Do’s & Don’ts Cheat Sheet

For brands activating around major sporting events
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1. Build Creativity Within Clear Guardrails

+ Establish your brand’s legal risk threshold early
and let creativity grow from there.

 Use themes (football fever, summer of sport,
community moments) without referencing
protected IP.

2.Use Safer Language

« Prefer broad phrasing such as: “your team,”
“the tournament,” “match moments,”
“big summer of sport.”

+ Keep terms non specific to avoid implying
official ties.

3. Lean Into Authenticity & Community

* Localise tone, humour, and cultural references
— audiences respond better to “real” than
generic hype.

L. Choose Low Risk Prizes

« TVs, tech, food bundles, hospitality, hampers,
cash for goals, or brand owned merchandise.

* For global campaigns, assess each market’s
regulations before combining prize pools.

5. Understand Regional Legal Nuances

+ US: Sweepstakes over $5,000 require registration
in New York & Florida.

* Mexico: On ground activations may require
registration; digital ones may not.

6. Optimise Mechanics for Human Behaviour

 Keep entry friction low for mass reach; add
“positive friction” when you want to limit
redemptions.

* Instant wins drive far higher participation.

7. Know the Rules for Athletes (Rule 40)

« Athletes can post limited, non live content — up to
2 minutes — with tight restrictions.

Quick Litmus Test Before You Activate
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1. Don’t Use Protected Terms or Phrases

« Avoid unless you’re an official sponsor:
“World Cup,” “Olympics,” “Olympiad,” “LA28,”
event logos, mascots, medals, rings.

2.Don’t Use Tickets as Prizes
(If You’re Not a Sponsor)

 Event tickets — World Cup, Olympics or similar
— are extremely high risk and generally
prohibited for non sponsors.

3. Don’t Imply Association
Through Mechanics
« Examples of unsafe lines:
“Win every time England scores,”
“Watch the World Cup Final with friends.”

« These create implied official relationships.

4. Don’t Use Official Merchandise
Without Rights

« Official balls, kits, or event branded items usually
carry the same risks as tickets.

5. Don’t Assume a Global Promotion Is
Automatically Allowed

 HFSS rules, Portman Code for alcohol, social
platform restrictions (TikTok visibility issues), and
local prize laws may prohibit combined prize pools.

6. Don’t Repurpose Athlete Content
Without Permission

+ You cannot repost Olympic athlete content
unless you are an official partner.

« No congratulatory posts until after the Games
close.

7. Don’t Over Engineer Entry

« Complicated uploads or multi step entries can
kill participation by 80-90%.

L. Can we approve, deliver and fulfil this without
compliance issues?

1. Could this imply we’re an official sponsor?

2. Does this use any protected terms or assets?

3. Are prizes legally permitted in all targeted markets? 5. Does the creative feel authentic and brand ownable?
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