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1 Introduction

The Olympic Games are one of the most viewed spprivents in the world.
Maybe even more attention is paid to the way ifinanced. The topic became
more popular in the Czech Republic after Pragueoanced its nomination for
staging the Olympic Games in 2016. Even though tlomination was not
successful it started many discussions about thieces of financing and their
investment return. One of the ways the Organizirgn@ittees gain money
needed is through cooperation with sponsors. |ellois topic to show how the
International Olympic Committee solved its probleifinancing the Olympic
Games through the help of private companies.

The aim of this paper is to make a marketing amalgé a highly specific
environment. It deals in detail with a product bBthed by the International
Olympic Committee — The Olympic Partners programme.

The paper starts with a description of the devekmpnof Olympic marketing
during the 28 century. The main part is devoted to the Top Olignfpartners
programme itself and shows how the programme wdhlescore values it is based
upon and what the benefits are for the sponsommgpanies. The rights, benefits
and ways of cooperation of sponsoring companieduatker analysed by using
two of the TOP members as examples.

The data used in this paper mainly refers to tis¢ tao periods of the TOP
programme (2000 — 2008). | have not been able taimlfficial data about the
current TOP VII (2009 — 2012), and in some fieldggadabout the TOP VI are
only estimated figures as the official ones havebsen released yet. The overall
result of the analysis is not complete due to & lat figures concerning the
amounts of money sponsoring companies pay to therniational Olympic
Committee to become TOP members. With all effongas not able to gain this
information as the companies refused to providdetause they consider it

proprietary and the International Olympic Committees not released it either.



1.1 Thesis statement

Financing of the Olympic Games has been an impbitsue throughout the
whole era of the modern Olympic Games. The Intéwnat Olympic Committee
solved this problem through the help of private panmies which are its sponsors.
This paper presents an analysis of this highly ipenarketing environment and
deals especially with the sponsorship programmkaalhe Olympic Partners
programme. This programme is a result of a deve@prof Olympic marketing
which is also examined here. The programme is baped an exclusive concept
of a mutually beneficial relationship and this pagkeows how it works and what
its core values are. It also attends to the benefitich the International Olympic
Committee gains as well as to the duties and rightponsoring companies. The
example companies are used to demonstrate the heagrogramme works and

whether the cooperation is really beneficial fothbparties.

1.2 Methodology

The aim of this paper is to make an analysis oin@pig marketing and Olympic
sponsorship programme — The Olympic Partners pnogr@ It intends to answer
the questions how the programme works in the field whether it really is useful
for both parties involved.

The objective of the paper is to thoroughly examangiven issue. That includes
analysis of history of Olympic Games from the pedjwe of their financing and
study of development of Olympic marketing. The mtiten is paid mainly to The
Olympic Partners programme itself. It focuses om ¢bre values and principles
the programme is based upon. It further examinesthe programme works, its
benefits for both parties and duties and rightspainsors. Two of the sponsoring
companies were chosen to serve as examples. By tis&m the paper shows
particular ways in which the programme is usedhmm field and the approach of
the companies towards it.

In order to be able to do a thorough analysis i wacessary to first conduct a
literature search and find essential informatidatesl to the topic. The base of the
information was obtained from the books on sporsprearticularly in sports,
and Olympic marketing. Further information was gairmainly from the internet
sources including official web sites of the Intdromal Olympic Committee,

individual Olympic Games and stated companies. M#s completed with

2



articles from different journals, newspapers andyaaaes publicized on-line.
The example companies as well as the Internati@iainpic Committee were
contacted via e-mail with a request for figures wtbmember fees for sponsors
and the impact of the programme on the sales. biiee asked parties provided
this information as they consider them proprietary.

The literature was critically read with the aimgeet the necessary information and

to draw conclusions.



2 The short history of modern OG

The Olympic Games are not only one of the biggestdwsports events but they
are also a huge cultural and political phenomer@rch an important meeting
also has an enormous economic significance. Orgammsof the Olympic Games
has always been quite expensive and the trendvertba massive increase in the
money needed. The Olympic Games are organisedebintarnational Olympic
Committee (IOC) which is also responsible for tHemding. A large part of the
required resources is currently gained through sp@hips. However, it has not
always been like this. This short history of theaficing of the modern Olympic
Games aims to show milestones in the developmeIlyhpic marketing and

sponsorship in particular.

2.1 Sponsorship

Sponsorship in general is a business relationshhwshould be bilaterally
beneficial. It is based on providing goods, finanead services by a sponsoring
company, which in return wants to implement its keéing and communicative
goals. The common aims of the sponsoring compaaiespromotion of the
company, enlargement of the influence on the madtetnges in the image of the
company, heightening of brand awareness and dewelopof customer loyalty

and community relations. All of these intentionsddo sales increase.

2.2 Milestones in the development of Olympic markang

When Pierre de Coubertin and his colleagues camveafd with the idea of a
revival of the Olympic Games in 1896 they did navé a detailed plan of how to
finance such an event. The first modern Olympic €amwere very modest in
comparison to the Olympic Games as we know theraytobh 1896 there were
245 athletes from 14 countries competing in 43 tapprevents. In 2008 in
Beijing there were 11,028 athletes from 204 Natio®dympic Committees
(NOCs) who took part in 302 sporting events in @8rss? The figures imply that

the money needed for staging the Games has rentaikabeased since the first

L“0H Atény 1896. “ Olympic.cz. 15 Jan 2009.
<http://web.olympic.cz/index.php?clanek=12&jazyk=cz>

2“NOC entry forms received. “ Beijing 2008. 1 Aug 2008. 22 Feb 2009.
<http://en.beijing2008.cn/news/official/preparation/n214496035.shtml>



modern Olympic Games. However, for many years tG€ Icontinued its
orthodox approach which was focused on the promagfoand “preservation” of
the “Olympic Ideals™ The financial matters were not solved and the t6k a
negative attitude towards the connection betweemts@nd money. As a result
organising committees had difficulty in finding emh money to organise the
Olympic Games. They had to take out loans and oelythe generosity of the
governments of the organising states and their bitdwats. Even after first
attempts with the introduction of rebroadcastirghts for the London Olympic
Games in 1948 the IOC still kept its traditionapegach. The fee BBC had to pay
was only US $3,000. The Games ended up with a srgo the Organising
Committee for the Olympic Games (OCOG) did not castthe cheque from
BBC. With this kind of management it is no wondkatt until the end of the
1970s the IOC had been a very poor and indebted orgi@mis which lived from
day to day. For example in the years 1968 — 19@lI@C had a deficit in its
capital account amounting to US $1.5 million ovietal

The change in perception of financial issues camihe first half of the 1970’s
after the accession of Lord Killanin to the 10C $tdency (1972 — 1980). For the
first time in its history, the Olympic Movement hadrned an appreciable profit
from its own Games. During the Olympic Games in Mhnand the Winter
Olympic Games in Sapporo in 1972 monetary resouwtedout US $26 million
were generated by the sale of television righte 3hare of the 10C, the NOCs
and international federations (IFs) altogether afasut US $9 millionwhich was
considerable operating revenue at that time. The fhat there had been
rebroadcasting rights connected with the Olympien€s since 1960, but it was
not earlier than 1972 when the I0C shared actiweltheir profits, shows how
reluctant the financial policy of the IOC had be&he management of the 1I0C
had not realised how these finances would acceleita expansion of the

Olympic Games, and sports in general.

3 Landry, Fernand, et al, eds. 1894-1994, The International Olympic Committee - one hundred
years : the idea, the presidents, the achievements. Ill, The presidencies of Lord Killanin (1972-
1980) and of Juan Antonio Samaranch (1980-). Lausanne : International Olympic Committee,
1996. p.143.

4 Landry. p. 147.

> Landry. p.147.



In the 1970’s the important amendments to the Olgrarter were adopted. If
these new rules concerning the IOC and its propaeytaken into account, then
the changes in the Charter are considered to lwdutexnary. The I0C states that
it is the owner of the Olympic Games, all Olympictigties and objects.
Moreover, the IOC should take benefit of such amenship and derive the profit
related to it.

The XXI. Olympic Games in Montreal in 1976 were halganized but financing
of the Games turned out to be a disaster. Becdusadoplanning and corruption
the organizing committee ended up with a debt &1G billior?, which was not
paid until 2006. Following this experience the I@&k charge of everything.
Since that time, all of the contracts regardingeatising and publicity associated
with the Olympic Games must be submitted to the f@Gts necessary consent.
During the 1980’s the I0C continued developing angroving its marketing and
financial policies. It focused also on the rulesaasated with sponsorship and
protection of Olympic symbols and emblems. Its oardus work was rewarded
by the improvement in the overall financial sitoati Comde de Beaumont, a long
standing member and later president of the Fin®@@m@amission (1967 — 1983)
confirmed in September 1981 that the 10C: “had asWeved what it had always
wished to do: a stable financial situation, andrfrehose income it could exist.”
Even though the financial situation of the IOC weiceably better, it was not
perfect. The problem was that most of the earncagse from one source. The
IOC was dependant upon the revenues from selliagdlevision rebroadcasting
rights; moreover the majority of them came from ooantry - the USA.

The new president of the IOC Juan Antonio Samar&h@80 — 2001) was aware
of this situation and made every effort to restuetthe finances. He was actually
the one who introduced marketing into the Olympiovdment. His goal was to
diversify the sources of income and to acquirefitm@ncial independence. At the
same time he aimed to obtain the best conditionsiéoelopment of the 10C in
both the short and long term. With regard to theral prosperity of the Olympic
Movement during his presidency we can say thatnhission was extremely
successful. The following table demonstrates myiptes statement in figures.

® “Quebec’ s Big Owe stadium debt is over.” CBC news. 19 Dec 2006. 15 Jan 2009.

<http://www.cbc.ca/canada/montreal/story/2006/12/19/qc-olympicstadium.htmli>
7 Landry. p. 148



Table no. 1, Resource: Marketing Matter§ 19

Countries broadcasting 111 220

Host Broadcaster Hours (Summer) | 500 hours 3,800 hours

Global Broadcast Revenue US $122 million US $1,845

(Quad. Winter/Summer) million
Nagano/Sydney

Percentage of Total Broadcast 84 % 53 %

Revenue

(Summer) from US

Total International Sponsorship UsS $0 US $550+ millior]
Revenue

(Quad. Winter/Summer)

Total Ticketing Revenue (Summer) | US $13 million US $625 million
IOC Summer Games Support US $60 million US $1,100

(TV and Marketing Revenue) to million

OCOG

Olympic Solidarity (Quad. US $8 million US $121 million

Winter/Summer)

In 1983 the IOC adopted new rules according to kvitics the sole authority over
marketing and the Olympic Games. It means thatuseyof the Olympic property
for commercial and publicity purposes, except gy DC, is prohibited. The IOC
also signed an agreement with the InternationalrtSp&ulture and Leisure
Marketing Agency (ISL), which is responsible forgo#iating rights and duties
with sponsors. At this time the first marketing grammes were developed.

The Los Angeles Olympic Games in 1984 can be censitlas a turning point in
Olympic marketing. These Games were entirely fieanby private enterprise.

The amount of involved partners and suppliers wedced and thanks to a

& “Overview: Evolution During the Samaranch Presidency.” Marketing Matters. Issue 19. July
2001. p. 1. 18 Jan 2009. <http://multimedia.olympic.org/pdf/en_report_273.pdf>



carefully planned marketing programme the orgagiziammittee made a profit
of US $222 million?
In 1985 the exclusive sponsorship programme cdlleelOlympic Partners (TOP)

was established. Analysis of this programme isntiaén objective of this paper

and it will be further examined below. (See secB8pn

Since the 1990's Olympic marketing has been byjltinto a successful and

elaborate programme. The activities of the IOCfacesed on clear identification

and explicit definition of its property. The aim thie IOC was and still is to adapt

to the requirements of the modern world togethéh the typical Olympic values

and spirit of fair play. Further details concernitigg development of Olympic

marketing and particularly of the TOP programmd M discussed below. (See

section 3).

Table no. 2 shows the overview of Olympic marketing

Athens

1896

Greek benefactor George Averoff findncthe

restoration of the Panathenaic Stadium. Kodak,

today’'s member of the TOP programme, spons
the Games.

ored

Stockholm

1912

Sponsorship contributed twice ashhmuaoney as the

Swedish State and the organizing city did.

(1%

Antwerp

1920

Efforts to sell the rights for photaghy and cinema

were unsuccessful and the organising comm

finished up in debt.

ttee

Paris

1924

Advertisements were visible in and adothe sports

venues for the first and only time in history.

Amsterdam

1928

Patronage and commercial partnenatri@ present.

Lake Placid

1932

Successful advertising campaighe-10C lent the

official symbols of the Winter Olympic Games to the

enterprises in exchange for advertising materiale

result was tremendous publicity at minimal cost.

Berlin

1936

The Olympic Games appeared on TV far finst

time.

’ Landry. p. 182
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rted
85 —
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175

was

London 1948 First mention of a concept of televisights.

Helsinki 1952 First attempt to produce a markepinggramme — not
profitable.

Melbourne 1956 Small demand for television rightecduse of
remoteness of the organising city.

Rome 1960 Revenues from selling television rightscdme
significant component of a budget.

Tokyo 1964 250 enterprises took part in marketirmppammes of
the 10C.

Mexico City 1968 The OCOG gained about 68 % ofetgenues from its
marketing programmes, exclusive of television ight
That equals 11 % of all expenditut®s

Munich 1972 The IOC began to play an importang iial protecting
the Olympic symbols and drawing the benefits from
its ownership.

Montreal 1976 Swift expansion of marketing progragsnbut with
poor results.

Moscow 1980 Thousands of companies had the righétassociated
with the Olympic Games.

Los Angeles 1984 An elaborate system of cooperatitimn sponsors was
established. Private enterprise resources provadie
of the necessary tools for financing and organisih
the Games. The profit margin of US $222 million w
allocated into the sports world.

TOP | 1985 — The cooperation between the I0C and the ISL ste

1988 | —the TOP programme was established. During 19
1988 US $95 million was generated.
TOP I 1989 -| The Marketing Department at the IOC Headquar
1992 | was launched. During this period about US $
million was generated and the programme
cooperating with 169 NOCs.
TOP Il 1993 - Successful marketing progress cam For the firs

t

10 Landry. p. 182.



1996 time in history the television revenues repmédess
than 50 % of all the revenues. The problems with

unfair competition and pirate marketing arisen.

TOP IV 1997 -| Brand protection was strengthened through a new
2000 | standard focusing mainly on education, legislaadod

advertising controls.

TOP V 2001 - The OCOG for Athens Olympic Games achieved its
2004 | sponsorship target two years before the Games.

TOP VI 2005 -/ Sponsorship programme in Torino is considered to be
2008 | the most lucrative one in Italian history. The Bejj
Olympic Games were extremely successful and

sponsors addressed plenty of new potential cuskomer

3 The TOP Programme

3.1.1 Establishment of the TOP Programme

The Olympic Partners (TOP) programme is the wordwisponsorship
programme managed by the International Olympic Cdtam (IOC). It was
established on 28 May 1985 by a signature on aadrvetween the IOC and the
International Sports, Culture and Leisure Agen8LJl The contract included the
goals and principles of the “International OlymphMarketing Programme”
accepted by the IOC Executive Board in Februaryp198

3.1.2 Goals of the TOP programme

The TOP programme was founded in order to guaraluieg-term corporate
partnerships that would support the Olympic Movetrena whole. The idea of
permanent long-term cooperation appeared to be nmreenient than recreation
of the marketing structure for each new Olympic ®dmas it would save both
money and time needed to find the appropriate pestriMoreover, the long term
cooperation allows for using previous experiendaagathrough organising of the
Olympic Games and its sponsoring to improve theviser and mutual

relationships. Both the IOC and sponsoring comsahave thus the possibility to

u Landry. p. 373.
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learn from their own insufficiencies and to elintmdahem. The goal of the TOP
programme is to provide the Olympic Movement with sdependent and
continual source of financing and to ensure adtacation of revenues. It further
aims to ensure the strict and practical manageme@ympic marketing while
focusing on halting uncontrolled and ambush manketf the Olympic Games,
which can be accomplished only by reducing the rematb commercial partners.
Ambush marketing is the type of marketing that ubesstrategies to make an
impression that the company was an official spongitiniout any such contract
existing. This fraudulent behaviour brings many atages to the companies
which use it on account of official sponsors whieed to pay sponsor fees.

3.1.3 Revenues

The TOP programme works on a four-year term, whghn line with the
Olympic quadrennium. Each quadrennium includes anthe Olympic Games
(summer) and one of the Olympic Winter Games. Thetigpants of this
programme create support for the Organising Coregstof the Olympic Games
(OCOGSs), the National Olympic Committees (NOCs) dredIOC.

Contributions from sponsors are in the form of ggoservices, technologies,
expertise and personnel deployment as well as dinhnesources. Donations to
the TOP programme have been rising significanthgesiits establishment. Total
revenues gained from The Olympic Partners durieditist quadrennium (TOP I:
1985 — 1988) were about US $96 million. It is estied that an amount nearly
nine times larger was obtained during the TOP Migae (2005 — 2008) — US
$866 million (see table 3).

11



Table no. 3: TOP Programme Evolutidn

1985 — 1988 Calgary/ Seoul 9 159  US $96 million

1989 - 1992 Albertville/ Barcelona 12 169 US $172 million
1993 - 1996 Lillehammer/ Atlanta 10 197  US $279 million
1997 - 2000 Nagano/ Sydney 11 199 US $579 million
2001 - 2004 Salt Lake/ Athens 11 202 US $663 million
2005 - 2008 Torino/Being 12 205 US $866 million

Money gained from international sponsors is alledaaccording to the current
needs of each of the particular Olympic Games.einegal, we can say that TOP
revenue is distributed by the IOC according to #pproximate formula: OCOGs
— 50 %, NOCs — 40% and 10C — 10%. OCOGs gain toaitly the largest share.
The revenue is further subdivided among the OCQgsgHe Olympic Winter
Games, the OCOGs for the Olympic Games, the NO@sttam Olympic Games
and the Olympic Winter Games host countries. Alttw#se institutions use the
money and other kinds of contributions such as gaodl services to fulfil their
operational responsibilities in staging the Gamé&ke second largest share
belongs to the NOCs. The I0C does not have the talperform its marketing
activities on the territory of individual statestimut the consent of that particular
NOC. The TOP Programme thus expects the NOCs to tjog¢ programme
voluntarily which means, considering the produathesivity principle, that the
NOC cannot offer its territory to the sponsoringmganies with the same
category of products’ 205 NOCs cooperated with the TOP VI partners dyifire
years 2005 — 2008. The opportunity cost is comgedsduring the allocation of
revenues gained through the worldwide sponsordimery active NOC in the
world receives the funding from the IOC to supptetteams and athletes as well
as to develop the Olympic idea in its country. Beseaof the increasing success of
the TOP Programme together with continually higrerenues from broadcast
rights the 10C can provide increased support withequadrennium. During the

 International Olympic Committee. Olympic Marketing Fact File. Edition 2008. 2008. p. 10. 18
Jan 2009. <http://multimedia.olympic.org/pdf/en_report_344.pdf>.
B Dovalil, Jan, et al. Olympismus. Praha: Olympia, 2004. P. 111
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years 2001 — 2004 the 10C provided approximately$3$9.5 milliort* to NOCs

all over the world. Additional support is indirectjiven to NOCs through the
provision of free athletes’ village and travel gsafor the Olympic GameS.The

IOC itself retains just a small part of the reverara it uses it to cover the
operational and administrative costs of governimg ®lympic Movement. As far
as the allocation of the revenue between Olympiai8ar Games and Olympic
Winter Games, the Olympic Summer Games gain twalghand the Olympic

Winter Games one thirtf,

3.1.4 Exclusivity of the TOP partners

The TOP programme is based on the principle of ygbdategory exclusivity.
This means that each product-category can be mmezs only by one company.
For example, all of the soft drinks are provided @gca-Cola, the company
associated with the sponsoring of the Olympic Gasmese 1928. In return, all of
the TOP partners have the exclusive marketing sightd opportunities related to

the Olympic Games.

3.1.5 Protection of the Olympic brand

The Olympic Charter states clearly the specificesutelated to the usage of
Olympic symbols and appearance of the advertisssgp@ated with the Olympic

Games. The Olympic Games are the only sporting tetvext takes part without

any advertising or other commercial messages inear the sports venues. No
kind of advertising is allowed on the uniforms b&tOlympic athletes, coaches,
judges or even on the clothes of the spectatorsll3mrand names on the outfits
of viewers are accepted however people with la@rertisements might be
asked to remove or cover them. While broadcastedOllympic pictures cannot
be associated with any kind of commercial mess&ge. aim of the IOC is to

provide the spectators with an excellent experieagsociated with the spirit of
the Olympic ceremonies and competitions without n@eidisrupted by

commercials. The Olympic brand is also not suppdedoe associated with any

" International Olympic Committee. Olympic Marketing Fact File. Edition 2008. 2008. p. 7. 18 Jan
2009. <http://multimedia.olympic.org/pdf/en_report_344.pdf>

® Ibid. p. 7.

G o] programme.” Marketing Matters. Issue 15. June 1999. p. 8. 18 Jan 2009.
<http://multimedia.olympic.org/pdf/en_report_277.pdf>
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tobacco products or alcoholic beverages excepbéer and winé’ These rules
apply also to the TOP partners. However, in cowptrer other companies,
including the ones cooperating with the IOC on Ipvevels of sponsorship

programmes, the TOP partners have some exclugihtsri

3.1.6 Rightsof the TOP partners

The TOP partners are the only commercial compatties are allowed to

associate their brands and products or services thiig Olympic brand. Even

though all ways of advertising are banned at th@tsprenues and nearby them
the companies can use all other methods of promofio achieve success they
have to be very creative to generate an interesding thriving advertising

campaign. It requires very close cooperation betwde IOC and the TOP

partners. They are also a part of a special addaaogbush marketing control

system.

3.1.7 Advantagesfor the TOP partners

Membership in the TOP programme is very desiraldeitabrings countless
advantages to its members. However, the IOC wams programme to be
maximally effective and it restricts the number miembers. The TOP VI
consisted of twelve companies and current TOP Wbftisists of only nine partners
which are top quality worldwide companies. Corpiorsd have several reasons to
join the programme.

While sponsoring the Olympic Games they are seenhaard all over the world
at least during the performance of the Olympic Gankhe TOP programme
provides them with preferential access to the Olgniyppoadcast advertising. The
Olympic Games are one of the most watched spoetegts in the world. Several
broadcasting records were broken during the laginPic Games in Belijing. For
example, an estimated 4.5 billion people all over world had access to TV
broadcasting for more than 5 000 live hours. Onlyhie USA there were more

than 214 million viewers in totaf. These figures show how big the potential is for

Y International Olympic Committee. Olympic Marketing Fact File. Edition 2008. 2008. p. 44. 18
Jan 2009. <http://multimedia.olympic.org/pdf/en_report_344.pdf>

B “The Biggest Broadcast Event in Olympic History.” Olympic review. Issue 69. Oct-Nov-Dec 2008.
p. 50. 18 Jan 2009. <http://clients.digipage.co.uk/?userpath=00000001/00000004/00035172/>
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companies to attract new costumers, impress trstiegiones and introduce new
products or services.

The popularity of the Olympic Games is showed byesa# researches. For
example according to Sponsorship Research Intemsdti held in several
countries in the 1980’s and 1990’s the Olympic Gsarage recognized as the
world’s top sporting event by 82 % of respondentsl aas a symbol of
international cooperation for 81 % of respondéht¥he connection between
sports and the Olympic spirit brings thus the papty to the sponsors and
evokes the feeling of trust and fair play — thelfjes extremely desired in any
business environment. The potential customers rneapfluenced by the fact that
if the IOC chooses a particular company as a pathas it is very probable that it
is a reliable partner with high quality productsiaservices. Therefore, they will
want to do business with them as well.

The research held by the 10C in 1994 also demdestridnat the connection of
sponsors and the Olympic Movement is perceivedtigest by the majority of
the questioned population. 65 % of people constber Olympic sponsors as
leaders in their industries and 55 % think that@hgmpic sponsors are dedicated
to excellencé® In August 1996 the I0C surveyed the general pulslimine
countries and the spectators and athletes at thtAtOlympic GameS$. The
results demonstrated that Olympic sponsors havaigtest level of respect from
all of the major sporting events’ sponsors. On ager 30 % of respondents from
the general public would raise their opinion abawompany if they knew it was
an Olympic sponsor, and the number increased up5t® among Olympic
spectators. These facts definitely make the TORrprome attractive for many

companies.

1 Landry. p 201.

20 Landry. p.202.

L4 atest Olympic Research Results.” Olympic Marketing Matters. Issue 11. Aug 1997. p. 4 — 8. 18
Jan 2009. <http://multimedia.olympic.org/pdf/en_report_281.pdf>
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Table no. 4 shows opinions of the general publgarding Olympic sponsorship
according to the research from August 1896.

Olympic sponsorship... % respondents agreeing

Aus. Brazil Chinalapan MalayS. Afri Spain UK USA AVG.
raises opinion of comparly R8 K43 |59 |15 |26 |43 |22 | 15| 23| 30

lowers opinion of compapy |0 0 0 1 1 1 1 1 1 1

(@)

o
W
N
)
w
©

consumer is more likely t 27 (30 |20 |16 | 25| 25
try product for first time
consumer is less likely to 1 0 1 7 11 1 1 1 2 | 3
try product for first time
consumer is more likely t
buy product

consumer is less likely to 1 0 |0 2 2 1 0 |0 0 1

buy product

O

o
NJ
oo
=
N
(6)]

13 |34 |10 |10 | 21| 22

3.1.8 Advertising programmes

As stated earlier, the association with the Olympiand is perceived very
positively by the public, so the sponsoring companise the Olympic symbols to
promote their products and services. It is onlyuasgion of marginal costs to put
the Olympic symbols on the packages of their prtgjuetterheads and to use
them in their communication with the public. Thesearch held by the 10C in
1994 all around the world showed that the Olymjmgs are one of the highly
recognized symbols, so it seems to be a very éfteetay how to inform the
public about their connection with the Olympic Gam®loreover, the research
from 1996 showed that 63% of respondents felt thatsymbol actually draws
their attention to a product on which it is disgd{®

The Olympic partners also have many hospitality avpmities at the Games
themselves. They can show and sell their productervices on location at the
Olympic Games. Using this type of advertising, ttaldress a vast number of
athletes, their supporting teams, spectators asul tabusands of employees and

volunteers who take part in organising the Gamég gponsors have their own

22 .

Ibid. p. 6.
2 “| atest Olympic Research Results.” Olympic Marketing Matters. Issue 11. Aug 1997. p. 6. 18 Jan
2009. <http://multimedia.olympic.org/pdf/en_report_281.pdf>
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areas for people to gather in, to meet with thawofirite athletes, to share their
sports experiences and, of course, to promotedimpany itself.

As more and more companies realize that peoplem@eecof the most important
resources they have they include their own empkyee the Olympic
cooperation. The company may, for instance, cremteompetition for its
employees related to the Olympic Games or supperstaff in taking part in the
voluntary team on location of the Olympic GamesisThight be a strong
experience when the employees have the opportmaityonly to present their
expertise and personal qualities, but also to gain perspectives and contribute
to a significant endeavour. Furthermore, the spamgocompanies often need
their own specialists to work at the site during #vent and may use this as a
motivational tool. Engaging the staff in the Olympmxperience is the way to
encourage loyalty, admiration and inspiration ampagsonnef? That leads then
to increased work effort and growing sales.

The companies also use their partnership with M€ to benefit their loyal
customers. It may be done in the form of free tisk® the competitions,
organizing special events within the Olympic theonea meeting with a popular
athlete who was chosen as a “face” of the particafnsor. The companies
support the athletes who aim for the highest peakthie sport so that it
corresponds with the highest goals of the comp#selfi Kwon Gye-hyun, VP
and Head of Sports Marketing, Samsung, testifiesthis by saying: “We
nominated Alberto Tomba as our Samsung ambassadaube we believe he has
a very strong image and a very good record in tlygn@ic Games. Like Alberto
Tomba we would like to be number one in the eledtrandustry and we believe
Tomba’s image coincides with the image of Sams@ng.”

Some corporations also choose to support the comtynaha hosting city or
country. They enhance the environment and try torave the living conditions
of its inhabitant£? for example, by donating to school sport clubanising
sport events for children, etc. These corporatiares then positively perceived

mainly by the people most influenced by these astio

** |0C Marketing Report — Torino 2006. p. 50. 18 Jan 2009.
<http://multimedia.olympic.org/pdf/en_report_1144.pdf>
% |0C Marketing Report — Torino 2006. p. 59. 18 Jan 2009.
<http://multimedia.olympic.org/pdf/en_report_1144.pdf>
*® |bid. p. 84.
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Table no. 5 sums up all of the members of the T@sYrammes since its
establishment
THE OLYMPIC PARTNERS

Number Members

of

members

TOP I 1985-1988 9 Coca-Cola, Kodak, Visa, Time,
Matsushita, Brother, Philips, 3 M,
Federal Express
TOPII 1989 -1992 12 Coca-Cola, Kodak, Visa, Time,
Matsushita, Brother, Philips, 3 M, UPS,
Bausch & Lomb, Mars, Ricoh
TOP Il 1993-1996 10 Coca-Cola, Kodak, Visa, Time/Sports
lllustrated, Matsushita, Xerox, IBM, John
Hancock, UPS, Bausch & Lomb
TOPIV 1997 -2000 11 Coca-Cola, Kodak, Visa, IBM, Hangock
McDonald's,  Panasonic, = Samsung,

Time/Sports lllustrated, Xerox, UPS
TOPV 2001-2004 10 Coca-Cola, Kodak, Visa, Samsung,
Panasonic, Hancock, SchlumbergerSema,

McDonald's, Xerox, Time/Sports
lllustrated
TOP VI 2005-2008 12 Coca-Cola, Atos Origin, GE, John&on
Johnson, Kodak, Lenovo, Manulife,

McDonald's, Omega, Panasonic,
Samsung, Visa

TOP 2009 - 2012 9 Coca-Cola, Atos Origin, GE, McDonalds,

Vil Omega, Panasonic, Samsung, Visa, Acer
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4 Atos Origin and Panasonic as examples of TOP partne

This section will deal with two worldwide companigmst cooperate with the I10C
as the TOP partners. The goal is to introduce lgrtek companies, demonstrate
the way they participate in the programme, how tt@ytribute and how they use

it for their own benefit.

4.1 Atos Origin

Atos Origin is a leading information technology \8sees company. Its
headquarters are based in France and Belgium. #dthd is focused mainly on
the European market, where it plays a key rolepérates all over the world. The
Atos Origin Group provides end-to-end delivery wdh integrated operating
model: design, build and operate. It carries thgirmss in variable but carefully
targeted industry fields. The Group develops Cdimsyl Systems Integration and
Managed Operations in full synergfésSince the mission of the company is to
advance the performance of its clients by offermwpvative solutions that deliver
measurable business values through the integraeciing modéf it, therefore,
ideally matches with the values of the Olympic Ganmihe company provides its
clients with complex solutions and prefers longrterooperation. These are the
qualities the IOC can perfectly take advantage of.

The Group was created through a series of majogengrand acquisitions since
1997 (see table no. 6). It led to an enormous drowgained revenues. In 1997,
the year of formation of Atos, the revenue was ERW million, and ten years
later it amounted to EUR 5.8 billion. In 2007 theoG employed more than
51,000 employees in 40 countrfés.

%7 Atos Origin. Annual Report 2007. p. 1. 20 Jan 2009. <
http://www.atosorigin.com/NR/rdonlyres/F615923A-6954-4F47-BDEA-
8C480075DB41/0/AtosOriginAnnualReport2007.pdf>
% Ibid. p. 1.
29 .

Ibid. p. 18.
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Table no. 6 shows the foundation of Atos Origin

ATOS ORIGIN
1
| I I |
Atos Origin KPMG Consulting Sema Group
|7I |
I 1
Axime Sligos BSO/Origin Philips C&P

Along with the Olympic Games, Atos Origin providée exclusive IT services to
many other large-scale events and internationalelspé.g. the World Summit on
the Information Society, Tunisia 2005, FIFA Worldi©2002 and 2008, and

many others. The company uses the professionalrierpes and know-how
gained through these events to improve its perfoo@aluring the following ones.

This leads to continually better results while sguvtosts and precious time.

4.1.1 Cooperation with thel OC

Atos Origin supported the 1992 Olympic Games incBEma as Sema and joined
the TOP programme in 2001 (TOP V) as SchlumbergeaS&ince then, it has
been a TOP partner managing the vast IT systemedefed staging the Games.
The contract signed in 1998, covered the Olympien&a in Salt Lake City

(2002), Athens (2004), Torino (2006) and Beijin@@8). It was the largest IT

related contract ever associated with a sportirgneand in July 2005 it was
extended to the Olympic Winter Games in Vancouzé1(Q) and the Olympic

Games in London (2012). Jacques Rogge, PresidetheolOC, commented:

“We are extremely pleased to have expanded oungrahip with Atos Origin as

the Worldwide IT Partner for two more Games... Atogyd was a crucial player

in the success of the delivery of the Athens 206d &orino 2006 Olympic

Games. We are confident that, in the future, Atosgi® will deliver an

% Atos Origin. Annual Report 2007. p. 18. 20 Jan 2009. <
http://www.atosorigin.com/NR/rdonlyres/F615923A-6954-4F47-BDEA-
8C480075DB41/0/AtosOriginAnnualReport2007.pdf>

3! Atos Origin Media Kit For the Beijing 2008 Olympic Games. p. 15. 22 Jan 2009.
<http://www.atosorigin.com/nr/rdonlyres/2ebf4749-6eec-49c2-823e-
143976856956/0/beijing2008mediakit.pdf>
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outstanding job for the Beijing 2008, Vancouver @@hd London 2012 Olympic

Games.??

4.1.2 Commitments

Atos Origin is one of those sponsoring companies$ tlonate mostly in kind not
cash. The key role of Atos Origin is in providingviless running of the Olympic
Games regarding the IT services. It is a complek that includes many different

operations that need to be secure and accuratelutd & day, seven days a week.

4.1.3 Beijing Olympic Games 2008

Atos Origin, as the exclusive partner in the infation technology field, was
responsible for the smooth and successful operatfotihe Olympic Games in
Beijing 2008. The commitment to the 10C includee fbroviding of a vast IT
system that would cover, among others, accreditattoansportation, sports
entries and qualification system, medical encosnsgsstem, arrivals, departures
and protocol system and the staffing informatiosteyn. These systems helped to
manage the planning and operation of the Games. @tmin had to, for instance,
deal with more than 340,000 accreditatiSrier athletes, coaches, officials, staff,
volunteers and media. The sport entries and qcafifin system was set up to be
able to combine around 1,000 different criteriaoasrall of the events.

The second big field of activity for the company swdelivering real-time
competition results and information about the addeand providing information
to the athletes, judges, coaches and sponsorshgidntranet. This was done
thanks to two separate projects. The commentatame wprovided with the
Commentator Information System (CIS), which is gadbased application that
displays the results in real-time — in a fractidnaosecond. This is vital for a
perfect experience for billions of people who aigaking the Games all over the

2 “The World' s Largest Sports Related IT Contract.” Atos Origin. 15 Jan 2009.
<http://www.atosorigin.com/en-us/olympic_games/default.html>

3 “Atos Origin smashes IT records during Beijing 2008 Olympic Games.“ Atos Origin. 25 Aug 2008.
18 Jan 2009. <http://www.atosorigin.com/en-us/Newsroom/en-
us/Press_Releases/2008/2008_08_25_01.htm>

* Atos Origin Media Kit For the Beijing 2008 Olympic Games. p. 7. 22 Jan 2009.
<http://www.atosorigin.com/nr/rdonlyres/2ebf4749-6eec-49c2-823e-
143976856956/0/beijing2008mediakit.pdf>
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world. The time needed for the transmission of deds less than 0.3%3 even
though the amount of information processed wasaqimately 80 percent higher
than in Athens 2004. Information for athletes atfteo members of the Olympic
Family was provided through Intranet INFO2008. Ad40,000 accredited
members had an access to the information of theersyat 900 on-site kiosks.
Moreover, for the first time in history, the INFO®was available as a wireless
service enabling all of the journalists to gain théormation from their own
laptops.

Atos Origin managed a team of about 4,000 IT espartiuding about 1,000
volunteerg® from all over the world. During the 17 days of tB@ames they
worked at more than 70 competition and non-compativenues. The averaged
amount of INFO2008 pages viewed per day was mose th200,008’ The
massive IT infrastructure included about 1,000 eexyv 1,000 network and
security devices, 10,000 computers, 4,000 pringard 4,800 result system
terminals®

The activities of Atos Origin are interlaced witietactivities of other sponsoring
companies, which provide services such as timiangrisg, imaging, hardware,
audio/TV/video equipment, internet, etc. Therefofdéps Origin was made a
leader and manager of a consortium of technologplsers and partners. It
worked under the supervision of BOCOG (Beijing Qrigang Committee for the
Games of the XXIX Olympiad) Technology Departmemtd ainvolved, for
example, these companies: Lenovo, Panasonic, Kodak Omegéd’
Responsibility to its partners, as well as to ttidedies and the spectators, makes
high demands on a flawless performance from thepemy and on the necessity

of meeting the deadline. Since the deadline (the dathe opening ceremony of

* Atos Origin smashes IT records during Beijing 2008 Olympic Games.“ Atos Origin. 25 Aug 2008.
18 Jan 2009. <http://www.atosorigin.com/en-us/Newsroom/en-
us/Press_Releases/2008/2008_08_25_01.htm>

% Atos Origin Media Kit For the Beijing 2008 Olympic Games. p. 6. 22 Jan 2009.
<http://www.atosorigin.com/nr/rdonlyres/2ebf4749-6eec-49¢c2-823e-
143976856956/0/beijing2008 mediakit.pdf>

¥ “Atos Origin smashes IT records during Beijing 2008 Olympic Games.“ Atos Origin. 25 Aug 2008.
18 Jan 2009. <http://www.atosorigin.com/en-us/Newsroom/en-
us/Press_Releases/2008/2008_08_25_01.htm>

% Atos Origin Media Kit For the Beijing 2008 Olympic Games. p. 10. 22 Jan 2009.
<http://www.atosorigin.com/nr/rdonlyres/2ebf4749-6eec-49c2-823e-
143976856956/0/beijing2008mediakit.pdf>

** Ibid. p. 10.
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the Games) is unmovable all of the involved partiesd to do their best to be
ready in time. There is no second chance. To fthfg requirement Atos Origin
starts its preparation for the Games a long timexdwance — as well as the
athletes. The Olympic Games IT strategy was defineaks early as 2003 and in
November 2004 the first members of the IT team rdawssite. Since then, the IT
experts have been working on building up the ITastructure and making sure
that everything is ready in time. The system waistprough a thorough testing
that included more than 100,000 “test cases” andnebed to more than 200,000
test hourd? The company implemented IT security preventativeasares to
protect against physical and digital attacks onltheetwork architecturé' There
was a carefully elaborated system based on IT wgcarchitecture, IT risk
management and IT security operations. Thankd tf #hiese precautions and the
experienced staff it was possible to react immedjato all critical alerts and
unauthorised access. As a result, there was niagke sncident that impacted the
Olympic Game§?

4.1.3.1 Employee programme

The upper-level management of Atos Origin Groupuwsare of the fact that its
employees are valuable assets who largely influaiiad the projects performed.
Therefore, the best way how to gain their loyaltg dest work results is to get
them involved. For these purposes there is a Vekmprogramme. Its aim is to
bring the Olympic Games experience closer to thpleyees. Selected volunteers
have a once-in-a-lifetime opportunity to be a paErthe Olympic Games. Each
volunteer thus has a chance to realise that hbheorssa crucial part of the project
that influences the success of one of the worldggést sporting events for
athletes, spectators and viewers. Along with th@edarnce with a global project,
he or she learns how to work in a multicultural iemwment, team work and the

importance of the Olympic values for the company.

* Atos Origin Media Kit For the Beijing 2008 Olympic Games. p. 6. 22 Jan 2009.
<http://www.atosorigin.com/nr/rdonlyres/2ebf4749-6eec-49¢c2-823e-
143976856956/0/beijing2008mediakit.pdf>
41, .

Ibid. p. 6.
2 “Atos Origin smashes IT records during Beijing 2008 Olympic Games.” Atos Origin. 25 Aug 2008.
18 Jan 2009. <http://www.atosorigin.com/en-us/Newsroom/en-
us/Press_Releases/2008/2008_08 25 01.htm>
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Another way how to bring the Olympic values and ripoexperiences to
employees and customers is through the “Champio@ha&lengers” programme.
“Champions” are the athletes who were chosen byndwgonal Atos Origin
organisations. The athletes should match with thiees of both the Olympic
Games and Atos Origin. They are supported by Atogi®and, in return, they
promote the brand, take part in the events of timepany, etc. The “Challengers”
are employees and clients who are challenged topakt in sport activities at any
level in order to raise money for a good calfdealso emphasises the importance

of charity work for the company.

4.1.4 Paralympic Games

Atos Origin also wants to support the visions cfatbled athletes and has been
doing so by cooperating with the International Ban@ic Committee (IPC) since
2002. In January 2008 the company extended itsostipg signing the agreement
that made it the official Worldwide IT partner dfet IPC. Atos Origin is thus the
first TOP partner that sponsors also the Paraly@Gpaices.

Commitments made by Atos Origin to the IPC are Isintd the ones to the IOC.
Atos Origin provides and manages the IT systens #s complex a task as the
Olympic Games, only on a smaller scale. The maial ¢g& again, to provide
perfect service based primarily on security, megtine deadline and staying

within budget.

4.2 Panasonic

Panasonic Corporation is one of biggest electramnufactures in the world. It
was established in 1918 as Matsushita Electric dudd Co., Ltd. Its
headquarters are situated in Osaka, Japan. Now#tagempany is comprised of
556 companies and it employs more than 300,000@mees™ In the fiscal year
ending in March 2005 the company’s net sales aneoutt US $81.44 billion. Its
business varies from audio/video to home applianwesdustrial solutions and
other consumer electronic products. It is a worttbvieader in development of
and manufacture of electronic products. The exeitysin the field of audio/video

* “Employee programme.” Atos Origin. 2 Feb 2009. <http://www.atosorigin.com/en-
us/olympic_games/employee_program/default.htm>
4 “Corporate Profile.” Panasonic. 2 Feb 2009. <http://www.panasonic.net/corporate/>
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equipment is of particular interest for the IOC.eThlission of Panasonic is to
deliver the highest performance possible througlpibducts and services, which
goes along with the mission of the top athlete® -de¢liver their best at the

Olympic Games.

4.2.1 Cooperation with thel OC

Panasonic commenced its cooperation with the IOT9B4 when it provided the
audio system and the giant screen system for tseAlngieles Olympic Games. In
1987 the company joined the TOP programme — itineca member of TOP |
(1985 — 1988). Beginning with the Calgary Olympiantes in 1988 it has been
supporting the Olympic Movement ever since. Panas@orporation provides
the Olympic Games with state-of-the-art digital imiMddeo equipment, such as
flat screen TVs, digital video cameras, DVD recosgdeand professional
audio/video equipment. The last Olympic Games inpildBgmarked the 20-year-
period of sponsoring the I0C and the Olympic Ganfeasnasonic had been
present already at 12 Olympic and Olympic Wintem@a. The fact that the
cooperation between the I0C and Panasonic wasngetbin September 2007
serves as a proof of an efficient and successildlmaration. Panasonic signed the
agreement that would make it a TOP partner als&/&rcouver (2010), London
(2012), Sochi (2014) and the Games in 2016 (lonatdoe announced in October
2009).

4.2.2 Commitments

The role of Panasonic as a TOP member is to bnegxperience of the Olympic
Games to tens of thousands of spectators at theegeand billions of viewers all
over the world. It does so by providing the stait¢he-art electronic equipment.
As this field is developing extremely quickly thdrave been many changes in the
support given by Panasonic. However, at all ofdbeasions, from providing the
amps and speakers with clear and crisp sound id, #88mplementing the first
digital VTR system in 1992, to making Beijing 2008 first “HD Olympic

Games™" the performance of Panasonic has always beencperfe

* Atsuko. “[The Beijing 2008 Olympic Games] Panasonic's involvement with the Games began
with an audio system designed for theaters.” Cyber Showcase Blog. 4 Aug 2008. 18 Jan 2009.
<http://ex-blog.panasonic.co.jp/exhibition/en/2008/08/04/>
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4.2.3 Beijing Olympic Games 2008

Panasonic has exclusive rights in the field of tdigaudio/video equipment.
Along with providing flat screen TVs, DVD recordetigital video cameras, etc.,
it worked also as the Olympic Games Official Hosto&lcast Equipment
Supplier. The company provided the official recagliformat (Panasonic
DVCPRO HD) for the last eight Olympic Games. As &sonic is always at the
top of its field it commits itself to supportingetfoperation of the Games on the
grandest scale possible. For Beijing 2008 that mesaking it the first Olympic
Games to be recorded and broadcasted entirelgndefinition (HD) format and
thus enabling spectators and viewers all over tbddmo enjoy the spirit and
excitement of the Olympic Games in amazingly highliy.

Panasonic provided approximately 1.7 times moreatheunt of total equipment
supplied, when compared to Athens 2094All of the equipment provided, as
well as the goods inhabitants may buy, are a pathe “Sharing the Passion”
concept whose aim is to bring the Olympic Gamesigh quality to as many
people as possible. For the benefit of viewershat venues it provided 25
ASTROVISION large screens, 284 RAMSA audio systeaimut 10,000 TVs,
and more. The largest ASTROVISION screen measur2db9 16.5 m and
allowed for truly authentic images of the eventgha venue. For the safety and
security of spectators and participants there werere than 2,000 AV
surveillance cameras install&d.

The process of delivering the images of the Olyngpéenes to viewers all around
the world is supported by Panasonic as well. Alerith the official recording
format Panasonic provided about 250 VTRs, 100 cadecs and 1,500
monitors?®

About 300 specialists —employees of Panasonic bleat working with BOCOG
since 2002 to ensure that everything would workvigssly from the very first
minute of the Opening Ceremony. By supporting thin@ic Games the
company sends a message to both businesses anduatlicustomers. It shows
that it is able to handle an event as huge and longs the Olympic Games and
that its technology is of the supreme quality. Tigividual customers are then

*® panasonic. Olympic Media Guide. p. 3. 2 Feb 2009. <http://panasonic.net/olympic>
* Ibid. p. 3.
*® Ibid. p. 6.
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amazed by the excellence of the images and soenebthipment can provide, and
are definitely urged to buy the equipment that wdagst suit their homes.

4.2.3.1 World Wide Wave

World Wide Wave is a programme that invited peogleover the world to
become a part of the Olympic experience. Even #ytldid not have an
opportunity to visit the venues, they could makeédeo of themselves making a
single wave. Thus, they demonstrated their sugpdiie Olympic athletes and, if
using Panasonic video cameras, also to the com@dmeyfinal video made that
connected all of the videos that were sent isat#lilable at the official Panasonic

website.

4.2.3.2 Olympic truck tour

To promote the company and increase the awareriass @nnection with the
Olympic Games Panasonic introduced Olympic TruckirTdt took place in
different places around the USA and its message Y&t Your Family Ready
For The First HD Olympics”. At the beginning of theur Christine Amirian,
Vice President, Consumer Marketing Group, Panas@uosumer Electronics
Company, explained the association between thestathland the efforts of
Panasonic: "The world’s athletes are getting readyome together and compete
at the Olympic Games this summer and Panasonielpsnig families get ready to
come together and watch thef.During the event visitors had a chance to meet

selected Olympic winners, play games and win iisterg prizes.

4.2.4 Paralympic Games
Panasonic began its cooperation with the IPC atTibeno Olympic Winter
Games 2006. Back in 2006, as well as in Beijinguipported the staging of the

Paralympic Games as its Official Partner. The coimmnts of Panasonic towards

“ De Maria, Chris, Samuels, Jeff. “Panasonic Gives Consumers Taste of First-ever All High
Definition Olympic Games with Multi-faceted Promotional Campaign.” Panasonic. 29 Apr 2008.
18 Jan 2009.
<http://www2.panasonic.com/webapp/wcs/stores/servlet/prModelDetail ?storeld=11301&catalo
gld=13251&itemld=246165&modelNo=Content05082008010206783&surfModel=Content050820
08010206783>
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the IPC are similar to ones to the IOC. The godbipromote world peace and
facilitate greater worldwide acceptance of peopita w disability>®

> Harminka. “Panasonic Becomes Official Partner Of Beijing 2008 Paralympic Games.” Hulig
News. 24 May 2008. 20 Jan 2009. <http://www.huliq.com/60264/panasonic-becomes-official-
partner-beijing-2008-paralympic-games>
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5 Conclusion

Regarding their finances, the International Olym@iommittee went through
some difficult times during the 2@century. Increasing demand on money needed
for staging the Olympic Games forced the top mameye of the IOC to start
developing its marketing policy. The situation v&gnificantly improving since
1970’s, but the real turning point came in 1985 nilee TOP programme was
established. It has since attracted many intemaktioompanies. In my opinion,
the main reason is due to the product-exclusivitingiple that gives the
companies a huge competitive advantage. Being a p@ter allows them to
associate themselves with one of the very positipelrceived events and opens
thus doors to a huge field of potential customéns.the other hand, being a part
of such an enormous event might be risky as evestake becomes highly
visible to others.

Both example companies | chose, Atos Origin andaBamic, are essential
partners for the 10C. Thanks to the way they dotiager cooperation is crucial
for the perfect staging of the Olympic Games, awould not be possible to
organise them without information technologieslec&onic equipment.

Each company chose a different approach towardsé@sbership. This results
from their individuality as well as from differemérget groups. Atos Origin is
focused mainly on business-to-business trades. iBhathy they put the most
effort into producing the best performance, whishprobably not registered by
the general public, but that is definitely of laiggortance for people in the field.
The Olympic Games are like a case study — they shewcustomers what the
company is able to accomplish. Their successfutinghis achieved by involving
employees that are motivated alongside special@mplprogrammes.

Panasonic is partly focused on business-to-busideakng too and being a part
of the TOP programme shows other businesses wiegt ¢an do for them.
However, the company is also interested in targdiimal consumers. That is why
they implemented more promotional programmes cggkoh consumers.

With all my efforts | was not able to gain exaguies regarding the expanses of
the companies associated with the sponsoring ofQhenpic Games. Other
authors had to probably face the same problem iasitformation is also not
available in secondary sources. The example corepaeifused to provide this
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information as they consider it proprietary and D€ did not release it either. It
is also not possible to measure precisely theemnite of the sponsorship on sales.
Because of these two facts | am not able to saythehehe investments of the
companies were returned completely. However, dedutom the fact that both
companies prolonged their contracts | supposeth®atooperation with the 10C
is mutually beneficial. Even if the benefit may pile in the fact that it is not a

competitor who has this particular advantage.
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6 Shrnuti

6.1 Uvod

Olympijské hry jsou jednou z nejsledo¥é@ich sportovnich udalosti na &
Velka pozornost je dnovano zfisobu jejich financovani. Toto téma s€ eské
republice stalo je8tpopulargjSi poté, co Praha oznamila svou kandidaturu na
poradani olympijskych her v roce 2016. Tato kandidatoebyla usfsna, ale
rozpoutala velké mnozstvi diskuzi o zdrojich firarani olympijskych her a
navratnosti viozeného kapitalu. Jeden zdisppi, jakym Organizéni vybor
ziskava peggni prostedky, je spoluprace se sponzory. Zvolila jsem & téma,
abych ukazala, jak Mezinarodni olympijsky vyboresil problém s financovanim
olympijskych her diky spolupraci se soukromymi gpdobstmi.

Cilem této bakaigké prace je zpracovani marketingové analyzy vemivel
specifickém prosedi. Prace se detafinzabyva produktem Mezinarodniho
olympijského vyboru nazvaném TOP program.

V Gvodu prace najdete popis vyvoje olympijského katingu Ehem 20. stoleti.
Hlavni ¢ast je ¥novana TOP programu samotnému a ukazuje, jakyimahem
program funguje, jeho zakladni hodnoty a vyhody gponzorujici spotosti.
Prava, vyhody a Zjszoby spoluprace mezi Mezinarodnim olympijskym vmora
sponzory jsou dale demonstrovany tigkladech dvou partn@TOP programu.
Data pouZzita v této praci se vztahujeyazri ke dema poslednim obdobim TOP
programu (2000 — 2008). Bohuzel se mi nepibmlaziskat oficialni data o
sowasné skupi& partneti TOP VII (2009 — 2012) &isla z rkterych od¥tvi o
skupire TOP VI jsou pouze igdpokladanymi vysledky, jelikoz oficialni udaje
jeS€ nebyly zvéejrény. Celkovy vysledek analyzy je ovlign nedostatkem
informaci o vySi sumy, kterou musi sponzorujici lefimosti zaplatit, aby se
mohly stattleny TOP programu. Sponzorujici spoesti povaZzuji tyto informace

za divérné, a proto je nezvejnuji.
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6.2 Top program

Mezinarodni olympijsky vybor proSeléhem své existence mnoha problémy
spojenymi s financovanim olympijskych her. Vyznamrozvoj olympijského
marketingu nastaldnem gedsednictvi Lorda Killanina v 70. letech 20. stoket
piedevsim pak &hem edsednictvi jeho naslednika Juana Antonia Samaganch
Zasadni zrénou v celém pojeti financovani olympijskych herdoyytvareni TOP
programu. Ten vznikl vroce 1985 a jeho cilem jgisia financovani
olympijskych her dlouhodobou spolupraci se soukmmyspol&nostmi —
sponzory. Program funguje wgytletych obdobich, ktera zahrnuji vZdy jedny letni
a jedny zimni olympijské hry. Sponzorujici firmy ak8 spolupracuji

s Mezinarodnim olympijskym vyborem dlouhodolcoz znamena, Ze mohou
vyuZzit svych zkuSenosti pro dalSi olympiadu aiitSeetk drahocennyas i penize.
Sponzorujici spolmosti fispivaji nejen pefzi, ale i zbozim, sluzbami,
technologiemti kvalifikovanym personélem.

Top program je zaloZen na tzv. principu exkluzivitpp znamena, z&len TOP
programu ma vyhradni pravo spojovat své vyroldkysluzby s olympijskou
znatkou. Z&dna jina spotaeost obchodujici se stejnym druhem zb&iZz§luZzeb
toto pravo nema. V praxi pakibe byt pouze jeden TOP sponzor obchodujici
s nealkoholickymi napoji, jeden s elektronikou, oimhanimi technologiemi,
apod.

Jak ukézaly &které pfizkumy, olympijské hry, olympijské kruhy a celkov
mysSlenka olympionismu je velmi pozitignvniména Sirokou wejnosti. Proto
spojeni s olympijskymi hodnotamiugobi kladé na celkovou image firmy a

zvysuje jeji hodnoceni potencionalnimi zakazniky.

6.3 Atos Origin

Atos Origin je jednim zelenu TOP programu a na jehdildadu bych chila
ukazat, jaké jsou vyhody pramenici z této spolugprétos Origin je spolaost

s mezinarodnimisobenim v oblasti inforndaich technologii.

S Mezindrodnim olympijskym vyborem sp&h@st spolupracuje od roku 1992 a
stavajici smlouva byla prodlouzena do roku 2012.olelk zangstnand
spole&nosti je zajistit bezproblémovy dseh olympijskych her v oblasti
informatnich technologii. Jedna se o velmi rozsahly projékery musi byt

pripraven ¥as, fungovat neptrzitt, bezpén¢ a naprosto bezchybn
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Atos Origin si od sponzorstvi slibuje moZnost oglgeotencialni zakazniky
z okruhu obchodnich spdaleosti, kterym na olympijskych hrachuge ukazat

kvalitu svych sluzeb.

6.4 Panasonic

Druha spolénost, kterou jsem si vybrala k demonstraci praléiek vyuziti TOP
programu, je Panasonic. Jednd se o0 spokd obchodujici s elektronickym
vybavenim, kteraysobi na celém s&. K TOP programu ffistoupila jiz v roce
1987 a sotasna smlouva ma platnost do roku 2016.

Cilem Panasonicu je dodat Orgawiziakomisi vSechno elektronické vybaveni
pottebné pro organizaci her aigpmnit divakim na stadionech jejich sportovni
zazitek napiklad dodanim velkoploSnych obrazovek, apod. Diagddonicu byly
posledni Olympijské hry v Pekingu prvnimi svéhohdrukteré byly vysilany ve
formatu vysokého rozliSeni.

Spolupraci s Mezinarodnim olympijskym vyborem sjedspol€nost také cilové
zakazniky, které se svym konanim sna@sggdcit, Ze Panasonic je ta nejlepsi

znaka pro jejich domacnosti.
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6.5 Zawr

Z pohledu financovani proSel Mezinarodni olympijsk§bor kthem 20. stoleti
n¢kolika slozitymi obdobimi. ZvySujici se poptavka financnich prostedcich
nutnych k organizovani olympijskych her donutilachwlovy management
Mezinarodniho olympijského vyboru k rozvoji markegové politiky. Situace se
zatala zn&n¢ zlepSovat od 70. let 20. stoleti, ale sknfem milnikem byl az rok
1985, kdy byl zaloZzen TOP program. Ten se stal vabpisnym a khem svého
fungovani pilakal jiz hodre mezinarodnich spateosti. Podle mého nazoru stoji
za jeho Usgchem princip absolutni exkluzivity Zastrénych spolénosti, ktery
jim dava obrovskou konkureéni vyhodu. TOP partitemohou spojit svou zri&u

s jednou z nejpoziti)i vnimanych udalosti. To jim otevira deek velkému
mnoZstvi novych potencialnich zakazinilNa druhou stranu zde existuje riziko,
Ze v gipadt nedokonale fedvedeného vykonu, bude toto jejich pochybendnad

a vnimano klienty a zdkazniky na celénitgv

Ok¢ spole&nosti, které jsem si vybrala jakdiklady, Atos Origin a Panasonic,
pati mezi nepostradatelné partnery Mezinarodniho oljgikgho vyboru. Diky
poli jejich pisobeni je spoluprace s nimi naprosto nezbytna pganizaci
olympijskych her. Ty by totiz mohly byt v dneSnibdgen €Zko uspd#adany bez
informacnich technologii a elektronického vybaveni.

Kazda ze zntiovanych spolénosti si pro své partnerstvi vybrala jingigtup. To
vyplyva jednak z jejich individuality a jednak zz@nych cilovych skupin
zékaznik. Atos Origin se zagfuje zejména na vztahy s obchodnimi
spole&nostmi. Proto vklada nejtsi usili do samotného vykonu, ktery mozna neni
ani @ilis registrovan Sirokou vejnosti, ale je velmi iezity pro spolénosti
pohybujici se v oboru. Olympijské hry jsou pro Asgin jakousi pipadovou
studii, pomoci které fite svym zakaznikn ukéazat kvalitu svych sluzeb. Ugmé
fungovani firmy na olympijskych hrach je za§i8b angaZzovanosti za&stnang,
ktefi jsou motivovani specialnimi zasstnaneckymi programy.

Panasonic se také c¢asti souseduje na obchody s dalSimi obchodnimi
spol&nostmi, proto vyuziva svéhdlenstvi v TOP programu, abyémto
spole&nostem ukazal, jaké sluzby jimite nabidnout. Firma Panasonic ma vSak
také zajem o oslovovani koncovych zaka#nikZ tohoto divodu realizuje

mnoZstvi propagmich program zantienych na zakazniky.
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Ve

JelikoZz se mi nepodio ziskat gesnécisla o vydajich, které musi spdhesti
vynaloZit, aby se stalfleny TOP programu, a jelikoZ neni moznégpe zmefit
vliv sponzorstvi na prodej, nemohu s jistotdei, zda se firmam vlozeny kapital
vratil. Oke spole&nosti prodlouzily své smlouvy, &hoz vyvozuji, Ze tato
spoluprace je vyhodn& pro sponzory i pro Mezinaradympijsky vybor. | kdyz
mozna pednost sp&ivd jen ve faktu, Ze tuto konkurari vyhodu nevyuZiva

konkurerEni spol€nost.
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