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BACKGROUND

Little is known about the women’s sport market. Often, 

marketing decisions are made based on assumptions, 

rather than evidence. The purpose of the Game 

Changers research programme is to build that 

evidence, and understand how brands can benefit from 

investing in Women’s sport.

With a particular emphasis around the 2019 FIFA 

Women’s World Cup, we have a host of innovative 

research techniques lined up to explore, compare, 

understand, and track the perceptions, and opinions of 

marketing around Women’s sport.

The topic of this report is advertising. We take a look at 

the campaigns from across the tournament, and how 

the fans reacted. 

What have we learned from the 

2019 FIFA Women’s World Cup? 
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Quantitative Survey

A survey of 2,000 British people was 
conducted before the 2019 FIFA Women’s 
World Cup and again at the close of the 
tournament. The survey data contained within 
this report is comparing the data from before 
the tournament (May 2019) to after the 
tournament (July 2019).

Social Media Listening

Conversation about the tournament was 
tracked from beginning to end across the 
globe, predominantly from Twitter and online 

forums. This includes brand-led conversations 
and fans comments and mentions.

Online Community and Home Visits

Throughout the tournament we ran an online 
community of women’s football fans and met 
some of them for face-to-face interviews.  We 
posed questions to the fans about all things 
from the tournament to the advertising 

campaigns they had seen promoting the 
England team.

Methodology
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Know your audience



*BBC/ The Guardian/Instagram (shared with owners permission), 

MediaCom Game Changers survey n=2,000
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The Women’s World Cup audience is 

largely the same as any other football 

events

The biggest chunk of viewership for Women's 

World Cup consists of average football fans. 

Our figures show that only 6% of respondents 

interested in football are exclusively engaging 

with Women’s Games, with about half 

expressing interest in both.

Therefore, it’s safe to assume that the 

audiences for both men’s and women’s 

football overlap significantly, embrace them 

for similar reasons, and need to be targeted in 

similar ways.

Despite the popularity of the tournament, 

misconceptions around the audience 

still exist

Our previous report, ‘Women’s Football: 

Dispelling the Myths’, highlighted the 

misconceptions the public has on the fans of 

women’s football. The vast majority (76%) 

perceive the audience to be predominantly 

female whereas claimed figures, as well as TV 

viewing and radio listening figures, show the 

opposite.* 

Moreover, they are far from the young 

urbanite Women’s Football fans are thought to 

be. Our research suggests the age and 

geographical distribution is in-line with the UK 

population, but despite the popularity of the 

2019 FIFA Women’s World Cup tournament in 

the UK, these misunderstandings still exist. 

A concern this brings is whether advertisers are 

making the same mistakes. 

So what? 

The greatest ad engagement 

gains for Women’s World Cup 

lie within the football 

community itself, hence it’s 
important to get the targeting 

and the tone of voice of ad 

campaigns right.

Which sports are you interested in? 
(football fans only) % agree

76% 21% 36% 64% 

What people think… What the research shows…

Who are the fans of Women’s football?

11%

4%

6%

54%

46%

49%

35%

50%

45%

Female Fans

Male Fans

All Fans

Women's Football Only Both Men's Football Only

MediaCom Game Changers survey n=819 (football fans only)

http://www.game-changers.online/audiences
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Women’s World Cup feels ‘less commercial’: Advertisers and brands are yet to capitalise on it

The general awareness of advertising among football fans improved slightly throughout Women’s World 

Cup. However, advertisers are yet to capitalise on the potential of the tournament as ad recall for 

Women’s football is lower than it is for Men’s football. Fans felt the lack of advertisement made Women’s 

World Cup feel small, especially compared to the men’s tournament last year.

25%

16%

27%

19%

England Women's Team FIFA Women's World Cup

55%

England 
Men's Team

38%

FIFA Men’s 
World Cup

Hardly any pubs or bars 
are actively promoting 
that they are showing 
the Women’s World 

Cup, 
certainly nowhere near
the support the men’s 

received last year.

Online Community 
Participant

“

Can you recall any adverts related to …? 
% agree

I have seen absolutely 
no form of 

advertising for the 
women’s World Cup! I 

think that says enough...

Online Community 
Participant

“

51%

39%

30%

9%
15%

Aimed towards

everybody

Fans of Women's

football

Women Men Non-Fans

Who are the WWC ads aimed towards?
% agree

So what? Plan your campaign with an accurate idea of the audience in mind. Women’s World Cup 

viewers are football fans first, Women’s football fanatics second and are predominantly male, hence 
there are plenty of opportunities for heritage football brands to stretch in this area.

of fans said the advert they 
saw was ‘for people like 

me’

73% of female fans agreed 
vs 50% of male fans

60%
And the advertising didn’t reflect your typical football crowd

This year’s ads were perceived to be targeting women to a far 
greater extent than men by viewers and resonated more with the 
female as opposed to male fans. Advertisers got the targeting wrong 
by focusing their efforts on women and ignoring men.

The fans stressed the lack of involvement from local brands, betting 
stores, beer brands and pubs that are traditionally associated with 
football events. Their viewing experience differed from the way they 
typically engage with football games, which took away from the 
excitement of the games.

Pre Women’s World Cup

Post Women’s World Cup
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Get the message 
right



MediaCom Game Changers survey n=2,000, Brandwatch
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Advertising adds to the buzz and excitement of watching the games, and helps build 

the sense of camaraderie of football

Advertising in men’s football is great at bringing out the humorous side of football culture, 
capturing action-filled moments and portraying the personalities of the players. 

Fans love seeing football ads for:

Humour:

I like Paddy Power because of the funny 
adverts and live betting that it publicises 

between half's of matches. 

Online Community Participant

Familiarity:

There have been a few classic Pepsi 
adverts which involved players doing all 
sorts. The calibre of the players in it at the 
time made it a very memorable ad and 

one that’s stuck with me ever since. 
Online Community Participant

Action:

Nike stick in my memory as well. They have 
great players in their ads and seem to take on 

superhero powers.

Online Community Participant

Unity:

Last year’s Coca Cola advert for the world 
cup was great because it did convey that 
community feeling that you get when you 

watch football with a group of people. 

Online Community Participant

Women’s ads often focused on gender and the 

struggle for recognition

Most stories focused on the struggles to gain 

recognition as female footballers. The underdog 

angle resonates with the fans and they recognise the 

importance of women's football gaining more 

credibility. However, the ads were thought to focus 

on the serious themes at the expense of bringing in 

fun, unlike a typical football ad would.

The women’s adverts are uplifting and 
more serious but I would like to see 

more adverts that are fun and silly in 
promoting women's football

Online Community Participant

In contrast, women’s ads feel serious 

and want to make a statement

On average, women's ads were received 

well by fans. They remarked on the positive 

messages, the empowerment angle and 

compelling storytelling from major brands like 

Nike, Lucozade and Visa highlighting the 

importance of equality in sports. 

of those who watched the tournament 
liked the advert they saw

66%

“

https://www.youtube.com/watch?v=noQ-0V1bRPo
https://www.youtube.com/watch?v=x0SpKBbUL6c
https://www.youtube.com/watch?v=7TeNlTgUU4M
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When we compared the adverts, the ones that came out on top (Budweiser, Nike), focused on the 

physicality of football and the skills of the players much like the traditional football ads. 

They presented the players as powerful and confident, which resonated with most football fans. While 

men enjoyed the action aspect, women enjoyed seeing themselves represented as strong and powerful, 

which served as a testament to their ability to succeed in any sphere, including football.

I would watch this advert if it was on my TV

Total % agree

58% 56%
53%

49%
44%

Budweiser Nike Visa Lucozade Sport Head & Shoulders

Nike advert is inspiring. It shows a powerful woman player but it isn't emphasising the fact that 
she's a woman, but that she's a sportsperson and a professional athlete.

Online Community Participant

“

However, ads that focused solely on 

empowerment took away from the sportsmanship 

Ads like Head & Shoulders were described as patronising, 

as they focused on gender rather than footballing 

achievements, thereby downplaying the players as 

sportsmen according to fans. 

This focus on female empowerment can alienate viewers 

who watch women’s football out of their love of the 

sport.  They are not interested in supporting a political 

agenda, so the feminist angle can feel off-putting.

of men thought 
the adverts felt 
patronising27%

I know they are great and ‘Better 
than you think’, but believe this is 

something each viewer can make 
up their mind about rather than 

being told what to think

Online Community Participant

“

Action-packed ads were praised for bridging the gap between Men’s and Women’s games
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There’s more to Women’s Football than female empowerment!

And fans expect to see the same familiar traits they enjoy in men’s ads to make their way 

into women’s. 

1. Throughout the 2019 FIFA Women’s World Cup, advertising focused more on the teams, 

rather than the individual players

Advertising in men’s football is great at portraying players’ personalities which helps build familiarity with 

the big stars. The lack of focus on players in Women’s ads is to the detriment to the individuals.

Fans of the women’s game want to see familiar faces and want to know the story behind their journey. It 

helps them connect to the players on a personal level and build support for the sport.

1 in 3
who watched the 

tournament thought 

adverts on women’s sport 

should be more humorous 

like the men’s

agree adverts should show 
more about the physical 
abilities and skills of the 
female players

51%
2. The men’s ads in 2018 were better at portraying the action and 

thrill of football

Typical football ads portray players as skilful and showcase the most 
exciting moments of the games to catch viewers attention. While few 
Women’s World Cup ads followed suit, those who did, stood out among 
other ads and gained more praise from the viewers.

Fans want to see how quick, skilful and passionate the players are to get 
them excited to watch the game.

3. The men’s ads are uplifting and funny, while women’s are 

serious and can at times feel preachy

Fans notice distinct lack of humour and fun in women’s football 
advertisements, which feels like a missed opportunity to open up the 
conversation whether this is for banter or social media.

Don’t hesitate to bring in the fun into women’s advertisements as fans are 
more than accepting of it.

It is cheesy and is everything that is 
wrong about football - over paid stars 
with massive wages and even bigger 

egos.

Zlatan is more entertaining, we know his 
personality and it's cool to use that to 
promote football and engage people

Online Community Participant

I know ultimately they are trying to sell 
their product but it still has a great 

message behind it and it is made to 
inspire the next generation of young 

female footballers, which can only be a 
good thing.

I think anything that is acceptable in 
men’s advertising should also be 

acceptable in women’s too.

Online Community Participant

On the 2019 women’s  World Cup ad (VISA):On the 2018 men’s World Cup ad (VISA):

“
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Generate a 
conversation



Brandwatch, worldwide mentions  31st May 2019 – 8th July 2019
*MediaCom Game Changers survey n=2,000, 
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Brands and media owners need to work together to start and maintain the conversation

More than 200,000 online conversations around the 2019 tournament involved brands. Globally, Nike 

dominated with almost half the share of voice. With the growing appetite for Women’s Football related 

content and viewing figures for the latest tournament booming, the opportunity to get involved in the 

conversations around the tournament has never been so lucrative.

Nike

Visa

Hyundai

Budweiser

Adidas

Qatar Airways

talkSPORT 2%
4%

5%
8%

11%

18%

45%

The following brands had over 700 mentions in 

relation to the tournament accounting for 1% 

or less of the total share of voice: Amazon, 

Coca-Cola, Bet365, Mars, Lucozade, Ford, 

and Boots.

Brand share of voice in FIFA Women’s World Cup conversations

Conversation is key to developing women’s football, and people want to talk about it

As we have seen in our previous report, ‘How the Women’s World Cup Changed Perceptions’, 
conversation is powerful in influencing public attitudes on women’s sport. And the demand is there! 
Audiences were highly receptive to the tournament, with 63% expressing the wish to have Women’s 
Football broadcast more frequently.*

The conversation around women’s football is 
lacking to be honest. I think women’s football 

should be given the same amount of hype 
and advertising as the men’s but it just doesn’t 

feel the same.

Online Community Participant

“Conversation

Investment

Quality

Coverage

Interest

https://www.game-changers.online/changing-perceptions
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1. Timely authenticity: The US Victory Day video secured Nike’s position as the most talked 

about brand throughout Women’s World Cup

Nike started the conversation earlier than other brands with their TV ad, ‘Dream Further’, but it was at the 

end of the tournament that Nike saw their biggest spike in conversations, when they shared an emotional 

video celebrating the victory of the US team, ultimately generating 98K retweets and 7.6K comments.

0

10,000

20,000

30,000

40,000

50,000

60,000

70,000

Nike Hyundai Visa Budweiser Adidas

Brand involvement in Women’s World Cup conversations (top 5 brands)

June July

BTS message 
by Hyundai 

Player of the Match
by FIFA WWC/VISA

Adidas Golden Ball
By FIFA WWC/adidas

Budweiser campaign 

mentioned 
by Brandi Chastain

US Victory Video
by Nike

1st game USA win

Mentions

Fans praised Nike for the timeliness 

and authenticity of their message

Many viewers felt that the brand was 
perfectly aligned with them in 
celebrating the moment of victory and 
came across as emotional and honest.

Ok so this commercial hit me straight in the feels.

I cried when this commercial came on. Thank you.

Twitter comments

“
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3. Partnerships: Budweiser, Hyundai and Qatar Airways capture attention through global 

celebrities

By getting public figures who hold authority within the field or currently trending celebrities, brands can  

generate interest during big events like Women’s World Cup. Hyundai were particularly successful in 

doing so by involving BTS.

2. Continuous engagement: VISA 

maintained traction throughout the 

tournament 

As an official partner, VISA created content on a 
regular basis, emphasising their pride on 
sponsoring the event. They managed to keep a 
more consistent presence throughout the event 
with their sponsorship of Player of the Match on 
top of their 2019 WWC campaign. 

This helped VISA stay top of mind throughout the 
event.

Get lost Nike....your catering to Kaepernick 
means you’ll not get another $ from me.

Nike, you preach equal pay and rights for 
everyone in the world except the poor 
women and men that make your shoes 

and clothes. Evil.

Twitter comments

“

Hyundai leverages the 

power of K-Pop
A retweet from Brandi C created 

a moment for Budweiser

Qatar Airways used Neymar to 

appeal to fans of the men's game

But backlash is a real possibility and brands 

should tread carefully

Consumers are quick to call brands out on social 

issues when the conversation arises, bringing up 

past controversies to downplay socially aware 

campaigns. 

Nike is no stranger to controversy and their 

campaigns with social awareness messages often 

face backlash on the back of previous scandals 

(Kaepernick campaign, overseas work practices 

etc.).  

Ultimately, the Nike campaign was 

reported to have boosted sales

Demonstrating the impact of this type of 

connection with an audience can bring.

https://twitter.com/Hyundai_Global/status/1136799369112408065
https://twitter.com/brandichastain/status/1147881900616249347?ref_src=twsrc^tfw|twcamp^tweetembed|twterm^1147881900616249347&ref_url=https://app.brandwatch.com/project/1998267288/dashboards/638753
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Taking women’s sport into 2020 and beyond…?

The top 3 things to consider

Know Your Audience

The most effective campaigns are relevant and relatable to 

the audience. Understand who the fans are, think whether it’s 

the right fit for your brand, and tailor your campaign 

accordingly. Research is key in minimising assumptions and 

stereotypes which could hinder on your campaign’s 

performance.

Get The Message Right

Campaigns need to be noticed in order to impact your brand. 

If messaging is similar across a multitude of campaigns, 

advertising can feel one dimensional and it becomes difficult 

to stand out. Also be careful not to isolate sections of the 

audience by being too political – there’s a fine line to tread, 

and sometimes people just want something fun and humorous.

Generate a Conversation

Conversation is key to the development of women’s sport. It’s 

also key to get your brand noticed. 

There’s an opportunity for brands to really own women’s sport 

in the UK, the same way Nike does in the US. But for that to 

happen, your campaign needs to  be that driver of positive 

conversation.

02

03

01
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Appendix

When citing this report please include the 
following partners:

Please contact;

Natalie.Delahunty@mediacom.com
Susanna.Tatevosyan@mediacom.com

with any queries.
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