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Sports events & advertising 

› Major sports events attract large audiences and media attention 

 e.g. 2010 FIFA World Cup: 26 billion viewers  

 

› Companies see opportunities, and invest heavily in advertising 

 e.g. additional advertising spending around 2010 FIFA World Cup: 
$1.5 billion  

 

› Many advertisements use similar “creative” approach to the 
event 

 Inclusion of event-related themes, colors, sporters… 

 Advertisements show strong resemblance, hard to distinguish brands, 
even from different product categories 
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Is investing more a wise decision? 

› Is it a sound strategy to increase advertising expenditures 
around major sports events, given that 

 Many more brands advertise 

 Many brands use the same themes and similar creative approaches 

 Advertising rates are considerably higher 

 

› Specific questions: 

 When is advertising most effective: Before, During, After, or Outside 
Event periods? 

 Do we find differences between short-term and long-term elasticities? 

 Does it pay off to increase Share-of-Voice around these events? 
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Is investing more a wise decision? 

› Is it a sound strategy to increase advertising expenditures 
around major sports events, given that 

 Many more brands advertise 

 Many brands use the same themes and similar creative approaches 

 Advertising rates are considerably higher 

 

› Important:  

 Surge in ‘normal’ advertising 

 Not to be confused with ‘sponsoring’ 

 Not to be confused with ‘ambush marketing’ 
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Methodology 
› Define a set of event-related conditions: 

 Condition 0: “Outside event” benchmark condition 

 

 Condition 1: “Before event” condition (pre) 

- 2 weeks before the event 

 Condition 2: “During event” condition (evt) 

- Week(s) during which the event takes place 

 Condition 3: “After event” condition (pst) 

- 2 weeks after the event 
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Methodology 
› Short- and long-term advertising elasticities: 

 Short-term elasticity: immediate percentage change in sales in period t 
due to a 1% change in the marketing variable in period t 

 Long-term elasticity: cumulative percentage change in sales in periods 
t, t+1, t+2,… due to a 1% change in the marketing variable in period t 

 Advertising: budget invested in advertising, expressed in monetary 
units (€,$,£,…) 
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Setting 

› United Kingdom 

 

› 2002-2005  

 Weekly aggregate brand sales and price data (AiMark) 

 Weekly brand advertising expenditures (NielsenMedia) 

 

› 64 mature cpg categories 

 206 brands 

 No private labels 
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Product Class Number of Categories Example Categories Example Brands 

        

Food 22 Breakfast cereals Kellogg 

    Savory snacks Pringles 

    Yogurt Danone 

Beverages 17 Lager Heineken 

    Mineral water Evian 

  Softdrinks Coca-Cola 

Personal Care 15 Cleansers Oil of Olay 

    Dentifrice Colgate 

  Shampoo L’Oreal 

Household Care 10 Household cleaners Flash 

  Liquid detergents Fairy 

  Machine wash products Ariel 

        

Total number 64   206 
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Setting 

› United Kingdom 

 

› 2002-2005  

 Weekly aggregate brand sales and price data (AiMark) 

 Weekly brand advertising expenditures (NielsenMedia) 

 

› 64 mature cpg categories 

 206 brands 

 No private labels 

 

› Multiple sports events 

 Overcoming ideosynchrasies associated with one specific event 
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Major sports events 
Event Period 

2002 Winter Olympic Games  8-24 February 2002 

2002 FIFA World Cup Football  31 May-30 June 2002 

2002 Commonwealth Games 25 July-4 August 2002 

2003 ICC Cricket World Cup 9 February-24 March 2003 

2003 IRB Rugby World Cup 10 October-22 November 2003 

2004 UEFA European Football Championship  12 June-4 July 2004 

2004 Summer Olympic Games  13-29 August 2004 

FA Cup Final 4 May 2002 

17 May 2003 

22 May 2004 

21 May 2005 

AELTC Championships Wimbledon 24 June-7 July 2002 

23 June-6 July 2003 

21 June-4 July 2004 

20 June-3 July 2005 
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Advertising behavior around events 

Product Class 
Average Total Advertising 

(per week) 

Average Percentage of 

Advertising Brands 

(per week) 

Average Advertising 

Investment 

(when investing) 

        
Overall       

     Outside event £14,478,939 56% £125,587 

     Before event £17,956,152 (+24%) 63% £138,740 (+10%) 

     During event £18,263,986 (+26%) 63% £139,924 (+11%) 

     After event £18,084,676 (+25%) 64% £137,104 (+  9%) 
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Advertising behavior around events 
Product Class 

Average Total Advertising 

(per week) 

Average Percentage of Advertising 

Brands 

(per week) 

Average Advertising Investment 

(when investing) 

        

Food       

     Outside event £  3,350,149 49% £143,248 

     Before event £  3,700,525 (+10%) 54% £143,817 (+  0%) 

     During event £  3,599,420 (+  7%) 55% £136,113 ( -  5%) 

     After event £  3,538,805 (+  6%) 54% £136,608 ( -  5%) 
        

Beverages       

     Outside event £  4,266,055 60% £107,715 

     Before event £  5,658,836 (+33%) 68% £125,967 (+17%) 

     During event £  5,710,149 (+34%) 68% £127,049 (+18%) 

     After event £  5,480,633 (+28%) 68% £122,570 (+14%) 
        

Personal Care       

     Outside event £  4,027,280 52% £130,251 

     Before event £  4,994,313 (+24%) 60% £140,381 (+  8%) 

     During event £  5,550,584 (+38%) 61% £154,302 (+18%) 

     After event £  5,667,676 (+41%) 64% £150,851 (+16%) 
        

Household Care       

     Outside event £  2,835,455 65% £132,628 

     Before event £  3,602,479 (+27%) 70% £155,331 (+17%) 

     During event £  3,403,833 (+20%) 70% £146,982 (+11%) 

     After event £  3,397,564 (+20%) 72% £143,271 (+  8%) 
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Advertising and sales evolution 
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Advertising elasticity evolution 
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Increase Share-of-Voice? 

      Short run 
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Increase Share-of-Voice? 

       Long run 
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Managerial implications 

› In general, advertising is less effective around major sports 
events 

 Many brands, telling similar stories 

 Own and competitive advertising elasticities are reduced 

 Especially lower short-term effectiveness  

 Brands with strong additional advertising (increase in SOV) suffer 
less, and can even benefit 

 

› Timing? 

 Strongest negative effects (long-term) just before the events 

 Smallest negative effects right after the events 
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Managerial implications 

› Going for gold? 

 If sufficient budgets: increase SOV around single-sport events 

 Otherwise:  

- Escape from the clutter, and shift from advertising to other marketing mix 
instruments, e.g. price discounts before and during the events 

- When advertising around the event, focus on post-event period 

 Higher overall sales: opportunities 

- Special rewards, promotions, building on the event atmosphere, “really” 
creative marketing thinking 
 

› Caveats: 

 Price discounts mostly warranted from short-term perspective 

 Considerable heterogeneity 

 Advertising as catalyst of other marketing activities 
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Paradox 

› Brands can escape from lower elasticities by investing heavily in 
advertising in order to increase SOV around single-sport events 

 

› If such high additional investments are not possible, more 
efficient not to advertise around the events 

 

› BUT 

 

› If brands do not spend, SOV of competitors will increase 

 Higher effectiveness of competitors’ advertising!  

 Is suboptimal spending for less affluent brands “the least bad option”? 

- Look at net outcomes of budget reallocations. 
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Pele 

"The more difficult the victory, the greater the 
happiness in winning." 
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