Case study on promotion of tobacco brand West through associative 

communications with the Formula-1 and West McLaren Mercedes team.

1. The background 

There’s no secret, that Formula-1 is of the most entertaining and colorful sports and yields in a small degree of attention only to the football world championship. Thousands of people on F-1 circuits and tens of millions spectators at TV screens watch  with passion two hour race with F-1 cars racing at speeds close to the speed of a small sports air liner. On straight lines racing cars accelerate up to 360 km/h (Hokkenheim - David Coulthard) and so the spectators sitting on benches could see the car for a few seconds, not always having time to distinguish the pilot. Speed, power, dynamics, dramatic nature and advanced achievements of a scientific and technical idea make Formula-1 so popular. Popularity and mass character of the show in turn attracts sponsors who for the 50 year history of Formula-1 have learned to use auto sports for promotion of products by means of public relations, direct and indirect advertising.

Taking this into consideration, many companies working in the risky business of manufacturing products which advertising becomes more restricted and limited almost every year (for example, tobacco), intensively search and find non-standard information channels of influence on the target audience. 
One of bright and, the most important, effective examples of use of the newest PR-technologies is successful cooperation of three well-known brands: West tobacco brand, which is being produced by Imperial Tobacco/Reemtsma tobacco company, automobile giant Mercedes and Bruce McLaren design office in the form of West McLaren Mercedes Formula-1 team. The history of unique and successful the West McLaren Mercedes team is a long and dramatic way of rises and falling, new technical decisions in modernization of F-1 cars and desperately courageous and at the same time flexible tactics of pilots. However, an important fact, even if West McLaren Mercedes team did not become the leader of the championship, it always managed to remain in the center of attention of publics and mass-media.
Support of WMM team by West tobacco brand solved the following important tasks:

 - Due to popularity of the team, continuous presence of the brand in the information field, including publications and photos in press, TV news and information portals on the Internet. 
- Creation of favorable associative communication of the brand with target audience (admirers of auto sport and fans of Formula-1) 
- Creation of attractive model to imitate style, philosophy and attributes of the team on the basis of West brand logos 
- Development and realization of the intermediate and long-term PR-actions providing constant contact with target audiences

2. Research and development 
Research carried out before development of the general PR-program helped to reveal important points: 
- To define the subject of messages about Formula-1, that could guarantee the interest of mass-media 
- To develop unique events which could provide constant interest of journalists and target audiences to the WMM team in general and to the West brand in particular. 
- to analyze activity of competitors and to reveal potential allies 
Basing on the results, received during research, PR-strategy has been developed with a stress on special PR-events, active media relations in scale of the whole country, the promotion events and photo sessions. In turn, tactics provided innovations in technologies of classical realization of the PR-program: setting up of journalists’ press-pool, creation of fan clubs West McLaren Mercedes team, regular distribution of two press releases for each Grand prix (announcing and final), arrangement of a special information portal on the Internet, exclusive press tours to F-1 circuits  and headquarters of the team in Paragon, organizing special all-Russian event West Race Day in mid-season period, presentations of new F-1 car in the beginning of each season and providing regular unique TV-features to TV channels, competitions among the journalists on the best story of the team successes and many other things.
3. Practical realization of PR-strategy 
Practical realization of strategy was split into two periods: during the race season of Formula-1, when almost on weekly basis there was a guaranteed stream of the news information (March - October) and in so-called "dead season" (November - February). 
So depending on the period special PR-events were organized. During the races press conferences basing on the results were organized for the journalists, press-tours “four days with WMM team”, visits of F-1 pilots between races, demonstration of carting races.   
During the calm period on information field the accent changed from news to image events like West Race Day, one day on a yacht with a WMM pilot in Ibiza, test drive trips to testing grounds in Span and to the headquarters of the team in the Great Britain.

4. Results and an estimation of efficiency 
Due to active and offensive PR-strategy in a short period of time the West cigarette brand has reached big recognition basically due to colorful and original events with West McLaren Mercedes team participation. As a result of the events organized together with the McLaren team, Imperial Tobacco/Reemtsma managed to achieve a high degree of visibility and recognition of the West cigarette brand among wide social groups and entered the TOP10 of the most popular cigarette brands in the world. The attractive image of the brand was formed and strong positive reputation was generated, negative attitude of mass-media disappeared, by the quantity of positive materials in mass-media the West brand has outran most of its competitors. The number of materials in mass-media every year was more than 100. 
The effectiveness ratio of the realized PR events has exceeded 7.0. Especially it was noticeable on the sports channels and in sport blocks of news on leading TV channels. By the efficiency of the influence on the target audience PR-events surpassed advertising, and at the same time not conflicting with the current legislation on restriction of smoking tobacco.

