asian 

region has yet to host a global sporting event – surely a missed 

opportunity and something that should be addressed in future. For 

After the FIFA World Cup 2006 

in Germany, the country 

jumped two places to become 

the second ranked country 

brand in the global Nation 

Brand Index. 
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example, as the climate in South East Asia is ideal for golfing, the ASEAN 

regional grouping could be more aggressive in bidding to host prestigious 

golf tournaments.  

 

This point could be extended to apply to the Asia-Pacific region as a 

whole, and global emerging countries in general. Emerging countries 

traditionally host few international sporting events, with poor infrastructure 

and security concerns often cited as inhibitors.  

 

But the 2008 Beijing Olympics, the 2010 FIFA World Cup in South Africa and 

the 2016 Rio Olympics in Brazil are heralding a shift - one that is aligning 

the global economics of sports with the growing economic weight of the 

emerging world.  

 

Emerging countries will play a growing role on the international sporting 

stage – and command a rising share of global sports marketing dollars.  

  

 

 

 

 


