
MARLBORO SOCCER CUP 
1989 MARKETING PLAN 

I. PROGRAM BACKGROUND 

There are currently 25 mitlion Hispanics in the United 
States. The hispanic market accounts for approximately 
5.2% of all smokers in this country. For Marlboro they are 
an even more important groupi 6.6% of all Marlboro smokers 
are Spanish-speaking. This translates to about 2.BMM 
Hispanic smokers, of whom 0,9MM smoke Marlboro. 

Nearly 10 million Americans play soccer of which 3 million 
are hispanics with an additional.2-3 million that are not 
registered with the USSF. Soccer is the most popular sport 
to Central and South American hispanic males and an 
excellent vehicle to reach this growing ethnic group. 

Soccer is an international passion and the most ropular 
worldwide sport. Nearly 500 million people in 160 nations 
watch the final World Cup game and a total of 12.8 billion 
people viewed the 1986 month long World Cup tournament. 

Marlboro's involvement in soccer began in 1985 with 
grassroots league sponsorship in Chicago, Los Angeles and 
New York. In 1987, we expanded our involvement uy creating 
the successful Marlboro Soccer Cup of Miami. Ic 1988, a 
national program was rolled out - Marlboro Soccer Cup - in 
four major markets: Los Angeles, New York, San Antonio and 
Miami. 

To further Marlboro's commitment, we sponsored cne U.S. 
World Cup bid. This year, FIFA, soccer's international 
governing body, announced that the 1994 World Cup will be 
hosted for the first time in history by the United States. 

The World Cup announcement is valuable to the Marlboro 
Soccer Cup program because it adds credibility to the 
meaningful presence that has already been established. 
More importantly, Marlboro is in a unique leadership 
position as the national interest in soccer continues to 
gro~ leading to the 1994 World Cup. 
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II. CURRENT PROGRAM REVIEW 

The Marlboro Soccer Cup is presently in the developmental 
stage, it is however, recognized as a major factor in the 
sport of soccer. Marlboro is currentl¥ positioned as a 
leader_jn building world class soccer in the U.S. 

The MSC is considered the best world class soccer program 
in the U.S. by both the hispanic and anglo media, despite 
the fact that the 1988 program did not include the 
absolute best teams in the soccer world. 

\ 

In each market, the competition consists of four 
international teams (national or club). To create 
extended media opportunities, the games are played on 
Friday and Saturday: a double header and a final. A 
$35,000 prize is distributed to the winning teams. 

Market Review 
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MSC of Miami - Over 30,000 attended with a majority 
hispanic audience. 

MSC of San Antonio - audience turnout was very low at 
10,000 - we discovered that San Antonio is not a strong 
soccer market and it will not be included in the 
1989 program. 

MSC of Los Angeles - over 34,000 Hispanic audience in 
attendance with extremely successful media coverage. 

MSC of New York - 51,254 attended making this the most 
successful Marlboro Soccer Cup. Anglo coverage was 
unprecedented. The audience was predominantly hispanic 
male and hispanic media coverage was excellent. 

Although audience attendance has varied, the Marlboro 
Soccer Cup along with Bar Nights reached our target 
audience - hispanic males in all markets. Press 
conferences announcing the teams have proven successful 
for they establish Marlboro presence to the hispanic 
media and add a first class association to the Marlboro 
Soccer Cup. Highlights of press coverage include 
articles in ~11 major Spanish and Anglo newspapers and 
soccer magazines. 

In addition to a Marlboro sponsorship of the U.S. 
world cup bid, a giant soccer ball was created to raise 
awareness for the u.s. world Cup effort. It provided 
excellent visibility for Marlboro and established 
Marlboro's commitment and leadership role in building 
soccer in the U.S. The ball toured over 15 U.S. cities 
bidding for the World Cup. Publicity coverage was 
excellent. 

Sweepstake program conducted by the sales force at 
each event proved to be extremely successful. For 
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crowd control we are recommending two sweepstake booths 
and all materials should be provided in Spanish and 
English in 1989. 

0 Sales Force hospitality was targeted to Hispanic 
ret~ilers. The turnout was low to non-existent. 
Clearly, this is an area of opportunity in the 1~89 
program. 

0 MSC was supported ~t retail by a two-pack lighter 
offer and retail posters. Brand reports that product 
moved as quickly as expected. 

0 Marlboro's current stadium signage needs to be 
upgraded and increased to 16 signs. 

III. INDUSTRY ENVIRONMENT 

Presently, the three competitive sponsors in soccer are 
Camel, Procter & Gamble and Budweiser. The 1994 World 
Cup announcement has definitely sparked further 
sponsorship interest and we expect that there will be a 
flood of soccer sponsors in 1989. For this reason, it is 
important that Marlboro maintains a leadership position 
by providing an aggressive 1989 program. It is essential 
that the 1989 MSC program provide a unique and dynamic 
format. 

Camel world Class Series 

A three tier sponsorship promoted by three Los Angeles 
promoters. 
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Camel Challenge Series Top Professional Teams 
Features teams from Mexico and Central America to 
determine "North American Champion" the series played 
over a course of 8 dates including the L.A. Coliseum. 

Camel Challenge Cup 
Grassroots program with 64 hispanic recreational 
soccer teams from L.A. area over a course of S dates. 

Exhibitions 
Match features Olympic and top Latin American clubs 
played over a course 5 dates. 

Prize Money for entire program is $156,500. The 
program is presently in the L.A. and Chicago markets. 
Camel was criticized by media for duplicating a "North 
American Champion". l-....:i 

0 
In Chicago, attendance was 24,000. At the final in Les ~ 
Angeles, attendance was very poor, at 1500, T-shirts, ce 
mugs and full packs of Camels were given away. <'..:-~ 
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Proctor & Gamble Classico International 

The largest bi-cultural event undertaken by Proctor & 
Gamble. Teams from Latin American countries compete against 
the USA National team. It provides the USA team with a 
pre-Olympic practice. 
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Brands involved: Ivory, Zest, Comet, Downey, Biz and Tide 
Markets: 14 cities: 5 in Texas, 2 in New Mexico, 3 

in Los Angeles and Miami. 

Pre-game includes regidnal and local youth soccer 
teams. Competitions are therefore billed as a family 
event. 

A reduced admission rate was offered by redeeming 
proof of purchase at box office. 

Budweiser 

Budweiser is the second largest continuous sponsor of the 
USSF. Budweiser sponsors national team games which are 
televised on ESPN. Budweiser will also be a four board 
field signage sponsor of the 1990 World Cup. 

IV. 1989 BRAND OBJECTIVES VIS A VIS HISPANIC MARKET 

0 Protect and increase market share in the growing 
hispanic community by increasing brand awareness and 
visibility. 

1989 MSC OBJECTIVES 

0 Reinforce the MSC leadership position as the best 
world class soccer event, while increasing brand 
awareness among hispanic and broadening our reach to 
anglos by building the sport of soccer in the U.S. 

V. 1989 STRATEGIES 

0 

0 

0 

Increase visibility and awareness on site and through 
positive publicity and advertising by regionally 
targeting Hispanic and Anglo soccer fans. 

Create a roadblock for competitors, particularly Camel 
by tying up the best soccer teams and venues as an 
otfensive move to competitive interest. 

Continue to provide target sampling opportunities and 
distribution of branded merchandise at all events. 
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The Marlboro Soccer Cup - Core Program 

We recommend that the Marlboro Soccer Cup continue the two 
night, four market format in order to continue to generate 
the public awareness that was created in 1988. However, the 
dates fo~_the 1989 program will reflect the availability of 
top international teams. The 1989 MSC markets will b& New 
York, Los Angeles, Miami and either Chicago or Washington 
D.C. (to replace San Antonio). 

It is essential that we improve the caliber of teams 
in order to provide th~ best world class event. It is 
recommended that Marlborocontractually have final team 
approval. The following team match-up in all markets 
is recommended: 

-U.S. National team vs. International team that 
appeals to local hispanic audience 

-south American Cup Winner vs. European Cup Winner 

It will be necessary to increase team fees to approximately 
$1,350,000 to attract top South American and European teams. 

Additio~al Programs: 

The purpose of the following program recommendations is to 
enhance the Marlboro Soccer core program: 

Marlboro All Star Game 

A highly visible match which features the current "Stars" 
of South American and European Soccer. The Marlboro All 
Star Game will not be a free-standing event but will be 
featured on the same day or weekend of the Marlboro Soccer 
Cup. If an "All Star Game" is feasible it will provide 
extensive visibility and media opportunities . 

Cost: 
PMSupport: 
Total: 

. $300, 000 
$250,000 
$550,000 

The Marlboro Most Valuable Player Award Banquet 

The Marlboro Most Valuable Player Award Banquet is a 
publicity program designed to generate year round 
visibility. A panel of judges will be created to select a 
top international player or a group of players based on 
positions (i.e. best defensive player, best offensive 
player, highest goal scorer, outstanding goalie award). 
Distinguished soccer figures such as the President of FIFA, 
and the President of USSF will be invited as honorary 
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guests. This type of publicity event will establish a 
strong Marlboro presence in the soccer world and provide an 
excellent vehicle to select additional members for the 
Marlboro World Champion Team. 

$50,000 (Based on Jr. Slims 
Championship Award Banquet)· 

USSF Sponsorship 

The USSF is currently seeking sponsors to rebuild the U.S. 
national team effort. In o'rder to establish important ties 
with the USSF and to be a leader in rebuilding the U.S. 
National team, a sponsorship or publicity tie-in is 
recommended. Our involvement will be similar to the Women 
Pro-Council in Tennis and CART Racing. It is also 
important to position Marlboro and become directly involved 
with the US Soccer governing body previous to the 1994 
world Cup. · 

It is necessary 
1989 program. 
a few dollars 
developmental 

that we develop a World Cup tie-in to our 
A possible recommendation could be to donate 

from ticket price to the USSF/World Cup 
fund. 

Cost: $50,000 

Latin Festivals 

To supplement our current Bar Night program and to provide 
visibility to a considerable hispanic audience we recommend 
participation in Latin Festivals prior to each event in all 
markets. 

Cost: $15,000 

VI. OTHER RECOMMENDATIONS 

Advertising 

Currently, there is limited support advertising for the 
MSC. An increase in brand supported advertising is highly 
recommended. 
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The advertising support should be similar to other 
Marlboro events such as autoracing. 

-all major hispanic dailies 
-billboards 
-transit subway 

Brand support advertising is crucial to establish Marlboro 
Soccer Cup visibility and awareness among hispanics and 
anglos. 

Approx. 1B udget: $500,000 

Materials 

A new creative look for the 1989 program is recommended to 
include logo, graphics and trophies. The new look should 
be of the same caliber as that inWorld Cups and 
European/South American Cups. We would also like to 
provide teams with a Marlboro welcome package to include a 
Marlboro jacket, T-shirt, caps, etc. These branded items 
will generate Marlboro visibility during media interviews 
as well as on-site. 

Publicity 

Consultant 

It is recommended that we contract a publicity consultant 
to provide our national and local affiliates with direction 
in obtaining the best "Marlboro" media coverage and conduct 
effective press conferences. Ideally, the publicity 
coordinator should be a bilingual soccer expert with strong 
sports media contacts. 

Spokesperson 

An international renown soccer player will generate 
exciting publicity and create international prestige for 
the 1989 MSC. 
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VII. BUDGET 

An increase of approximately 77% will be required to 
achieve the 1989 Marlboro Soccer Cup objectives as well as 
provide additional program enhancements. 

1987 - $ 110,000 
1988 - $3,100,000 
1989 - $5,480,000 

Samples 
Sales Force Material 
Retail Program 
Promotional Materials 
Hospitality 
Artwork/Burnett 
P.R. Materials 
Speakers Fee 
Special Project (Soccer Ball) 
Publicity/Affiliate Fee 
Publicity Consultant 
Advertising 
Contract Commitment (incl. team fees) 
Additional Programs 

Total 

1988 1989 

$ 200,000 $ 200,000 
10,000 10,000 

175,000 200,000 
250,000 300,000 
75,000 150,000 

100,000 100,000 
10,000 10,000 
15,000 50,000 
80,000 

125,000 135,000 
50,000 

160,000 500,000 
1,760,000 3,110,000 

665,000 

$3,100,000 $5,480,000 

VIII. LONG TERM OUTLOOK 

In order to increase brand visibility and increase 
Marlboro hispanic market share, it is essential that we 
provide an exciting and unique soccer program targeted to 
hispanic males so that brand loyalty is reinforced. 

The staging of 1994 World Cup in the U.S. will have a 
tremendous impact on the growth of soccer in this 
country. Our goal is to maintain a leadership role in 
soccer leading to 1994 World Cup and to broaden our reach 
to anglo soccer fans. The following plan of action is 
recommended: 

I 
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1989-1990 

Improve the MSC team caliber so that Marlboro will 
undoubtedly provide the best world class soccer event in 
the U.S. and become a prestigious program that will 
attract top European and South American teams. 

Identify innovative program enhancements that are 
similar to European and South American Soccer programs. 

MVP program will establish Marlboro presence to FIFA, 
international players a~d teams while creating extensive 
media opportunities, 

It is important to seek opportunities for either 
sponsorship of 1990 World Cup or by establishing 
creative presence at 1990 World Cup. 

0 

1990-1994 

Co-sponsorship consideration of the 1994 World Cup with 
General Foods or Miller. 

SUMMARY 

It is our belief that soccer in the U.S. has tremendous 
growth opportunities and the Marlboro Soccer Cup program 
will continue to provide Brand awareness to hispanic males 
and increase brand loyalty while continuing to be a major 
force in growing the sport of soccer in this country. 
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MARLBORO SOCCER CUP 
10% CONTINGENCY 

Total Budget: $ 5,480,000 
.. 

0 Eliminate the Marlboro All Star Game due to possible 
logistical problems. 

Adjusted Total Budget: 

$ 550,000 

$ 4,930,000 
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