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World Cup 2010 Sponsors: Media Coverage July 2009 to September 2009
By the end of September 2009, several nations had already booked their place in the FIFA 2010 World Cup, while 
others were in the final stages of qualifying.  As fans of the qualified nations turned their attention toward their teams’ 
prospects in South Africa next June, the World Cup sponsors and partners focused on their media and marketing plans 
for the run-up to next summer’s competition.  The decisions companies made on whether to be World Cup sponsors 
and the marketing strategy they’re developing can be crucial in determining their success within industries that can be 
as competitive as the action on the field next June. 

Coverage Trend and Sentiment  

News about World Cup sponsors and their activities has been steadily rising and this trend is likely to continue during the months 
leading up to the competition in June 2010.  Increased activities by Cup sponsors in recent weeks combined with more nations 
qualifying for the finals have helped to drive the upward trend in coverage. 

The neutral and favorable coverage of World Cup sponsorships have also steadily increased. The leading story driving favorable 
coverage involved Coca Cola’s slate of activities to promote its World Cup sponsorship, which was carried by multiple global outlets.  

Interestingly, negative coverage stayed low, even as overall coverage has increased. The leading unfavorable story for the sponsors 
involved FIFA turning down a request by Mahindra Satyam to allow the Indian company to use its new brand identity in the 2010 World 
Cup, rather than its old brand name of Satyam.  A key industry source said the company may think of exiting the deal with FIFA if it 
does not get its preferred brand visibility.1

Companies and Executives  

    

Coca Cola and its CEO Muhtar Kent have 
been the most active of the World Cup 
partners (the highest-paying World Cup 
marketing affiliates) in regard to 
promotional activities and outreach to the 
media.   

For example, Coke is currently sponsoring 
a tour of the World Cup trophy in African 
nations and inviting fans to demonstrate 
their own goal celebrations.  Mr. Kent and 
his colleagues have also been speaking 
often to media outlets about Coke’s World  

                                                      
1 Moitra, Sumali. “Fifa red card for Mahindra Satyam plea.”  The Times of India.  22 September 2009. 
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Cup activities.  Joseph Tripodi, Coke’s chief marketing officer, described the company’s marketing strategy in a recent interview: 

"The World Cup can work for us in markets with little awareness of Coca-Cola, where the actual per capita consumption of Coke is 
quite low."  Coca-Cola uses sponsorship properties such as the World Cup in these markets to put the business on what he calls a 
"different trajectory".  "It is also a great hospitality tool, a consumer engagement tool, you can use it to build a consumer database, you 
can use it for PR, for sustainability and so on. It can be a wonderful platform from which to tell your story."2

Regional / European Sources 

 

 

Nearly three-fourths of the global 
coverage for World Cup sponsorships 
came from European or African 
sources.  These results aren’t 
surprising, because of the intense 
interest of the World Cup in most 
European countries, combined with 
their high level of disposable income.  
The excitement of an African country 
hosting the World Cup has created a 
buzz that’s reflected in that continent’s 
publications and it’s been fueled by 
special events like Coke’s 
sponsorship of  the tour of the World 
Cup trophy through several African 
nations.   

Conversely, North America, which usually is near the top in regional Share of Voice rankings due the high volume of US-based 
publications, is a distant third due to the lower interest in soccer among the general population and coverage that gets diluted in the 
media by other sports, such as American football and baseball. 

The European coverage was spread among many different sources in multiple countries and led by German and English language 
publications, followed by French and Italian sources. 

 

 

More about Dow Jones Insight 
Dow Jones Insight provides public relations professionals with the information and intelligence they need to communicate more 
effectively.  This analysis was created using proprietary Dow Jones Factiva and Dow Jones Insight content and research tools to 
analyze press, web and blog coverage.   

                                                      
2 “Interview – Joseph Tripodi: Putting some fizz into drinks marketing.” Marketing Week. 1 October 2009. 
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