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The hunt to find the connection between an athlete and a To gather financial data for this project, | used both quantitative and qualitative research methods. | analyzed Nike's investor
brand is a constantly evolving beast. An athlete’s personal reports and corporate financial disclosures, focusing on revenue linked to high-profile athlete endorsements. This included a
brand and identity is the driving factor in finding the ideal detailed review of segments from Nike's annual 10-K filings and annual earnings, particularly those referencing the Air Jordan
connection between an athlete and a product. This meticulous brand and individual athlete performance. | compiled long-term revenue impact from the Jordan Brand on Nike using specific
and systematic process of choosing the right athlete sales figures and estimates from industry analysts. A similar approach was used for Tiger Woods, cross-referencing Nike's public
transforms both the brand and the individual. When the financial trends with historical market impact reports and media coverage during and after his scandal. For the Livestrong
partnership Is successful, it can elevate a brand'’s visibility and Foundation, | examed nonprofit financial records, press releases, and Nike's public statements to trace the decline in funding
credibility while boosting the athlete’s marketability. However, and visibility after the fallout with Lance Armstrong.

the same connection can backfire
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was more complex; his scandal X : ey ed 2L . . . athlete's values with those of the
B .|O e Q Score: measures consumer familiarity, - Nike Mentality: determination and competitiveness , ,
initially hurt Nike Golf, but Nike's likability, and brand perception company. Consumers increasingly
decision to stand by him ultimately expect brands to stand for
paid off after his return to the sport. something, and any mismatch can

lead to backlash. Moving forward, brands are likely to put more
focus on researching an athlete’'s character, social impact, and
digital presence before forming partnerships. Future research
could explore how this trend is developing in the NIL era, where
companies are starting to shape endorsements earlier in an
athlete’s journey.

On the other hand, Lance Armstrong’s personal downfall led
to the collapse of the Livestrong Foundation public trust and Thank you to Mr. Ty Lifeset and Mr. Jun
forced Nike to cut ties, showing how a single athlete’s Shen for helping to make this project
actions can unravel an entire brand effort. These case studies possilsle

reveal the importance of selecting athletes whose image
and integrity align with long-term brand goals.
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