
Advertising 
Coca-Cola has created a series of commercials 
as part of the campaign. They include ‘History of 
Celebration’, which launched in Feb 2010 and tells 
the story of Roger Milla’s inspirational African 
celebration. 

K’Naan Music Anthem 
Up-and-coming Somalian hip-hop artist K’Naan 
specially recorded an uplifting African-inspired 
track, a remix of ‘Wavin Flag,’ as the anthem of 
Coca-Cola’s 2010 FIFA World Cup™ program. 
The track will be used as the music element 
throughout the entire campaign including in TV 
commercials, FIFA World Cup Trophy Tour™ by 
Coca-Cola events, and in online digital platforms. 
Renowned entertainer and businessman Jay- Z 
cited the song as ‘the anthem of our generation’. 
The localised South African chart topping hit 
track also features popular South African artist 
Hip-Hop Pantsula.

The FIFA World Cup Trophy Tour™ by 
Coca-Cola 
World football’s greatest prize will go on its 
biggest ever global tour as part of the FIFA World 
Cup Trophy Tour™ by Coca-Cola. Free tickets 
to the tour will be made available to consumers 
via Coca-Cola promotions in countries that are 
on the route. At these events in each city, fans 
will have an opportunity to have a souvenir photo 
of themselves taken with the trophy, view a 3-D 
movie showcasing moments of the FIFA World 
Cup™, participate in interactive displays and 
enjoy many other forms of entertainment.

The trophy will travel more than 134 000 
kilometers and visit 83 countries over a period of 
225 days before finally arriving in South Africa on 

May 4, 2010. The South African journey 
spans over 32 days where Coca-Cola 
will take the actual FIFA World Cup™ 
Trophy around the country through to 32 
cities while providing opportunities for 
South Africans to win tickets to the tour 
events and to the games. The 2010 FIFA 
World Cup Trophy Tour™ by Coca-Cola 
which started at FIFA headquarters in 
Zurich on September 21, 2009 will end 
in South Africa a week before the much 
anticipated kick off on June 11, 2010. 

Youth Development Programs
Coca-Cola’s investment in youth 
development in South Africa spans as 
far back as the early 1970s. The 2010 
FIFA World Cup™ will provide a special 

THE MARKET
It’s the world’s most popular brand. There are few 
icons in the world as familiar as Coca-Cola and 
while many large brands lost market share and 
value during the global economic recession,  the 
Interbrand 2009 World’s Most Valuable Brands 
survey named Coca-Cola number one - (for the 
ninth consecutive year),- with a rise of 3 percent  
in value to 68.73 billion dollars in 2009. 

From early beginnings when just nine drinks 
a day were served, Coca-Cola has grown into the 
world’s most ubiquitous brand with more than 1.5 
billion beverage servings sold each day. 

ACHIEVEMENTS
In all the annual Sunday Times Markinor  
Top Brands and Branding Surveys since 2006, 
Coca-Cola was voted South Africa’s favourite 
brand. In the 2009 Sunday Times Generation Next 
Brand Survey, South African youth also voted 
Coca-Cola the Coolest Brand Overall. 

HISTORY
Coca-Cola has long associated its brand with 
the most popular sport in the world. A review of 
the archives of Coca-Cola advertising through 
the years uncovered an ad from 1917 that used 
football (soccer) imagery to sell the product. The  
Coca-Cola Company has had a formal association 
with Federation Internationale de Football 
Association (FIFA) since 1974 and the official 
sponsorship of FIFA World Cup began in 1978.  

THE PRODUCT
During the 2010 FIFA World Cup™ in South 
Africa, Coca-Cola will make a limited edition of 
commemorative 250ml glass bottles. Consumers 
around the world will also be able to collect special 
Coca-Cola cans that celebrate the 
2010 FIFA World Cup™ with 
dynamic graphics and iconic 
celebration imagery.

RECENT DEVELOPMENTS
Open Happiness
Coca-Cola’s new global campaign 
“Open Happiness” launched in 
May 2009 in South Africa. It builds 
on the brands heritage, recognizing 
that even with the difficulties and 
stress of modern-day life, there still 
are opportunities to find a moment 
to recognise life’s simple pleasures 
every day. Open Happiness is an 
evolution of the Coke Side of Life; 
a campaign that featured award-

winning commercials such as “Video Game,” 
and “Happiness Factory”. This new campaign 
will continue to invite people to bring positivity, 
optimism and fun into their lives through engaging 
creative executions and an updated message.  

The 2010 FIFA World Cup™ campaign
In February 2009, The Coca-Cola Company 
launched its largest globally integrated campaign 
ever; the 2010 FIFA World Cup™ campaign.  The 
campaign kicked off with the popular commercial 
“History of Celebration” which captures the 
emotion and joy of a great moment in football 
history, created by an African legend. 

Themed around celebration and releasing  
African rhythm, the campaign was inspired by one 
of football’s most memorable moments  -when 
African football  hero, Roger Milla, scored a goal 
and then in a display of unbridled joy, performed  
his now legendary “corner flag dance”  at the 1990 
FIFA World Cup™. His celebration became an 
inspiration for players and fans the world over and 
Roger Milla became a global football ambassador 
by showing the world how to celebrate the African 
way. The campaign aims to help bring the 2010 
FIFA World Cup™,  experience to as many South 
Africans as possible, while also  leaving  a legacy 
for communities long after the final whistle has  
been  blown.

The global 2010 FIFA World Cup™ celebration 
campaign is an expression - through football - of 
the “Open Happiness™ ” platform which is a call 
to action that invites people to welcome small 
moments of joy and happiness into their lives. 
It metaphorically asks individuals to open their 
minds and hearts to a positive outlook on life. 
Elements of the campaign include:
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opportunity for young South Africans to take their 
place in history by participating in the games. The 
Youth Programs will provide a chance for 1,664 
youth between the age of 12 and 17 from over 22 
countries to actively participate during all of the 
2010 FIFA World Cup™ matches. 

Ball Crew & Flag Crew
The Ball Crew’s main responsibility will be 
to retrieve balls kicked out of the fi eld of play 
during matches helping to ensure uninterrupted 
fl ow of play which makes them key players in the 
competition. The Coca-Cola Flag Crew have the 
duty of carrying  each of the national teams’ fl ags 
onto the pitch  and  have the honour of sharing the 
tunnel with renowned football stars just before 
walking on to the fi eld of play.

COPA Coca-Cola Football Stars
The COPA Coca-Cola Football Stars programme 
will run immediately before the official start of 
the 2010 FIFA World Cup™ in South Africa.  
This tournament is one of the youth development 
programmes which Coca-Cola runs in partnership 
with the South African Schools Football 
Association to unearth and nurture young soccer 
talent in country. This year will see young players 
from around the African continent competing 
in the tournament, which is about celebrating 
diversity and forging friendships among players 
from vastly different backgrounds and cultures - 
harnessing the extraordinary power that football 
has to unite people.

The Coca-Cola and FIFA Ticket Fund
The Coca-Cola and FIFA Ticket Fund, will enable 

South African learners, who otherwise would 
not be able to attend the FIFA World Cup™, to 
enjoy a once in a lifetime experience. Through 
the program 20,000 learners will watch the 2010 
FIFA World Cup™ games live. The program 
is also linked to “Live For A Difference,” The 
Coca-Cola Company’s commitment to make a 
positive difference on the planet, the world and 
people’s lives. Schools were challenged to collect 
plastic bottles and cans for recycling to stand 
a chance to win tickets to the world’s biggest 
sporting event, while also incorporating recycling 
into their syllabi.

Replenish Africa Initiative (RAIN)
Using the FIFA World Cup as a platform, The 
Coca-Cola Africa Foundation (TCCAF) has 
implemented the Replenish Africa Initiative 
(RAIN), a clean water movement that will provide 
millions with sustainable water resources.  RAIN, a 
six-year initiative, will address critical community 
water and sanitation challenges in at least 50 
African countries faced with dwindling freshwater 
supply and the effects of persistent drought. In 
collaboration with NGOs, communities, the 
public sector and co-financing partners, TCCAF 
will invest over US$30 million to support more 
than 100 RAIN projects in Africa.

Coca-Cola Celebration Award
For the first time ever, Coca-Cola & FIFA will 
recognize the tournament’s best goal celebration. 
Fans will be able to vote for the eventual winner 
online. For every goal scored during the 2010 
FIFA World Cup™ in South Africa and celebrated 
with a dance, Coca-Cola will make an additional 

THINGS YOU DIDN’T KNOW ABOUT 
COCA-COLA

 Coca-Cola has had stadium advertising 
at every FIFA World Cup™ tournament 
since 1950 and is a long-time supporter 
of football at all levels, ranging from 
grassroots development of football to 
international involvement with the FIFA 
World Cup™tournaments. 

  Coca-Cola is one of FIFA’s two longest 
standing sponsors since the 1978 FIFA 
World Cup™ in Argentina. 

  Through Coca-Cola’s Ticket Fund, over 
20,000 young South Africans, who would 
not ordinarily afford it, will get a chance 
to experience the 2010 FIFA World 
Cup™ games at the stadia.

  For the first time in history of the 
tournament, the 2010 FIFA World Cup 
Trophy Tour™ by Coca-Cola visited 52 
Countries on the African Continent.

  On 13 October 2009, President of 
Liberia, Ellen Johnson Sirleaf, became 
the first female ever to hold the FIFA 
World Cup Trophy. Only former winners 
and incumbent Heads of State are allowed 
to touch the solid gold trophy.

  In South Africa, the Coca-Cola system 
contributes about 1.4 percent to the 
country’s total GDP.

donation to the Company’s “Water for Schools” 
effort that helps provide schools with access to 
safe drinking water. 

PROMOTION
In South Africa, the new Coca-Cola campaign 
can be seen on television, in movies, newspapers, 
magazines, online and on outdoor signage. 

BRAND VALUES
Throughout its history, Coca-Cola has always 
expressed a refreshingly positive and optimistic 
view of the world. The new “Open Happiness™ ” 
campaign seeks to continue that legacy, uplifting 
and inspiring people around the world to create 
better possibilities, 1.5 billion times a day.
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