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Getting a leg up_ 
- on World Cup 

Van guard of marketers try soccer to reach Hispanics, 
but in the process appear to be paving way for 
the '94 Cup to be held in the United States 

By Pat McGeehan 

~ 

hen the U.S. was 
chosen to host the 
1994 World Cup, 
soccer enthusiasts 

across the country proclaimed 
the second coming of soccer in 
America. Now that the biggest 
sporting event on Earth is 
slated to be held in the most 
important consumer market­ 
place, they preached, major 
corporations will beg for a 
chance to get in on a new soccer 
boom. 

A dozen companies, some in­ 
volved with international soc­ 
cer in the past, helped finance 
the winning bid that will bring 
the Cup to the U.S. for the first 

time in 1994. Among those that 
have kicked in cash and also 
have long-term sponsorship 
deals with Federation Interna­ 
tionale de Football Association, 
soccer's international gov­ 
erning body, are Anheuser­ 
Busch Cos., Coca-Cola Co., Gil­ 
lette Co. and Philip Morris Cos. 
Those companies and others 

who provide financial support 
have the first option to get in­ 
volved domestically with the 
month-long, 52-game tourna­ 
ment that will be held in 12 
stadiums across the country. 

"This is definitely the most 
positive thing that could ever 
happen to soccer in America," 
says Paul Stiehl, director of 
Washington-based World Cup 

1994, which made the bid. 
The U.S. Soccer Federation 

is determining how companies 
can develop their involvement 
without violating the rights of 
companies that buy official Cup 
global sponsorships of through 
ISL Marketing. 
"I would assume anyone who 

came on board as a bid sup­ 
porter would want to get in­ 
volved on a larger level," says 
Mr. Stiehl. ''We want involve­ 
ment for six years," primarily 
for USSF's youth program be­ 
cause today's top young players 
will be 1994's Cup challengers. 
But casting a long shadow 

over this optimism is one nag­ 
ging detail: The painful his­ 
tories of the North American 
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"Relax! Street & Smith says he's an easy out." 

DRIVE YOUR MESSAGE HOME. 
How are more and more big leaguers adding power to their marketing line-up? With 

Street & Smith's Sports Group. National advertisers-like Seagram's, Gillette and 
RJ. Reynolds Tobacco-have discovered that Street & Smith offers an unbeatable way 
to cover all the bases. · 

For over 50 years, sports fans have voted Street & Smith MVP (Most Valuable 
Publications). And we've certainly got the stats to back it up. Our team of all-star 
edition$-BASEBALL, PRO FOOTBALL, COLLEGE FOOTBALL, PRO BASKETBALL, 
COLLEGE BASKETBALL, THE 1988 OLYMPICS-is a super six-magazine buy with a 
1,600,000 total circulation. We deliver a captive audience of 5 million adult readers, 
95% of them male. 

Impressive numbers, to be sure. And because Street & Smith is a leading source for 
sports facts, figures and forecasts, readers refer back to us-time and time again. So our 
performance will be just as strong at the end of the season as it is in the beginning. And 
that means yours will be, too. 

Making a play for the top? It's easier when you've got a lot of fans behind you. 
Call Street & Smith at (212) 880-8698 .. 

STREET & SMITH'S SPOffl a•P 
BASEBALL • PRO FOOTBALL • COLLEGE FOOTBALL • COLLEGE BASKETBALL 

New! PRO BASKETBALL• New! 1988 OLYMPICS MAGAZINE 
It's a brand new ball game. 

Soccer League and Major In­ 
door Soccer League have 
proved that few people really 
care about soccer in America. 
Few, that is, but the coun­ 

try's Hispanic population. "Soc­ 
cer is the No. 1 sport among 
Hispanics," says Jack Man­ 
ning, who heads the sports 
marketing division of RJR Na­ 
bisco, which recently began a 
soccer sponsorship program. 
RJR has attached its Camel 

cigarette brand name to a re­ 
creation al tournament in 
Southern California, a series of 
seven exhibition matches fea­ 
turing Olympic teams and a 
six-city tournament featuring 
top pro teams from five Span­ 
ish-speaking countries. 
The program is concentrated 

in the Southwest and West. 
The only other major sponsors 
of U.S. soccer events, PM and 
Procter & Gamble Co., also 
focus on the same regions. With 
few exceptions, big-time soccer 
exists here only as a Hispanic 

The bowling market 
offers a huge potential 
for products such as 
beer, liquor, wine, soft 
drinks, apparel, carpet­ 
ing and furnishings, 
financial services and 
real estate opportuni­ 
ties. BOWLERS 
JOURNAL can help you 
reach the purchasing 
power of the bowling 
market. Entrepreneur­ 
ial bowling center 
owners and hard-core 
'competitive bowlers 
have subscribed to the 
BOWLERS JOURNAL 
for 75 years. And we're 
the only publication 
that reaches both of 
these important market 
segments worldwide. 
So meet your media 
objectives with. strate­ 
gic spending. Buy 
BOWLERS JOURNAL. 
Contact us at 
(312) 266-7171. 
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marketing vehicle. 
Soccer receives little atten­ 

tion in the U.S. partly because 
its non-stop action isn't condu­ 
cive to commercial TV. The 
only regular television cover­ 
age of soccer is a weekly two­ 
hour broadcast on Univision, 
the Spanish-language network. 

Susan Arthur, president of 
her own company specializing 
in Hispanic marketing, has 
seen soccer sponsors come and 
go in the past eight years. 
"To appeal to the total His­ 

panic population, you can use a 
single marketing vehicle, soc­ 
cer, and tailor it to 10 to 15 dif­ 
ferent ethnic groups," she says. 
The alternative, Ms. Arthur 
says, is to sponsor separate 
events tailored to Cubans, 
Mexicans, Hondurans, etc. 
RJR's rival Philip Morris ex­ 

panded its Marlboro Soccer Cup 
this year from a single event in 
Miami to a series of four-team 
tourneys in cities with large 
Hispanic populations, includ­ 
ing New York and Los Angeles. 
For the cigarette marketers, 

the primary purpose of soccer 
sponsorship is to increase sales 
after building awareness 
through sampling and promo­ 
tional giveaways. 

"Hispanics are not big.cou­ 
poners," Ms. Arthur says. "If 
it's not convenient they won't 
do it. They'll stand in line for 
an hour to get a little sample 
item, but they won't do cou­ 
pons." 
P&G's Clasico Internacional 

series was increased from its 
premiere 1987's season seven 
games to 10 this year. All the 
games were held in the West 
and Southwest except for 
games in Chicago and Miami. 
Most games featured the U.S. 
National Team, which will be 
the Olympic team in Seoul, 
against foreign competition. 
Five P&G soap brands spon­ 

sored: Tide, Downy, Ivory, Zest 
and Dawn. Fans can turn in 
boxtops for half-price tickets ei­ 
ther in advance or at the gate. 

Companies are very protec­ 
tive of details about their stra­ 
tegies as they learn the ropes of 
soccer sponsorship. Each is 
testing different means of pro­ 
moting its events within the 
Hispanic communities in vari­ 
ous cities. 
Soccer sponsorship also ap­ 

peals to companies because it is 
relatively inexpensive. Each of 
the three big sponsors is esti­ 
mated to spend in the neigh­ 
borhood of$1 million a year. 

As interest in the Cup builds, 
though, expect marketer bud­ 
gets to grow dramatically six 
years from now. a,a 
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