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biggest Spanish-speaking audience.
When Hispanic agency Vidal
Partnership, New York, working
with Miami branded-entertain-
ment producer Animus Group, took
the project to Univision, the net-
work set up a Team Vidal to work
on it.

Soccer reality shows already have
built a track record with “El Reto
Final” (“The Final Challenge”),
which pits two professional soccer
teams against each other and soon
will start its third season on cable
channel Fox Sports en Espaiol.
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manager of media at the automaker.

“If anything was lacking on Fox,
it was the reach,” she said. “[’El
Juego’] may seem similar to ‘El
Reto,” but we think this will be
broader and go beyond the core
sports enthusiast.”

In “El Juego,” the focus will be
on Nissan’s Titan pickup truck and
Rogue entry-level SUV, she said.

Sprint will use the series to
showcase a Motorola Walkie-Talkie
the coaches can use to talk to each
other between plays and Samsung’s
Instinct smartphone, which will

Oswald Mendez, managing
partner-integrated communications
at Vidal, said the “Juego Supremo”
project will include a microsite,
exclusive mobile content for Sprint
customers and branded events in
addition to the TV series.

“It’s not heavy product integra-
tion,” he said. “It's more about the
content.”

Up next from Vidal: a reality
show for Sprint focusing on song-
writing that will air on NBC
Universal-owned Telemundo, the
No. 2 Spanish-language network.



