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UNIT 3: PRODUCTS

Assignment 3.3: Brands in Sports Marketing

Part 1: Successful Sports Branding
Objective: Students will analyze the elements of sports branding in a real-world context.
Directions: Review the key elements of successful sports branding. Then choose a popular

sports brand from the real world. Conduct an analysis of that brand by answering the questions
below.

Branding

Branding plays a crucial role in the realm of sports marketing, enabling sports companies
and organizations to establish their unique identity and gain recognition in a highly competitive
market.

e It goes beyond creating logos and choosing team colors; it involves a comprehensive
strategy to convey a brand's values, personality, and messaging.

e Effective branding helps sports organizations differentiate themselves from
competitors, build emotional connections with fans, and foster long-term customer
loyalty.

o The key elements of their brand are part of a company’s brand positioning,
which is how a company distinguishes its brand from competitors in a unique
and special way so that people will decide to buy from them instead of
someone else.

o Sometimes a company will use an existing brand name of theirs to create and
sell new products or enter into new markets, which is called brand extension.

Packaging in sports marketing strategies plays a crucial role by capturing attention and
conveying the brand's identity and values. A product’s packaging can create a level of
excitement amongst fans and customers and can be used to differentiate products from its
competitors, ultimately influencing purchasing decisions and brand loyalty.

e Primary packaging is the packaging that directly contains a product, like a box or a
bottle, designed to protect the product and make it easy for customers to
use/consume.

e Secondary packaging includes the outer layer of packaging that holds multiple
primary packages together which displays branding information, provides additional
protection during transportation, and makes it easier for stores to stock and sell the
products.

Key Elements of Successful Sports Branding
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Logos: Serves as the visual representation of a sports brand and helps to differentiate
and distinguish the brand from others in the market.
o Examples: The Nike Swoosh and the NY logo of the New York Yankees are
universally recognizable.

Team Colors: Contributes to the overall visual aesthetic and evokes strong emotional
connections. Colors are carefully chosen to align with the team's values, culture, and
geographical or historical significance.

o The consistency of team colors across various brand elements (uniforms,
merchandise, and marketing materials) reinforces brand recognition and
fosters unity among fans.

o Examples: The Green Bay Packers' green and gold colors have become
synonymous with their brand and the Green Bay community.

Slogans: A memorable slogan/tagline is another crucial element of successful sports
branding. It's concise and communicates the brand's values and unique selling
proposition.
o Examples: Nike's "Just Do It" and EA Sports’ “It’s in the Game” are both
extremely popular slogans for their respective brands.

Brand Personality: The unique set of characteristics and qualities that are linked to a
sports brand. Sports brands frequently make efforts to build specific personality traits,
such as competitiveness, genuineness, and a sense of exhilaration. The brand's
personality becomes evident through various channels, including marketing initiatives,
social media activities, and engagements with fans.
o Examples: Red Bull has built a brand personality centered around extreme
sports, adrenaline, and adventure, attracting a specific target audience and
fostering brand loyalty.

Source: The Reimagined Classroom

Which popular sports brand have you selected?

What visual elements are present in the brand's logo design?

How does the logo represent the brand's values, aspirations, and target audience?

How do the chosen colors align with the brand's personality and target audience?

stukenT



A4

What is the brand's slogan or tagline?

How effectively does the slogan convey the brand's message or positioning?

How does the brand's personality resonate with its target audience and differentiate it
from competitors?
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Part 2: Merchandising and Opportunity Costs

Objective: Students will identify opportunity costs associated with various real-world scenarios
involving sports-related brands.

Directions: Review the concept of opportunity costs in sports merchandising and then complete
the activity that follows.

Opportunity Costs in Merchandising: Nike Case Study

Imagine you're a marketing manager for Nike, and you have to decide how to package and
merchandise a new line of athletic shoes.

You have two options:
A. Option A is to package the shoes in a simple, minimalistic box with basic branding.
B. Option B is to package the shoes in a vibrant, eye-catching box with bold graphics and
elaborate branding.

A. If you choose Option A, the opportunity cost would be the potential impact on
consumer appeal and brand recognition.
e While the packaging may be more straightforward and cost-effective, it might
not stand out as much on store shelves.
e The opportunity cost would be the potential boost in sales and brand visibility
that a more visually appealing packaging could have provided.

B. If you choose Option B, the opportunity cost would be the additional expenses
associated with producing elaborate packaging.
e The opportunity cost would also be the potential risk of overwhelming
customers with excessive branding, which could lead to them choosing a
competitor's product instead.

The opportunity cost of choosing either option lies in what you're giving up in terms of
consumer appeal, brand recognition, costs, and potential sales.

Source: The Reimagined Classroom
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Directions: Read the scenario below and identify the opportunity costs that exist in both
decisions on sports merchandising.

Scenario

Let's say you're a product manager for a sports brand like Adidas, and you have to decide
whether to allocate your budget towards producing limited edition sneakers or investing in
high-profile athlete endorsements.

Both options have their own advantages and potential benefits for the brand, but you can only
choose one due to budget limitations.

If you decide to invest in limited edition sneakers, it means allocating a significant portion of
your budget towards designing and producing unique, collectible sneakers that appeal to
sneaker enthusiasts. By doing so, you'll potentially miss out on the impact and brand visibility
that could come from partnering with high-profile athletes. While the limited edition sneakers
may generate hype and attract a niche audience, the brand might miss the chance to reach a
broader market and leverage the influence of popular athletes to enhance brand perception
and drive sales.

On the other hand, if you choose to focus on high-profile athlete endorsements, you're
investing your budget in securing partnerships with renowned sports figures. This could result
in increased brand exposure, credibility, and a connection to the athletes' fan bases. However,
this decision would drastically decrease the resources and funds that could have been
directed toward producing limited-edition sneakers. The brand might miss the chance to tap
into the collector's market and the potential revenue that could come from that niche segment.

Source: The Reimagined Classroom

Opportunity Cost #1:

Opportunity Cost #2:
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Part 1: Successful Sports Branding
Objective: Students will analyze the elements of sports branding in a real-world context.
Directions: Review the key elements of successful sports branding. Then choose a popular

sports brand from the real world. Conduct an analysis of that brand by answering the questions
below.

Branding

Branding plays a crucial role in the realm of sports marketing, enabling sports companies
and organizations to establish their unique identity and gain recognition in a highly competitive
market.

e It goes beyond creating logos and choosing team colors; it involves a comprehensive
strategy to convey a brand's values, personality, and messaging.

e Effective branding helps sports organizations differentiate themselves from
competitors, build emotional connections with fans, and foster long-term customer
loyalty.

o The key elements of their brand are part of a company’s brand positioning,
which is how a company distinguishes its brand from competitors in a unique
and special way so that people will decide to buy from them instead of
someone else.

o Sometimes a company will use an existing brand name of theirs to create and
sell new products or enter into new markets, which is called brand extension.

Packaging in sports marketing strategies plays a crucial role by capturing attention and
conveying the brand's identity and values. A product’s packaging can create a level of
excitement amongst fans and customers and can be used to differentiate products from its
competitors, ultimately influencing purchasing decisions and brand loyalty.

e Primary packaging is the packaging that directly contains a product, like a box or a
bottle, designed to protect the product and make it easy for customers to
use/consume.

e Secondary packaging includes the outer layer of packaging that holds multiple
primary packages together which displays branding information, provides additional
protection during transportation, and makes it easier for stores to stock and sell the
products.

Key Elements of Successful Sports Branding
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Logos: Serves as the visual representation of a sports brand and helps to differentiate
and distinguish the brand from others in the market.
o Examples: The Nike Swoosh and the NY logo of the New York Yankees are
universally recognizable.

Team Colors: Contributes to the overall visual aesthetic and evokes strong emotional
connections. Colors are carefully chosen to align with the team's values, culture, and
geographical or historical significance.

o The consistency of team colors across various brand elements (uniforms,
merchandise, and marketing materials) reinforces brand recognition and
fosters unity among fans.

o Examples: The Green Bay Packers’ green and gold colors have become
synonymous with their brand and the Green Bay community.

Slogans: A memorable slogan/tagline is another crucial element of successful sports
branding. It's concise and communicates the brand's values and unique selling
proposition.
o Examples: Nike's "Just Do It" and EA Sports’ “It's in the Game” are both
extremely popular slogans for their respective brands.

Brand Personality: The unique set of characteristics and qualities that are linked to a
sports brand. Sports brands frequently make efforts to build specific personality traits,
such as competitiveness, genuineness, and a sense of exhilaration. The brand's
personality becomes evident through various channels, including marketing initiatives,
social media activities, and engagements with fans.
o Examples: Red Bull has built a brand personality centered around extreme
sports, adrenaline, and adventure, attracting a specific target audience and
fostering brand loyalty.

Source: The Reimagined Classroom

Which popular sports brand have you selected?

Nike

What visual elements are present in the brand's logo design?

The "Nike Swoosh" is a simple and iconic design consisting of a curved check mark
shape. It is a visual representation of motion and speed.

How does the logo represent the brand's values, aspirations, and target audience?

Reflects the brand's values of athleticism, innovation, and performance. It resonates
with the brand's target audience by symbolizing a sense of empowerment,
achievement, and the pursuit of excellence.

How do the chosen colors align with the brand's personality and target audience?
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The logo primarily uses the colors black and white. Black represents sophistication,
power, and authority, while white conveys purity and simplicity. These colors align with
Nike's personality as a premium, high-performance brand and resonate with its target
audience of athletes and sports enthusiasts

What is the brand's slogan or tagline?

Nike's slogan/tagline is "Just Do It."

How effectively does the slogan convey the brand's message or positioning?

This slogan effectively conveys the brand's message of determination, motivation, and
taking action. It encourages individuals to overcome obstacles and pursue their goals,
resonating with Nike's positioning as a brand that inspires and empowers athletes.

How does the brand's personality resonate with its target audience and differentiate it
from competitors?

Nike's brand personality is associated with attributes such as authenticity, innovation,
and empowerment. This resonates strongly with its target audience, as Nike has
established itself as a leader in the sports industry. Nike's consistent focus on
innovation and its ability to connect emotionally with consumers through inspiring
campaigns help differentiate it from competitors and create a strong brand identity.
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Part 2: Merchandising and Opportunity Costs

Objective: Students will identify opportunity costs associated with various real-world scenarios
involving sports-related brands.

Directions: Review the concept of opportunity costs in sports merchandising and then complete
the activity that follows.

Opportunity Costs in Merchandising: Nike Case Study

Imagine you're a marketing manager for Nike, and you have to decide how to package and
merchandise a new line of athletic shoes.

You have two options:
A. Option A is to package the shoes in a simple, minimalistic box with basic branding.
B. Option B is to package the shoes in a vibrant, eye-catching box with bold graphics and
elaborate branding.

A. If you choose Option A, the opportunity cost would be the potential impact on
consumer appeal and brand recognition.
e While the packaging may be more straightforward and cost-effective, it might
not stand out as much on store shelves.
e The opportunity cost would be the potential boost in sales and brand visibility
that a more visually appealing packaging could have provided.

B. If you choose Option B, the opportunity cost would be the additional expenses
associated with producing elaborate packaging.
e The opportunity cost would also be the potential risk of overwhelming
customers with excessive branding, which could lead to them choosing a
competitor's product instead.

The opportunity cost of choosing either option lies in what you're giving up in terms of
consumer appeal, brand recognition, costs, and potential sales.

Source: The Reimagined Classroom

stukenT



A4

Directions: Read the scenario below and identify the opportunity costs that exist in both
decisions on sports merchandising.

Scenario

Let's say you're a product manager for a sports brand like Adidas, and you have to decide
whether to allocate your budget towards producing limited edition sneakers or investing in
high-profile athlete endorsements.

Both options have their own advantages and potential benefits for the brand, but you can only
choose one due to budget limitations.

If you decide to invest in limited edition sneakers, it means allocating a significant portion of
your budget towards designing and producing unique, collectible sneakers that appeal to
sneaker enthusiasts. By doing so, you'll be potentially missing out on the impact and brand
visibility that could come from partnering with high-profile athletes. While the limited edition
sneakers may generate hype and attract a niche audience, the brand might miss the chance
to reach a broader market and leverage the influence of popular athletes to enhance brand
perception and drive sales.

On the other hand, if you choose to focus on high-profile athlete endorsements, you're
investing your budget in securing partnerships with renowned sports figures. This could result
in increased brand exposure, credibility, and a connection to the athletes' fan bases. However,
this decision would drastically decrease the resources and funds that could have been
directed toward producing limited-edition sneakers. The brand might miss the chance to tap
into the collector's market and the potential revenue that could come from that niche segment.

Source: The Reimagined Classroom

Opportunity Cost #1

Potentially missing out on the impact and brand visibility that could come from partnering with
high-profile athletes.

Opportunity Cost #2

The resources and funds that could have been directed toward producing limited-edition
sneakers.

stukenT



