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Olympic Marketing

“"Marketing has become an increasingly important issue for all of us within the Olympic
movement. The revenues derived from television, sponsorship and general fundraising
help to provide the movement with its financial independence. However in developing
these programmes we must always remember that that it is sport that must control its
destiny not commercial interests. Every act of support for the Olympic movement
promotes peace, friendship and solidarity throughout the world.”

In 1984, at the Los Angeles Olympic Games, the most successful era of corporate
sponsorship began. For the first time, the Organising Committee separated sponsors
into three categories; "Official Sponsor”, "Official Supplier” and "Official Licensee". The
profit from these Games was US $215 million.

Sponsorship not only provides essential financial support to the Olympic Movement but
also support services such as products, technical support and staff development.
Furthermore, through the promotional activities of the sponsors, public awareness and
support for the Olympic Movement is increased.

As the sponsors' roles have grown, the largest challenge has been to ensure that the
Games do not become uncontrollably commercial. To this end, the 10C is responsible
for the overall management of the Olympic marketing programmes at the Games. It is
important to note that the Olympic Games is the only major sporting event where
there is no advertising within the stadiums or on the competitors.

1n 1985, the 10C created The Olympic Partner (TOP) Programme to diversify the
revenue base for the Games and the Olympic Movement. TOP is made up of mult
national organisations. TOP partners, in return for their financial commitment, are
guaranteed exclusive and worldwide marketing opportunities within an agreed category
such as soft drink, television and audio, office equipment, etc. This is a very unique
benefit to Partners which ensures that their competitors may not align themselves with
an Olympic team or the Olympic Games anywhere in the world. Category exclusivity is
guaranteed world-wide. In addition to their exclusivity the TOP Partners have the
opportunity to use all of the Olympic symbols as well as appropriate Olympic
designations on their products, Olympic footage, hospitalityopportunities at the
Games, preferential access to broadcast advertising, onsite concession/ franchise and
product sale/showcase opportunities at the Games.

Since the start of the Programme in 1985, TOP has been assigned a number i.e. TOP |,
(1985-1988), TOP 1l (1989-1992), etc. The following corporations form TOP V (2001-
2004); Coca-Cola, John Hancock, Kodak, McDonald's, Panasonic, Samsung,
SchlumbergerSema, Swatch, Time International, Visa, Xerox. This global support
ensures the ongoing celebration of the Olympic Games and the dissemination of the
Olympic ideals.
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Olympic sponsorship not only operates on an international level. National programmes
are managed by the Organising Committees of each Games and the National Olympic
Committees in each country but, as already mentioned, such sponsors cannot be in the
same product category as the international sponsors. For more information on the
Olympic Marketing Programme in Great Britain refer to the This is the BOA section.

The revenue from TOP is shared. Following Sydney 2000, 28% of the revenue went to
the International Olympic Committee, National Olympic Committees and International
Sporting Federations. The remaining 72% went to the Australia Olympic Committee and
the Sydney Organising Committee.

There are other Olympic marketing programmes as well as sponsorship. The total
revenue generated from the marketing of the Sydney 20000 was approximately US$3
billion (between 1997 and 2000), generated mainly through ticket sales, licensing and
the sale of broadcasting rights in addition to sponsorship.

Television

Television broadcasting is integral to the success of the Olympic Games as it enables
people around the world to watch the greatest sporting event. To this end the
broadcast rights are critical to the Olympic Movement, not only in terms of revenue
generated but also in terms of the number of countries and viewers.

The Sydney 2000 Olympic Games was the largest TV operation in history. The Sydney
Olympic Broadcast Organisation provided 3,500 hours of Olympti action covering more
than 300 competition and ceremonial events. Images of Sydney 2000 reached 3.7 billion
viewers in a record 220 countries. Broadcasting at Sydney 2000 accounted for 45% of all
the revenue generated.



