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“We have no doubt that this year’s Women’s World 
Cup will become yet another milestone for sports. The 
level of talent on display will be history’s best. Before 
all the doubters, women’s soccer will prove itself a 
thing of the present, not a distant dream”

Fatma Samoura, FIFA Secretary General, in an 
interview for Folha de S. Paulo Newspaper

June and July remain the most emotional months 
of the year in the soccer world. Teams of athletes 
will compete in the Women’s World Cup, with this 
year’s roster boasting the highest participation in 
the competition’s history.

The World Cup, organized in France, is a great 
exposure opportunity for players trying to make 
a name for themselves. This championship’s 552 
players represent not only their teams, but also 
the fight for gender equality and resistance to 
societal limitations.

The path to the respect and professionalism 
these women deserve for their talents and 
achievements is a long one, but this tournament 
could represent a paradigm shift. Furthermore, 
it is a good example of how brands can influence 
important social transformations, such as the fight 
for gender equality.

“Women must fight for what they believe they 
deserve and should never surrender. For us, it is not 
just a fight to improve sports for women in years 
to come. This is about inspiring women to fight for 
what they believe in”

Megan Rapinoe, Captain of the United States 
National Team

GIRLS POWER

The World Cup showcases the growing importance 
of women’s soccer, and it is on course to hit multiple 
milestones this year. Never before in the history 
of the sport has the Women’s World Cup been so 
significant. For the first time, tournament coverage 
has massive press interest, and ticket sales have far 
surpassed even the most optimistic estimates. In 
April, FIFA announced that over 720,000 tickets had 
been sold, setting a new record for the category.

According to a 2018 Nielsen survey titled “Top 
5 Global Sports Industry Trends,” global public 
interest in women’s soccer has skyrocketed 
in recent years. In another survey, 43 percent 
of sports fans interviewed stated they were 
interested in women’s sports. This provides a 
baseline of roughly 105 million potential fans. 

FIFA aims to turn this interest into tournament 
audiences and break their attendance record of 
750 million people, set in 2015. The organizations 
current goal is to reach 1 billion spectators.

One reason for this surge in interest in women’s 
soccer—especially among women—is the feminist 
movement. It has been continuously gaining 
ground in all societal spheres, encouraging women 
to occupy spaces once considered to be solely for 
men. Today, we see women holding top positions 
at large companies, leading important political 
entities and making names for themselves in the 
sciences, and soccer will follow this trend. Women 
are an increasingly common presence in soccer 
stadiums and on soccer fields. 

Another of this paradigm shift’s determining factors 
is technology. There is a great deal of opportunity 
to empower women through communication, idea 
propagation and information exchange, thanks to 
today’s hyper-connected world.

This empowerment, present both on and off the 
playing field, presents an excellent opportunity 
for brands and companies. But, are brands 
participating in this game themselves, or are they 
simply leveraging the opportunity to convey their 
own messages?

“In April, FIFA 
announced that over 
720,000 tickets had 
been sold, setting a 
new record for the 
category”



The Women’s World Cup:  
Brands as Agents of Change

llorenteycuenca.com

3

SPONSORSHIP ALONE IS 
NOT ENOUGH
“We keep hearing that we women should be grateful 
for having the opportunity to play professional soccer, 
and even more for being paid at all”

Hope Solo, goalie of the United  
States National Team

For a long time, brands ignored soccer’s female 
demographic. Several decades ago, all women-
focused advertising focused on family and home 
care. After some time, home appliance ads in 
magazines turned to fashion and beauty. Today, 
some companies have taken down their barriers 
and created sports products exclusively for women.

Leading companies already know gendered 
consumer profiles have changed and they must 
adapt to the new era. However, the focus should 
not be limited to product development and launch 
campaigns. It is also necessary to invest in athletes 
and teams themselves. Moreover, companies need 

to take a more active role, committing themselves 
to gender equality and actively working toward 
societal improvement.

The example of soccer shows that communication 
is an agent of female empowerment. Support from 
large companies generates visibility and creates 
public interest, thus attracting media attention and 
raising general interest in their brand.

This incentive is essential, but is it enough? The 
gender gap in soccer is huge, and women athletes, 
with little media support or exposure, dream of 
putting an end to that inequality. This reality in 
women’s soccer has been highlighted by initiatives 
in multiple countries.

The U.S. national soccer team decided to file a 
lawsuit against the U.S. Soccer Federation for 
institutionalized gender discrimination. In the 
lawsuit, players declared that discrimination had 
affected not only their financial gain as part of the 
national team (as compared to the male national 
team), but many other facets of their lives, including 
their training facilities, medical treatment, assistant 
technicians and even travel conditions for away 
games.

So, what is expected from brands in these sorts of 
situations, in which players prosecute their home 
federation in the name of equal rights? What do 
athletes, fans, consumers and even society itself 
expect of companies? The answer is commitment. 
Organizations and companies can influence the 
rules of the game, and they can contribute to 
real change in an area where women remain 
disadvantaged by a wide margin.

“Today is about equality. It is about equal rights. It is 
about equal payment. That is what we’re fighting for. We 
believe the time is now, because it is our responsibility 
toward female sports and, especially, female soccer. It is 
our duty to demand the same rights. And it is our right 
to be treated with respect”

Hope Solo, goalie of the United States  
National Team

Ada Hegerberg, star of the Norwegian team, 
refused to play on her national team during 
this year’s World Cup as a form of protest, 
demanding total gender equality for soccer 
players. Hegerberg says the men and women 
in her country do not have equal opportunities 
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in soccer, despite the fact that soccer has been 
Norway’s most popular women’s sport for years. 
Since her 2017 announcement that she would 
boycott the World Cup, the NFF (Norwegian Soccer 
Federation) promised to eliminate gender-based 
salary differences (amounting to 40 percent), but 
Hegerberg asserted that this is not just an issue of 
money, but also of training and professionalism.

“It is impossible to play soccer in a world where men 
and women do not exist on equal ground. We are all 
feminists. Playing soccer is not only very difficult, it is 
also a daily fight for equality, and that is a fact”

Ada Hegerberg, Norwegian forward, the first 
woman to win the Golden Ball

SOCIAL RESPONSIBILITY: 
MORE THAN ACTIVISM
In recent years, the relationship between brands 
and society at large has gained a new dimension. 
Consumers now keep an eye on corporate social 
responsibility, reflecting this directly in their 
purchasing decisions. Discussions of equality, 
diversity, gender, race and environmentalism are 
dominating headlines and impacting all business 
sectors. In this environment, corporate social 
responsibility and social license to operate both 
rely on consistent commitment.

Consumers expect commitment and coherence 
from brands. These two ingredients are essential 
if companies want to generate change in order to 
garner visibility.

Brands cannot afford to be caught unaware by 
social circumstances. Activism, more than any other 
corporate strategy, presents an excellent chance to 
generate engagement, something underexplored in 
many companies. If executed properly, involvement 
in activism begets possibilities for long-term 
customer relations. However, without the proper 
focus, any action taken may be rendered moot.

Telling a story may be easier than communicating 
with actions, but this latter option has the benefit 
of cementing shared values, demonstrating a 
clear narrative and, especially, highlighting a 
firm purpose. Brand activism is much more than 
a support measure; it is a strategy that requires 
legitimacy.

When a company takes action for a cause, staying 
true to its stated goals will quickly garner attention. 
Without proper care, the brand’s position may 
come to be viewed cynically, giving the impression 
that the brand is merely opportunistic. In the 
worst cases, this can lead to a reputational crisis.

Supporting a cause simply to generate buzz 
and drive marketing potential is doomed to fail. 
When taking a stance, it is important to take into 
account this inherent risk. To avoid this outcome, 
companies must ensure the actions they take 
align with their mission statement.

GOING IN THE RIGHT 
DIRECTION
The Women’s World Cup presents a great 
opportunity for brands to publicize their efforts to 
solidify their goals. Listed below are some pioneer 
initiatives from companies in various sectors, all 
using the Women’s World Cup as springboard 
for emphasizing one single purpose: supporting 
female empowerment with targeted action.

Adidas

This German company posted a tweet saying if 
any of its sponsored players win the Women’s 
World Cup championship, they will receive the 
same bonus as sponsored athletes playing in the 
Men’s World Cup in Russia.

“Activism, more 
than any other 
corporate strategy, 
presents an excellent 
chance to generate 
engagement”

https://twitter.com/adidas/status/1104162465703739396/photo/1?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E1104162465703739396&ref_url=https%3A%2F%2Fonefootball.com%2Fbr%2Fnoticias%2Fadidas-pagara-as-mulheres-mesma-premiacao-paga-aos-homens-na-copa-pt-br-24614801%3Fvariable%3D20190603
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Nike

This U.S. company has strongly invested in 
gender equality messaging. The brand organized 
an event in France to showcase new uniforms 
for the company’s 14 sponsored teams. This 
year marked the first time Nike created uniforms 
exclusively for the women playing in the World 
Cup, collaborating with female players to develop 
the garment. Recently, the brand also released a 
touching video called “Dream Further,” ensuring 
women and girls everywhere know that they, too, 
can become soccer stars.

Guaraná Antarctica

This famous soft drink brand has sponsored 
the Brazilian women’s national team for over 18 
years. Recently, it invited three players to a photo 
shoot simulating commercial appearances in 
multiple areas, including beauty, sports products 
and credit cards, among others. The images were 
then sold to interested brands, and the money 
raised was distributed to the players and an 
NGO for female soccer players. This project was 
a great success, even encouraging commitment 
from other brands who embraced the campaign, 
including El Boticário, DMCard, Gol and Lay’s.

VISA

This brand, which sponsors the Women’s World 
Cup, launched a TV commercial recreating real 
stories of players’ life-changing experiences, then 
broadcast this campaign across 33 countries 
around the globe. The brand has said women’s 
soccer is at a turning point, and that just one 
moment could be enough to change everything, 
with messages expected to reach younger 
generations.

Twitter

As part of its global coverage, this platform created 
the #GoldenTweet award, which selects notable 
tweets with the hashtag #FIFAWWC. Throughout 
the Women’s World Cup, the Twitter team will 
identify the best tweets posted during matches 
played by teams from Argentina, Australia, Brazil, 
Canada, Chile, France, Germany, Japan, Mexico, 
Spain, South Korea, the United States and the 
United Kingdom. The most popular tweets overall 
will be awarded the #GoldenTweet, a limited-edition 
physical trophy shaped like a bird, the platform’s 
logo. Furthermore, the @FoxSports account will 
be reporting on all matches in detail, a result of a 
partnership between the two companies.

llorenteycuenca.com

https://www.youtube.com/watch?v=hOVkEHADCg4
https://www.youtube.com/watch?time_continue=4&v=8wsDd_MqXwM
https://www.youtube.com/watch?v=ovdevj9ZLmk
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BRANDS AS AGENTS OF 
CHANGE
Recently, it has become increasingly clear that 
discourse alone is not enough. Brands must act. 
Below are some good practices for brand activism, 
based on the lessons the Women’s World Cup has 
taught us.

•	 Choose your causes. Brands can and must 
aid in cultural transformation. To that end, 
they must define their purpose, and, based 
on that purpose, identify the causes they can 
strengthen through their support.

•	 Work together. After defining a purpose and 
choosing the appropriate causes, a company 
should work to create a value proposal that 
will allow both the company and cause to 
evolve through discussion. As part of this, it 
should allow all parties to define their roles 
and contributions.

•	 Remain committed. Any activity that 
promotes or benefits a cause is welcome, 
but one-time actions can cause suspicion 
or lead to the company being viewed as 
opportunistic. For this reason, a brand that 
wants to be seen as legitimately embracing 
a cause must commit itself to continuously 
supporting that cause’s initiatives.

“We support one simple purpose: gender equality. 
Equality for all men and women. We must have 
total freedom to do what we wish, be it in sports or 
anything else”

Marta Vieira da Silva, player for  
the Brazilian National Team,  

named best player in the world 6 times

“It has become 
increasingly clear 
that discourse alone 
is not enough”
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Juan Carlos Gozzer. Regional Managing 
Director. A specialist in reputation management 
and communication strategies, Juan Carlos 
Gozzer collaborated on the design of strategic 
communications plans for various clients such as 
Sonae Sierra Brasil, Organização Cisneros, Light 
Energía and Embratur, among others. He worked 
as Professor of Specialisation in Digital Strategies 
at Universidad del Pacífico and on the Managerial 
Specialisation Programme at Universidad San 
Martin de Porres. He also worked with Friedrich-
Ebert-Stiftung (FES) on online training projects at the 
National Assembly of Ecuador. With academic training 
from both Latin America and Europe, Mr. Gozzer 
holds a Degree in Political Science. Furthermore, he 
completed a specialisation course in International 
Information at Universidad Complutense de Madrid 
and a Master’s Degree in International Relations at 
Università di Bologna.

Bete Lima. Manager at LLYC Brazil. Bete Lima has 
extensive experience planning and implementing 
communication initiatives for brand, products and 
services. For 10 years, she served as an account 
executive in sectors such as consumer goods, 
lifestyle and sports, working for companies around 
the globe. She has collaborated on consumer-
focused projects for Samsung, Adidas and Johnson 
& Johnson, as well as the sponsorship division of 
the 2014 Brazil FIFA World Cup. Lima joined the 
LLYC team in 2014. Since then, she has managed 
consumer relationships for companies such as 
Volvo, Bacardi, Coca-Cola, FEMSA, the Inter-American 
Development Bank (IDB) and Hilton Hotels, among 
others. In addition, she contributed to sponsorship 
and promotion projects in association with the 
2016 Rio Olympic Games. Currently, she works as 
an account manager for our Rio de Janeiro team. 
Lima studied Journalism and Social Communications 
with a specialization in Sports Communication at 
Faculdade Cásper Líbero.

AUTHORS

jcgozzer@llorenteycuenca.com
blima@llorenteycuenca.com 
https://www.linkedin.com/in/juancarlosgozzer/?locale=es_ES
https://www.linkedin.com/in/elisabete-lima-a3b53438/
https://twitter.com/juancgozzer
https://twitter.com/elisabetelima
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CORPORATE 
MANAGEMENT

José Antonio Llorente
Founding Partner and Chairman 
jallorente@llorenteycuenca.com

Alejandro Romero
Partner and CEO Americas

aromero@llorenteycuenca.com

 
Enrique González
Partner and CFO

egonzalez@llorenteycuenca.com

Adolfo Corujo
Partner and Chief Strategy Officer

acorujo@llorenteycuenca.com

Goyo Panadero
Partner and Chief Talent and 
Innovation Officer

gpanadero@llorenteycuenca.com

Carmen Gómez Menor
Corporate Director 

cgomez@llorenteycuenca.com

Juan Pablo Ocaña
Legal & Compliance Director

jpocana@llorenteycuenca.com

Daniel Fernández Trejo
Global it Director

dfernandez@llorenteycuenca.com 

José Luis Di Girolamo
Partner and CFO Americas
jldgirolamo@llorenteycuenca.com

Antonieta Mendoza de López
Vice President of Advocacy LatAm 

amendozalopez@llorenteycuenca.com

SPAIN AND PORTUGAL

Arturo Pinedo
Partner and Regional Managing 
Director
apinedo@llorenteycuenca.com

Luisa García
Partner and Regional Managing 
Director
lgarcia@llorenteycuenca.com

Barcelona

María Cura
Partner and Managing Director
mcura@llorenteycuenca.com

Óscar Iniesta
Partner and Senior Director
oiniesta@llorenteycuenca.com

Muntaner, 240-242, 1º-1ª
08021 Barcelona
Tel. +34 93 217 22 17

Madrid

Joan Navarro
Partner and Vice President
of Public Affairs
jnavarro@llorenteycuenca.com

Amalio Moratalla
Partner and Senior Director of Sport 
and Business Strategy
amoratalla@llorenteycuenca.com

Iván Pino
Partner and Senior Director
of Digital
ipino@llorenteycuenca.com

David G. Natal
Senior Director of the Consumer 
Engagement Area
dgonzalezn@llorenteycuenca.com 

Paco Hevia
Senior Director of the Corporate 
Communications Area
phevia@llorenteycuenca.com

Jorge López Zafra
Senior Director of Corporate and 
Financial Communications
jlopez@llorenteycuenca.com

Lagasca, 88 - planta 3
28001 Madrid
Tel. +34 91 563 77 22 

Lisbon

Tiago Vidal
Partner and Managing Director 
tvidal@llorenteycuenca.com

Avenida da Liberdade nº225, 
5º Esq.
1250-142 Lisboa
Tel. + 351 21 923 97 00

UNITED STATES

Erich de la Fuente
Partner and Chairman United States

edelafuente@llorenteycuenca.com

Mike Fernandez
CEO United States

mikefernandez@llorenteycuenca.com

Miami

Claudia Gioia
SVP Americas, Business Development
cgioia@llorenteycuenca.com

600 Brickell Avenue
Suite 2020
Miami, FL 33131
T​el​. +1 786 590 1000

New York City

Gerard Guiu
Director of International Business 
Development

gguiu@llorenteycuenca.com

3 Columbus Circle
9th Floor
New York, NY 10019
United States
Tel. +1 646 805 2000

NORTH REGION

Javier Rosado
Partner and Regional Managing 
Director

jrosado@llorenteycuenca.com

 
Mexico City

Juan Arteaga
Managing Director 

jarteaga@llorenteycuenca.com

Rogelio Blanco
Managing Director 

rblanco@llorenteycuenca.com

Av. Paseo de la Reforma 412, 
Piso 14 Col. Juárez, Alcaldía. 
Cuauhtémoc CP 06600, 
Ciudad de México
Tel. +52 55 5257 1084

Panama City

Manuel Domínguez
Managing Director 

mdominguez@llorenteycuenca.com

Sortis Business Tower, 
piso 9 Calle 57, 
Obarrio - Panamá
Tel. +507 206 5200

Santo Domingo

Iban Campo
Managing Director 

icampo@llorenteycuenca.com

Av. Abraham Lincoln 1069 
Torre Ejecutiva Sonora, planta 
7 Suite 702
Tel. +1 809 6161975

San Jose

Pablo Duncan - Linch
Partner and Director
CLC Comunicación | LLYC Affiliate

pduncan@clccomunicacion.com

350 meters west  
of Banco General
Trejos Montealegre, Escazu,
San Jose, Costa Rica
Tel. +506 228 93240

ANDEAN REGION

Luis Miguel Peña
Partner and Regional Managing 
Director

lmpena@llorenteycuenca.com

Bogota

María Esteve
Partner and Managing Director 

mesteve@llorenteycuenca.com

Av. Calle 82 # 9-65 Piso 4
Bogotá D.C. – Colombia
Tel. +57 1 7438000 

Lima

Luis Miguel Peña
lmpena@llorenteycuenca.com

Av. Andrés Reyes 420, piso 7 
San Isidro
Tel. +51 1 2229491

Quito

Carlos Llanos
Managing Director

cllanos@llorenteycuenca.com

Avda. 12 de Octubre N24-528 y 
Cordero – Edificio World Trade 
Center – Torre B - piso 11
Tel. +593 2 2565820

SOUTH REGION

Juan Carlos Gozzer
Regional Managing Director 

jcgozzer@llorenteycuenca.com

São Paulo y Rio de Janeiro

Cleber Martins
Managing Director 

clebermartins@llorenteycuenca.com

Rua Oscar Freire, 379, Cj 111 
Cerqueira César SP - 01426-001 
Tel. +55 11 3060 3390

Ladeira da Glória, 26 
Estúdios 244 e 246 - Glória
Rio de Janeiro - RJ
Tel. +55 21 3797 6400

Buenos Aires

Mariano Vila
Managing Director 

mvila@llorenteycuenca.com

Av. Corrientes 222, piso 8. 
C1043AAP 
Tel. +54 11 5556 0700

Santiago de Chile

Francisco Aylwin
Chairman

faylwin@llorenteycuenca.com

Magdalena 140, Oficina 1801, 
Las Condes
Tel. +56 22 207 32 00
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IDEAS by LLYC is a hub for ideas, analysis 
and trends. It is a product of the changing 
macroeconomic and social environment we 
live in, in which communication keeps moving 
forward at a fast pace.
 
IDEAS LLYC is a combination of global 
partnerships and knowledge exchange that 
identifies, defines and communicates new 
information paradigms from an independent 
perspective. Developing Ideas is a constant flow 
of ideas, foreseeing new times for
information and management.
 
Because reality is neither black nor white,  
IDEAS LLYC exists.

llorenteycuenca.com
www.uno-magazine.com


