The Biggest Moment in Football
Is Coming. Don't Miss Your
Chance to Show Up
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With three host nations and record-breaking
reach, FWC26 gives brands a unigue chance to
plug into a cultural moment powerful enough to
detine a generation of fans.
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We explore six areas where
brands can tap into the

\ culture of football:

TEAM SPIRIT

. TASTEMAKERS
TOUCHPOINTS
TIE-INS
TRAFFIC
TURNING POINTS
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TEAM
SPIRIT

Everyone expects football everywhere, but
fans just want to know where they belong.
Communities will set the rules of engagement.
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Consumer Voice

“II'm looking forward] to the sense of
community, excitement and pricde in nations
coming together to support their teams.”

—F, England
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Even those who aren't current fans are
expected to change their minds.

Their interest is €
expected to MEredse)
by 11% aftefF:WC ‘

\

Fandom runs deep across the Americas, not just in the 11 host
cities. Cities like Chicago and Austin have strong fanbases,

In England cities like London and Manchester, heavily influenced by Hispanic and Latino futbol culture. Expect
Ballejr FC ar_nd She's A Bal!er are known for supporter groups like Los Verdes to lead their communities with
hosting major watch parties, with DJs and energy throughout the whole tournament.

musicians to continue growing fandom in the
women's game.
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EXAMPLE .

]

There's no one type of football fan,
especi%IIy in the North American market.
llectives like Black Arrow are setting the
ne for how fan groups can come together
and feel represented ingthe sport.
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iinda “"
e ® are where football is life. Fans who play the sports they follow
I o o k t o j o I n extend their pack mentality to other fans.
4
e a g u e S o The Home Depot is ready to help ever
create their own World Cup team spirit
- through DIY fan zones, where fans will be
re I eve able celebrate how local communities live,
gather, and cheer, whilst watching the
stress.

FWC26 action.

TEAM SD



Brand Provocations

Brands that help fans Fans aren't looking for
find their people will win. another sponsor—they're
The question for fans looking for a home team.
isn't where to watch—it's Communities will crown
where can | belong? their own heroes in 2026.

Show up as one of them.
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TASITE
MAKERS

Fans won't only be paying attention to what's happening on
the pitch, but to the people and brands shaping the world
around it. Their passion brings football to life beyond the
tournament, setting trends and shaping lifestyles that last
beyond an epic summer of football.
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Consumer Voice

“II'm most excited for] the games, the vibes,
the camaradierie, the passion, seeing people
from all around the world...it's just such a
joytul and electric environment, whether
you're physically at a game, in a participating
city, or watching virtually from atar.”

—M, USA
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Visa debuted the first pieces of a unique
FWC26 art collection, "The Art of the Draw",
in Miami hosted by multidisciplinary creator
KidSuper. The showcase featured the works
of artists Darien Birks, Nathan Walker, Cesar
Canseco, Ilvan Roque, and Rafael Mayani that
celebrate the culture and traditions of each
host country and host city Miami.

MAKERS

In our social-first world, footb
Freda Ayisi prove fans now a

EXAM PLES athletes for the craft itself—the t

skills shared beyond ma



ers in the football space like
nder Domo Wells stand out =
astemakers beyond football. :
her collaboration with the
en's Soccer League
recently became the

ative Director for pro tennis
bwnsend.
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~ Sports power couple Mega:n Rapinoe
S ':. are looking forward to
C rld Cup, with plans to
ndly summer watch
1t the tournament.

g

wy
rs (Re be)
‘G Tollowers (bird)

: Colombian singer, Maluma, is a major
i - . - iootball fan. He'll join hopefuls for the
Colombian national team.

\ ‘ : +64 mil. IG followers
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Brand Provocations

Focus on supporting what Collaborate with artists
the football talent cares and creators eager to
about—not just stop at an shape the look and feel of
ad or cameo. football fandom.
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T10UCH 5
POINTS

The World Cup isn't just in host cities, stadiums, and fan
fests. It's everywhere. \3

Fans won't need a World Cup ticket to have an
unforgettable World Cup experience.
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Consumer Voice

“1 will try and watch all of the USA games in
public spaces—like bars or watch parties. Or
at a friends’ house. | want it to feel like a
communal experience.”

—F, USA
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Build your fans a World Cup
guide. Partner with cultural
commentators to map
where fans can find you—
surprise drops, exclusive
treats, limited gear, and
experiences they can't get
anywhere else.
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If your brand already has
summer plans—don’t beat
them, join them. Chances
are, your audience is
already tab-toggling the
games.
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Football crossovers will be the norm, not a
novelty. Brands have to stand out by
deepening connections through thoughtful
collaborations, not just chasing trends.
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Consumer Voice

“Fandom is not a monolith. I think there
are different ways to be a fan and all
are valid and special.”

—F, USA
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88% of fans love
discovering and
following niche
creatives and creator
accounts on social
media that contribute
to football's creative
culture.

Thou & |

= shall always

celeBrate <
with thy
teammates

M~







customers
¥ nd match day
, will offer fans
boration with as yet
per connections with fans.
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Football is a canvas— Local communities will
not just for jerseys. SKip welcome you if you're ready
the overdone kit collabs. to add value. When youth

Show how the game leagues and neighborhood
inspires your brand's pitches are lifelines for
unigque expression. social wellness, safety, and

belonging, brands that show
up become MVPs that earn
loyalty, not just visibility.
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With 2026 World Cup spread across days, cities, time zones, and
screens, there's more opportunities to connect with fans between
games—not just where and when the live action happens.

L))
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Consumer Voice

“I'll follow my team on social... I'll get most
nhews and discourse from my Whatsapp
groups and just conversations with family and
friends. | also want to get the Panini album.”

—F, USA
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are planning
road trips
during the
World Cup.

160/90

Looking for a space to watch the World Cup

with the liveliest commentary and other
fans? Men in Blazers will host their popular
: . Live Watchalongs on Twitch for some of the
. most anticipated matches.
-8 +30m listeners annually

Rl [T I
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Keeping up with the World Cup conversd
across 104 games will be tough. Expect fans
depend on football influencers like Da :~\:\
(NBA fan turned football fan) to add contexi
personality between ga

+147K YouTube fol SN

STAYING ONSIDE



FIG

EXAMPLES

Tﬁ r
B ™
Nearly two-thircds of

SN - prans watch games at

M Sy -andfmore than
“tune T from
fd’'s"home.
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OFFICIAL SPO
FIFA WORLD

The Rest is Football podcast is
launching a new, Netflix daily
show that will run through the
entire World Cup tournament — in

addition to their regular L
programming. Ahead ofithe FWC26 Draw, L Lay's, No
% Game" campaign, leveraging some o biggest names in world
\ \+19m listens during Euros 2024 football and entertainment to remind fans that even without match

‘ ‘ tickets, you can still enjoy moments of togetherness and

§
F
4

y celebration from the comfort of home. Just don't forget your Lay's.
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Brand Provocations

Show up where fans will Support the indie football
be en-route to sames publications and creators
(online forums, pocdcasts who don't just cover the
during their commutes, culture—they're building
airports and train it. Sponsor their content,
stations). fund their coverage, or co-

create stories that matter
to fans.
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The World Cup is a historical moment and
you don't have to be a football fan to want
In on a once-in-a-lifetime experience.
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Consumer Voice
"

..[it's] always a rogue player that lights up the
tournament that no one has ever heard of. It

will also be great to see teams like Cape Verde
or UzbekKistan participate.”

—M, Spain
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” Messi's farewell meets La
;ﬂdro’nation at the 2026 Wo
18 Two generations, one stag

e ially in Miami, where
will collide to wit

of the guard.




growing fro
to 30.
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Brand Provocations

Use 202G's spotlight to 2026 isn't about the 90
build the fanbase, minutes—it's about the
partnerships, and cultural moment someone's
momentum that will pay srandKids will ask about.
dividends when the Brands that understand
women take center stage this will create experiences
in 2027 and beyond. worth remembering, not

just attending.
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Whether you're an official sponsor or simply
want to be part of the global football
conversation — our team will help you
navigate the complex world of fancdom,
partnerships, and experiences.

e Find your role in the game and where your brand can meaningfully fit into
the culture of football.

e Build connection beyond rights to earn credibility with fans, not just
visibility around matches.

e Embed your brand into the sport and build foundations for growth in the
sport beyond 2026
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