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Soccer

Soccer may represent the most significant prospective effort
by tobacco companies to associate cigarettes with vigorous
athletic performance. The Wérld Cup soccer championship is the
single biggest spectator event on earth, and selection in 1988 of
the United States as the host of the 1994 World Cup, which

automatically qualifies the host country _for a berth, may change

the face of American sports. The 12 corporations financing the

successful US bid for the World Cup now have longterm sponsorship
deals with the Federation Internationale de Football Association

(FIFA), soccer’s ruling body, and will now attempt to give soccer

a new status equal with other major sports. The most visible

sponsor thus far is Philip Morris, whose Marlboro cigarette brand

is becoming increasingly associated with soccer.

The world’s most popular sport has long had financial ties

with tobacco companies in several countries. In New Zealand, for

example, Rothmans has supported national soccer programs for more
than a quarter of a century. The advent of satellite television,
the expansion of multinational coﬁglomerates, and the increase in
attempts to promote brandnames to a global population have made

soccer an ideal focus for advertisers of mass consumer products.

In the United States, the commercial and popular success of

soccer has proved elusive, apart from a brief period more than a

decade ago. In 1975, the New York Cosmos, a team owned by the

poc
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entertainment conglomerate Warner Communications, signed

Brazilian soccer star Pele and played to packed stadiums. Since
then there has not been a profitable outdoor professional soccer
league, and the Major Indcor Soccer League, playing a modified
version of the sport, has been deep in the red and struggling to
In 1988 the American Soccer League, a new professional

survive.
outdoor league consisting of ten Eastern teams, survived its

first season on a shoestring budget.

But even if professional soccer has had difficulty catching

on in the United States, there is another reason why involvement

by the tobacco industry in the 1994 World Cup is a shrewd
decision that appears headed for a big payoff in the US. For
while professional soccer may have stagnated as a spectator sport
in this country, soccer has become the fastest growing
participant sport in the United States. Total participation has
grown more than 80% in the past decade to nearly 10 million, with
most new participants in the under-19 age group. According to the
National Sporting Goods Association, 2.6 million children ages 7
to 11 now play soccer, double the number who play football. In
spite of fiscal cutbacks in high school sports programs, the
number of boys’ soccer teams has risen from 4454 in 1983 to 5980

in 1987; the number of girls’ teams has shot up even more

dramatically, from 2030 in 1983 to 3422 less than five years

later.
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Around the world the telecast of the World Cup, a one-month

long quadrennial tournament involving 24 national teams and 52

games, drew a television audience of 10 billion in 1982 and 12.5

billion in 1986. An average of 230 million viewers watched each

of the 52 games of the last World Cup in Mexico City, and more

than three times that number watched the final game. This is by

far the world’s largest television audience for any activity. By
comparison, the Super Bowl’s world viewership now exceeds 150

and the opening ceremony of the Olympic Games in 1980

million,
was seen by 300 million, or 33% less than the World Cup final
game two years later. Thirty million more people saw that game

than saw Prince Charles marry Lady Diana, and 65 million more

than saw the launch of the first Space Shuttle. A promotional

brochure touting the advantages of sponsorship of the World Cup

cited the example of Cinzano. Traditionally regarded as a

woman’s drink, the product, exposed to the young male viewers of

the World Cup ("an unexploited sector of the market'") changed its

image and reached vast numbers of potential new customers.

Until 1986 the World Cup was in large part supported by the

government of the host country. It is now financed entirely by

private interests. Now that the US has been selected as host

country for 1994, various cities will vie to hold games in their

stadiums. These include Philadelphia, Washington, Orlando,

Dallas, Tampa, Miami, Kansas City, Chicago, Los Angeles, Las

Vegas, Seattle, and others. If the United States team can earn a

slot in the 1990 World Cup in Italy, it will ease the way for
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corporations to tie in their products even sooner than they had

hoped.

In Mexico City RJ Reynolds’ Camel cigarettes was one of the

four major advertisers, each of which had four 7 x 1 meter
billboards on the perimeter of the field in each of the various

stadiums. The cigarette brand logo was visible throughout the

games both to the crowd and the global television audience.
Reynolds was a founding member of the first Intersoccer 4

Package, a world advertising opportunity created by ISL

Marketing, a Swiss firm that controls sponsorship of the World

Cﬁp. This is how the company describes the value of soccer

marketing:

In this age of global communication,

sophisticated technology, intense
competition, boredom and mental stress under

the pressure of work, an ever more important
part of our daily lives is being played by
leisure and entertainment.

Sport has become the answer for millions, as
participants or as spectators. Football
[soccer] is the supreme spectator sport.
Throughout the world it fascinates and
motivates millions of people, attracts the
biggest television audiences ever recorded,

‘and is played by more people than any other
sport on earth. Its sociological and

political impact is enormous.

The 1990 World Cup is expected to draw a viewership of 26

billion in 125 countries. Philip Morris has lost no time in

associating its Marlboro brand with soccer. In addition the
company may well be using soccer as a unifying, reinforcing,
promotional theme in advertising for a variety of its non-tobacco

products. For instance, a 1987 promotion for Philip Morris’ TANG



Alan Blum, M.D. - Tobacco and Sports 5

orange drink featured Pele, who was identified as captain of the
TANG Soccer Team. Children were encouraged to send for a

membership card, iron-on patches, posters and discount coupons

for soccer equipment. And when the children turned on the

Spanish cable television network to watch its weekly soccer
telecast in the spring of 1988, they could see Pele, surrocunded
by Marlboro logos, at the Marlboro Soccer Cup (Campeonato de Copa

Marlboro). According to Pele’s attorney, the soccer star was

outraged and felt he had been duped into appearing at the game,

since he has always insisted in his contracts that he will not

promote tobacco or alcohol products. It would be stretching

credulity to suggest that Philip Morris waé unaware of Pele’s
appearance at the Marlboro Soccer Cup; and it is clear that the
company made no attempt to disassociate this hero to children,
teenagers, and young men from the context of its cigarette

The Marlboro Cup was created in 1987 as a four-

promotion.
In 1988

country tournament showcasing teams from Latin America.
the Marlboro Cup was expanded to San Antonio, Los Angeles, and
New York, all cities with large Hispanic populations.

The Marlboro Soccer Cup telecasts run for approximately one
hour and forty-five minutes, including commercial breaks.
Because of Marlboro signs placed around the entire perimeter of
the field (interrupted only by advertisements for Philip Morris’
Lite Beer and a handful of other products), it is hardly an

exaggeration to suggest that the televised game is a veritable

continuous Marlboro commercial. Rather than attempt to tabulate

the length of time the cigarette name appears on camera or is

ST
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mentioned by the announcers, it would be easier to compute the

time that Marlboro is not seen. Marlboro was also the sponsor of

amateur leagues in Florida, whose players wore Marlboro jerseys.
As a way to attract publicity for the US bid for the World Cup,
Philip Morris created a l6-foot diameter "petition" in the shape

of a soccer ball (with the familiar red and white Marlboro

colors) that was rolled to more than 16 cities. The company also

paid for the visit of the site inspection team from FIFA. In
all, Philip Morris spent over $3 million on its soccer promotions

in 1988, estimates the sports business publication Sports inc.

Joining Philip Morris in the effort to target Spanish-
speaking fans, RJ Reynolds Tobacco USA has established tHe Camel

Challenge Series to determine what it calls the North American

soccer championship team. Reynolds does not comment on why it is

going after the Hispanic market in this way, beyond a general
statement that "it is an important part of the smcking

population." Sports Marketing News estimates that the tobacco

company spent between $500,000 and $1 million in 1988 to promote
a six-city competition in San Antonio and Southern California

featuring national Olympic teams, top clubs from Latin America,

and amateur Hispanic-American teams. In the early 1980s Reynolds

had sponsored what it called Team America, which was promoted in
association with its Winston cigarette brand; the tobacco company
also financed an abortive US bid for the 1986 World Cup that

employed the services of former Secretary of State Henry

Kissinger. As sponsor of indoor soccer over the years, the

56
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company has presented halftime contests for children that involve

kicking a soccer ball through the "o'" in a Winston banner.

The belated and even reluctant response of health
professionals, agencies, and organizations to the gradual
takeover of sports by tobacco sponsors makes it extremely

difficult to imagine that there can be much progress to reverse

the trend. There seems to be an almest morbid-fear of offending

anyone or any organization related to sports. Thus it is that

health professionals educate about the adverse effects of smoking
on athletic performance but have failed to monitor, comprehend,
and communicate the degree to which tobacco manufacfurers go
about their jobs of increasing the number of young people who
smoke. In contrast to tobacco company employees and advertising

agency hirelings whose jobs depend on selling more cigarettes,

the jobs of few if any health professionals depend on there being

a decline in tobacco consumption.

At this point, with contracts doubtless signed with Philip
Morris for the 1994 World Cup, there would appear to be little

that can be done to stop the dissemination of tobacco industry

involvement in soccer. One strategy that has not been tried is

to publicize the names of the handful of individuals in the sport
of soccer who are responsible for the way in which the World Cup
is financed and sponsorships are sought and approved. While it
may well be that the soccer officials courted and now covet

Philip Morris’ financial support (the cost of a major advertiser

53
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at the 1990 games is estimated at $15 million for the four

billboards at key camera angles), they could be convinced by a

concerted drive by parents, players, and coaches to modify the

tobacco-soccer tie. Working from the grassroots level with

children and teenagers, it may also be possible to generate a

groundswell of support for abandoning tobacco’s presence in

soccer. By reading the sports business press, one can learn

about potential co-sponsors of soccer and can then organize

letters and calls to these companies urging them not to buy into

a tcobacco sport. Counteradvertising must be purchased at some

point.

A spokeswoman for the United States Soccer Federation (USSF)

acknowledged that Marlboro is a sponsor of events sanctioned by

the USSF. Asked if the presence of a tobacco sponsor at soccer

matches was a concern in view of the efforts by the USSF to build

interest in the sport among children and teenagers, the

spokeswoman responded, "It is and it has been talked about and

discussed at length. We don’t have a policy set. We dq

participate in events sponsored by Marlboro. The only thing we

are very careful of is that it is not used as a child’s thing.

It’s like Anheuser-Busch [brewer]. We don’t want that sponsoring

We do not allow the under-16 and under-14 teams to

I’m not certain about the

the kids.

play in events sponsored by Marlboro.

under-20 team."

£é
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The four individuals who hold the key to the future of the
sport in the United States are the following: Werner Fricker,
President of the US Soccer Federation,who is CEO, Fricker Corp,

Horsham, PA (USSF, Olympic Training Center, 1750 E. Boulder

Street, Colorado Springs, CO 80909. Tel: 719-578-4678); Dr. Joao

Havelange, president of FIFA, who is also president of the

Brazilian bus company; Guillermo Canedo, FIFA Vice-President and

a Mexican broadcaster (FIFA, PO Box 85, 8030 Zurich 30,

Switzerland); and Paul Stiehl, Executive Director, World Cup USA

1994 (1413 K Street NW, Suite 900, Washington, D.C. 20005. Tel:

202-842-1994).
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SPECIAL ADVERTISING SECTION

REPRINTED FROM

TIME

FOR ISL MARKETING

Bringing
/meSsages 1o millions

Worid Cup Final '82. Almost 450 million people sazs ltaly’s Marco Tardelli score.

A further insight
into the role of
soccer as the global
communicator

wo years after claiming a worldwide

television audieacs of 450 milions for

the 1982 World Cup Final in Madrid,

soccer, the most universal of all sporss,
reaces anocher highlight in June. The Euro-
pean Champioaship in France will cast its spell
over millions of TV viewers throughout the
Qld Coatineat.

Soccer has 2 hold on 2 participating and tele-
viewing public far beyond its birthplace,
extending its message worldwide and making it
the marketer’s medium par excsllence.

This special advertising section previews the
big event in Francs next monch and shows what
makes more and more of the world's top
companies believe in soccer as the global com-
muaicatar.

One World, one brand

ustomers everywhere are developing

similar preferences and wants. Theo-

dore Levitr of the Harvard Business

School notes a2 universal desire for
the best quality and reliabilicy at the lowest
prices. Thanks to developments in technology,
people everywhere have heard about or seza
the world's most advanced products and
because of this, global marketng stracegy bas
become 2 powertul new weapoq.

The video tape-recorder market, for
example, took off simultanecusly in Japan, the
United States and Europe, and is spreadizg to
other parts of the world.

Such examples show that companies facing
global markers should take advantage of the
emerging homogenization in customer demand
across countries. Reduced costs and prices and
improved qualicy and reliabilicy wiil atract
customers anywhere in the world despite
standardizadon of products.

A global company facss a tough challeage.
While adapdng itself to differing customs and

business methods in each country, it must also
integrate and co-ordinace its activities om a
worldwide basis. A company that can achieve
both srruitanegusly will evenrually find itselfin
the fast [ane in the race for global markets.
Some lessons from the past can heip. Fuji,
Camet and Coca-Cola used marketing to homo-
genize worldwide demand for camera film,
American cigarettes and carbonated sort
drinks, respectvely. JVC, Canon and Seiko
achieved global stacus via technological
advancement. All have done it by enhancng
their brand recognition and corporate reputa-
tion through rhe use of international sport.
The new rule in global competition is clear.
Companies taking the initiadve reap handsorme
rewards and put their competitors on the
defensive. Those who respond too late or too
slowly may fall by the wayside.

Professar Hirotaka Takeucki,
Hitotsubashi University, Tokyo
Harvard Business School
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