511-060 	Nike Football: World Cup 2010 South Africa 
511-060 	Nike Football: World Cup 2010 South Africa 
	Nike Football: World Cup 2010 South Africa 	511-060 
[bookmark: _GoBack][image: ] 
	 	9-511-060 
RE V : J A N U A RY 1 7 , 2 0 1 3 
 
ELIE OFEK 
RYAN JOHNSON 
Nike Football: World Cup 2010 South Africa  
 
Nike Mission Statement: To bring inspiration and innovation to every athlete* in the world. 
	 	 	 	 	 	 	“*If you have a body you are an athlete” 
— Nike Co-Founder Bill Bowerman 
In October 2008, Trevor Edwards, vice president of global brand and category management at Nike, crossed Nike’s campus, located in Beaverton, Oregon, from his office in the John McEnroe building. He was headed to the Tiger Woods center, where members of the marketing and football (known as Nike Soccer in the United States) senior leadership teams were gathered, to calibrate and refine the company’s strategy leading up to the 2010 World Cup in South Africa.  
Nike Football’s World Cup 2010 marketing strategy started with delivering top-of-the-line performance products in the form of new cleats, also known as boots, and uniforms for the world’s top footballers to premiere on the fields in South Africa. Edwards noted “If you don’t deliver on products, if that is not amazing, then the rest is just a nice story. The products are the judge and jury; from there we can create powerful messaging aimed at connecting with the consumer.” 
Nike Football marketing efforts had to be integrated across a number of platforms. First, Nike remained committed to creating a commercial with advertising firm Wieden+Kennedy. However, Adidas, Nike’s main rival, was the official football apparel sponsor for the 2010 World Cup and its contract ensured that no other football apparel and equipment company could run television ads during the matches. Edwards and his team had brainstormed other platforms through which to release Nike’s ads; including the NikeFootball.com website, YouTube and Facebook. But challenges remained around content, timing of release, and ensuring a connection with a large viewership.  
Second, Nike Football’s digital marketing team was poised to play a significant role with Nike Football + (NF+), a web-based application for NikeFootball.com and mobile devices aimed at engaging the football-obsessed teens (FOTs)—Nike Football’s new target market of 17-year-old males who regularly played and followed football. However, questions remained about what kind of content to include to build momentum and how best to launch the new application. 
Third, for the first time at a World Cup, Nike Football planned to feature sustainable products and tie a social responsibility project into their campaign. One possible option was a partnership on AIDS education and relief with (RED)—a global fund that invested in AIDS and HIV programs in Africa.  
Nike Football revenue had grown from $40 million in 1994 to more than $1 billion in 2008. In just under 15 years, it had reached a sales level that took some of its competitors over 50 years to achieve. 
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Although not the end goal, the 2010 World Cup was another unique moment in time for Nike to create separation between the company and its competitors. Edwards knew he had to seize this opportunity and pull his team together to deliver a campaign focused on delivering innovative products and compelling consumer experiences. Creating deep consumer connections during the World Cup would be vital for fueling continued growth for Nike football in the years ahead.  
Football and the FIFA World Cup  
Some people believe football is a matter of life and death . . . I assure you, it is much more serious than that. 
— Bill Shankly, Scottish footballer and legendary Liverpool Manager1 
Football was played between two teams of 11 players, 10 field players and a goalkeeper per team. The game lasted 90 minutes, consisting of two 45-minute halves. It was played with a round ball, on a rectangular grass field (often referred to as the “pitch”) with a goal on either end. Excluding the goalkeeper, players could control the ball only with their feet, legs, torso and head (use of hands or arms was prohibited). The team scoring the most goals by the end of the game was the winner. 
Football was the most popular sport in the world, by viewership and participation, and continued to grow. In 2006, FIFA, the international governing body for football, estimated that 265 million people played the sport, up from 242 million in 2000.2 Professional leagues existed throughout the world, though the most popular clubs were in Western Europe, concentrated in England, Spain, Italy, Germany and France. Since the early 1990’s professional team rosters in Western Europe had become increasingly globalized, with stars from South America, Africa and Asia playing in the top leagues.  
The World Cup, FIFA’s flagship event, was a tournament between 32 qualifying nations held once every four years. In 2006 the World Cup was held in Germany and drew a cumulative TV viewership of 26.29 billion over the course of the event,3 and it was estimated that nearly half the planet, approximately 3 billion people, watched the final match.4 The World Cup was the culminating event for national teams, players, fans and sponsors and was the most watched sporting event in the world. 
Nike Company History5  
After their first meeting in 1957, Nike co-Founders Phil Knight, a University of Oregon track athlete, and Bill Bowerman, renowned University of Oregon and Olympic Track and Field coach, formed Blue Ribbon Sports (BRS), a precursor to Nike, in 1962. The company worked with Japanese shoe manufacturer Onitsuka as a US distributor for Tiger shoes, selling merchandise from the back of cars at various track meets.   In the early 1970s, Knight and Bowerman were ready to make the leap from only distributing shoes to designing and manufacturing their own brand of athletic footwear. In 1972 the company changed its name to Nike, after the Greek goddess of victory, and began using the “swoosh” logo which they paid $35 to have designed. Bowerman developed one of Nike’s most iconic innovations – the waffle outsole (created using his wife’s waffle iron), a lightweight cushioned outsole offering outstanding traction. With a new name, new logo and design innovation, all that Nike was missing was an athlete to endorse the line. Shortly after, Nike signed its first of many big name athletes: Steve Prefontaine, a local University of Oregon track athlete who, in 1975, held every 
U.S. track record from the 2,000 meters to the 10,000 meters, and the two mile to the six mile race.6  
By 1979, Nike had captured 50% of the U.S. running shoe market and went public in 1980. Nike expanded into sports outside of running, including basketball—with the first Air Jordan, a shoe 
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designed for basketball star Michael Jordan—in 1985. The company expanded into apparel in 1986 and into non-sporting shoes in 1988, with the acquisition of Cole Haan. That same year Nike unveiled their “Just Do It” marketing campaign that, along with the iconic swoosh, helped define the brand in the coming years. By 1990 Nike was the leader in sports shoes and apparel, and dominated running, basketball, tennis and cross-training. In 1996, Nike golf landed a vastly talented but as-yet unproven golfer named Eldrick “Tiger” Woods. Nike also began investing in the sport of cycling, including in a promising young cyclist, until he was diagnosed with cancer. He lost most of his sponsors, but Nike stood by him. In 1999, Lance Armstrong’s incredible comeback resulted in what would be the first of seven consecutive Tour de France titles. Over the years Nike continued to expand and diversify its brand portfolio, acquiring Hurley in 2002, Converse in 2003 and Umbro in 2007.  
Throughout its history Nike developed a range of shoe technology innovations: waffle outsoles, the first soles with small rubber spikes; Nike Air, the first shoe to feature air sole cushioning or bags of pressurized gas that compressed under impact; and Nike Shox, a shoe line that featured materials from engine mounts on race cars and provided spring-like resistance for runners.  
Nike aimed to have its marketing mimic its products as authentic and innovative, often daring and at times groundbreaking.7 The company was known for its big ticket endorsements of leading and upcoming athletes, even before they had performed at the highest level. In 2008 Nike had an estimated marketing budget of $2 billion dollars,8 an estimated $260 million of which went to sponsorships of teams and athletes.9 (See Exhibit 1 for examples of Nike sponsored athletes.) Nike was the first marketer to license a Beatles’ song for an ad, the first to use an HIV positive person as a role model and one of the first to celebrate women’s role in sport.  
NIKE 2009 
By 2009 Nike was the top manufacturer of athletic apparel and footwear. (See Exhibit 2 for examples of Nike brand categories.) It maintained 23,000 retail accounts across the globe through which Nike products were sold. In addition, the company operated 690 of its own stores, which included NikeTown, Nike retail outlets and women shops, and also sold directly online. The company sold upscale shoes at Cole-Haan stores. (See Exhibit 3 for Nike Inc. selected financials.) 
Footwear product innovation Nike invested significant amounts of time and money into researching, testing and tinkering with new footwear designs to ensure its products delivered performance based innovation to consumers. Tony Bignell, footwear category director, noted, “The process is dynamic, fluid and evolving. Nothing ever stops; we just keep learning and innovating.” Footwear development was comprised of four major sectors: the product development team, which conceptualized ideas and market opportunities; the design team, which brought technical, aesthetic and industrial expertise; and the marketing team, which worked to understand how to frame products to appeal to a broad market. Fourth were the athletes who tested, commented on and eventually wore the products. 
Mark Parker, Nike’s CEO, highlighted the commitment to collaborating with big name athletes, “Always, always, the elite athlete still leads our design. What we learn from them is who we are.”10 Basketball star Kobe Bryant, shared Parker’s vision, “When you’re talking about shoes, I start thinking about the collaboration [with Nike] from a performance angle. You know, I’m cutting, changing directions, jumping. Performance is priority No.1.”11 The product development, design, and marketing groups traveled to visit players and teams to get feedback on past products, desires for new products and changes in the game. The Nike Sports Research Lab (NSRL), considered one of the top sports science research labs in the world, used the feedback from players and coaches to design scientific experiments to understand how potential footwear technologies could help athletes perform better. The design team also incorporated unique and eye-catching aesthetics, an aspect that Parker felt had given Nike athletes a psychological advantage since Nike’s earliest days “It’s what people wanted then—to feel like they were special. And that’s grown into a whole global culture.”12  
Sustainability Nike suffered reputational damage in the early 1990’s due to accusations of poor working conditions in factories in developing countries. As a result, and recognizing changing business conditions that put pressure on natural resources, Nike embarked on a journey toward sustainability and corporate responsibility. Hannah Jones, vice president of sustainable business and innovation, explained, “At first our efforts were risk management driven, to avoid liability and bad press, but as we put our roots in the ground we began thinking about sustainability as an opportunity for growth. If you invest in good working conditions you reap efficiencies, innovations and new products. If you use resources efficiently you see a bottom line savings.”  
Nike had a number of long term sustainability goals, focused on reducing natural resource use and carbon footprint. Jones elaborated, “In order to thrive in the sustainable economy of the future we are going to need to find a way to decouple our use of natural resources from our work. Our 2050 vision of the company is: to have a 100% renewable energy footprint, with net zero waste, net zero water usage, 0% carbon footprint and 100% youth access to sport.” In order for sustainable options to have a more pervasive influence on Nike’s product design, Jones helped create the Considered Index, a software program that enabled the designer to make informed decisions on how to reduce environmental impact while maintaining the highest level of quality, durability and performance. 
Competitors 
The sports apparel and footwear industry in 2009 was highly competitive between a small number of global companies that dominated the market, including Nike, Adidas, Puma and New Balance. (See Exhibit 4 for Adidas and Puma selected financials.) The production of apparel and footwear was largely labor intensive and therefore manufacturing had moved almost exclusively to countries with low labor costs.13 The industry itself had consolidated, with large mergers including Adidas’s purchase of Reebok in 2007 and Nike’s acquisition of Umbro in 2007. 
Adidas, the second largest sports apparel and footwear company in the world as of 2009, was founded by Adi Dassler after a split from his brother, Rudi, who would go on to found Puma.14 Adidas’ football and World Cup roots ran deep; in 1954 it was Dassler’s uniquely designed screw–in studs that provided better stability and traction on a wet, muddy field, and as legend goes helped the German national team beat Hungary in that year’s World Cup final.15 From there, football fueled the growth of the company that held a dominant position in sports apparel until Nike was founded in the 1970’s. Adidas competed with Nike in every category and also sponsored star athletes and sports teams.16 Their marketing activities included a growing emphasis on digital media, releasing videos online, and an active presence on social networks.17 However, Adidas showed firm commitment to traditional sponsorship activities as well, investing to become the official sponsor of the National Football League (NFL) (2002-2012), National Basketball Association (NBA) (2006-2017), Major League 
Soccer (MLS) (2005-2018) and the 2010 World Cup in South Africa.18 
Nike Football History19 
Manufactured in 1971 and retailing for $16.95, “The Nike,” the first shoe to bear the Nike swoosh, was a football boot. The boot was sold exclusively in the U.S. and was used by football, American 
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football and lacrosse athletes. Over the next 23 years, Nike continued to develop cleats but knowledge at Nike around football was limited; “They didn’t have football under their skin. It was a complete lack of knowledge of anything to do with the history, heritage, the structure of the game,” reflected one Nike employee.20 
By 1994 Nike Football was only a $40 million business, a minor presence in the global football market compared to powerhouse Adidas. Sandy Boedecker, former director of Nike Football, commented, “We meant absolutely nothing in the sport to anybody.” But there was an emerging view within the company that the situation had to change drastically. Edwards recounted a primary impetus behind expanding Nike Football: “As a company, we were really looking to grow our brand internationally, and when you have a sport like football, which is the most globally watched and participated-in sport, it was really important that we be successful.”  
	World Cup 1994 United States	 
In the summer of 1994, the U.S. hosted its first World Cup, which offered Nike an opportunity to grow its presence in football internationally. While the company did develop a new soccer boot, the Tiempo Premier, it was unable to secure any team sponsorships for the 1994 World Cup.[footnoteRef:1] However, luckily the finals pitted Italy against Brazil and because of individual Nike sponsorships with members of the Brazilian team, as well as with Italian footballer Paolo Maldini, Nike Tiempo Premier cleats were worn by 10 of the 22 starting players in the final broadcast to hundreds of millions of viewers around the globe. Adidas cleats, at the time the most popular in football, were not worn by any players on the pitch during the final match.  [1:  Sponsoring a team in the World Cup meant providing the team with their kit (which included jerseys, shorts and socks) and gave the sponsoring firm an opportunity to work with the team in marketing efforts, as agreed to in the contract. However, individual players were still free to wear boots of their own choosing from any company and be featured in its marketing. ] 

Two days after the 1994 World Cup final, having watched the Brazilian national team captivate the world with its style of play and overtime victory over the Italians, then-CEO Phil Knight committed to partnering with the Brazilian National team. Weeks later, an entirely new Nike Football department was created, with new strategic management put in place. The division settled on its main goal: to deliver innovative high-performance football products to the consumer. In order to reach that goal, Nike Football adopted two guiding principles: first, to create a new culture for football and second, to see the world through the eyes of a 13-year-old football player/fan, their target market. The first principle recognized that although the sport was tremendously popular, football boots, balls and uniform design had remained relatively stagnant for many years and Nike Football saw an opportunity to create new products. The second principle aimed to build that culture with the younger people playing and enjoying the sport. Traditionalists might push back against change in the game and be wedded to the Adidas brand. Nike believed young consumers presented an opportunity that could be captured with exciting, progressive products and marketing efforts.  
Nike was able to sign the Brazilian national team to a sponsorship deal in 1996. Edwards reflected: 
We saw signing Brazil as a way of communicating to, and connecting with, football consumers, particularly those who had a passion for a more creative, more free-flowing and more fun-loving style of football play. When we spoke to fans around the world, no matter which country we went to, Brazil was their second-favorite team. Once England was out, everyone in England loved Brazil, once Holland was out everyone in Holland loved Brazil. This was because of the Brazilians’ style of play; it’s creative, and their spirit is creative. Every 
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single day on every street corner in Brazil you see young people playing this incredibly creative type of football. If we could connect with the younger fans who were seeing this shift and practicing it in games on street corners, players who weren’t tied to the more conservative and traditional notions of the game, we felt we could make a big impact. 
World Cup 1998 Paris	 
An invigorated Nike Football team looked toward the 1998 World Cup in France as a coming out party. Nike also saw an opportunity in the globalization of football. Stars from South America and Africa were now regularly playing in European leagues, bringing a new flair into leagues longdominated by a traditional style of play. The South American players in particular, grew up playing a type of football that valued unique dribbling skills, individual creativity and a more rhythmic, fluid game. The style relied on skills developed in informal pick-up games between children on the streets of Brazil and Argentina, where beating a player one–on-one mattered as much as scoring.  
In the lead-up to the 1998 World Cup, Nike Football released the very successful “Airport” ad, which featured members of the Brazilian national team playing soccer while waiting for their flight in an airport. The players performed dribbling and juggling tricks with a ball in the crowded airport. The “Airport” ad was an immediate hit. Former Nike Advertising Director Rob DeFlorio said, “When you transcend the sport and start seeping into popular culture, that’s what Nike does best. Being able to do that with football, the one sport that Nike hadn’t really been able to crack because Adidas owned it for so long, was a huge accomplishment.”21  
On the product side, Nike teamed with Brazilian star Ronaldo and developed a revolutionary new boot, the Mercurial. Edwards described the process, “We gave Ronaldo his first pair of Nike Air boots and he hated them, he said, ‘I don’t need to be cushioned, I need to go fast.’ He told us his ideal boot would be barefoot with studs, so we changed our design to address that idea.” The Mercurial became the lightest-weight football boot at the time. Edwards explained the vision behind the novel product:  
The idea was “What could we do to improve the way people were playing football? How could they play with more fun, creativity and speed?” The Mercurial was critical in our development; it was a boot that related to the way people actually played the game. Before this, boots were pretty much black and white leather, the Mercurial revolutionized the way the industry approached creating boots. It solidified us as an innovator in football.  
Ronaldo debuted the shoe, colored in Brazil’s blue and yellow team colors, at the 1998 World Cup.  
World Cup 2002 South Korea/Japan and the Secret Tournament	 
Before the 2002 World Cup, co-hosted by South Korea and Japan, Nike Football launched the Secret Tournament marketing campaign, headlined by a TV commercial featuring 24 global football stars pitted in single-goal elimination match-ups. The games were played in a cage in the bowels of a tanker ship with dark lighting and exposed, dripping pipes. The final action sequence featured a close-up of the Nike Mercurial Vapor, an innovative boot designed for the 2002 World Cup. In addition to being the lightest ever made, the shoes greatly enhanced players’ traction and acceleration by placing studs on those points of the foot most often utilized.  
Nikefootball.com was launched in 2000 and became the first category site to stand alone from Nike.com. It was also the first Nike website to be translated into multiple languages and presented globally. With the 2002 World Cup push, Nike saw an opportunity to innovate digitally with the football category.  In support of the Secret Tournament ad and the debut of the Mercurial Vapor, Nike Football’s digital team launched an application on Nikefootball.com with which kids could create their own virtual tournaments. Nikefootball.com thus became Nike’s first interactive marketing website, allowing users to engage actively online through games and information uploads. 
Touch of Digital Gold 
In mid-September 2005, Nike Football’s marketing team was asked to create messaging for a boot worn by superstar Ronaldinho (who played for the Brazilian National Team and FC Barcelona), the Air Legend Gold. Not tied to a specific event, the effort was for a re-release of an existing boot in a new style, in this case gold colored leather, in a way that connected with consumers. 
The team’s first inclination was to produce a television commercial, short but professionally directed and filmed. But, instead, the team filmed a homemade-looking video in which Ronaldinho received the shoes, put them on, juggled a ball to the top of the penalty box and then shot the ball off the crossbar several times, received it and continued to juggle it. Once the film was made, which required only a few takes, the team debated on ways to release it.  
Jesse Stollak, a digital manager working on Nike Football, had recently established a relationship with a start-up website called YouTube, a video-sharing site that allowed users to upload, share, search and view videos. On Stollak’s suggestion, Nike uploaded the ad to YouTube and created a Nike Football channel on the site. The “touch of gold” video garnered nearly 20 million views in just a few weeks, at a time when hitting a million views over any timeframe was impressive, placing it in a new category of rapidly watched and circulated videos known as “viral.” Stollak reflected: 
We were the first company to really leverage YouTube with branded content. When I posted the touch of gold video people said “Are you crazy? Why isn’t this on Nike’s website? How are people going to know it is Nike?” But when I posted it I created a Nike Football channel. We were cutting edge in how we were using the new technologies out there. Beyond the technology, we were trying to figure out how to connect with our consumers using the new platforms. This was our first understanding that you could use the Internet and social networking sites to communicate with the young consumer in their context, in their language.  
World Cup 2006: Germany 
By World Cup 2006, Nike had almost pulled even with Adidas in the world football market. 
Adidas held a slight market share lead, with 35% of the market compared with 33% for Nike.22 
However, Nike sponsored 45 of Europe’s top football clubs compared with Adidas’s 41.23 Nike Football had grown from a valuation of $40 million in 1994 to almost $1.5 billion in 2006.24 Adidas was an official sponsor of the 2006 World Cup, a partnership that had been in place since the 1970 World Cup. The sponsorship, a deal worth $350 million, ensured Adidas a huge platform for its brand message including placement on the FIFA World Cup website which was estimated to attract 4 billion hits during the tournament.25 The German company, determined to shine on its home turf, spent nearly $200 million on an ad campaign named +10, which featured Adidas sponsored stars but emphasized that a star player plus 10 others equals a team. Additionally, it released a new boot, the +F50 Tunit, which emphasized customization in both style and performance: allowing consumers to choose between dozens of different colors and patterns and select the weight of the shoe chassis and design of the stud to match weather conditions and style of play. At the World Cup, Adidas footballs would be used exclusively in the games, Adidas billboards would line the pitches and the contract with FIFA stated that Adidas commercials were to be the only televised ads for football apparel and equipment during each match. Nike, with its options limited by the Adidas sponsorship contract, devised a new strategy led by its digital marketing group. Edwards noted this thought process:  
Since 2000, digital was always a part of our strategy. We began thinking how can we best use this medium to connect with consumers? We saw the shift to digital and our view point was: stay with the young consumer, stay ahead of them, be a part of their world and that would allow us to reshape the way we connect with them. In the beginning we connected through great traditional advertising, like the “Airport” ad. But the way to connect with the consumer is different now. Sponsorships aren’t really connecting, that just drives awareness.  
Joga Bonito Launched in February 2006, Joga Bonito, Portuguese for “play beautifully,” was an attempt to harness the power and reach of social networks by highlighting a fun, creative approach to football, exemplified by the Brazilian national team’s style of play. Nike worked with Google and its Orkut platform, a social networking site that was popular in Brazil, to develop an interactive platform hosted at Joga.com. The goal of the social network platform was to attract people around the world who were passionate about football so that they could collaborate virtually and have digital conversations and interactions about football. In five months the site signed up one million members.  
Joga.com was available in 140 countries and 14 languages and had an online TV channel JogaTV, hosted by famed French footballer Eric Cantona. JogaTV featured videos of global football stars “freestyling” or performing various tricks with the ball, such as Ronaldhino, Edgar Davids (Dutch national team and Tottenham Hotspur player) and Cristiano Ronaldo (Portuguese national team and Manchester United player). The site accepted user-generated content from amateurs. Joga Bonito aimed to popularize “freestyle football” and create a community of people deeply engaged in the game and its different cultures. Joga.com delivered discussion groups on teams and players and video clips from around the world. However, some consumers felt the platform was tough to navigate, and while certain videos became popular most were viewed only by active participants. Nike stopped contributing to and actively managing Joga.com when the World Cup ended. 
Product silos For the 2006 World Cup Nike decided to categorize its football boots by playing styles: speed, power and touch. The silos were meant to represent the different styles of game and offer a boot for the player type each individual felt he was. Each silo’s offerings provided a benefit, had a unique design innovation to improve that benefit and a star player associated with it. 
On the pitch Nike Football sponsored eight national teams at the 2006 World Cup, two more than Adidas. Nike boots also delivered the most goals, with 55 of the 147 goals scored coming off a boot bearing the Nike swoosh. Although the final was played between an Adidas team (France) and a Puma team (Italy), 12 of the 22 starters wore Nike boots. Ronaldo, long-time front man of the Nike campaign, wore the Mercurial Vapor III, the new boot for the tournament, and scored three goals during the tournament to become the all-time leading scorer in World Cup history. 
Refocusing for South Africa (2006-2009) 
Following World Cup 2006, then-head of Nike Football, Joaquin Hidalgo, felt that while Nike had emerged from the tournament with important victories, there was still room to adapt and create even greater competitive separation. Hildalgo called an alignment meeting to identify and assess the lessons learned from the 2006 World Cup and adjust the strategy moving forward.  
Target market shift First, the team decided that they needed to refocus their target market, from the original focus on a 12- to 14-year-old consumer to a focus on an older consumer, with 17-yearolds as the epicenter. The team felt that the 17-year-old consumers were more independent, more driven in their football goals, could choose their own brand, buy their own products and form brand loyalty. However, the team recognized that this change would require Nike to make an attitudinal shift. Nike Football saw the 13-year-old consumer as “aspirational,” but envisioned the 17-year-old consumer as one who wanted the tools to become the best possible player, seeking both “inspiration and perspiration.” (See Exhibit 5 for the typical evolution of a footballer.) 
Silo shift Based on research performed at NSRL and numerous conversations with both players and consumers, the product team felt that renaming the “power” silo to “accuracy” and adding a silo called “control,” would improve the offerings and better connect with consumers. Erez Morag, a senior researcher at Nike, spoke about the NSRL’s role in the shift, “We performed a number of studies into shooting power and shooting accuracy. We found that when we switched the boots, power only varied by 1%, but accuracy varied by 10%. It was clear our boots could greatly help a player improve accuracy and we needed to be promoting that.” (See Exhibit 6 for new silo offerings.) 
Digital shift Lastly, the company examined Joga Bonito more carefully. Edwards reflected on the experience and the insights gleaned on connecting with consumers:  
It was ahead of its time, but we learned some interesting things. We had a great ramp up, we attracted a lot of people to the site which affirmed our effort, we had real conversations and user-generated content through which we created a community and learned about our consumers. But after the World Cup we didn’t stay focused on it. We built this community of a million people and then we just kind of disappeared and let it drift away.  
The content we created was for football fans and the site was where they would come to talk with others about their passion. But on Facebook and other social networks, content is more about your broader life. So, moving forward instead of trying to bring them into our world, we wanted to go and be part of their daily lives, we wanted to be pervasive and connect with the consumer in the ways that they already connect with things they enjoy and are interested in. We basically said: “Where is the consumer, where does the consumer congregate? Let’s be there and provide them with great content and great stories.” 
Bootcamp 
Following the offsite alignment meetings, the Nike Football team created the Nike Football Training (NFT) initiative in the fall of 2006. Nike’s consumer insight work revealed that football obsessed teens (FOTs), the newly selected target, were interested in training that would enable them to become better players. Nike focused on fitness training, based on research that illustrated that the major gap between elite and aspiring FOTs was the length and intensity of preseason fitness training.  
Bootcamp, the training regimen created for NFT by Nike researchers and world class football trainers Dr. Jens Bangsbo and Paul Winsper, was rolled out in the late spring of 2008, both digitally— on NikeFootball.com—and in grassroots events around the world. Nike offered a four-week basic program or a six-week advanced program. Those interested logged into the website for free and registered; this gave them access to 31 total drills, such as fitness drills that included use of the ball, with an assortment of videos and diagrams. The videos featured top-class trainers and coaches setting up and explaining drills, while teenage boys executed the drills behind them. 
Participant feedback from Bootcamp was mostly positive, with two-thirds of players rating it an eight or higher on a 10-point scale. (See Exhibit 7 for Bootcamp survey results and sample blog post.)  
The Road to South Africa—World Cup 2010 
Nike Mercurial Vapor Superfly II  
As with the four previous World Cups, product innovation remained central to the efforts undertaken for the 2010 World Cup. A typical boot development cycle for Nike Football took about three-and-a-half years. The process included three months of conceptual planning and brainstorming, six to 12 months of research to confirm and quantify those trends, 12 months spent developing several prototypes and then rigorous testing by Nike-sponsored players and typical consumers before the boot was perfected and sent for manufacturing. For 2010, Nike’s design team partnered closely with top footballers Cristiano Ronaldo (now playing for Real Madrid), Zlatan Ibrahimovic (of the Swedish national team and AC Milan), and Alexandre Pato (of the Brazilian national team and AC Milan). Nike typically allowed players to train in blacked out or disguised versions of the boots three months before their official launch at the World Cup. According to Edwards, “The athletes are not about sponsorship, they are about partnership. They are our research and development (R&D) and our proof of concept. They are simply the most demanding consumers you could possibly have.”  
To spur product innovation ideas, NSRL researchers analyzed video of the previous World Cup and found that there were 845 slips over 64 games that could potentially impact the outcome. With 86% of games won by one goal and a majority of goals scored in the last 15 minutes, the design team decided to focus on making sure their athletes would have superior traction at World Cup 2010. 
The result of testing and many design iterations was the Nike Mercurial Vapor Superfly II Elite. The boot boasted adaptive traction, a novel design featuring pressure sensitive “smart studs” that would extend as needed on softer playing surfaces to offer superior stability and traction. The boot was also one of the lightest made to date. It was constructed with unique flywire technology, a series of super-strong nylon fibers that reduced the weight of the boot while offering superior support. The light weight was also credited to using carbon fiber for the footplate.  
2010 Elite Series 
The design team also decided to use color schemes to offer athletes a performance enhancement. In 2006, Nike customized World Cup boots for its players to match their respective national team jerseys. While many agreed the matching aspect looked nice, it did not allow the boots to stand out and did not add any performance benefit. For 2010, Nike chose two shades, “total orange” and “metallic mach purple” that met in the middle of the shoe for all four silos. Because the colors were the furthest on the color spectrum from green grass the effect was twofold, helping players on the field see the cleats in their peripheral vision and helping the Nike cleats stand out when viewed on television.  
Advertising	 
“Advertising is dead but long live advertising,” commented Edwards on the need to create a commercial to showcase the new product and make a brand statement around the 2010 World Cup. Davide Grasso, vice president of global brand, explained the approach to producing a commercial:  
When we set out to create a commercial for 2010 we thought about what we stood for as a brand in football. We didn’t have to start from scratch, we have been in football for 15 years plus, we have a positioning, we have credibility. Before we entered football, if you didn’t have black boots with kangaroo leather and six studs, you were not credible. We brought lightweight performance, high-level technology, color; we are the innovator in the game.  
To develop the commercial Nike worked with storied advertising agency and long-time partner Wieden+Kennedy. The balance between external opinions and internal motivations was important in crafting a good commercial, Grasso elaborated: 
The agency’s view of authenticity was that we needed to be on the field. We agreed that having an aspect of on-the-field play was important, but we wanted to expand past that. We told the agency we wanted to create a dialogue with the FOT in a new, innovative and creative way, while leveraging what we do best, combining an emotional connection with the culture while remaining authentic. 
The team again faced the situation of not being able to air commercials during the World Cup matches, forcing them to look toward other platforms to deliver the content. Grasso reflected, “To create something impactful you need the right message and the right platform.”  
Nike Football + (NF+) 
Building up to the 2010 World Cup, the team looked to learn from past initiatives like Bootcamp and Joga Bonito to create a cutting-edge digital offering. As they surveyed the digital landscape, it was clear that online activities and the social interactions they facilitated had picked up steam since 2006. (See Exhibit 8 for examples of digital life statistics and consumer interest in branded social media.) The team proposed NF+, an initiative to offer innovative products, like new football boots, with value-added extras, such as training tips, training trackers, video and guidance aimed at improving player performance. The team believed that connecting the physical world of product with the digital world of consumers could prove highly effective. Yet the Nike football team faced critical decisions about several important aspects of NF+ as they planned their next move.  
One element was a question of content: should the team stock the site with fitness drills as in Bootcamp? While users raved about Bootcamp’s execution, some indicated an interest in footballspecific skills, rather than just fitness drills. If that were the case, should the four product silos be used to organize NF+ content and offer training aimed at improving the skills relevant for each? The team also debated who should deliver the content: coaches from well-known clubs, who were used to explaining drills and skill development, or famous players who the FOTs had seen in action?  
A second question was who should have access to NF+ content. While Bootcamp was free, some felt that access to NF+ should be on a fee or subscription basis. One proposal was to limit access to consumers who purchased Nike Football products. Such a limitation would require putting an access code for the digital service in the product packaging or tags. This decision was hotly contested, with some claiming that exclusive access could limit adoption and lessen the impact of NF+. Others felt that as word spread about the content and usefulness of NF+ it could serve as an incentive for consumers to purchase Nike products and engage more completely with the brand. 
Internal expectations for NF+ were high. Yet Edwards noted, “We are confident in our ability to attract people with creative ads, commercials, video, but can we go beyond that? I think NF+ is an amazing idea, but how do we bring it to life and promote it. I am concerned about pulling this off in a truly impactful manner. Is this bigger than where we are or more than the medium allows us to do?”  
Sustainability and Social Responsibility 
Since 2005 Nike had been committed to reducing its impact on the environment without compromising its standards for performance. World Cup 2010 marked the first time sustainability had been an explicit part of Nike’s World Cup strategy. Jones reflected, “Sustainability was moved up to the beginning of the planning process. We wanted to be part of the kits, part of the on-theground team and make sure that Nike, a brand capable of being a voice of change, brought a meaningful message to Africa and left a meaningful impact.”  
Nike planned to produce the jerseys for the national teams it sponsored at the World Cup out of recycled plastic bottles. Jones and her team were cognizant that consumers and top athletes had preconceived notions about sustainable products. She said:  
Back in 2007, our designers went to Michael Jordan and told him we could do a high performance basketball shoe and make it sustainable for the 23rd anniversary of his line. Jordan said “No way,” but when we convinced him, and he played on the finished product, he then wanted all the Jordan shoes to be sustainable. Ultimately, I don’t want you to buy it because it’s a sustainable product; I want you to buy it because it is the best product out there.  
Bringing sustainable products to football, specifically the jersey, was challenging, Jones explained,  
The jersey is a big risk because it touches the body, the players know the feel, but that’s the point, no one should know. I don’t want Nike to be known as the company that had the green shirt at the World Cup, I want Nike to be known as the company that brought performance innovation to the jerseys at the World Cup and then oh, by the way, that was made from recycled plastic bottles. Marketing something as sustainable is a dangerous avenue to go down because it potentially creates a subtext in the consumer’s mind of “what did you compromise? Is it more expensive or lower performance?”  
Jones debated with other Nike executives the pros and cons of touting the sustainable aspects of their products. Some felt that sustainability should be standard and expected of companies, and therefore not be marketed. Jones was a driving force behind a 2006 decision to not announce the removal of a greenhouse gas from Nike’s air pockets, a technological development that took millions of dollars and nearly a decade to figure out.26 However, others saw brand, sales and reputational benefits to marketing products, especially the jerseys, as a unique sustainable design. Nike was slated to provide jerseys to the 10 National teams it was sponsoring for the World Cup 2010, with Adidas sponsoring 12 teams. (See Exhibit 9 for a list of teams sponsored by Nike, Adidas and Puma.) 
Nike was also considering partnering with the (RED) foundation which worked with iconic brands in return for them donating part of the profits from selected products to the Global Fund, a non-profit that invested in HIV/AIDS intervention, education and treatment. (See Exhibit 10 for background on (RED) and its corporate partners.) Jones was excited about the opportunity, but not sure it was the exact message Nike wanted to bring to Africa nor sure which products should be used in the effort and how best to roll it out. Companies that partnered with (RED) had created distinctly packaged products, while others created special edition or rare products to promote their sale. Initial (RED) Nike product options included boots, jerseys or soccer balls. In these cases a portion of the profits from the sale of each product would be allocated to the fund. Another option was to take a low price item, like shoelaces, designate it as “(Red)” and have all its sales donated.  
Jones wondered how else her team could make an impact in South Africa, “We have the ability to be a voice for change. Having done a lot of work on AIDS, a lot of it in Africa, I know young men (16- to 19-years-old) don’t talk about AIDS and HIV prevention. We have a unique connection with these young men. How can we move that conversation from taboo to something these boys will listen to?” 
A Strategy to Win at the World Cup 2010 
Mark Parker, CEO of Nike, noted that the World Cup “is a world stage, a showcase. We are working with the best athletes, the best teams, with billions of people watching. Sport is central to the moment. It’s motivating. It’s almost like you are getting ready for a really important exam and you have to be at your best because you know it is going to count for a lot.”27 These words resonated with Edwards as he entered the meeting at the Tiger Woods center.  
Edwards wanted to ensure that the product team, digital marketing team, advertising efforts and sustainability worked in harmony and projected a clear voice when delivering the Nike brand message. He pondered: how should Nike Football unveil and promote the Mercurial Vapor Superfly II Elite? How should the team incorporate sustainability? How could they use the World Cup to start and then continue a social media conversation with potential customers? Was the shift to a 17-yearold target market the right decision? If so, what was the best way to communicate with them? How could they ensure that they used the World Cup as an invitation to the brand to newcomers, while still projecting it as the trusted company it had become to Nike-loyal consumers? How would Nike Football’s image need to evolve as the World Cup approached and after it ended? What was the best way to measure the success of each of the pieces? 
Five pillars As the meeting unfolded the Nike Football team presented the five strategic pillars that would form the basis for the integrated marketing strategy: 
· Performance innovation—Deliver the most innovative, highest performing and most sustainable products in football. 
· Enablement innovation—Create new ways and tools for the FOT to become a better player. 
· Connection at a deeper level—Get under the FOT’s skin and have  continued impact through any marketing activity that let the Nike brand resonate emotionally with the consumer. 
· Brand and business impact— Create a message that will open a dialogue with the consumer; beyond a sales increase linked to the World Cup, the strategy should foster lasting loyalty.  
· Timing—Win the battle before the opening whistle even blows. View the World Cup as an amplifier, not a goal; as a means to an end and a moment in time.  
Edwards wondered what Nike should stand for at the 2010 World Cup, “There is a sense that we need to have an effort that leaves a legacy for our brand, and what we represent in football.” He summarized the sentiment among all participants in the meeting, “If we do everything right, if we find ways to act on these five pillars, then when the opening whistle blows on June 11, 2010 we should be able to sit back, relax and enjoy watching our athletes perform.” 
Exhibit 1	Examples of Nike Sponsored Athletes by Sport 
Football 	 	 	 	 	 	 	 	Golf 
Wayne Rooney  	 	 	 	 	 	 	Tiger Woods 
Didier Drogba  	 	 	 	 	 	 	Stewart Cink 
Cristiano Ronaldo 	 	 	 	 	 	 	Anthony Kim 
Alexandre Pato  	 	 	 	 	 	 	Justin Leonard 
Robinho  	 	 	 	 	 	 	 	Paul Casey 
Iniesta  	 	 	 	 	 	 	 	 
 
American Football 	 	 	 	 	 	 	Basketball 
Tom Brady 	 	 	 	 	 	 	 	LeBron James 
Ndamukong Suh 	 	 	 	 	 	 	Kobe Bryant 
Tim Tebow 	 	 	 	 	 	 	 	Kevin Durant 
Darrelle Revis  	 	 	 	 	 	 	Amare Stoudemire 
 	 	 	 	 	 	 	 	 	Dirk Nowitzki 
Source: 	Nike Inc. website, www.nike.com, accessed January 2011. 
 
Exhibit 2	Nike Brand Categories	 
· Action Sports—Comprised of Nike 6.0 (made up of surfing, snowboarding, BMX, motocross, wakeboarding and skiing and Nike SB (skateboarding)), was the fastest growing category within the Nike Brand and was estimated at $390 million in revenue. 
· Athletic Training— Started more than 20 years ago with the advent of Nike cross-training. This business was estimated at $1.4 billion in revenue. 
· Basketball—Led by the strength of the Jordan brand and excellent opportunities in the U.S. and China, Nike basketball was valued at approximately $1.7 billion in revenue. 
· Football—Nike Football revenue was estimated at approximately $1.7 billion, with plans to launch its largest-ever presence at a World Cup in 2010, including new footwear, national team kits, and NF+, a new digital offering. 
· Running—With approximately $2.1 billion in revenue, Nike’s original category continued to be the source for key innovations, including Flywire, Lunar Cushioning, and Nike + enabled footwear. Nikeplus.com was the world’s largest running club with about 3 million members. 
· Sportswear—Nike’s largest category at about $4.9 billion in revenue, continued leveraging new performance ideas from the six sports categories as well as franchise products such as the Air Force 1 (which sold 15 million pairs a year 25 years after its debut). 
· Women’s Training—With nearly $740 million in sales and the number one position in women’s training footwear in the U.S. and the top five European markets, a new generation of Nike Free footwear—designed to strengthen the body and improve fitness by activating the core—continued to drive growth in this category. 
Source: Company documents. 
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	3	Nike Inc. Selected Financials (in millions of US dollars) 
Nike 	2003 	2004 	2005 	2006 	2007 	2008 
Sales 	12,253 	13,740 	14,955 	16,326 	18,627 	19,083 
COGS 	6,703 	7,346 	8,086 	8,896 	9,936 	10,223 
SG&A 	3,134 	3,690 	4,212 	4,468 	5,019 	5,945 
R&Da 	NA 	NA 	NA 	NA 	NA 	NA 
Marketing 	1,167 	1,378 	1,601 	1,740 	1,912 	2,308 
Op. Income 	1,550 	1,894 	2,109 	2,132 	2,434 	2,375 Net Income 	946 	1,212 	1,392 	1,492 	1,883 	1,487 
PP&E - Net 	1,587 	1,606 	1,658 	1,678 	1,891 	1,958 
Employees 	24,667 	26,000 	28,000 	30,200 	32,500 	34,300 
	Source: Thomson Reuters ONE Banker, accessed January 2011. 
Note: a. Nike did not report R&D as a separate number; it was included in their SG&A figure. 
 
Exhibit 4	Adidas and Puma Selected Financials 
	

	Adidas 	2003 	2004 	2005 	2006 	2007 
	2008 


Sales 	7,905 	8,805 	7,827 	13,297 	15,057 	15,012 
COGS 	4,337 	4,629 	4,053 	7,349 	7,908 	7,697 
SG&A 	2,810 	3,230 	2,861 	4,698 	5,716 	5,766 
R&D 	108 	120 	74 	129 	123 	113 
Op. Income 	562 	726 	779 	1,010 	1,156 	1,271 
Marketing 	NA 	NA 	NA 	2,101 	2,490 	2,107 
Net Income 	328 	427 	503 	637 	806 	892 
PP&E - Net 	435 	500 	501 	909 	1,026 	1,232 
Employees 	15,686 	17,023 	15,935 	26,376 	31,344 	38,982 
 
Puma 	2003 	2004 	2005 	2006 	2007 	2008 
Sales 	1,607 	2,080 	2,097 	3,124 	3,470 	3,509 
COGS 	985 	1,215 	1,000 	1,543 	1,655 	1,692 
SG&A 	384 	486 	665 	1,097 	1,256 	1,285 
R&D 	38 	50 	50 	75 	84 	76 
Op. Income 	219 	352 	403 	434 	492 	454 
Marketing 	200 	NA 	NA 	NA 	1,042 	1,187 
Net Income 	226 	350 	337 	347 	393 	324 
PP&E - Net 	84 	115 	144 	205 	285 	341 
Employees 	3,189 	3,910 	5,092 	7,742 	9,204 	10,069 
Source: Thomson Reuters ONE Banker, accessed January 2011. 
 	 
	5	Typical Evolution of a Footballer 
Introduction to Football: 4- to 9-years-old—This age marked the beginning of youth sports in most countries with a focus on building motor skills, fundamentals, balance, coordination, and fun. Many kids played multiple sports at this age and future promise was only beginning to show.  
Increased Training: 10- to 12-years-old—Footballers began to separate themselves at this point and learned to train at a higher level. Training involved small sided games, technique work and a good deal of tactical thinking but still had a strong bent toward the fun and social aspects of sports.  
Greater Aspirations: 12- to 15-years-old—Aspirations of football players become clearer, top level players in Europe at this point are training with club teams. Kids aspire to be similar to top professionals, have lofty goals, mimic the fashion and style of play of their favorite professional athletes. Their life begins to be more about football than other sports at this age, but it remained a dream and was still seen as having a recreational component rather than being about dedicated training to achieve a long-term goal. This group remains reliant on parents for transportation and money and therefore does not have full purchasing independence. 
Perspiration and Aspiration: 16- to 18-years-old—Players in this age group begin to really focus on what they need to do to reach the next level. This is the age that at top clubs players either made it and went on to become top professionals or were cut and played in lower leagues or exited football. By this age players have almost fully matured and showed their likely professional potential. Their life was completely consumed by football and they wanted to become the next great player. They typically picked the boots they wanted to play in and often purchased them with their own money.  
Source: Casewriter research. 
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	6	Nike Football Boot Silos (with description of intended player and Elite series prices) 
 
[image: ]Control-CTR360 
Retail cost: $300 
Always at the centre of the action, this playmaker directs the game with his vision and incisive passing. Everything runs through him. He leads the attack and beats opponents with his total ball control. This technical master relies on a boot that is engineered for enhanced passing, close control and effective distribution.   
 
[image: ]Speed-Mercurial 
Retail Cost: $400 
This speed demon turns the game in a flash with a lightening turn of acceleration and blinding footwork. Blessed with supreme speed and lethal moves that take him past defenders into scoring opportunities, he is a feared tormentor of opposition defense with his speed and technical brilliance. This player demands a boot that enables rapid changes of direction to keep defenses on the back foot, no matter the tight angle or elements.  
Exhibit 6 (continued) 
[image: ]Accuracy-T90  
Retail Cost: $325 
 
Constantly striving for the perfect strike of the ball, this tireless fighter lives and breathes to score goals. This deadly finisher relies on instinct and flawless execution to turn a game in the blink of an eye. Leading from the front, this player uses his power game and pinpoint accuracy to capitalize on the slightest opportunity and bury the ball in the back of the net.  
 
[image: ]Touch-Tiempo 
Retail Cost: $275 
Born with a ball at his feet, this player makes it look easy every time. Never rushed, his touch is assured and effortless, he commands respect from teammates and opponents alike. An instinctive technical excellence makes him the backbone of his team and sets him apart on the pitch. This player demands a boot where touch and feel is everything to dictate the pace and flow of a game.  
Source: Company documents. 
 	 
	7	 Feedback on Bootcamp 
 
Bootcamp Consumer Survey Questions and Responses 
Scale: 1 to 10, 10 as highest possible response. (Survey Size: 10,054 players). 
· Overall, how interested are you in extra training advice/programs, outside of what you already do with your team/club that are designed to help you become a better footballer? 80% responded 8 or higher 
· How would you rate your overall experience with regards to Nike’s Bootcamp? 63% responded 8 or higher 
· How would you rate the strength drills in Nike’s Bootcamp? 63% responded 8 or higher 
· How would you rate the endurance drills in Nike’s Bootcamp? 64% responded 8 or higher  	Specific aspects of the experience 
· Easy to understand the drills; 73% responded 8 or higher 
· Easy to understand instructions and how the program works; 72% responded 8 or higher 
· Easy to use and navigate the website; 66% responded 8 or higher 
 
Blog Post of Feedback Letter on Bootcamp 
Kilian Jacquet is a 16-year-old Belgian footballer. A good one. And, according to him, training with Nike Football has a lot to do with it. In his own words:  
I did the Nike Football Bootcamp training at home, in the garden.  There were a few drills that I really liked—“High Gears,” “Star Run” and “Rebound.” I downloaded the PDFs of the drills and printed all of them and I just took them to the pitch in my pocket. I can still remember very well the “Star Run” effect. . .  I got a transfer to a better club! They said that they were positively surprised by my movement without the ball, and a big reason for that is the Star Run drill!! 
Last season I played with FC Dender, U19. I started at the U16, and when I started to train [with Bootcamp], my game went to such a high level, that they “upgraded” me to the U19. . . so thanks a lot again! And next year I’ll play with Zulte-Waregem. 
Good luck in the upcoming season, Kilian. But with focus like that, you won’t need much luck. The pro-conditioning program starts on the Nike Football Facebook page on August 17th. 
[image: ] [image: ]
	 	[image: ]
Source:  Company documents. 
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8	Select Global Digital Lifestyle Statistics and Consumer Interest in Branded Interactions  	              %That Engage in Social Networking 
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I4: Intrusiveness of brand contact. 

  
Category Explanation: Social: social connecting and sharing; Email: personal Email; Knowledge: On-line education; Organize: Planning and organizing travel; Admin: Internet banking; Shopping: Internet purchases; Browsing; News: Current affairs, sports, weather; Interest: Personal interest sites; Multi-media; Gaming           (All respondents, 48,804) 
8 (continued) 
 
% Online Users Who Agree That: 'In the Online World, I Can Better Express My Feelings'
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*Interest is defined as a 4 or 5 on a scale from 1 [extremely disinterested] to 5 [extremely interested] 
 
Source:  Adapted from Discover Digital Life, http://discoverdigitallife.com/, accessed January 2011, and Josh Bernoff; Cynthia N. Pflaum, “The Social Tools Consumers Want From Their Favorite Brands,” April 15, 2009, Forrester Research, Inc., via Forrester, accessed December 2011. 
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	9	World Cup 2010 Team Sponsorships by Company 
 
	Adidas 
	Nike 
	Puma 

	Germany 
	Brazil 
	Uruguay 

	Spain 
	England (Umbro) 
	Ghana 

	Mexico 
	South Korea 
	Ivory Coast 

	Argentina 
	United States 
	Italy 

	Japan 
	Netherlands 
	Algeria 

	Paraguay 
	Portugal 
	Cameroon 

	Slovakia 
	Australia 
	Switzerland 

	France 
	Serbia 
	 

	South Africa 
	New Zealand 
	 

	Greece 
Denmark 
Nigeria 
 
	Slovenia 
 
 
 
	 
 
 
 


Source: Casewriter Research, based on FIFA website, http://www.fifa.com/worldcup/archive/southafrica2010/teams/ index.html, accessed January 2011. 
 
Exhibit 10	Information about (RED) 
(RED) works with brands from around the world to make unique (RED) products, giving up 50% of their profits to the Global Fund to invest in HIV and AIDS programs in Africa. Every dollar goes straight to people who need it so they can go on taking care of their families and contributing to their communities. Since 2006, (RED) generated over $160 million of the Global Fund and over five million people were helped by the HIV and AIDS programs supported by (RED) purchases. 
How Red Works 
	$ 	THE  	(RED) 
GLOBAL 
FUND 
1. Shopper realizes that buying 	2. Shopper buys 	3. Global Fund uses 	4. Contributions help people 5. The Outcome? 
	RED	red	    donation for HIV  	    with HIV in Ghana,     	    The shopper has apparel from 
	GAP (PRODUCT)	 apparel 	 (PRODUCT)	 	RED
    (priced same as GAP apparel) 	apparel. 50% of 	    health and community      Swaziland, Rwanda,       	    Gap PRODUCT	and a person’s   makes a difference: 50% of 	profits from the sale     support services,with     Lesotho, Zambia, South  	    life is saved . Individuals that get    Gap’s profits will help 	are donated to The     women+ children as      Africa and other African       INSPI(RED) can make donations  eliminate AIDS in Africa 	Global Fund. 	    a main focus. 	     countries.  	    online to The Global Fund. 
         	 
Examples of Brands that partnered with (RED), and sample special offerings:  
American Express—American Express (Product)RED card–U.K. only 
Apple—Apple (Product)RED Ipod Nano 
Converse—Converse (Product)RED shoes 
Dell—Dell (Product)RED PCs and printers 
Emporio Armani—Emporio Armani(Product)RED sunglasses and watches 
GAP—GAP (Product)RED artist edition graphic Ts 
Hallmark—Hallmark (Product)RED greeting cards–US only 
Starbucks—Starbucks (Product)RED tumbler, water bottle, pound of whole bean coffee  
Source: Casewriter and (RED) foundation website, http://www.joinred.com/aboutred, About (RED), accessed January 2011. 
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