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EXECUTIVE SUMMARY 
 

Today more and more cities bid for major sporting events like the Olympics or the FIFA World 

Cup because it is now seen as a worthy investment, a real catalyst. From an economic 

perspective, cities hosting a major sporting event attract more tourists and businesses that will 

help foster the city’s or country’s economic growth. From a social perspective, the local 

population benefits from renovated transportation systems, new accommodation, facilities and 

sports equipment. Hosting such events also enables a city or a nation to generate positive 

images, to showcase itself when the event is successful and well organized thanks to a high 

media coverage during the event period. When hosting a major sporting event, developed 

countries or cities generally have a branding strategy that will enable them to benefit from the 

event in terms of legacy and images. Few studies though deal with developing countries hosting 

major sporting events in order to enhance their perception the world has from them and to 

develop the territory in terms of infrastructure for instance. Indeed, developing countries have 

different challenges compared to developed ones, who face poverty, security issues, lack of 

upscale workforce and sporting facilities or lack of an effective transportation network. Thus, 

these countries need to adapt a different branding strategy according to their own needs and 

challenges. 

 

What is the strategy of developing countries and cities hosting a mega sporting event?   

 

Thanks to a literature review on city branding strategies of developed countries, we formulated 

two hypotheses for developing countries, which were then verified in interviews with 

professionals working on the Beijing 2008 Summer Olympic Games, Port Moresby 2015 

Pacific Games, Rio 2016 Summer Olympic Games and Buenos Aires 2018 Summer Youth 

Olympic Games.  

 

Hypothesis 1: Developing countries have to assure an image match between the event and the 

destination brand by implementing an event portfolio and a co-branding strategy.  

Hypothesis 2: Developing countries have to put the focus on social and economic legacies to 

enhance their strategy. 

 

Indeed, focusing on the image dimensions and installing confidence is key for developing 

countries. Transparency on problems and sending out the right messages to the world help to 

build up a strong image. Moreover engaging locals in an event, obtaining support from the 

public, social cohesion and thus sharing a common vision are all elements that especially 

developing countries have to focus on in order to implement a successful branding strategy. 

The image match is very important: the stronger the match between the event and the city, the 

more successful an event is. Implementing an event portfolio and a coherent co-branding 

strategy have proven to be successful with developed countries and are even more for 

developing ones to show they are capable of hosting major events. In terms of legacy our 

research has revealed that sustainability is key for developing countries: a solid legacy 

programme will be asked by the IOC (International Olympic Committee) more and more in the 

future. Economic legacies are one of the main factors developing countries have to focus on, 

since they are what stays, when everyone else has left. Responsive investment must be done 

making locals benefit. Furthermore Public Private Partnerships enable developing countries to 

have sufficient financial resources for investment in economic and social legacies. The social 

legacy programme is also a factor hosting cities of developing countries should focus on, since 

civic pride is one of the most important social legacies.    
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1. LITERATURE RESEARCH 
 

1.1 Introduction 
 

Between 1896 and 2012 fifteen of the twenty-seven Olympic Summer Games were held in 

Western Europe and seven took place in the USA, Canada and Australia.1 Thus the IOC always 

tended to give the Games to industrialized nations. 1968 with Mexico, 1988 with South Korea 

and 2008 with China were the only years where the Games were awarded to developing nations.  

Having a closer look at how the FIFA spread out its event throughout the world, the situation 

is slightly different: there are two major centres for the football world cups, Europe and Latin 

America2. This is due to where football has its routes and is part of a strong tradition / national 

sport in these countries.  

 

Hosting mega sports events has become a financial burden due to the rising scale and the soaring 

costs. Since the Montreal Games (with a loss of 692 million pounds), organizing major sports 

events has been increasingly non-viable financially. Thus Los Angeles was the only city to 

apply for hosting the 1984 Olympics – becoming truly private Games for the first time, relying 

only on the market and not on public money. The impressive result: a surplus of 215$ million. 

Since then the interest of countries/cities to host mega sporting events has increased. For 

instance, the competition to host the Summer Olympic Games has been strengthened over the 

last host city elections. Since 2004, 8,4 cities on average have bid for the Summer Olympic 

Games whereas only 4 cities in average wanted to host the Games between 1984 and 2000. 

Indeed, sports bring economic benefits to the city as well as an attractiveness and a media 

exposure on an international scale.  

 

Competition between cities to attract tourists and investments get higher and higher, and thus 

cities try to host sports events to stand out. This strategy is now shared by developing cities, 

which seek new ways to develop and aim at benefiting from a better image by showing to the 

world that they can host major events. With the Olympic Games in Rio next year (2016), the 

past and coming FIFA World Cups in South Africa, Brazil and Russia, the bid for the 2022 

Winter Olympics between Almaty and Beijing, the willingness from developing countries and 

cities to host such world class events has never been higher.  

 

Finally, international sports organizations like the International Olympic Committee have 

recently taken measures to encourage developing cities to bid for the Games. These measures 

are present in the Agenda 2020, a project aiming at building the future of the Olympic 

Movement and supported by Thomas Bach since his election as the head of the IOC. Some of 

the 40 recommendations will clearly help more and more developing cities to host one of the 

most major sporting events. For example: “Reduce the cost of bidding” and “include 

sustainability in all aspects of the Olympic Games”.    

 

 

 

                                                 
1 See Appendix: Table 1: Summer and Winter Olympics Hosting cities; Map 1: Host cities of the Olympic 

Games  
2 See Appendix : Table 2 : Football World Cup Hosting Countries ; Map 2 : Host cities of the Football World 

Cup 
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1.1.1 Definitions of terminology 
 

Below is a list of six definitions that will help to frame the topic of the thesis. 

  

Brand equity  

Brand equity is a “combination of loyalty to the destination, destination name awareness, 

destination’s perceived quality, destination's brand association, and other assets such as 

competitive advantage created by the brand.”3 

 

Brand image and brand identity 

“Brand image is what exists in the mind of the observer: it is what (attributes) and how 

(emotions) people think about the brand, whereas brand identity is about the position that the 

brand owner wants to occupy in the mind of the consumer”.4  

 

Co-branding 

 “A collaboration between several brands which implies a co-definition and a co-signature”.5  

 

Destination branding 

Also called place branding or city brand.  “A destination brand is a name, symbol, logo, word 

mark or other graphic that both identifies and differentiates the destination; furthermore, it 

conveys the promise of a memorable travel experience that is uniquely associated with the 

destination; it also serves to consolidate and reinforce the recollection of pleasurable memories 

of the destination experience”.6  

 

Mega sporting event 

According to Maurice Roche, expert on the topic of sporting events, a mega event is a “large-

scale cultural (including commercial and sporting) events which have a dramatic character, 

mass popular appeal and international significance”7. Furthermore a mega sporting event is of 

a fixed duration but transient, it attracts worldwide attention, has an economic and political 

impact on the hosting city and country. “The top three world sporting events are (…) the 

Olympic Games, FIFA World Cup and the Rugby World Cup”.8 

 

 

 

 

 

 

                                                 
3 Frédéric DIMANCHE, The role of sports events in destination marketing, 2003, In P. Keller, and T. Bieger 

(Eds.) Sport and Tourism (pp. 303-311). Proceedings of the 53rd AIEST congress, St Gallen, Switzerland: 

AIEST. 
4 Hans WESTERBEEK, Michael LINLEY, Sponsorship and branding: Research paper – Building city brands 

through sport events: Theoretical and empirical perspectives, July 2011, Journal of Brand Strategy, Vol 1, No2, 

p.193 – 205 
5 Guillaume BODET, Marie-Françoise LACASSAGNE, International place branding through sporting events: a 

British perspective of the 2008 Beijing Olympics, June 2012, European Sport Management Quarterly, 

http://www.tandfonline.com/doi/abs/10.1080/16184742.2012.693114 (Kapferer, 2008) 
6 B. RITCHIE, & R. RITCHIE, The Branding of Tourism Destinations: Past Achievements and Future 

Challenges, 1998,Destination Marketing: Scopes and Limitations, Peter Keller, ed., 48th Congress Report. 

Editions AIEST, St Gallen, Switzerland. 
7 Maurice ROCHE, Mega-events & modernity, 2000 

http://www.bl.uk/sportandsociety/exploresocsci/sportsoc/mega/articles/defining.html 
8 http://www.topendsports.com/events/ 

http://www.tandfonline.com/doi/abs/10.1080/16184742.2012.693114
http://www.bl.uk/sportandsociety/exploresocsci/sportsoc/mega/articles/defining.html
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Developing country 

According to the World Bank “a developing country is one in which the majority lives on far 

less money - with far fewer basic public services - than the population in highly industrialized 

countries. Five billion of the world's 6 billion people live in developing countries where 

incomes are usually under $2 per day and a significant portion of the population lives in extreme 

poverty (under $1.25 per day).”9 China, Brazil, South Africa, Papua New Guinea, Kazakhstan 

as well as Russia (in 2014) are, according to the ISI10, considered as developing countries. The 

United Nations also agree on China, Brazil, South Africa, Argentina and Papua New Guinea 

belonging to the “developing nations”.11 (For further details see Appendix: Table 3: Developing 

economies by region, United Nations.) 

 

 

 

 

Map 3: Development stages of the countries worldwide 
 

Source: www.forbes.com 
 

 

1.1.2 City branding, a marketing tool 
 

City branding has become a real marketing tool, literally a showcase for cities. Through a 

sporting event a city can expose its cultural heritage, economic power and social framework. In 

order to make an event a success, the values of the sporting event and those of the hosting city 

have to match to create persistency and give credibility. According to Gertner and Kotler 

(2004), success of a sporting event is also linked to how “valid, distinctive, appealing, durable 

and communicable” 12 the values are. Valid meaning the above described match between the 

hosting city and the event. Distinctive and appealing, focusing on the uniqueness of the event, 

                                                 
9 www.worldbank.org 
10 The International Statistical Institute 
11 United Nations, 

http://www.un.org/en/development/desa/policy/wesp/wesp_current/2012country_class.pdf, revized in 2012 
12 Li ZHANG, Simon Xiaobin ZHAO, City branding and the Olympic effect: A case study of Beijing, 2009, 

www.elsevier.com/locate/cities 

http://www.un.org/en/development/desa/policy/wesp/wesp_current/2012country_class.pdf
http://www.elsevier.com/locate/cities
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durable relating to the long-term impacts of the event and communicable referring to the 

positive legacies of a sporting event. Thus there is a two-way communication: the fit between 

the values and communication around the event itself and the communication strategy around 

the hosting city and its cultural, infrastructural and social legacies.   

 

Kavaratzis (2004, 2008) has analysed the branding of cities in Europe and has established six 

major points that one should take into account when talking about city branding. The author 

divides these aspects into three sub-categories, related to “physical and observable” 13 aspects 

of a city, “propaganda tools” a city creates to communicate its image and “people’s 

communication about a city” 14 via any kind of media and people talking about the event.  

 

1. “What is the city indubitably? 

2. What does the city feel it is? 

3. What does the city say it is? 

4. What will the city be? 

5. What does the city want and whom does it seek to serve? 

6. What is promised and expected?”15  
 

Anholt (2007) supports Kavaratzis’ study with the “City Brand Index”, which refers to six main 

elements which help to promote competitive advantage and through which the latter can be 

evaluated: culture, place, potential, pulse, people and prerequisites. Anholt explains that the 

promotion of the cultural aspect is just as important as the promotion of the city’s infrastructure 

and its buildings. People do not only come to an event to see the sports aspect, but also to enjoy 

the whole atmosphere, the venue, the spirit of the city and its people. The mix of the city as an 

external framework (buildings, venue and infrastructure) and its inhabitants (spirit, culture, and 

atmosphere) are the essence of successful city branding.  

Keith Dinnie16 suggests that “cities do not have to offer an authentic experience such as, but 

rather make sure that they provide an experience that resembles the images used in their 

branding.”17
 

 

 

1.1.3 Methodology 
 

The literature review, which aims at building hypotheses, is based on a theoretical framework 

of the topic. All the information in this first part is secondary information, from books, articles 

or websites. A large part of the literature was recommended to us by professors from the MSc 

Sports Industry Programme at EMLYON.  Thanks to this literature research we have been able 

to formulate hypotheses about developing countries in regards to mega sporting events. These 

hypotheses will be discussed and verified in the second part, in interviews with experts in the 

field of sporting events. We have asked these experts to explain developing countries strategies 

and wanted to know if strategies elaborated by developed countries also apply to developing 

countries.  

                                                 
13 Li ZHANG, Simon Xiaobin ZHAO, City branding and the Olympic effect: A case study of Beijing, 2009, 

www.elsevier.com/locate/cities 
14 Li ZHANG, Simon Xiaobin ZHAO, City branding and the Olympic effect: A case study of Beijing, 2009, 

www.elsevier.com/locate/cities 
15 Simon Xiaobin SHAO, City branding and the Olympic effect: A case study of Beijing Li Zhang  
16 Keith DINNIE, City Branding – Theory and Cases, 2011 
17 Keith DINNIE, City Branding – Theory and Cases, 2011 

 

http://www.elsevier.com/locate/cities
http://www.elsevier.com/locate/cities
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Thanks to personal contacts from previous internships in the sports field we were able to 

interview professionals giving us closer insight into the topic. Thus we studied the Beijing 2008 

Summer Olympic Games, the Port Moresby 2015 Pacific Games, the Rio 2016 Summer 

Olympic and Paralympic Games and the Buenos Aires 2018 Summer Youth Olympic Games. 

 

 

1.1.4 Hypotheses 
 

Hardly any literature about developing countries and their strategies concerning mega sporting 

events exists. Thus, in the literature research part, the analysis was focused on developed 

countries, theories on sporting events in developed countries and on the strategy they have in 

order to become the hosting city of a sporting event. Thanks to this first part, the following 

hypotheses for developing countries were formulated and will be discussed with experts in the 

field of mega sporting events.  

 

Hypothesis 1: Developing countries have to assure an image match between the event and the 

destination brand by implementing an event portfolio and a co-branding strategy.  

 

Hypothesis 2: Developing countries have to put the focus on social and economic legacies to 

enhance their strategy. 

 

 

1.2 City branding through sport events 
 

1.2.1 What makes a sporting event successful? 

 Co-branding and brand association network 

 

Place branding is used by more and more destinations, leading to an increasingly competitive 

marketplace. Sport events have often been used as products, helping the city to be more 

attractive. It is for example the case for the winter resort Kitzbühl which “may host professional 

tennis or golf events”18 to attract tourists during summer. 

But recently, sport has been used as a way to promote cities, mainly to enhance tourism by re-

imaging the city. Sport re-imaging is “a process whereby a municipal government (…) 

deliberately exploits sport to modify the image of a place” and is a growing trend. Sport events 

can also play a role in the branding strategy of a city by “conveying a consistent and 

representative image of the tourism destination”19.  

Some cities are even defined by sport. Kurtzmann takes the examples of Perth and Lake Placid. 

Indeed the Australian city is known as “the City of Sporting events” whereas Lake Placid, which 

hosted the 1980 Winter Olympics, wants to be seen as “the Winter Sports Capital of the United 

States”20. 

These examples show that hosting major sport events is an important part of a city’s sport 

reimaging strategy and our study will focus on this particular aspect. Major sporting events can 

                                                 
18 Frédéric DIMANCHE, The role of sports events in destination marketing, 2003, in P. Keller, and T. Bieger 

(Eds.) Sport and Tourism (pp. 303-311). Proceedings of the 53rd AIEST congress, St Gallen, Switzerland: 

AIEST. 
19 Frédéric DIMANCHE, The role of sports events in destination marketing, 2003, in P. Keller, and T. Bieger 

(Eds.) Sport and Tourism (pp. 303-311). Proceedings of the 53rd AIEST congress, St Gallen, Switzerland: 

AIEST. 
20 J. KURTZMAN, Economic Impact: Sport Tourism and the City, 2001, Journal of Sport Tourism, 6.3. 
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be defined as “major one-time or recurring events of limited duration, developed primarily to 

enhance the awareness, appeal and profitability of the host location”21. Cities like Indianapolis 

have already proved the efficiency of city branding through sport events. The city has changed 

its image to “a white-collar tourist center”22, thanks to its “early commitment to the sports 

strategy“23. 

In the process of designing a destination branding strategy, Chalip & Costa recommend to first 

“identify the destination brand’s association network of competing destinations”24 along with 

the association network of the destinations in competition. A destination needs to have an 

association network which is positive and which differs from the competition. To do so, the 

destination marketers must select the right sport event which will have the required association 

network. Below (Figure 1) is an example of a brand association network of two Mediterranean 

destinations, Côte d’Azur and Costa del Sol. 

 

 
 

Figure 1: Hypothetical Brand Association Network for Two Competing Beach 

Destinations in South-western Mediterranean Europe. 

Source: Laurence CHALIP, Clara A. COSTA, Sport Event Tourism and the Destination Brand: Towards a 

General Theory, 2005, Sport in Society, Vol 8, No. 2, p.218 – 237 

 

Another objective which aims at using a sport event to reinforce or change the destination brand 

is to transfer the event images to the destination and in the same process to transfer the 

destination images to the event. It is only applicable for sporting events that are different from 

                                                 
21 JRB. RITCHIE, Assessing the Impact of Hallmark Events: Conceptual and Research Issues, 1984, Journal of 

Travel Research 23(1):2-11. 
22 K. SCHIMMEL. Growth Politics, Urban Development, and Sports Stadium Construction in the US: A Case 

Study, The Stadium and the City, J. Bale and O. Moen, eds., pp.111-156. Keele: Keele University Press. 
23 C. EUCHNER, Tourism and Sports: The Serious Competition for Play, 1999, The Tourist City, D. Judd and S. 

Fainstein eds., pp.215-232. New Haven: Yale University Press. 
24 Laurence CHALIP, Clara A. COSTA, Sport Event Tourism and the Destination Brand: Towards a General 

Theory, 2005, Sport in Society, Vol 8, No. 2, p.218 – 237 
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the destination in terms of brand image. This recent phenomenon called co-branding “requires 

the two brands to be featured jointly in advertising and/or media about the event or the 

destination”25. However during a sporting event, the destination’s media coverage is small. To 

gain in media coverage, “the destination’s name and/or icons need to be built into the event 

logo, and destination visuals need to be built into event media”26. 

 

Matching event is also a concern for Herstein & Berger who assert that city planners have to 

find images that match “the tangible and intangible assets (of a city) best”27. The infrastructures 

and the environment both refer to the tangible assets of a city whereas the intangible assets 

include the city’s past and spirit. Finding right images is a first step, and should be followed by 

a willingness to demonstrate why tourists and investors have an interest to come. 

 

For Smith, one of the key success factors to implement an effective destination branding 

strategy is “to locate reimaging strategies within existing belief systems” to avoid “cognitive 

dissonance”28. Cognitive dissonance can be defined as a “state of psychological tension arising 

from incompatibility among a person’s attitudes, behaviour, beliefs, and/or knowledge, or when 

a choice has to be made between equally attractive or repulsive alternatives”.29 In other words, 

a successful reimaging strategy takes into account the images associated with the city by 

attempting not to communicate on ideas that are too far from the city images. ”Strengthening, 

renewing and developing these associations”30 is way more relevant than trying to revolutionize 

them. 

 

Next, positioning the event is a key point. The idea is to first compare the attributes perceived 

by visitors of a destination with its competitors and “select those which differentiate the 

destination from its competitors”31 to put the emphasis on what makes the destination stand out 

from the others. Rein & Irving go further. According to them, to implement an efficient sports 

branding transformation, three elements have to be taken into account: the brand concept, the 

infrastructure and the distribution. 

 

First, the sports brand has to be a concept. Indeed city marketers must think long term, with 

determined objectives that match both the place and the chosen event/sport. Australia is 

probably a good example, “in this warm weather country, with most of the population on the 

ocean, the Australians have centred their brand plan on becoming world class swimmers, divers, 

water polo players and surfers ”32. As shown in the example, the concept has to fit with the 

place identity. 

                                                 
25 Laurence CHALIP, Clara A. COSTA, Sport Event Tourism and the Destination Brand: Towards a General 

Theory, 2005, Sport in Society, Vol 8, No. 2, p.218 – 237 
26 Laurence CHALIP, Clara A. COSTA, Sport Event Tourism and the Destination Brand: Towards a General 

Theory, 2005, Sport in Society, Vol 8, No. 2, p.218 – 237 
27 Ram HERSTEIN, Ron BERGER, Much more than sports: sports events as stimuli for city re-branding, 2013, 

Journal of Business Strategy, Vol 34, No2, p. 38 – 44 
28 W. GARTNER, Image Formation Process, 1993, Journal of Travel and Tourism Marketing 2(2/3):191-215. 
29 http://www.businessdictionary.com/definition/cognitive-dissonance.html 
30 Andrew SMITH, Re-imaging the city: the value of sport initiatives, January 2005, Annals of Tourism 

Research, 32 (1), pp217-236. 
31 Frédéric DIMANCHE, The role of sports events in destination marketing, 2003, in P. Keller, and T. Bieger 

(Eds.) Sport and Tourism (pp. 303-311). Proceedings of the 53rd AIEST congress, St Gallen, Switzerland: 

AIEST. 
32 Irving REIN, Ben SHIELDS, Place branding sports: Strategies for differentiating emerging, transitional, 

negatively viewed and newly industrialized nations, October 2006, Place Branding and Public Diplomacy, Vol 3, 

1, 73 – 85 
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Facilitating the infrastructure is another key element of a sports branding transformation. Here, 

infrastructure does not only mean transportation and sports facilities but also the framework 

that would best enable the emergence of future sports stars to represent the place. According to 

Rein, “places must ensure that they have an understanding of the youth development process 

and that they sustain the cooperation of the government, schools, parents and young people.”33 

Distribution will complete the process by displaying the brand. Today, the new media is less 

expensive, which enables developing places to promote themselves through sports events by 

using social media, blogs, websites and other innovative and creative ways. It is now possible 

to “communicate an emerging place’s vision, goals, and relevance to a global market.”34 

In the same way, Herstein and Berger do not forget to include facilities as one of the key success 

factors. As for hosting major sports events, there are three key points to take into consideration, 

according to them. First, “these events must generate significant economic activity on their 

own”35 by redesigning public transportation in the city of by building new infrastructures. Then, 

“the event must reflect and project (…) a turn to the service sector”36, with shopping malls, 

museums, theme parks… Finally the event has to embody a sense of community and identity 

of the city and its inhabitants. 

 

 Event portfolio 

 

Event organizers should rely on investments coming from large sponsors and they should use 

the media efficiently. Hosting events such as the Olympics, as they require a huge investment, 

must be seen as a long term strategy to attract tourists and investors by fostering the city’s 

image. Establishing a long-term strategy includes dealing with the city’s brand equity and event 

portfolio. 

 

Brand equity is another concept which can make a sports event successful. It is a “combination 

of loyalty to the destination, destination name awareness, destination’s perceived quality, 

destination's brand association, and other assets such as competitive advantage created by the 

brand.”37 All these indications have to be taken into account, as they are complementary. 

To ensure a good brand equity strategy, Dimanche suggests that destinations hosting a major 

sporting event “can act in a way that is similar to that of corporate organization that uses 

sponsorship of an event as a marketing strategy”38. Indeed destinations like event sponsors need 

image exposure that can enable them to achieve commercial objectives in exchange for money. 

                                                 
33 Irving REIN, Ben SHIELDS, Place branding sports: Strategies for differentiating emerging, transitional, 

negatively viewed and newly industrialized nations, October 2006, Place Branding and Public Diplomacy, Vol 3, 

1, 73 – 85 
34 Irving REIN, Ben SHIELDS, Place branding sports: Strategies for differentiating emerging, transitional, 

negatively viewed and newly industrialized nations, October 2006, Place Branding and Public Diplomacy, Vol 3, 

1, 73 – 85 
35 Ram HERSTEIN, Ron BERGER, Much more than sports: sports events as stimuli for city re-branding, 2013, 

Journal of Business Strategy, Vol 34, No2, p. 38 – 44 
36 Ram HERSTEIN, Ron BERGER, Much more than sports: sports events as stimuli for city re-branding, 2013, 

Journal of Business Strategy, Vol 34, No2, p. 38 – 44 
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Thus, sponsorship can be defined as “in-kind or financial support that destinations provide an 

event in exchange for destination brand exposure”39. 

Building destination branding can be implemented in different ways, more or less relevant, but 

according to Westerbreek “building a strong event portfolio seems important in building long-

lasting positive impressions about a city and its image”40. His research showed that Sydney was 

ranked before Melbourne for both familiarity and brand personality weight criteria but 

“Melbourne outperforms Sydney on the overall rate of event ascription.”41 Graph 1 shows that 

with a larger event portfolio, a city has a higher percentage of intentions to visit, work or live 

in the place. 

 

 
                                        

Graph 1: Impact of event portfolio on city attractiveness 

Source: Hans WESTERBEEK, Michael LINLEY, Sponsorship and branding: Research paper – Building city 

brands through sport events: Theoretical and empirical perspectives, July 2011, Journal of Brand Strategy, 

Vol 1, No2, p.193 – 205 

As the creation of an event portfolio is essential, one must take into consideration the different 

roles that a destination’s sports and cultural events play. One must also pay attention to “the 

effect of events on a destination’s brand (which) depends substantially on the reach and 

                                                 
39 Frédéric DIMANCHE, The role of sports events in destination marketing, in P. Keller, and T. Bieger (Eds.) 

Sport and Tourism (pp. 303-311). Proceedings of the 53rd AIEST congress, St Gallen, Switzerland: AIEST. 
40

 Hans WESTERBEEK, Michael LINLEY, Sponsorship and branding: Research paper – Building city brands 

through sport events: Theoretical and empirical perspectives, July 2011, Journal of Brand Strategy, Vol 1, No2, 

p.193 – 205 
41 Hans WESTERBEEK, Michael LINLEY, Sponsorship and branding: Research paper – Building city brands 

through sport events: Theoretical and empirical perspectives, July 2011, Journal of Brand Strategy, Vol 1, No2, 

p.193 – 205 
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frequency of event mentions and visuals”42. The more events you have in your portfolio, the 

more significant the impact on frequency and reach. The aim of building an event portfolio is 

to create a strong destination brand whose events are complementary and similar in terms of 

brand association network. 

 

Sporting events have influence on different stakeholders. Dongfeng Liu analyses its impact on 

international students and on the vision they have on the city of Shanghai. This vision on events 

is, according to the author, particularly important because understanding international students’ 

vision helps understand the vision expatriates may have on major sporting events held in 

Shanghai.  With more and more events being held, event organizers have to have a certain target 

group in mind and segment the audience in order to best respond to the needs and expectations. 

The Formula One Grand Prix is one of the biggest events in the city and is “deliberately 

employed by the local government as a marketing tool to promote the image of the city”. “Image 

structure consists of both cognitive and affective attributes as perceived by visitors”43. Thus not 

only the venue, the city itself, but also the related event services, the event name and logo have 

influence on the success of a city marketing strategy. To create a successful marketing strategy 

around a city and its sporting event, Liu defines two main questions that have to be taken into 

consideration: “What are the image dimensions that a sports event can have most impact on and 

what are the factors contributing to the impact?”44 The study on the international students in 

Shanghai and the F1 event showed, that leisure facilities and event-related services have a major 

positive influence in the students’ eyes. “The evaluation of sports events is positively related to 

the image impact and indicated the importance of improving the service quality and 

spectators”.45 The study also showed, that students primarily get to know about events thanks 

to their friends, then over internet and news reports. This has to be taken into account when 

considering the promotion of events to young people.  

 

 Current examples and strategies 

 

The case of Beijing is interesting to illustrate the challenges mentioned above, when it comes 

to establish an efficient city branding strategy. Thanks to the Olympics Beijing got media 

exposure all over the world. Beijing, being primarily a cultural reference and listed as cultural 

heritage by the UNESCO, has now become a reference in the sports world. According to the 

European Sport Management Quarterly, people who came to Beijing for the Olympics did not 

only come for the sporting event, but also to learn something about Chinese heritage and 

culture. This though was not in the focus of the communication strategy adapted by the event 

organizers. Thus a misfit between the communicated values and those perceived by the public 

arose. The public was interested in culture whereas the organizing committee put the accent on 

Beijing as being a modern city. To successfully market a city and a sporting event, 

communication in two directions is essential to make sure the communicated values and those 

perceived by the public fit. The study of the European Sport Management Quarterly also 

revealed an inconsistency between locals and tourists as well as between locals and the 

government. Firstly tourists and locals hardly get into contact, secondly locals and the 

government have to deal with social and environmental issues. There is a difference between 
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45 Dongfeng LIU, The image impact of mega-sporting events perceived by international students and their 

behaviour intentions, January 2015, International Journal of Sports Marketing and Sponsorship 
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the shiny image of the city and of what happens “behind the scenes”. Cheap labour force is 

employed to help build the venues, air pollution is a problem and locals are facing a low life 

style when the city is being polished up to shine and give a most positive image. Furthermore 

the cost of life increases as well as the price of tourist accommodation. Locals, but also tourists 

feel the mismatch between the shiny image and the reality. Negative legacies like relocation of 

houses, the increasing gap between the city and rural areas, the increase in real estate prices and 

the unpredicted costs impact the image of the Beijing Olympics. Even if the sports competition 

itself is a success in terms of organization, results and atmosphere, the whole environment must 

be set well to be considered successful. In Beijing though, the city did not succeed in changing 

the image people have in their mind when thinking of the city due to social and environmental 

issues before, during and after the event. Beijing is better known as a technology hub and the 

event organizers were not able to create a perfect fit between the image of the city, the people’s 

expectations and the general issues the city has to deal with in day to day life.   

 

Another example using a different strategy is the city of Dubai, with its place platform strategy. 

Place platform is the newest strategy when it comes to promote a city with sports. To be 

successful, sports have to be included within the city core values and priorities. Currently, 

Dubai remains the best example. Indeed, Dubai’s image has shifted from an oil-related city to 

one of the most attractive places in terms of tourism. This is due to investments in real-estate 

and leisure activities. $5.7 billion were required for the Dubailand project which includes Dubai 

Sports City, “perhaps the most innovative component of Dubailand”46. “Designed on more than 

50 million square feet, this $2.5billion project represents an unprecedented marriage between 

sports and place”47. For the first time, sports have been at the core of a place branding strategy 

and “Dubai Sports City is the avatar in redefining the relationship between sports and place and 

how the two are industrialised.”48  

 

Brand personality can be a solution to overcome the challenges faced by cities. A place’s brand 

personality is one way of creating brand identity. Indeed, “brand personality allows for clear 

expression of meaning, and as such, easier creation of brand image”49. By using Aaker’s work 

on brand personality dimensions and by conducting a research study on human characteristics  

(among a list of 40 selected characteristics) that 1,600 interviewees can give to 16 different 

cities around the world, Westerbreek was able to draw conclusions about brand personality 

strategy for cities in their aim to rebrand themselves. It appeared that the more familiar for 

respondents the city is, the more complex its perceived personality. For instance, among the 16 

cities, London and Paris are ranked 1st and 3rd when it comes to their familiarity score 

(respectively 4.6 and 5.1) and 1st and 2nd for their personality weight (with 54% and 56%). 

 

Apart from brand personality, a city can choose to be one of the main sponsors of a major 

sporting event hosted by the city itself. By using sponsorship, destinations should have several 

objectives in mind. According to Dimanche, here are the following objectives which can make 
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a sporting event successful for the destination: The increase in public awareness of the 

destination, the overcome of negative images, the enhancement of the destination image, the 

building of brand associations and the stimulation of brand preference. Even if in itself, 

sponsorship remains a strong communication tool, it must match with the event’s traditional 

communication strategy (through media, magazines…) to be efficient. 

  

1.2.2 Stakeholder’s interests 
 

Now that we have determined the success factors of a sporting event, we will focus on the 

different stakeholder’s interests to better understand how to implement a complete strategy that 

takes into account all of them. City branding goes along with change, with investment and with 

development, all aiming at turning a city into a unique experience. The concept of city branding 

is very complex because it involves numerous stakeholders and targets various audiences. 

Indeed, through city branding a government does not only want to aim at tourists, but also at 

residents and sports fans. Each stakeholder is very different but a city branding strategy take all 

of them into consideration. For example, tourists want to see the city in itself, get to know its 

culture and live an experience, whereas local residents for example are more concerned about 

housing, transport issues as well as about leisure and social life during, before and after the 

event. In order to effectively brand a city, it is essential to take into account theses different 

target groups but also the different stakeholders. Throughout our readings, we have 

differentiated 9 main stakeholders taking part in major sporting events.  

 

 Residents  

 

Whether new or long-time, residents are key targets in the rebranding process, the goal being 

to attract new residents and keeping the long-time residents from moving elsewhere. 

One of the event organizers’ challenges is to keep local residents and companies which planned 

to leave the city by providing them “with an environment of variety and competition that 

promises an engaging place to live”.50 

 

In its research about nation branding, GfK (Gesellschaft für Konsumforschung), one of the top 

market research agencies, mentions investment and immigration as a key challenge for 

marketers. It is described as “the power to attract people to live, work or study in each country 

and how people perceive a country’s quality of life and business environment”.51 

 

 Sponsors 

 

Sponsors provide financial support to a sporting event, helping the event to exist. 

The organizers “build relationships with financial stakeholders to attract revenue and other 

forms of funding. They also seek commercial sponsorship or deals with sports broadcasters to 

increase revenue.”52 Even though sponsoring a major sporting event like the Olympics requires 

a huge investment for the company, “it is expected to create more favourable outcomes 
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including profit increase, improved stock returns, and positive advertising effects”53. Moreover, 

sponsorship is becoming more and more significant in a company’s budget for advertising. For 

example, “Coca Cola spent $40 million to become an official sponsor of 1996 Olympic Games 

and an estimated $500 million to maintain this sponsor status.”54  

 Local authorities 

 

Regarding developing countries, Rein claims that “sports stimulate an emotional heat between 

the participants and the audiences that can symbolise the energy, vigour, and strength of an 

emerging nation”.55 Local authorities benefit from this phenomenon. More generally, the 

authorities have to deal with “public opinion about national government competency and 

fairness, as well as its perceived commitment to global issues such as peace and security, justice, 

poverty and the environment”56. One can assume it matters even more for developing nations. 

 

 Staff & volunteers  

 

Staff and volunteers are the actual people in charge of running sports events and are, thus, a 

major stakeholder. Moreover, volunteers represent a large number of people with for example 

70,000 volunteers engaged for the next Summer Olympic Games in Rio in 2016. Volunteers 

are needed to help with logistics, animations, ticket sales and public welcoming One of the 

goals is to get them involved by creating an atmosphere in which they will feel comfortable to 

work. Otherwise, the risk is to see them leave the event after a few days which can be 

problematic for the organization. 

  

 Participants 

 

Both professional and amateur participants of a sporting event are essential in the event’s 

success. Linton mentions the interest from “sports organizations, such as clubs or teams, and 

sports governing bodies, (which) aim to attract participants to their sport. Governments and 

health organizations (…) recognize the health and social benefits of sport and also encourage 

participation.”57 

 Media 

 

Once T.V, press and radio, the media includes now social media and is more and more impactful 

through Facebook, Twitter and Instagram for example. Media exposure is one of the most 

significant benefits that push a city to host a major sporting event. The challenge is to make the 

event even more interesting for the media to gain in media exposure, leading to economic 

fallout.   
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 Visitors 

 

Visitors include foreign and local tourists. They are the main targets of cities such as 

“Dubrovnik, Barcelona, Venice and Bangkok (which) base their economies mainly on 

tourists.”58 Tourism is defined by GfK as “the level of interest in visiting a country and the draw 

of natural and man-made tourist attractions.”59 

Visitors have an influence regarding the financial success of a sports event, regarding ticketing 

for instance but also through merchandized products. They of course actively participate to the 

city’s economy during their stay by spending money in restaurants, hotels, city attractions, 

souvenirs... 

 Governing bodies 

 

Sports governing bodies, such as the IOC or the FIFA, “regulate the activities of sports teams, 

participants and other stakeholders, such as coaches or administrators”60. They help set the 

competition rules and “provide a regulatory framework for the way teams and other sports 

organizations manage their organizations”61. Governing bodies deal also with broadcasting 

rights and sponsorship deals for a sporting event. In the case of sports federations, governing 

bodies aim at promoting the discipline and increasing the number of memberships, especially 

among the young. 

 Exports markets 

 

Export markets is about “the public’s image of products and services from each country and the 

extent to which consumers proactively seek or avoid products from each country-of-origin”62. 

They include private buyers who come to a place to buy a specific product like in Paris for the 

luxury industry but also foreign companies. Developing cities focus on export markets in their 

branding strategy, like some Chinese cities which “are spending millions of dollars to rebrand 

themselves and make themselves trendy and familiar to consumers all over the world.”63 

 

Finally, Stakeholder engagement is one of the keys to succeed in city branding. Local 

companies and communities have to be involved in the whole event, because they make up the 

spirit and atmosphere of the city. Without it a city would only be an artificial shell without any 

sole. A collaboration with all the stakeholders (collaborative stakeholder approach64) is very 

important.  

 

 

 

                                                 
58 Ram HERSTEIN, Ron BERGER, Much more than sports: sports events as stimuli for city re-branding, 2013, 

Journal of Business Strategy, Vol 34, No2, p. 38 – 44 
59 GfK (Gesellschaft für Konsumforschung), Place Branding Research 
60 Ian LINTON, Demand Media, What Is a Stakeholder in Sports?, http://smallbusiness.chron.com/stakeholder-

sports-54584.html 
61 Ian LINTON, Demand Media, What Is a Stakeholder in Sports?, http://smallbusiness.chron.com/stakeholder-

sports-54584.html 
62 GfK (Gesellschaft für Konsumforschung), Place Branding Research 
63 Ram HERSTEIN, Ron BERGER, Much more than sports: sports events as stimuli for city re-branding, 2013, 

Journal of Business Strategy, Vol 34, No2, p. 38 – 44 
64 Mitchell et al., 1997; Parent and Deephouse, 2007 



17 

 

1.3 Effects of city branding and legacy promises 
 

1.3.1 Image development, brand exposure and social impact  
 

“The effectiveness of sport as image or branding tools can perhaps be explained by the values 

attached to contemporary sport.”65 Rowe claims that sport provides symbols like “universalism, 

transcendence, heroism, competitiveness, individual motivation and teamship”66. For Smith 

there are two ways of using a sport event to enhance the city’s image: with synecdoche or with 

connotations. The synecdoche process implies that the event is designed to represent the city as 

a whole. Richards and Wilson claim that events can supply “a source of spectacle which adds 

to the image value of a landmark”67. Like the Opera House in Sydney or the Eiffel Tower in 

Paris, a sports event can also be used as a symbol of the city. It is the “construction of holistic 

images (which) involves reducing the complexity of an urban area into simplified 

representations that encapsulate the whole city.”68 Connotations can enhance the destination’s 

images as well. Indeed, sports is often associated with positive words like “modernity”69, 

“progress”70 and “national identity”71 but negative words too with “machismo”72 and 

“violence”73. 

 

Burgess (1978) divides place images into three categories: locals, who have an already set mind 

set “stylized image”74, people knowing the city who have “structured images”75, and people not 

knowing a town, but still talking about it and having a “stereotyped image”76. Thus the 

perception people have of a place depends on their place of origin. Locals have a more positive 

view on their own town than the others.  

 

Spectators though are actually the “real consumers” of a sporting event. They assist the event 

live, are partly responsible for the failure or success of an event since they create the atmosphere 

at the venue. Live spectators are target consumer and stakeholder at the same time: they 

influence the sporting event and are influenced and targeted by it. According to Dongfeng Liu 

and Chris Gratton, there is a close relationship between the success of the event and the image 

a spectator has of the city: “the more a match-up is perceived between the sporting event and 
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the host city’s image, the more likely the image impact on the spectators will be positive.”77 

According to the authors the image of a host city is mainly influenced by two factors: the 

exposure of an individual to the event and the event evaluation. The “evaluation of sports events 

by spectators is related positively with the image impact on the host city”78. 

 

 
 

Figure 3: Image impact of host city on spectators 

 
Source: Dongfeng LIU, Chris GRATTON, The impact of mega sporting events on live spectators’ 

images of a host city: a case study of the Shanghai F1 Grand Prix, 2010, Tourism Economics p. 629 – 

645 

 

 

The city of Beijing, with its branding strategy regarding the Summer Olympic Games in 2008, 

has attempted to change the negative images associated with China like low quality product 

producer and polluted country. For that matter, they created the slogan: “the People’s Olympics, 

High-Tech Olympics and the Green Olympics”79. According to Manzenreiter, hosting a major 

sporting event can improve the destination’s image. For instance, the chosen city to host the 

Olympic Games will benefit from values associated with this worldwide event such as 

“excellence, fairness, universal friendship, and mutual exchange.”80 For Rein and Shields, free 

media coverage the event provides to the city “produces emotional heat and common binding, 

often seen as positive outcomes”.81 

 

Some surveys report the impact of the 2008 Beijing Games on people’s mind. From 2001 to 

2007, Manzenreiter noticed an increase in positive opinions towards China according to a study 

from Gallup Organisation. But in 2009, “the proportion of people having a positive opinion 

toward China remained unchanged and relatively low (i.e 41%).”82 

Gries, Crowson and Sandel even found that during the Olympics, “American attitudes towards 

Chinese people and government worsened over the course of the two and half weeks of an 

increased exposure to China during the 2008 Beijing Olympics.”83   
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The Beijing case shows that developing cities willing to host a major sporting event must pay 

attention to the negative effects which can arise in terms of image. The wide media coverage 

can serve opponents to voice their disagreements about political, social or environmental issues, 

as was the case in 2008. 

 

As described by Manzenreiter with the Beijing case study, the Beijing Olympics put a positive 

light not only on the city but on the whole country. So did the London Olympics in the UK. The 

2012 Olympic Games promoted London, and the whole United Kingdom as a “modern, 

knowledge-based, business friendly environment”84 being able to offer new business and 

investment opportunities. Legacies concern much more the political side of big sporting events 

rather than the sports competition itself. The “London 2012 Legacy Promises” highlights six 

legacies related to the London Games, which are as follows: 

 

1. “Make the UK a world-class sports nation (…) 

2. Transform the heart of East London. 

3. Inspire a new generation of young people to take part in local volunteering, cultural and 

physical activity. 

4. Make the Olympic Park a blueprint for sustainable living. 

5. Demonstrate that the UK is a creative (…) place to live in, to visit and for business. 

6. Develop the opportunities and choices for disabled people.”85 

 

Therefore for developed countries as for developing countries, positive legacy is key for the 

promotion of the brand and its exposure. The legacies can be economic (i.e. infrastructure), 

social (promotion of values) or environmental.  

 

According to Preuss and his definition of the “legacy cube”86, a “legacy is planned and 

unplanned, positive and negative, intangible and tangible structure created through a sport event 

that remain after the event”87 Planned legacies are the infrastructure or the facilities built 

especially for a big sporting event. The intangible legacies of the London 2012 Olympics are 

especially linked to the image the city now has: it embodies leadership, is recognized 

internationally and has reinforced a nation.  

 

But, how can these effects, generated by a city branding strategy on sporting events, actually 

be measured? 

 

Bodet & Lacassagne have chosen to study the social representations of Beijing. According to 

the ISI88 China was still considered a developing country in 2014, but now no longer. The 

concept, created by Moscovici, enables to “assess people’s thoughts, perceptions and opinions 

of a specific object (…) social representations (characterising) a form of socially elaborated and 

shared knowledge”89. By using free association of words, the authors seek to evaluate and 
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understand the social representations given by British participants to characterize the Beijing 

Olympics. Interestingly some words linked to the Olympics have been associated with Beijing. 

Among the most 13 cited words defining Beijing’s social representation, four words directly 

refer to the Games: ‘Olympics’, (mentioned by 82.2% of the respondents), ‘Stadiums’ (34.1%), 

‘Medals’ (22.5%) and ‘Usain Bolt’ (17.8%). By analysing the study’s results, it can be argued 

that “hosting sporting events can play a significant role in the development of positive 

associations in the minds of people who are targeted”90.  

 

 

1.3.2 Economic factors and infrastructure 
 

According to Brown Chalip, Jago, and Mule (2004), the economic effects a city hosting a major 

sporting event benefit from are: increased tourism in a region and enhanced tourism 

development, positive economic impact, increased employment, ability to act as a catalyst for 

development, reduction in seasonal fluctuation or extensions of the tourism season and 

animation of static attractions. 

 

The economic impact is one of the main benefits a hosting city can have. The construction of 

infrastructures and facilities alone does not mean there is a positive legacy. The utilization of 

these once the event is over is much more important in terms of legacies for the host city. 

According to a report from the Sport Industry Research Centre91, called Measuring Success 2: 

The economic impact of Major Sport Events summarizing 16 studies on the economic impact 

of sporting events in the United Kingdom, “cities receive a substantial increase in economic 

activity as a result of hosting their events”.  

 

Newly built facilities and a physical legacy that still remains when the whole spirit of the 

Olympic Games is over, can change the landscape of a city and encourage future sports 

development and practice. East London for example was chosen as the place for the Olympic 

village, originally being one of the least good areas of the city. Implanting the Olympic village 

helped to develop the East with new public transport and real estate. The facilities “will provide 

a hub for East London, creating opportunities for education, cultural development and training, 

and jobs”92. The so called “Master Plan” defines what happens to the venues after the Games: 

the Olympic Stadium and aquatic centre will be used as sports facilities for elite athletes and to 

help the future development of sports, the velodrome will be part of a newly created mountain 

bike track in East London. The Olympic Village will become “housing with environmentally 

friendly waste treatment and renewable energy”93, the press centre will be turned into an office 

complex. The main, non-physical legacy though is the pride – the nation’s pride the Olympic 

Games has spread all around the country.  
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Concerning stadiums and infrastructures, 25 of the 32 National Football League’s teams have 

decided to rebuild or renew their stadium since the beginning of the 1990’s94. This example 

shows to what extent organizations can invest in sport and for Rein & Shields, “the 

communication and marketing benefits that a place derives from having sports facilities and 

teams make the investment worth it”95.  

 

The example of a developed country hosting a mega sporting event, the Olympic Games of 

Barcelona in 1992 is another success story. The Games helped to transform the city and make 

it an attractive place for tourists, even after the event. The mix of location, climate, culture, 

architecture, tradition, cuisine, welcoming people and the quality of life are the keys to this 

success. City planning projects such as the 22@Barcelona, the cultural “Thematic years” 

exposing the cultural heritage of different Spanish artists and the success of sport clubs in 

Barcelona all contributed to the successful city branding of Barcelona. City branding is not only 

about promoting the city before and during the event, but to keep a high interest level and to 

take advantage of the newly gained exposure, showing the town under a new angle, which 

Barcelona succeeded brilliantly.   

 

Nevertheless developed countries have already existing infrastructures and facilities as well as 

experience in hosting major cultural or sporting events. This makes it easier for them to 

convince the organizing committee, such as the IOC or the FIFA, that their application is the 

most viable in terms of financing and organizing the event. Furthermore people in industrialized 

countries have financial means to be able to pay high ticket prices. Thus stadiums are full, 

whereas people from developed countries do not always make the (financial) effort to travel to 

developing countries to attend the event because of numerous reasons such as insecurity, travel 

costs and the fear of the unknown culture.  

 

Finally, media coverage during a major sporting event “provides an opportunity for the country 

to promote itself and its assets to potential buyers”96. But the same can be applied to the host 

city which often uses this opportunity “to invest in infrastructure improvements that are 

designed to benefit the country after the event”97. On the other side, some countries struggle 

with investments. For instance, investments from Greece were not financially stable after 

hosting the Games in 200498. 
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1.3.3 Negative legacies and cases of failure  
 

Malfas et al (2004) define events by distinguishing “internal and external characteristics”99. 

Internal factors for example concern the “duration, size and scale (…), number of competition 

sessions and degree of organisational complexity”100 of the event. External factors such as 

“media attractiveness, tourism potential” as well as change in infrastructure are part of the 

legacies of a large scale sporting event. Besides these social effects, like people’s perception on 

sport, are also part of the legacies. Cities nowadays are in real competition to host sporting 

events because of all the positive legacies and the possibility of creating a new image for their 

city.  

 

According to Herstein & Berger, three common mistakes are to be avoided when implementing 

a city branding strategy through a major sporting event: 

 

1. “Extreme city image positioning”101: This mistake occurs when city marketers want to 

completely change the branding strategy of their city which suffers from negative 

opinions in a very short time. Lagos in Nigeria, a city notorious for poverty and crime, 

failed in the attempt to restore its image by being seen as a developed city. Instead, “a 

well-planned and gradual process can help a city lose its bad reputation over time”.102 

2. “Unrealistic city image positioning”103: When the city image does not match with its 

assets (tangible and intangible), the branding strategy fails. Liverpool’s city planners 

wanted to change its image into a place attractive for tourists. Their strategy failed 

because Liverpool does not have the right asset to be considered as a touristic place. 

3. “Exaggerated city image positioning”104: This mistake can be illustrated by Jerusalem’s 

latest positioning. “The last attempt of Jerusalem’s city planners to position it as city of 

culture and attract more visitors from all over the world was perceived as too 

pretentious.”105  

 

For developing cities, the main issue is that sport is not the priority. Like Rein & Shields say, 

these places face other challenges, like education, healthcare and transportation whereas sports 

require a huge investment. As an example Greece had to invest in sports facilities in order to 

stage the Olympic Games, but they were neither usable for future competitions nor “financially 

stable.”106 
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The “crowding out effect” is one of the negative legacies on tourism that especially developing 

countries have to face. Dongfeng Liu explains this phenomenon with the example of the London 

Olympics. Analysis revealed six major concerns such as “travel inconvenience, (…) price 

inflation, security and crime concern, risk of disease and pollution and, finally, concern 

for/damage to the environment.”107 

 

 
Table 4: Summary of negative impacts 

 
Source: Dongfeng LIU, Robert WILSON, The negative impacts of hosting mega-sporting events and 

intention to travel: a test of the crowding-out effect using the London 2012 Games as an example, April 

2014, International Journal of Sports Marketing and Sponsorship 

 

 

In order to get closer insight into the legacies of a developed country, the case of the London 

Olympics can be taken as an example. Over 400 students in three universities in Shanghai were 

interviewed concerning the London Olympics. Five main legacies were defined thanks to the 

responses of the interviewees: “travel inconvenience, price inflation, security and crime, risk of 

diseases and pollution and environmental concern”108. These results are also in line with what 

Barclay (2009) says. These factors influence the people’s perception of the city and their 

intention to travel there and after the time of the Olympics the crowding out effect was an issue 

for local hotels: one third of the hotel rooms that summer stayed empty. Tourists were 

frightened away by the Olympics: high prices, crowded city, security issues, and pollution. The 

last issue has been taken into account by the IOC in 2000 and made environment protection one 

of the main topics of concern of the “Olympic Games Global Impact project”.  

 

Concerns such as travel inconvenience, security and risk of disease especially apply to 

developing countries and are one of the major reasons why people from developed countries 

tend to be less willing to travel to unknown, far away countries. This is a major issue to 

overcome for the organizing committee in a given developing country.  

 

The Olympic Games are also becoming more and more a political tool, a demonstration of 

power. Holding the Winter Games in Sochi, a summer vacation resort or sending the Olympic 

flame into space during the torch relay show that “only the sky is the limit”. Russian ice for 

example was imported to Guatemala as well Russian athletes flown in to present the sport to 

                                                 
107 Dongfeng LIU, Robert WILSON, The negative impacts of hosting mega-sporting events and intention to 

travel: a test of the crowding-out effect using the London 2012 Games as an example, April 2014, International 

Journal of Sports Marketing and Sponsorship 
108 Dongfeng LIU, Robert WILSON, The negative impacts of hosting mega-sporting events and intention to 

travel: a test of the crowding-out effect using the London 2012 Games as an example, April 2014, International 

Journal of Sports Marketing and Sponsorship 



24 

 

functionaries over there. Environment protection and global warming suddenly stepped into the 

background, political neutrality disappeared. Wanting to be a “peaceful, happy competition 

with the Olympic Village of all nations as a symbol of a harmonious world”109 is linked with 

negative legacies such as threat of terror, environment issues, corruption, forced relocation of 

homes, homophobia and threatening of critics.  

 

Talking about the Olympic Games, with a special eye on the Olympic Games in Sochi, IOC 

President Thomas Bach says that it is important not to mix politics and sports: “You are not 

allowed to do the mistake to transfer the political opinion of a country to the Games”.110 Politics 

and sport have to be two different things, in the case of the Russian Games, this was not the 

case though and became a negative legacy. The Games were called “Putin Games” by some 

because it was to demonstrate Russia’s power, but discrimination against homosexuals, 

groundwater problems because of constructions and outstanding salary payments were amongst 

the negative sides of the Games in Russia.  

 

Furthermore financial burdens like the 50 billion dollar spent for the Olympic Games in Sochi 

are very high compared to the 2 billion dollar spent for the Olympic Games in Salt Lake City. 

Mitt Romney, the organizer of the Salt Lake City Games asked countries to less use the events 

as a “self-presentation” spending billions of dollars and making the tax payer pay; 18% of the 

costs of the Salt Lake City Games were paid by the tax payer111.  

 

 

 
 

Table 5: Sources of information about the event 

 
Source: The image impact of mega-sporting events perceived by international students and their 

behaviour intentions, Dongfeng Liu 
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2. INTERVIEWS 
 

Subsequent to the literature research the following hypotheses were made.  

 

Hypothesis 1: Developing countries have to assure an image match between the event and the 

destination brand by implementing an event portfolio and a co-branding strategy.  

 

Hypothesis 2: Developing countries have to put the focus on social and economic legacies to 

enhance their strategy. 

 

They will now be verified and discussed with experts, always relating them to developing 

countries. 

Eight qualitative interviews112 (from 25 minutes to 1 hour 20 minutes) have been conducted 

from September to November 2015, mostly by phone or Skype given that most interviewees 

live abroad (Brazil, Australia, Switzerland, Papua New Guinea and Argentina). The goal of 

these interviews was to discuss the two hypotheses, which have been formulated thanks to the 

literature review. Most interviewees work directly for the Games organizing committees, being 

able to give valuable insight on our research topic.  

Four case studies were chosen to test our hypotheses: 

 Beijing 2008 - Summer Olympic Games 

 Port Moresby 2015 - Pacific Games 

 Rio 2016 - Summer Olympic Games 

 Buenos Aires 2018 - Summer Youth Olympic Games 

All of these events are multi-sport events that have occurred or will occur in developing 

countries: China, Papua New Guinea, Brazil and Argentina. Two of them (China and Brazil) 

are also considered emerging countries. The one event (Port Moresby 2015 Pacific Games) is 

owned by the Pacific Games Council and the other three (Beijing 2008 Summer Olympic 

Games, Rio 2016 Summer Olympic Games and Buenos Aires 2018 Summer Youth Olympic 

Games) are owned by the International Olympic Committee.  

 

 

 

 

 

 

 

 

 

 

 

                                                 
112 See Appendix for complete transcript of the eight interviews. Audio documents also available on request. 
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2.1 Presentation of the interviewees  
 

 

Lynne Anderson recently started her new job as CEO of the Australian Paralympics. After 

having established her own company in sport and sponsorship research in 1998, which was 

bought by Repucom in 2008, she became MD of Repucom Australia and New Zealand for six 

years, which truly makes her an expert on event management and sponsorship evaluation. 

Having assisted the Chef de Mission Seminar in Rio early October, Lynne could give us key 

insight on the Olympic and Paralympic movement both in Australia and Brazil. Furthermore 

she was able to talk about the different image dimensions of the Games and the Paralympic 

social media strategy.     

 

Michelle Lemaître joined the International Olympic Committee (IOC) in 2004 and is Head of 

Sustainability and Legacy, within the Corporate Development, Brand and Sustainability 

Department. Michelle is responsible for overseeing the implementation of the IOC’s 

sustainability and legacy strategic framework within the IOC’s operations and with the Summer 

and Winter Olympic Games Organising Committees. She has over fifteen years of experience 

within the international sporting event world, having worked with the Paris 2003 World 

Athletics Championships in France and the Sydney 2000 Olympic Games Organizing 

Committee. Michelle is Australian, with French citizenship, and lives in Lausanne, Switzerland. 

She was able to give us relevant insight about the IOC's vision regarding sustainability with a 

focus on the Rio 2016 Olympics. 

 

Bernardo Domingues is Communications Manager working for the Rio 2016 Organizing 

Committee for the Olympic and Paralympic Games since 2010. With almost 18 years of 

experience in PR, media and journalism, he has attended six Olympic Games (Summer, Winter 

and Youth) and several other major sporting events in different professional roles and 

capacities. Prior to joining Rio 2016, he lead the development of public and media relations 

strategies and projects for clients such as Coca-Cola, the British Council, Technogym, Shell, 

the Brazilian Olympic Committee and the Pan American Games Rio 2007 Organizing 

Committee. Bernardo Domingues explained to us how Rio has built its branding strategy 

through the Olympic Games that will occur next year. 

 

Pierre Guichard, former high level judoka (European Champion in team competition in 1968), 

was National Technical Director of the French Judo Federation for ten years, Director of the 

Olympic Preparation at the Ministry of Sports, Director of Missions of the Olympic Games and 

of High Performance Sports at the French National Olympic and Sports Committee for twenty 

years. He has largely contributed to the preparation and representation of the French Olympic 

teams at various Olympic Summer Games, such as Montréal, Moscow, Los Angeles, Seoul, 

Barcelona, Atlanta, Sydney, Athens and Beijing as well as at the Olympic Winter Games in 

Calgary, Albertville, Lillehammer, Nagano, Salt Lake City, Turin and Vancouver. He was also 

General Director of the Paralympics in Albertville. Pierre Guichard could give us the vision of 

a former international athlete and of a director who has worked in the Olympic Movement for 

nearly 40 years.  
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Francisco Irarrázaval has been the Sports Under-Secretary of the Autonomous City of Buenos 

Aires since 2007. During the eight years, he has worked in the city incentivizing social, 

economic and environmental sustainability policies, such as impulsing bicycles as sustainable 

transport, sport and health activities in the city. Since 2014, he has also been the COO of the 

Buenos Aires Youth Olympic Games Organizing Committee, the most important sport event in 

the history of the city of Buenos Aires. He is now working to leave a sustainable legacy to the 

people, the city and the country through the Games and the government. Francisco Irarrázaval 

was able to share his experience as being part of both the local organizing committee and the 

city of Buenos Aires. 

 

Andrew Minogue is the Chief Executive Officer of the Pacific Games Council, which is the 

governing body for the Pacific Games. He was Programme Coordinator for National Olympic 

Committee (NOC) Services at the Sydney 2000 Olympic Games Organizing Committee, 

responsible for liaison with Asian NOCs. At the Melbourne 2006 Commonwealth Games 

Organizing Committee Andrew Minogue was Programme Manager for Games Family, 

responsible for liaison with all 72 NOCs. As CEO of the Pacific Games Council, Andrew 

Minogue helped us to understand the key challenges faced by Pacific Games’ stakeholders and 

their current strategy in order to face them. 

 

James Paterson is the Director of the Government, Tourism and Events division at Repucom 

Australia, the leading Sports Marketing Analyst. He has more than 20 years of experience in 

major events, tourism and sponsorship strategy. Impact measurement, event sponsorship 

evaluation and tourism campaign measurement are amongst his main preoccupations. As an 

expert in the field of events, James was able to give precious insight on event management, key 

success factors of major events, collaboration with event stakeholders and event success 

measurement.   

 

Peter Stewart is currently the CEO of the 2015 Pacific Games. Previous to this he has worked 

on 10 other multi-sport events including the 2000 and 2008 Olympics and the 2002, 2006 

and 2010 Commonwealth Games. He has post graduate qualifications in business and project 

management and is passionate about the ability of large scale events to leave lasting legacies 

for host cities and nations through capacity building, infrastructure development and brand 

recognition. He has seen first-hand how cities can be transformed through the efforts of hosting 

major events. Peter Stewart helped us to understand the challenges faced by the local organizing 

committee and their strategy to overcome them.  
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2.2 Case studies  
 

 

2.2.1 Beijing 2008 – Summer Olympic Games 
 

China hosting more and more sporting events, with the Summer Olympics in 2008 and the 

Winter Olympics in 2022 for example, it was important to see what the strategy is behind this: 

is it more about creating economic and social legacies or more about the image dimension and 

showcasing China, putting itself on the map in terms of a city being capable of hosting mega 

events?   

 

2.2.1.1 Branding  
 

Assuring spotless organization of the event and ticket sales to give a positive image   

 

“The organization has become more and more complex” says Pierre Guichard, former Director 

of the Olympics preparation. It has changed in a lot of domains and everything is now regulated 

by the Olympic Charter. “It (the organisation) is getting more and more important every year. 

It’s more important and more costly. There have always been evolutions in different directions, 

followed by the improvement of the organization, by an increase in staff, always at higher cost 

– for everyone. Higher cost for everyone, for the event organizers and for the countries 

participating in the Games. “  (Guichard) The Games becoming more and more complex, make 

spotless organization a must to assure a smooth running of the Games.  

 

James Paterson, Director of the Government, Tourism and Events division at Repucom 

Australia underlines the importance of good organization of events: “Organizing committees 

have to work quite close with local authorities throughout the event. There needs to be all of 

government and the organizing committee combined to ensure that the event is going to be 

successful. Without that you will find that it is unlikely that a major event will be successful. It 

needs everyone working together, understanding what the key objectives are and putting a plan 

and strategy in place that involves all those key stakeholders, they all know what’s going on 

and they are all working on the same battle plans to make sure the event is successful.”  

Pierre Guichard explains the birth of the idea of hosting the Olympic Games as follows: “In 

France for example (…) there is what you call the sports movement. The sports movement is 

represented by the National Olympic Committee, for which I worked for twenty years, that 

carries the project of organizing the Games and that influences the political authorities. 

Political authorities, a city or the President, have Sports Ministers who in some way influence 

the political authorities, the city, the country or the government to candidate. So it is often, not 

always the Olympic movement that is at the origin of the project, at least that is the case in 

countries like France and England for example.” In China this is not the case though:  “I think 

that it is rather the Chinese government that decided to improve its image.”  Furthermore to 

assure smooth and equal ticket sales, especially due to its large population, the Chinese 

government affected lots of tickets to its provinces. “There were a lot of Chinese in the stadiums 

and at the Olympic venues, a majority of Chinese of course. Now, did all the Chinese have 

access to ticket sales? I am not sure. Was there a lottery for ticket sales? We heard about that. 

I also heard about China, which is a large country, affected lots of tickets to each of its 

provinces.” (Guichard) 
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Managing security and atmosphere, creating an artificial image 

 

Another important change can be seen in terms of security. Since the terror attacks in Munich 

security regulations have changed. Having assisted to the Olympic Games in Munich, Pierre 

Guichard explains “there was a revolution in terms of security after Munich. In Munich (…) 

the limitation of the Olympic Village and the outside of the Olympic Village was a barrier of 

1.5 meters height and people could see the sportsmen in the inside walk in the village and 

people from the outside could pass things to people in the inside. ”The image of the Games is 

never the same if a security issue has arisen. Especially in developing countries security is an 

issue and therefore important to manage. According to Guichard, who assisted the Games in 

Beijing though China is a very special case because the Government has strict control. “In 

Beijing the atmosphere was good because it is a country where political authority can decide 

on everything. The Olympic Lanes for example in Greece were disgraceful, dangerous”, in 

China though they were spotless and people were strongly punished if they used them without 

authorisation. Furthermore Guichard states that the Olympic Village in Beijing was very well 

run in terms of comfort, everyday life and security.  

 

The key in China was to have a lot of security but not to make it overpowering. Security plays 

a big role, especially in China, but compared to forty years ago, you feel much freer now, not 

having the impression you are followed on every step, according to Guichard.   

Pierre Guichard heard about the Chinese government taking measures in order to convey a 

certain, artificial image they felt was important about the age of the population in Beijing. They 

wanted to show a young and lively city and temporally relocated the elderly population of 

Beijing out into the countryside.  “Concerning the atmosphere in Beijing, but that kind of things 

have been seen at several Games, not only in Beijing, certain measures were taken in order to 

give a more positive image of the country. I have heard, I heard it but I did not verify, that 

people were relocated. This means that before the Games they placed old people into the 

provinces.” (Guichard)  

 

Using press and media to convey the right images  

 

The image the Games have is very closely linked with media. Over the last years, with the 

Games evolving, journalists are more and more present at mega sporting events. “One of the 

consequences for the participants when going abroad is that structures for allowing 

communication between journalists, who are numerous, and the athletes and the directors have 

to be put in place.” (Guichard) Since the importance of television has increased in such a way, 

hosting cities have to put in place large spaces for press conferences to assure and control the 

exchange between athletes and the press. “The organisation has to be very operational so 

athletes can be put in contact with the press, but not too much.”  Hosting cities have to focus 

on press and media, because they broadcast the Games to the world.  People have a certain 

image of developing countries in their mind, which can best be changed through the media. 

Developing countries, wanting to show the world that they are capable of hosting a major event, 

have especially got to focus on conveying their best image to the media. Thanks to the media 

people’s perception of a country can be positively influenced, proving that a developing country 

is able to deliver the Games. 
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The budget is not always a limit for a host city in a developing country, the special case of 

China 

 

China is a special case because the government has a huge influence on what happens in the 

country in comparison with other developing countries, as you will see in the case studies of 

Rio, Port Moresby and Buenos Aires further on. In China’s case the government has taken full 

control over the Games and the budget.  Michelle Lemaître, Head of Sustainability and Olympic 

Legacy at the IOC underlines the particular case of Beijing: “It (budget being a limit or not) 

depends on the city. Because for Beijing it is not the case. It depends on the structure of the 

country. It is a very political aspect, it is very complicated. But it depends on the city, on the 

structure and here I mean the government. In China there are always problems with the cities 

in terms of budget, especially as the planning time of the Games is very long, it can last tens of 

years of course there are external factors like the economic crisis in 2009. If you have a large 

budget, it helps of course but, I think you need a good strategy right from the beginning, be 

clear about your strategy. Because if a strategy is not clear, the city and the National Olympic 

Committee will spend a lot of money for unnecessary things that won’t have much influence on 

the strategy or on the objectives. Yes, you need a good budget, but it is clear that if you plan 

things and know on what you want to concentrate, it makes things a lot easier and it is a lot 

easier to then control the budget. Since if you know the objectives it helps to take decisions.”  

 

2.2.1.2 Sustainability and legacy  
 

Putting the country on the global map – an image legacy  

 

According to James Paterson developing countries “use major events as a mechanism to drive 

perception change, to put themselves as global cities or countries. The problem with that is that 

often the infrastructures are not in place, so they have to build everything from scratch. They 

may not have the reputation like other global cities like Sydney, Paris, Berlin, London or New 

York. So they may not have that attractiveness for people to attend the event there. And then of 

course there is cost. If you are a new developing market you effectively have to pay over the 

above market rates to secure these events. Otherwise the international federations or other 

sporting promoters will simply take in to establish cities where they know they can make a 

return. So in fact they pay significantly over and above the market rates for these events. That 

can be very challenging because that then inflates the whole market for mega events.” 

“Could the city take advantage of the Games in terms of infrastructure and image? Yes. I think 

Beijing has a much more positive image after the Games. (…) I was in China with the French 

Judo Federation forty years ago when it was a closed country. We had guides, we were 

controlled (…), but when we were there for the preparatory missions now, I was afraid of it 

being a controlled system, but it was not at all. Honestly we were completely free to go where 

we wanted to.” (Guichard) China has now, according to Guichard, a more democratic image 

than before. Environmental issues, such as pollution though did not seem to be a major threat 

to the events. When Pierre Guichard was in China, he did not see any obvious measures being 

taken in order to tackle this problem.  

 

Constructing solid sporting venues attracting further major sporting events  

 

In Beijing the buildings were all solid, not like in Los Angeles where there was an outdoor 

swimming arena for several thousands of people for example. This arena was dismantled in 

only one single night just after the closing ceremony. In LA a lot of the sport venues were only 

temporary. In Beijing though, according to Pierre Guichard all the buildings were solid. The 
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Chinese government, having financed the Games makes sure the infrastructure legacies are now 

regularly used:  “There is a positive image. There are a lot of major sporting events taking 

place in the infrastructures, there are the World Championships, international competitions 

taking place in China because the sporting venues have to be used.” (Guichard) Guichard also 

emphasizes that the legacy budget “has exploded in every area.” The hosting cities and 

participating countries have steadily rising budgets for the Olympic Games.  

Infrastructure of every nature like sporting venues, stadiums, transport (roads, airports, and 

railways), the Olympic Village or hotels are amongst the legacies Beijing has after the Games. 

The main legacy though, despite the new sporting venues in China, is the new image of the 

country; China being capable of hosting a first class sporting event.  

  

 

 

2.2.2 Port Moresby 2015 – Pacific Games 
 

As described by Andrew Minogue, Chief Executive Officer of the Pacific Games Council, the 

Pacific Games is “the premier multi-sport event held every four years in the Pacific Islands 

region.  The Pacific Games comprise approximately 4,000 athletes and team officials 

representing 22 nations and territories across a maximum of 26 sports, as well as several 

thousands of volunteers and other partners like sponsors, broadcasters, media representatives 

and International Federation technical officials.  As such, the Pacific Games are a major event 

for host cities in the Pacific to prepare for and organize, especially since all of the host and 

participating nations are “developing economies”. There are major venues and other 

infrastructure developments, like roads and airport, that are required for the Pacific Games 

and these have to be managed very carefully from a sustainability perspective so that other 

national priorities are not excluded.  As the populations are small in the Pacific Islands, the 

Pacific Games has the ability to transform the brand and the international image of the host 

nation”. 

 

2.2.2.1. Branding  
 

Designing a successful branding strategy by using the Pacific Games to tackle negative images  

 

For Papua New Guinea and Port Moresby in particular, hosting the 2015 Pacific Games was 

part of their branding strategy. Indeed it has helped to enhance the perception of the country 

and its capital city. Papua New Guinea has suffered from bad images like poverty and crime. 

And for Peter Stewart, CEO of the Port Moresby 2015 Pacific Games “the Games have been 

able to show people around the world that their original perceptions were perhaps not correct. 

There has been the opportunity for both images of Port Moresby to go around the world through 

the broadcast but more importantly there are about 200 international media and about 4,500 

visitors to the country who will go home with personal testimonials about how safe and how 

friendly Papua New Guinea is”. Andrew Minogue adds that there are “negative perceptions 

from the perspective of personal security, the people who live there who visit there, being 

subject to robbery and so forth. It has suffered from a reputation for being a country with a risk 

of a lot of health issues. There is a lot of non-communicable diseases that are in Port Moresby 

and Papua New Guinea more broadly. It also has a bad reputation for corruption amongst the 

governing institutions in the country. So, as probably the leading country in the Pacific islands 

in terms of its population and the size of its economy, it suffers more negatively than any of the 

others.” The visitors, tourists, media and participants who came for the Games did not 

experience any major issue concerning safety and health. The event was the opportunity to show 
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the world that Papua New Guinea is a safe place to visit. By generating positive images, the 

country can hope to attract more tourists and businesses that will help in the social and economic 

development of Papua New Guinea. 

 

To tackle the negative perceptions from which the country suffers, the objectives were both to 

focus on getting rid of bad images and at the same time generating new positive images. For 

Andrew Minogue, the objective is “to try and encounter those negative perceptions by creating 

a positive experience during the Games”. And the positive images used in the city branding 

strategy are “that Port Moresby is a vibrant new modern city because anybody who saw the 

venues would see that they were world class venues comparable with anywhere in the world. 

(…) Secondly, the large well-behaved crowds sent the message that Port Moresby is a vibrant 

city and was a lot going on.  And just the fact that we were able to do a world class broadcast 

tells a very positive message to the business community that the telecommunications 

infrastructure in Port Moresby is capable of handling the business.” (Peter Stewart) According 

to Andrew Minogue, participants also helped to communicate these positive images the city 

deserves: “Having 4,500 athletes and officials living in the city for three weeks traveling 

around, interacting with the population at the facilities, at the venues, at training, at the 

shopping mall, was a very good way of creating some positive messages from people visiting 

and who said this country is ok, this city is fine, we are having a good time, they are hosting us 

very well. That was an important aspect for the government to consider staging the event.” 

 

 Matching the event with the destination brand – a co-branding strategy 

 

Using a co-branding strategy shared by both the event and the destination is an efficient way 

for the destination to be well perceived. The stronger the match between the image of the event 

and the image of the city, the more successful the event. Moreover there is a positive 

relationship between the success of an event and the image of the host city and it has been the 

case for Port Moresby with the Pacific Games. Peter Stewart gives the example of “a 

programme where the local government wanted to reduce image of high security. So they had 

a change in the local statue to make a number of places that had large razor wire and things 

like that, take them down and make them look good during the Games period. That made 

everybody feel better than the city itself.” These actions that occurred for the Games also 

enabled the city to be renewed in terms of images. For the CEO of the Pacific Games Council, 

“if we look at the Sydney Games that I was working on and the most recent Games in London 

in 2012, there is certainly a relationship between the success of the Games and how friendly 

and open the city was at the time of hosting the event. (…). I think we had that in Port Moresby, 

as I said earlier, we had 3,000 volunteers, people who, even though they were not working 

professionally on the Games and being paid, wanted to give their time because they felt it was 

important for the country, for them to associate themselves with the Games and I think that sort 

of relationship, particularly through the volunteers, created a very positive image for the 

athletes and the visitors, and the TV broadcast  that PNG and Port Moresby is actually a 

friendly place and people here are friendly and very supporting of the event. That created a 

very positive image of the Games, not only from the volunteers but again in terms of 

spectators.”  

 

Engaging the community to successfully host the event 

 

According to Andrew Minogue, engaging the community is one of the key success factors to 

successfully host an event that will have a positive impact on the city’s perceptions: ”part of 

your branding strategy has to be to have a very active community engagement programme. 
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Port Moresby for example is selling itself to the world, to the rest of the Pacific in terms of 

staging international Games. But the very first thing that it did when it started organizing the 

event was to build support for the Pacific Games within Papua New Guinea. That’s an essential 

ingredient in any Games but particularly in the Pacific where money and resources are not 

easy to come by.” He also adds that it should be a long-term branding strategy that needs to 

reach the community with different elements: “Typical branding strategies in the Pacific 

Games and similarly to the Olympics or other events are things like developing your logo, your 

intellectual property, developing your official mascot for the Games, a theme for the Games, a 

song and taking those things out to the community. I think we found by the time we finished that 

period of community engagement which was on the edge of the Games with the torch relay 

which was the last piece of that puzzle. We found that when we actually came into running the 

event in itself it had full stadiums, lots of people in the country wanted to come to the Games 

because the branding strategy has been built up over three to four years of engaging the 

community with the mascot, with the torch relay and with a lot of these strategies around the 

event”.  

 

Peter Stewart mentions the relationships between all the stakeholders and “the integration 

between the organizing committee and agencies who would normally be branding the city, the 

local government, perhaps the tourism and promotion authority and of course the national 

government. There needs to be a synergy between those agencies so that they are working 

together on the message that they send is common. “  

 

Enhancing the relationships between the city and the local organizing committee – a 

challenging initiative  

 

In particular, managing good relationships with the government has been one of the key success 

factors of the Pacific Games 2015 held in Port Moresby. And it has been quite challenging from 

the organizing committee’s perspective. Indeed,  “governing agencies in particular have day-

to-day things they need to do and it’s difficult for them to look to three or four years ahead of 

this huge event that’s coming and understand what they need to put in place to deliver benefits 

to themselves long term. They are far more reactive rather than proactive.” (Peter Stewart)  

But for the owners of the Games, the Pacific Games Council, “Having the same values and the 

same objectives of hosting the Pacific Games was quite simple because of the way we run out 

our process for the bidding for the Games. (…) When we have a bid process, the host 

government must be part of the bid. They must declare support for the Games, they must come 

to the meetings where the Games are rewarded and when they are successful they sit down with 

us as the event owner and the local Olympic committee and we form a host city contract. (…) 

So at the time of the organization of the event, we find that the government understands the 

objectives that we have and they understand the objectives of the organizing committee to run 

a successful Games.” (Andrew Minogue) 

 

Taking into account other sports and cultural events the city of Port Moresby regularly holds – 

an event portfolio strategy 

 

Implementing an event portfolio enables to match the event with the destination brand, which 

is part of a successful branding strategy. First, some major cultural events that occur in Papua 

New Guinea have been linked to the Pacific Games. “We used existing festivals around the 

country in the year leading up to the Games to be somewhere where we broadcast information 

about the Games, we took our mascot to visit and we tried to generate local enthusiasm for the 

Games at those cultural festivals. (…) During the Games period itself we were very conscious 
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of the fact that not only it is a big sporting event but it should also be a cultural event and we 

gave the opportunity before the very diverse culture of Papua New Guinea across all 22 

provinces to be showcased at the Games venues. So in addition to the opening and closing 

ceremonies, we also had a live site programme where we had a stage with culture performers 

who were operating in the Games venues, free of charge, they were a value add to the people 

who bought tickets to go to the Games. They were aimed to be able to see the cultural 

performers from various provinces”. (Peter Stewart)  

 

Regarding other sporting events, one must understand that the most famous sport in Papua New 

Guinea is rugby league. The organizing committee decided to work closely on existing sporting 

organisations like rugby league, as part of their branding strategy. For instance, “this year, a lot 

of rugby league matches were played at the main Pacific Games stadium. It was used for the 

organizing committee as a test event. So they worked closely with the PNG rugby league to be 

integrated in the delivery of those rugby matches and sending a very strong message through 

their branding, to their marketing: “come and watch this match or come and be involved in this 

rugby match and you’ll see some of the athletes that will be competing for the Pacific Games 

competition or come to this stadium and see what you will be looking at when athletics is coming 

to this stadium as well in July for the Games.”  (Andrew Minogue) 

 

Comparing developing cities with developed cities – a different branding strategy for different 

challenges 

 

To conclude on Port Moresby 2015 Pacific Games’ case, Andrew Minogue thinks that 

developing cities and developed cities have different challenges to overcome, explaining a 

different approach in the way they build their branding strategy. Indeed for him “developed 

cities, if I take my own experience working on the Olympics in Sydney and the Commonwealth 

Games in Melbourne, are very international cities. They are well-developed, reasonably well-

known cities internationally and they have positive reputations. So for a branding strategy, I 

think they operate at a very high level, they already have tourist infrastructure, it is very easy 

for people travelling around the world to come to those cities and have a good experience.” 

But developing places like “Port Moresby or some of the Pacific Games cities are either not 

well known or if they are well known they have negative perception of what life it like there or 

what a visiting experience will be like there. (…) The branding around Papua New Guinea was 

trying to convince athletes, their coaches and their families that Papua New Guinea is a safe 

place when you come for the Games and that you will have a good experience. And you do see 

a little bit of that already with the Games in Rio you can hear some of the messages around 

particularly the quality of the water in the harbour for the sailing and the triathletes who will 

be swimming in a water that might be a bit polluted,  which is what the developing experience 

is. They had that as well in Beijing with the quality of the air and people being concerned about 

what that would do to the athletes, their respiratory functions. From a branding strategy the 

international messaging is often very different if you compare a developed city with a 

developing one.” 

 

2.2.2.2. Sustainability and legacy 
 

Adopting a legacy strategy by taking into consideration Port Moresby’s current challenges – a 

convincing approach 

 

The main challenge for the organizers and for the Pacific Games Council, owners of the Pacific 

Games, was to make the government and other organizations understand how significant the 
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project was. For Peter Stewart, Chief Executive Officer of the Port Moresby 2015 Pacific 

Games, « many organizations thought they were going to be able to deliver what they needed 

very easily and it wasn’t until they started getting really into it that they realized how large the 

project was and they were going to put enormous demand on them that they hadn’t expected.” 

He even adds that “For example the police and traffic management from the local government 

and waste removal by the local governmental agency, the number of people who needed to be 

deployed from their own day-to-day jobs to support the Games were probably the biggest 

challenges faced by, not only ourselves but by the other delivery agencies”. In fact, those 

problems are key to understand the relations between the major stakeholders of the Pacific 

Games: the organizing committee, the Pacific Games Council and the government. Andrew 

Minogue adds that “the main challenge (…) for us as the owners was to try and get the message 

across to the government at the very beginning because they have six years to prepare for the 

Games so for the first couple of years after they were successful in the bid they would be sitting 

down working out what they were going to build: what venues, what infrastructure would be 

built.” 

 

Once every stakeholder started understanding the scope of the project, the priority was to set a 

sustainable project, in terms of infrastructure and legacy, and to respect the deadlines. Peter 

Stewart mentions that “by the time people realized infrastructure requirements were needed, 

those projects were big and took a long time to do. So it was really difficult and every city faces 

this. It was very difficult to get all the infrastructure projects completed in time for the Games. 

But in the end, as long as those projects get completed they still need a lasting legacy and that’s 

a value the Games has brought even if the Games didn’t get the full value of those infrastructure 

projects at Games time.” From the owner’s perspective, the challenge of setting a sustainable 

programme is crucial for the next bidding process. Indeed Andrew Minogue asks himself “what 

sort of precedent does it set if a country is spending a lot of money on the Games and is not 

seen as sustainable and sustainable development of infrastructure? Then, it may send a negative 

message to other countries that were maybe thinking of hosting the Games, that they are too 

big, too expensive, not worthy investment. So from the owner’s perspective the challenge is to 

make sure the government, once the bid is successful, tries to stick to a plan we think is 

sustainable.”  

 

Dealing with a limited budget – a challenge specific to developing cities 

 

Moreover, a lack of financial resources seems to be a key issue when it comes to organizing a 

major sporting event in a developing city and it has been the case for the Port Moresby 2015 

Pacific Games. For Peter Stewart, “the organizing committee needs to find enough financial 

resources to deliver what they need to do. But one of the problems that some organizing 

committees face is they think they need money to fix every problem what often can be done is 

you can resolve issues resourcing in a different way. In Port Moresby we had a very vibrant 

corporate business sector and we were able to source quite a significant amount of funds but 

in addition to that we were also able to source a lot of value add. So budgets were leaving 

things that we would have done in some way or another we were able to get them from 

corporations.” Andrew Minogue adds that “in the Pacific, we are dealing with developing 

economies and construction of facilities is always going to be very expensive and is always 

going to be something that has to be balanced against all of the other services the government 

has to provide to a population that often is very poor. There is a natural limit in terms of how 

much money can be directed to staging the Games.” But this challenge also concerns 

participating nations which, as Andre Minogue says, “people have to pay their own way: air 

tickets and accommodation. They don’t have like the Olympics does where the host country 
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basically flies in all the athletes so there is a financial barrier for all the Pacific participating 

countries who would probably like to send more athletes than they do send. So, we do have very 

limited financial resources in our Games.”  

 

To tackle this financial issue, the Pacific Games Council works on the sports programme. 

Indeed, for Andrew Minogue, “if we have too many sports, it places too many obligations on 

the host country to build facilities and to basically deliver a sporting event with too many people 

and too many expectations. For the last three or four Games, we worked very hard 

understanding that there are these financial resource constraints in the region to make the 

sports programme smaller. We had 33 sports when I first started 8 years ago and we brought 

that now to about 25/26 sports because we found when we were up to 33 it was too much and 

has a too big impact on the host and it’s too expensive for the visiting countries to be able to 

send athletes in all of those sports.” 

 

But what actions can the local organizing committee implement to overcome financial limits? 

The CEO of the Port Moresby Pacific Games recommends that “most of (financial resources) 

should come out of existing budgets. So it’s tweaking the existing budget to be able to give what 

the Games need in that point in time. So it’s finding that balance between what government can 

do out of existing budgets. What the Games organizing committees can raise through its own 

resources, so through sponsorship, ticket sales, merchandizing and whether there is a gap. And 

then it’s all about how to fund that gap and what do you need to do to fund that gap. And that 

requires a clear plan, a clear understanding of what that gap is, what the value of that gap is 

and then understanding the government about whether we will fix it with money or we reduce 

services (and we had to deal with that).” 

 

Benefiting from the Pacific Games before, during and after the event 

 

In terms of legacy and sustainability, the last Pacific Games in Port Moresby have brought many 

benefits to the city. To begin with, Peter Stewart mentions that “there is that improved 

perception overseas that hopefully will generate tourism and also business opportunities. But 

there is also the infrastructure that has been put in place. So that infrastructure is not just for 

sporting facilities but also improvement of the roads, of the telecommunications, a fibre optic 

cable was run between all of the venues. That will help businesses in the future moving forward. 

There has been an upscaling of the capacity of the workforce, because the number of people 

had to go over intensive training to be able to support the Games. There were over 5,000 people 

who worked on the Games: staff, contractors and volunteers. All of those people got training.” 

Andrew Minogue agrees on the fact that “(the event) has left a very important human resource 

legacy capacity building for the country” and adds that “in Papua New Guinea’s case, they 

have built some really fantastic facilities. Now they do have a big and growing population, they 

do have an emerging middle class population in Port Moresby and they will be in availability 

for those people to be able to use these facilities in the future but the size of them, some of the 

venues and the number of venues that were built, are huge.” Actually, the local authorities see 

beyond those Games according to the CEO of the Pacific Games Council: “I think the 

government has made a conscious decision that they don’t want to stop by hosting the Pacific 

Games. They want to be able to bid for a commonwealth Games or a major international 

championships in a particular sports and so for them, they didn’t build the venues according 

to the size of the Pacific Games, they built it for future events and for the need of their 

population. The legacy will be assessed in the future and it is a little bit early to say whether 

they got it right. I think if they manage to get one of those major events and if they can engage 

the population in using these venues over the next ten years then it will be very positive.” 
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Using the Pacific Games as a catalyst for social development - a conscientious strategy  

 

When talking about the social aspect of the Port Moresby legacy programme, Peter Stewart 

highlights that “it comes from helping to give a channel for clear messaging on key social issues. 

It gives a catalyst for being able to generate good civic pride and therefore get the community 

working as one together and it provides an opportunity for people to see how they fit into the 

community and how diverse the community is. But we are there because we have lots of 

opportunities for community groups to be engaged in the Games and they worked with other 

agencies that perhaps they would never have done previously.” Andrew Minogue speaks about 

the physical infrastructure as a social benefit for the population of Port Moresby and more 

generally Papua New Guinea. “One of the issues around unsafe and insecure populations is 

often that young people don’t have the facilities for the options other than getting into trouble. 

We have now got football pitches, athletic tracks, swimming pools, tennis courts and volleyball 

centres. There are lots of facilities now for younger people that their community can be 

associated with, can spend time doing good things like participating in sport, staying fit and 

healthy and again, an important part of the Pacific region and probably developing cities 

everywhere is encountering non-communicable diseases like diabetes.” And these non-

communicable diseases are a major issue for health governmental agencies in the Pacific area. 

“In the Pacific, those are very serious problems. They are probably worse in other parts of the 

Pacific than Port Moresby but they are a problem nonetheless and we think sport is an 

important part of trying to combat the rise of those NCDs. The Games bring a lot of benefits in 

the construction, the facilities and the capacity building of the sports federations to be able to 

offer young people an alternative to sitting at home, watching the television, playing on the 

computer Games and basically becoming unhealthy. There is a positive social impact as a result 

of hosting the Games.”  

 

 

 

2.2.3 Rio 2016 – Summer Olympic Games 
 

It was particularly interesting to study a case like Rio, hosting two major sporting events in a 

short period of time – the Football World Cup in 2014 and the Olympic Games in 2016. How 

does the city cope with this challenge and how could the 2014 event help Rio organize the 

Games two years later?  

 

2.2.3.1 Branding 

 
Showing the world Rio is capable of hosting the Games and facing the typical problems of a 

developing country – a coherent branding strategy 

 

Rio, being a developing city has to face challenges other developed countries do not have. 

Bernardo Domingues, Communication Manager of the 2016 Olympics in Rio thinks the city, 

thanks to the Olympics, “can also show a different side of Rio and a different side of Brazil, 

which is (…) a city that can deliver on a big project like that, a city that can take on a big 

commitment of hosting the Games and deliver those Games in an efficient manner, so sticking 

to the budget. You know, we are a rich country but a developing nation, so we have a lot of 

challenges and we want to show the world that we can actually host the Games in a responsible 

way, so not throwing money irresponsibly on these Games.”  
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Furthermore Domingues says that for Rio “ it’s not about getting rid of bad images, it is much 

more about generating more positive images in terms of showing the world, you know the 

Games are a big showcase, so it is trying to show the world other aspects of Brazil that people 

don’t know that well. So we have never hidden our problems, you know we never tried to deny 

the problems we have.” Especially for a developing nation “you have to be true to yourself, to 

your origins and to your main features and play to your strengths and be transparent about 

your problems. (…) We know the problems developing nations face, there are different levels 

of development, but they have problems, but we have always been honest about the problems.” 

(Domingues) It is important, especially for developing nations, not to hide the problems that 

exist, but to be transparent and frank about them in order to tackle them from the right angle. A 

successful branding strategy is about dealing with problems and creating a positive mind-set, 

showing the world a more promising image and proving that the country can handle a mega 

sporting event such as the Olympics.  

 

Another big challenge Rio has to overcome and cannot deny is security, pollution and traffic. 

These are concerns often faced especially by developing countries. It is important to work out 

strategies to face the problems. Rio for example, to tackle pollution, works in close 

collaboration with the WHO (World Health Organisation). Further solutions to problems are 

explained below in the section about Olympic Game legacies. People are often doubtful about 

developing countries being able to hold mega sporting events, because of the problems these 

countries may have. For Rio “part of our brand strategy is to showcase Rio as a city that not 

only is a vibrant city but also a city that is open for business and that can deliver big 

projects.”(Domingues) Hence convincing people of being able to host an event like the 

Olympics or the World Cup is key. “For developing countries I think you really need to be 

good at installing the confidence for holding successful Games.  In so many events people can 

think it is so complicated, can we do that? We have never done it before. And then we go back 

to that city pride issue” (Anderson, CEO of the Australian Paralympic Committee) 

 

Defining the right place for the right event – an image match between Rio and the Olympic 

Games 

 

A fit between the event and the vibe of a city is also key. James Paterson, Director of the Events, 

Tourism and Government section at Repucom stresses that “the key thing is having the right 

event in the first place. This means fully informed decisions, which are going to help them drive 

whatever their key strategy is. So the key thing is to understand where they might have actual 

advantages and really look to drive and reinforce key elements that are going to make the city 

or country benefit the most. So the key thing is to understand what events are going to work in 

that country, what are they going to drive to maximise potential benefits, and then ensure that 

they pay or get in value for money from that.” A match between the destination and the spirit 

of the event is essential. Concerning this subject Domingues agrees, expressing that “Rio is the 

perfect place for that (the Olympics) because we are very welcoming and we do like to meet 

our visitors as well and make them have a good time. So I think these are three great fits for the 

Olympic Games.” People in Rio are very passionate about sports, thus there is a fit between the 

city and the event.  

 

Moreover Rio is well known for its celebrations, be it the New Year’s Eve celebrations or 

Carnival, people come to Rio to have a good time. “We do like our party, so I think this is a 

good match as well. I mean celebration is what we do best and I think this is the second point. 

I think the Olympic Games are also about nations coming together in unity and peace. So it is 

celebration in terms of party, but also celebrating that diversity and showing the world that it 
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is possible to live together even if you come from different backgrounds and different cultures. 

You can still get along and still show that in the end we are all human beings and should live 

in peace and harmony.” (Domingues) But Rio and Brazil also want to show “a different side 

to Rio and Brazil that maybe the world doesn’t know that well, which is more to the delivery 

side of things, to being capable of doing things that other parts of the world didn’t know we can 

actually put together.” (Domingues) 

 

Sharing a common vision with authorities and locals 

 

A common vision and close collaboration with local authorities from the very beginning was 

what helped Rio to successfully take their strategy to the IOC and made them become the 

hosting city for the 2016 Olympics. “Local authorities embraced the project from the 

beginning. It was not like a cell, it was not like we were a group of people wanting to host the 

Games and having to persuade the local authorities. From the start it was a joint project, so 

they were on board from the start.” (Domingues) It was essential that everyone had a vision in 

mind, understood the objectives and constraints and how Rio could benefit from the Games. 

 

Developing countries face another particular challenge, which is that the population has 

significant social needs. The support from locals is key: “If locals engage with an event, then a 

place becomes far more attractive for future tourists as well.” (Paterson) Rio during the FIFA 

World Cup though faced the problem of a public backrush, since a significant amount was being 

spent on the event preparation, locals saw that money was there for the World Cup, but none or 

very little was there for them, to increase their quality of life. “They (the government/ 

organising committee) might be able to get the money from somewhere and build these things. 

But if you are using slave labour for 20 cents an hour to build a magnificent stadium that is 

going to get used in two weeks, well people are not stupid. That is not going to work that out.” 

(Anderson) 

 

Using past events to show Rio is capable of hosting major events – event portfolio 

 

With the FIFA World Cup taking place in Rio only two years prior to the Olympics, Brazil also 

has to handle the challenge of hosting two mega sport events in a short period of time. “I think 

we were very successful in showing that the Brazilian economy could actually handle those two 

events - both the public sector and the private sector. We would be able to raise money from 

both sectors to put those two events together. So there was a big part in persuading the IOC 

members to vote for us and obviously we learned, we observed the World Cup.” Domingues 

further explains, that “after the end of the local organizing committee for the World Cup we did 

absorb a lot of the staff that worked for the World Cup. They are now working with us, so I 

think we are now benefiting from them on the operational and planning side. On the image 

aspect there were a lot of question marks on whether it was going to be successful or not, if 

Brazil would be able to put it together and in the end it was a very successful event. It went 

pretty well, pretty smoothly.”  

 

Teaming up with other event organizing committees, sharing key insights and experiences are 

part of the key strategies of the organizing committee in Rio to successfully plan and hold the 

Olympics next year. Having hosted other big events in the past; cultural events like the fashion 

week or a film festival, big conferences like the Rio plus twenty conference on the environment 

in 2012 or other sporting events such as the ATP WTA tennis tournament held on an annual 

basis or the Pan American Games in 2007 helped to show that Rio is a destination for events. 

“It was a selling point to get the Olympic Games and because we will be left with some world 
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class facilities, renovated facilities, because you know the arena there was built for the Pan 

Games and it is going to be used for the Games. It is already hosting an NBA game every year 

in Rio, so this year we are going to have a NBA pre-season game for the third year in a row. 

There are already talks of NFL coming to Rio and playing a game at the American arena and 

this can only happen because it was renovated for the World Cup. We have, as I said a tennis 

tournament every year – WTA ATP, but we will have a great tennis centre that is being built 

for the Games and this will put us in a great position to host the Master 2000, a tournament if 

we can get one. We are going to have a top velodrome track, so we host track cycling events. I 

think we will be in a position to bid for these events and also other cultural events we have 

taking right now as we speak. This week the Rock in Rio festival will host 90.000 people during 

seven nights - each night 90.000 people. So we are already a destination for big concerts. Rio 

definitely has a vocation to be a destination for those events. My first answer was about how 

we are good at celebrating and how we are a touristic sport. If you can combine the landscape 

of the city, the culture of the city with a big event like that, everyone will want to come.” 

(Domingues) 

 

Giving developing countries and low profile sport visibility at small cost thanks to social media 

 

Social media has become an important tool, especially for developing countries with budget 

restrictions, but also for low-profile sports: “Social media is key especially for the low profile 

sports. You can’t get any air time on major TV stations if you are not a top football player or 

cricket. So for you to create some noise and get some space to communicate about your sport, 

your athletes, your events, I think social media is a great opportunity. You can control, 

relatively cheap content can be produced and you can talk directly with your participant or 

your athletes or your fans. It is actually key for the low profile sports and no doubt potentially 

for the developing countries. It is a way to grow engagement too.” (Anderson) The Rio 

organizing committee also uses social media to recruit volunteers for the Games, to answer 

questions around ticketing, to showcase educating campaigns if public concerns exist on a 

particular subject. Obviously social media also represents the challenge of having to engage 

people, be present 24/7 and the need of a good telecommunication framework in the 

(developing) country.  

 

2.2.3.2 Sustainability and legacy 
 

Implementing responsible investment, public-private partnerships and legacy budget 

 

The budget for the Games in Rio is divided into three different pillars, the organizing committee 

budget, used for planning and operating the Games is the first. The budget for the Games 

planning is entirely private, comes from sponsorship, TV right sales and licence project sales 

for instance. The second pillar is the budget to actually construct the venues. According to the 

Communication Manager of the Games a lot of venues built for the Pan American Games 2007 

can be reused and Domingues affirms having “been very rational with the building, not building 

anything we will not need in the future, so we are using a lot of temporary facilities as well.” 

The third pillar of the Olympic Games budget is the legacy budget, which is used for 

infrastructure improvements. These improvements will be long lasting and significantly change 

the face of the city: “The investments will actually transform the lives of the citizens of Rio and 

their routine and their day to day activities. It is the transport improvements I was talking about, 

it is the urban renovation I talked about and other upgrades that are being conducted by the 

city, by the state government and the federal government”.  
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For developing countries financial resources represent a special challenge, they do not have the 

same funds as developed countries for example. “So obviously we have restrictions because we 

have a limited amount of money, but we know we can organize the Games with the money we 

have and it is our job to keep the budget within those limits. If we are successful in doing that 

we will be able to show the world that we can actually put together those Games with a 

reasonable budget.” (Domingues) To overcome this financial issue money was raised from 

private funds to construct venues for the Games in Rio and PPPs (Public Private Partnerships) 

are key.  “So the Olympic Village for instance is private investment, the golf course is private 

investment, the Olympic Park is a public-private partnership, so part of the money spent on 

building the Olympic Park is coming from the private sector. And the same is true for some of 

the infrastructure projects.”(Domingues) 

 

Developing a solid legacy plan prior to application and focusing on economic legacies 

 

“A city is elected to host an event seven years before the actual event takes place. That means 

for example that Rio will hold the Games in 2016, but that the city was chosen in 2009. This 

means that the documents we gave the candidate cities is now eight or nine years old. You have 

to take this into account because things are changing of course during these seven, eight, nine 

years. (…) The position of the IOC in terms of sustainability and legacy has evolved a lot over 

the past ten, fifteen years. That means that the documentation Rio received at that time is 

different from the one the cities for 2024 will receive at the end of the month.” (Lemaître).  In 

order to have greater chances of becoming the host city of a mega sporting event, countries but 

especially developing countries, who often do not have the necessary infrastructure, have to 

include economic and social legacies in their application. “With the Agenda 2020 we realized 

that the IOC has to be much more proactive and react a lot earlier. This means that it is too 

late to wait until a city has been elected, we have to accompany the cities from the very 

beginning”. (Lemaître) Strategic relationships can enable candidate cities to develop a plan in 

terms of legacies, although the IOC cannot entirely rely on the cities and the government to 

integrate sustainable development. Developing countries have to use the Games as a catalyst 

for economic and social development. “In the case of Rio sustainable development was not part 

of the project from the very beginning, (…) this is something we hope to change in the future”. 

Michelle Lemaître, Head of Sustainability and Olympic Legacy at the IOC adds that “from 

today’s point of view it (the integration of sustainability) has been done too late. This means 

that for certain things they tried to add sustainability principles afterwards and this is always 

difficult. It is very difficult.” 

 

Rio works on having a positive image in terms of sustainability: “by delivering those Games in 

a responsible way and proving that we can do sustainable Games that will not leave a negative 

impact on the city, on the economy. Because we are not spending more than we can spend, 

because we are mindful of the impact of those Games, the environmental impact, the economic 

impact. We are doing a lot in terms of offsetting our carbon footprint and also working with 

small businesses and upskilling those businesses, so that they can provide sources and products 

to us and being capable of providing similar sources to other events in Brazil or abroad in a 

sustainable manner.” Thus “we are very careful in the way we are managing our budget. We 

are very conscious about spending our money, both from the organizing committee point of 

view which is a completely private organization, but also I think the government is being very 

responsible in how they are dealing with public spending for those Games and they are also 

looking to optimize private money.”(Domingues)  
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Creating infrastructure and venues which the locals really benefit from 

 

Developing countries or cities hosting major sporting events have to face different challenges 

compared to developed countries. “The most significant challenges for developing countries is 

obviously that they won’t have the infrastructure or if they do, it will be very inadequate. I am 

not just talking about the stadiums to hold the event but the roads because of the traffic 

extension. Developing countries have to operate this. (…) The second challenge: the cost of 

actually building these things. It is quite significant and obviously there is a risk factor in this. 

A lot of the infrastructure that is needed for a major event isn’t necessarily needed every day. 

Some is, I mean if you are improving roads, trains, trams and the bus networks I think it is 

great. Because as long as there is demand that will get used.” (Anderson) 

 

Especially the city centre, which according to Domingues “has been neglected for years”, will 

benefit from the Games in terms of infrastructure thanks to a new metro line “changing how 

people move around. Rio is a very difficult city to move around because of the geography. We 

sort of squeeze between the mountain and the sea. We are opening new tunnels, new roads, as 

I said we are upgrading the rail network, so in terms of urban renewal and changing the 

landscape of the city, renovating parts of the city, but also giving people better quality of life. 

We are cutting down commuting times by 50%, 60%, increasing the number of people from 15 

to 60%, the number of people there using mass, high-capacity transport systems.”  

 

Besides the infrastructure changes, Rio will also benefit from first class sporting facilities. 

When talking about strategies, legacies and developing countries, according to Michelle 

Lemaître developing countries concentrate more on infrastructures compared to developed 

countries.  

 

Showcase the destination, reassuring people and sending out the right images to the world to 

attract future tourism   

 

A city hosting a mega sporting event will of course benefit from an increase in tourists despite 

the “crowding out effect” that may be seen at some Games, but “even those who don’t come; 

those that decide to come at some other time will come some other time, they are just going to 

wait until the Olympics are over and then they will come. So I don’t think you are going to lose 

those tourists because of the Games, but the potential tourists that you can attract are those 

that maybe never thought of coming to Rio but they are amongst those four billion people, five 

billion people, cumulated audience that will watch the Games on TV.” (Domingues) Thus 

Domingues and Paterson agree that media coverage is one of the key success factors for 

developing, less well known countries to showcase the destination: “If there is a large scale 

media event, then you also need significant global media coverage. That provides an 

opportunity to present a country as an appealing destination for tourists around the globe to 

watch it on TV. So postcards, vignettes on the broadcast to showcase how beautiful certain 

spots are, what the key attractions are or what people might want to do at all. So if you have 

very large audiences at the sporting event, that can help drive again future visitation with 

people seeing that.” (Paterson) Future visitation is among the indicators to measure the success 

of an event.  

 

To reassure the future visitor that a given developing country or city is safe, specific actions are 

taken. In Rio for example favelas, the slum areas in the cities are seeing some changes. ”They 

are doing some really great things, actually going into those areas, improving them, not just 

prettying them up during the World Cup when the world is looking at them but to provide 
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sustainable and long term improvements to their lives. So for example there were chairlifts that 

they were putting into some of them that were high up in the hills.” (Anderson) 

 

Stressing social legacies and social cohesion 

 

In terms of social legacies or image legacies “Sports is definitely going to be one of them 

because the Games are going to leave an important sporting legacy, both in terms of investment 

in sports and infrastructure.” (Domingues) He is convinced that thanks to the Olympic Games 

a new generation of Brazilian athletes will be well promoted throughout the Games and give a 

boost to yet unknown sports in Brazil.  

 

Having attended the Chef de Mission Seminar in Rio last month, Lynne Anderson, CEO of the 

Australian Paralympic Committee, was able to have a closer look at Rio getting prepared for 

the events and seeing if the city is suitable for disabled people. “For a developing country that 

is a major task but we have to check out the hotels, whether the room doors are wide enough 

to allow the wheelchairs to get in. (…) And apparently there is only a handful of taxis in Rio 

originally that were accessible. There are a lot of those issues that are most specific, I suppose 

to developing nations.” Thus a social legacy will be a city more adapted to wheelchairs, opening 

people’s eyes and making them think about and change their attitude towards community: 

helping elderly and people in need. 

 

To hold an event successfully, as said before, social cohesion is essential. Furthermore a 

sporting event can make a population aware of health issues. Facing ageing populations 

worldwide, it is important to call people’s attention on this aspect. Moreover “from a community 

perspective you can drive civic pride, vibrancy, engagement, enjoyment, healthy nationalism. 

All those factors people can feel proud about. They take place competing in that tournament or 

if it is a country versus country event people feel proud of their national athletes competing 

against the world in their home city, home country.” (Paterson) A sporting event finally installs 

confidence in the country and this is what it has to show the world when marketing the event: 

we are able to host an event as big as the Olympics, we know about our problems, but we can 

also tackle them and we are a nation that holds together, is proud and looking forward to hosting 

people from all around the world.  “Sports is clearly a fast track way to get global or pan 

regional notice, (…) it is a way of actually putting your hand up to the world and saying we are 

here, we are big enough and good enough to actually hold a major event.” (Anderson) 
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2.2.4 Buenos Aires 2018 – Summer Youth Olympic Games 
 

First, it was important to study a case like the Buenos Aires 2018 Youth Olympic Games, which 

has a strong legacy programme particularly towards the youth. This sporting event also has a 

strong focus on culture and education. 

 

2.2.4.1 Branding 

 
Using the Youth Olympic Games to be recognized as a sports city – a new perception of Buenos 

Aires  

 

One of the reasons to bid for the Youth Olympic Games was to use this sporting event as a 

branding tool for Buenos Aires. It all started during the torch relay for Beijing 2008 in the city 

and the first contact with the IOC. “Buenos Aires was a city perceived for its culture, food, 

clubs, and shops. It is very cosmopolitan. This is the most visited city in Latin America with 10 

or 11 million tourists coming each year. But it was not a city that was recognized for sports. So 

we started to build on a pyramid, starting with small events and then middle and bigger events. 

We decided (…) that Argentina and Buenos Aires should bid for a bigger event and we came 

up with the Youth Olympic Games, which is a smaller event, even though we think it is enormous 

with the level of reach you have, especially for kids that are our future. The point of the pyramid 

of this strategy was to have this major event, Buenos Aires 2018, to wrap up a city that now is 

perceived as sport as well.” Moreover, Francisco Irarrázaval considers that Buenos Aires and 

Argentina have a sports and cultural background that the city can use to design an efficient 

branding strategy: “I think that Buenos Aires is a charming city. It is a very sportive country: 

we have Messi, Ginobili, Contepomi… And even though we are not a big country (44-45 million 

inhabitants) we are very competitive. We always like to manage to get these championships. 

We have NBA players, hockey players, football players… So I think that this mixture of culture, 

of a city that is a bit European, a bit Asian, a bit African, a bit Latin American of course is very 

interesting for kids to come because it is very cosmopolitan.”  

 

Enhancing the relationship between the city and the local organizing committee – the strong 

involvement from the city of Buenos Aires  

 

In order to successfully generate positive images, the city of Buenos Aires is involved in the 

project of hosting the Youth Olympic Games. Francisco Irarrázaval considers that “with the 

IOC, Buenos Aires may be one of the main stakeholders of the YOG. In fact the organizing 

committee is composed by the NOC and the city of Buenos Aires. Now the city is financing 

100% of the event”. The mayor himself is strongly involved in the project, both the city and the 

organizers work hand in glove to deliver successful Games: “The current mayor was the first 

supporter and the main supporter of this. He is an Olympian, not because he practises an 

Olympic sport but he is a guy who went to Nanjing to receive the flag. He really sees the vision 

not only to host the Games but to host a human event around it.”  

 

Communicating on the human aspect of the event – a key element in Buenos Aires’ branding 

strategy  

 

To be more accurate, not only Buenos Aires wants to be seen as a sports city but also as an 

urban sports city. Indeed, “there are new sports or new disciplines that arrive like beach 

handball, Volley 2x2, Beach Volley and other disciplines that are going to be tried in the city 

in a more urban way, not in a stadium but outside, close to people (…) We started with 10 races, 
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now we have 100 races. We have more than half a million people running 10km or half 

marathons. He have about 60,000 people doing roller, bike or skate races. So we would like to 

become a very urban sports city. In fact we can claim that we are Latin America urban sports”. 

Being seen as an urban sports city is a way to be perceived as more human, close to people. So 

the “human” aspect of the city is the second part of Buenos Aires’ branding strategy because 

“sports is also incredible to build citizenship. Because when you have a marathon, you use the 

street, which is public, and there is no division regarding politics, religion or gender. Sports 

has to be used by the city in a more human way and not only for an elite, when only a few people 

can only afford to buy tickets. We should get the family to go inside a stadium and to be part of 

the event.” 

 

Defining the right place for the right event – an image match between Buenos Aires and the 

Youth Olympic Games 

 

Finally, the Buenos Aires’ branding strategy is in line with the event’s values and target. The 

key values which are communicated to the youth are “respect, friendship, joy and excellence” 

and such values help to build a citizenship spirit. To conclude, these messages are 

communicated to the communities but to the world as well. To achieve this, the strategy is to 

use the internet and social media, which is consistent with the organization of a sporting event 

for young people. Francisco Irarrázaval believes that “those ambassadors we want to be, not 

only to these 4,500 kids that will come from almost 206 countries but for the community and 

for the world as well. Especially for local, national communities and the kids that will come. 

And then we use Instagram and Facebook as a digital platform, and as the CEO explained in 

Kuala Lumpur about two or three weeks ago, “we try to reach the world” via Internet and these 

systems of course”. 

 

2.2.4.2 Sustainability  
 

Analysing Buenos Aires’ social situation to implement an adapted and sustainable strategy – a 

fragmented city with historical debt 

 

The city of Buenos Aires is fragmented into two parts: as opposed to the centre and northern 

parts, the southern part of the city suffers from low social and human indexes. For example 

Francisco Irarrázaval, Chief Operating Officer of the Buenos Aires 2018 Organizing 

Committee, mentions that “someone who wants to buy medicines in a pharmacy has to walk 

maybe 150m in the city centre whereas in the south it is about 1,000m 2,000m. So, the idea of 

taking the Games to the south is to develop this part and to use the energy of the Olympic Games 

as a catalyst to develop, not only the structures, but also the citizenship of people via culture 

and education“. But fragmentation is not a challenge only faced by developing cities: “every 

city in the world now has this problem of fragmentation between different areas of the city. One 

of the biggest problems the city will face in the future is that maybe 70% of the population will 

live inside these cities or around. So, in the coming years a significant number of people will 

come into the cities, which is a new challenge”.  

 

The second issue faced by the city and the organizing committee is the historical debt of Buenos 

Aires, which makes important financial investments in infrastructure a risk and a potential 

financial burden for its citizens. This second issue has been well taken into account because 

“the only major construction that we are doing is the Olympic village and in fact, that Olympic 

village will be sold after the Games for a programme that we already had on board 5 years ago 

that is “1st house for young people”. So what we are building is in fact a new neighbourhood 
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there and it will be sold for 20-30 years with a good credit. This is a city that has an income of 

about $10,000 or $12,000 million a year and this will cost, with the Olympic village that will 

be sold and everything, $5,000 million in 3 years so it is not a level of investment that will affect 

the city finances”. Moreover, it is also the spirit of the Youth Olympic Games not to invest a 

significant amount of money into infrastructure. Indeed, “the Youth Olympic Games is not about 

investing money but is about using what you have in an intelligent way and how you get people 

involved.”   

 

Implementing a strong legacy programme aiming at developing the southern part of Buenos 

Aires  

 

As mentioned in the introduction, the Buenos Aires 2018 Youth Olympic Games have a strong 

legacy programme aiming at developing the city and particularly the southern part. As 

Francisco Irarrázaval explains, “the Olympic village will be at the centre of the southern area 

of the city which is part of a much more ambitious plan that the city launched 4 or 5 years ago. 

Around the Olympic village now, a new bus terminal has been finished, almost 35 or 40% of 

the long distance bus stations will be there. That is 10 blocks from the Olympic village. Then a 

new cargo is being built now and will be finished for June or July next year, 5 blocks from the 

Olympic village. A new lake of about 16 million litres of water that is a reservoir of water is 

being finished now. A new stadium was already being built before the Games. And then a lot of 

handball places have been urbanized, as part of a much more major plan: using the Olympic 

energy to trigger this. A lot of Olympic names have been put around the city. People get inspired 

with the Olympic movement. So a lot of things are going around and this investment for the 

Games is not an issue for the city”.  

 

Putting the emphasis on social legacy for the local population and the youth 

 

Not only has this legacy programme a focus on infrastructure development but it also puts the 

emphasis on social legacy. Francisco Irarrázaval specifies that “what we are doing is not only 

infrastructure but we are working a lot with the communities and we have a lot of sports 

programmes, cultural programmes, and educational programmes. So there are two big 

columns: one is traditional and it is very good, the infrastructure programme. And as you said 

a lot of cities use the Panamerican Games, World cups or of course Olympic Games to trigger 

to push on infrastructure programmes. But what we are doing as well is to get on board 

communities and we will make them part of the Games. They will be volunteers, they will get 

inspired by these Games and we are already doing it now so when the Games start, we hope 

that most of the communities will be part of the Games.” And including the communities is also 

a way to avoid white elephants, which would be a financial burden for the city of Buenos Aires: 

“If the infrastructures are only about bricks and cement and you don’t have any people inside, 

you are making a mistake. And then you have these white elephants and you do not know what 

to do with them. So you have to work with the communities and see what we should do here. 

And the communities are part of the event by becoming spectators, volunteers or supporters. 

And they get a bit of the Games. This is a symbiosis thing that we are doing in Buenos Aires.”  

 

As the Youth Olympic Games are an event for young people, its social legacy programme must 

include them. To do so, the organizers use sports ambassadors “to change the habits and culture 

of our kids, that they can embrace sports because we have a lot of social problems here going 

around. This will be a 5 year pre Games plus a lot of things will go on after the Games.  Socially 

speaking, we are reaching much more kids now via clubs and federations. Last year we had 

Usain Bold here, Nadal or Tony Hawk so that we get in touch with kids so that they get inspired, 
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practice sports and ask for the nearest club.” The goal is to make kids practise sports, so they 

can be healthy and learn about sports values and Olympic values. For all these reasons, Buenos 

Aires Organising Committee is trying to “get on board a lot of kids, especially from the 

southern part of Buenos Aires so that they can be inspired by respect, excellence, and the other 

values that the Olympic Movement has. So a lot of chats and sports is going around the city. 

Youth must be the emblem of the YOG as a catalyst to inspire all these young kids. Because the 

future will be in these kids.”   
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CONCLUSION 
 

Synopsis 
 

Hosting mega sporting events has increasingly become a marketing tool and an opportunity for 

a city to put itself on the map. The match between the hosting city and the event is an important 

factor to make a branding strategy successful. In recent years developing countries have applied 

more frequently to become the host city of sports events. China hosted the Summer Olympics 

in 2008, South Africa the FIFA World Cup in 2010, Brazil both the FIFA World Cup in 2014 

and will hold the Olympic Games in 2016 to cite only a few examples of cities in developing 

countries hosting major sporting events. Developing countries face unique challenges like the 

lack of infrastructure resulting in the high cost of holding the event and the lack of reputation. 

Based on literature research on developed countries, the two following hypotheses were 

established for developing countries and then verified in interviews with professionals from 

various organizing committees.  

 

Hypothesis 1: Developing countries have to assure an image match between the event and the 

destination brand by implementing an event portfolio and a co-branding strategy.  

Hypothesis 2: Developing countries have to put the focus on social and economic legacies to 

enhance their strategy. 

 

Throughout the interviews with professionals, the above two hypotheses were verified, 

discussed and finally approved. All the interviewees agree on the dual dimensions developing 

countries have to work on, which are image dimension as well as social and economic legacies.  

 

It does not seem evident though to define a uniform strategy for developing countries. Every 

city and country has a different approach and concentrates on different aspects, depending on 

the problems it faces. However one can say that cities in developing countries have to 

concentrate more and more on infrastructure legacies. All host cities though, whether in 

developed or developing countries have the same objectives, which are to work on their image 

dimension, as well as on economic and social legacies. Developing countries, more than 

developed countries, try to use the Games to face social problems, such as traffic, pollution or 

security. However it is the hosting city’s responsibility to identify its own problems and to 

develop a strategy to face these issues. Moreover increasing interest in sports and social 

cohesion are part of social legacies. Building stadiums also has to be seen as an improvement 

in the economy,  local companies have to be involved in projects, showing how to build quality 

venues, giving locals jobs and making them benefit from the impact of the Games.  

 

Developing countries definitely face different challenges compared to developed nations, thus 

their strategies in order to become the host city of a major sporting event are different. Beijing 

essentially focused more on giving a positive image to the rest of the world, Rio and Port 

Moresby aim at improving their infrastructure, but also at showing that the city is capable of 

hosting a mega sporting event by getting rid of bad images and replacing them with new, 

positive ones. And finally Buenos Aires, hosting the Youth Olympic Games, concentrates on 

social legacies, culture and education. All the cities integrate image and legacy dimensions in 

their strategies, but some concentrate more on certain aspects than others, given their problems 

and image the world has of them. It is up to every host city and country itself to make the best 

of hosting the Games: “The possibilities are huge, but the city has to identify their problems 

and see how it can use the Games.” (Lemaître, Head of Sustainability & Olympic Legacy, IOC) 
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Recommendations 
 

Throughout the study we have identified two main domains on which the hosting cities have to 

concentrate: image dimensions and legacies linked to the Games. Therefore the 

recommendations for developing countries to successfully host major sporting events are based 

on these two main axis.  

 

Recommendations in terms of image 

 

Installing confidence is one of the key strategies when hosting a major (sporting) event, 

especially for a developing country. Thus being transparent about problems a given country 

or city has is essential. There are different branding strategies for different challenges and 

different approaches in terms of strategy. In the case of Papua New Guinea and the Pacific 

Games for example it was important for people to stress that security is not an issue, or that 

with the Games in Beijing environmental issues are being dealt with and will not have any 

negative impact on the Games.  

 

Sending out the right messages to the Organizing Committees and then, once the city hosts 

the Games, is a key factor to reassure people and to attract tourism. This is all the more 

important as future visitation is one of the elements allowing to evaluate the success of an event. 

Another factor in terms of reassurance may be the cost of transport. This characteristic is not 

only faced by developing countries, but nevertheless does also and especially apply to these. 

Pierre Guichard mentioned that for example the distance between Australia and the rest of the 

world represented a barrier to Australia’s candidature for the Sydney Games. The country 

though overcame this problem by offering free transportation of goods and free accommodation 

in the Olympic Village. This convinced the IOC and made IOC members vote for Australia. 

Developing countries often not having good infrastructure and  being far away from developed 

countries, from where most of the sportsmen come, also have to think about how to overcome 

the “distance issue” when applying for mega sporting events.   

 

Furthermore showing a city is capable of hosting a major event by enhancing the relationship 

between the city and the local organizing committee is also a factor contributing to a successful 

Games strategy. The strong involvement of the city, like in Buenos Aires for example and close 

collaboration with authorities from the very beginning are key. But not only engaging with local 

authorities is important, engaging with locals is even more so to make the place more attractive 

and sharing a common vision between locals and authorities. The community, social cohesion 

and support from the public are key success factors to successfully host an event and this will 

have a positive impact on the perception people will have of the city.  By doing this, new images 

and perceptions can be created, getting rid of old, negative ones like it was the case for Rio, 

Port Moresby, Buenos Aires and Beijing and being perceived as a city with a sporting culture.  

 

Having a consistent event portfolio, that is to say teaming up with other event organizing teams 

and taking into account other sports and cultural events the city can learn from is an element 

driving to success. Rio for instance closely works with existing sporting organizations, such 

as the organizing committee of the Football World Cup in order to learn from their experiences 

in organizing a major event. 

 

Finally the image match between the event values and the values of the city determine the 

success or failure of an event: you need the right event for the right place. The stronger the 

match between the image of the event and the image of the city, the more successful the event. 
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Rio for example is known for being very welcoming to tourists from all around the world, 

therefore the city was a good choice for the Olympic Games, offering a match between the 

destination and the spirit of the event, a coherent branding strategy could be seen.  

 

Recommendations in terms of legacies 

 

Once again, analysing the situation and problems a country faces are necessary to implement 

an adapted and sustainable strategy. Buenos Aires for example was very transparent about 

its debts and limited budget, which helped to take fully informed decisions in terms of 

investment. Rio also relies on PPP (Public Private Partnerships) in order to finance the 

Olympic Games, so despite having a limited budget, developing countries manage to have a 

large enough budget to construct the venues, to implement (marketing) strategies and organize 

the event perfectly. 

 

Having a solid legacy programme prior to the application for the Games is also a key success 

factor. The IOC takes social and economic legacies more and more into account, and this 

continuously earlier in the application process. Therefore, having a legacy strategy is most 

valuable; Buenos Aires developed the whole southern part of the city thanks to the Games and 

literally transformed the vibrancy and infrastructure of the city. Creating infrastructures and 

venues that really make locals benefit and will be re-used in the future is important – 

responsive investment, integrating locals in the construction of the venues, offering them 

work, sharing knowledge, making locals be involved and proud of what their country is able to 

host.     

 

Besides a strong economic legacy programme, defining the venues to be constructed and the 

change in infrastructure, it is essential for a hosting city of a major event to also have a strong 

social legacy programme, using the event as catalyst for civic pride.  

 

The most common objectives of hosting mega sporting events, that we found out from our 

research work were to develop infrastructure, civic pride, to showcase the city, to educate about 

sports and to drive sports or to put the city on the map as a reference in the sports world.  So 

finally in order to adapt the right city branding strategy, a given city needs to really understand 

what it is looking to achieve and to set up a strategy in order to achieve these objectives. The 

strategy has to manage to make the country benefit from the event before, during and 

afterwards.  
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Limits of the study 
 

During our study, we made numerous decisions to frame our subject. Like any study, ours 

contains some limits.  

 

Concerning our four case studies, we have decided only to choose multi-sports events. First, it 

is easier and more logical to compare events which have the same approach in terms of sports 

programme and organization. Secondly, we were not able to interview people working for or 

knowing about single-sport events that have occurred in developing cities. The case of the 2010 

FIFA World Cup in South Africa would have been a good example, but it was not possible for 

us to get a contact person in this domain. Otherwise, apart from Football or Rugby World Cups, 

most international single-sport events do not necessarily generate a legacy programme as strong 

as for the Olympics for instance.  

 

Throughout our study we mostly compared developing countries with developed countries. 

However, there are several definitions of a developing nation. Also we could have considered 

different groups of developing countries. Obviously, Brazil and China could be considered as 

“major emerging” countries. As for Argentina it could have been seen as “emerging” and Papua 

New Guinea as a “less developed” country, since the countries do not face the same economic 

and social challenges.  
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APPENDIX 
 

 

Table 1: Summer and Winter Olympics Hosting Cities 
 

Year Summer Olympics Host City, Country 

1896 Athens, Greece 

1900 Paris, France 

1904 St Louis, USA 

1906 Athens, Greece 

1908 London, Great Britain 

1912 Stockholm, Sweden 

1916 Berlin, Germany (not held) 

1920 Antwerp, Belgium 

1924 Paris, France 

1928 Amsterdam, Holland 

1932 Los Angeles, USA 

1936 Berlin, Germany 

1940 Tokyo, Japan / Helsinki, Finland (not held) 

1944 London, Great Britain (not held) 

1948 London, Great Britain 

1952 Helsinki, Finland 

1956 Melbourne, Australia 

1960 Rome, Italy 

1964 Tokyo, Japan 

1968 Mexico City, Mexico 

1972 Munich, Germany 

1976 Montreal, Canada 

1980 Moscow, USSR 

1984 Los Angeles, USA 

1988 Seoul, South Korea 

1992 Barcelona, Spain 

1996 Atlanta, USA 

2000 Sydney, Australia 

2004 Athens, Greece 

2008 Beijing, China 

2012 London, England  

2016 Rio, Brazil 

2020 Tokyo, Japan 

 

 

 

 

 

 

 

 

http://www.topendsports.com/events/summer/hosts/athens1.htm
http://www.topendsports.com/events/summer/hosts/paris.htm
http://www.topendsports.com/events/summer/hosts/st-louis.htm
http://www.topendsports.com/events/summer/hosts/athens2.htm
http://www.topendsports.com/events/summer/hosts/london.htm
http://www.topendsports.com/events/summer/hosts/stockholm.htm
http://www.topendsports.com/events/summer/hosts/1916.htm
http://www.topendsports.com/events/summer/hosts/antwerp.htm
http://www.topendsports.com/events/summer/hosts/paris2.htm
http://www.topendsports.com/events/summer/hosts/amsterdam.htm
http://www.topendsports.com/events/summer/hosts/los-angeles.htm
http://www.topendsports.com/events/summer/hosts/berlin.htm
http://www.topendsports.com/events/summer/hosts/1940.htm
http://www.topendsports.com/events/summer/hosts/1944.htm
http://www.topendsports.com/events/summer/hosts/london.htm
http://www.topendsports.com/events/summer/hosts/helsinki.htm
http://www.topendsports.com/events/summer/hosts/melbourne.htm
http://www.topendsports.com/events/summer/hosts/rome.htm
http://www.topendsports.com/events/summer/hosts/tokyo.htm
http://www.topendsports.com/events/summer/hosts/mexico-city.htm
http://www.topendsports.com/events/summer/hosts/munich.htm
http://www.topendsports.com/events/summer/hosts/montreal.htm
http://www.topendsports.com/events/summer/hosts/moscow.htm
http://www.topendsports.com/events/summer/hosts/los-angeles2.htm
http://www.topendsports.com/events/summer/hosts/seoul.htm
http://www.topendsports.com/events/summer/hosts/barcelona.htm
http://www.topendsports.com/events/summer/hosts/atlanta.htm
http://www.topendsports.com/events/summer/hosts/sydney/index.htm
http://www.topendsports.com/events/summer/hosts/athens3.htm
http://www.topendsports.com/events/summer/hosts/beijing/index.htm
http://www.topendsports.com/events/summer/hosts/london/index.htm
http://www.topendsports.com/events/summer/hosts/rio/index.htm
http://www.topendsports.com/events/summer/hosts/tokyo/index.htm
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Year Winter Olympics Host City, Country 

1924 Chamonix, France  

1928 St. Moritz, Switzerland  

1932 Lake Placid, United States  

1936 Garmisch-Partenkirchen, Germany 

1940 canceled 

1948 St. Moritz, Switzerland  

1952 Oslo, Norway 

1956 Cortina d'Ampezzo, Italy 

1960 Squaw Valley, United States  

1964 Innsbruck, Austria  

1968 Grenoble, France  

1972 Sapporo, Japan  

1976 Innsbruck, Austria  

1980 Lake Placid, United States  

1984 Sarajevo, Yugoslavia  

1988 Calgary, Canada  

1992 Albertville, France  

1994 Lillehammer, Norway 

1998 Nagano, Japan  

2002 Salt Lake City, United States  

2006 Torino, Italy 

2010 Vancouver, Canada  

2014 Sochi, Russia 

2018 Pyeongchang, South Korea  

2022 Beijing, China 

 
 

Source : http://www.topendsports.com 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.topendsports.com/events/winter/hosts/chamonix.htm
http://www.topendsports.com/events/winter/hosts/st-moritz.htm
http://www.topendsports.com/events/winter/hosts/lake-placid.htm
http://www.topendsports.com/events/winter/hosts/garmisch-partenkirchen.htm
http://www.topendsports.com/events/winter/hosts/1940.htm
http://www.topendsports.com/events/winter/hosts/st-moritz2.htm
http://www.topendsports.com/events/winter/hosts/oslo.htm
http://www.topendsports.com/events/winter/hosts/cortina-dampezzo.htm
http://www.topendsports.com/events/winter/hosts/squaw-valley.htm
http://www.topendsports.com/events/winter/hosts/innsbruck.htm
http://www.topendsports.com/events/winter/hosts/grenoble.htm
http://www.topendsports.com/events/winter/hosts/sapporo.htm
http://www.topendsports.com/events/winter/hosts/innsbruck2.htm
http://www.topendsports.com/events/winter/hosts/lake-placid2.htm
http://www.topendsports.com/events/winter/hosts/sarajevo.htm
http://www.topendsports.com/events/winter/hosts/calgary.htm
http://www.topendsports.com/events/winter/hosts/albertville.htm
http://www.topendsports.com/events/winter/hosts/lillehammer.htm
http://www.topendsports.com/events/winter/hosts/nagano.htm
http://www.topendsports.com/events/winter/hosts/salt-lake-city.htm
http://www.topendsports.com/events/winter/hosts/turin/index.htm
http://www.topendsports.com/events/winter/hosts/vancouver/index.htm
http://www.topendsports.com/events/winter/hosts/sochi/index.htm
http://www.topendsports.com/events/winter/hosts/pyeongchang/index.htm
http://www.topendsports.com/
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Map1:  Host Cities of the Olympic Games 
 

 
 

 

Source : http://www.mapsofworld.com/world-olympic-map.htm 
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Table 2: Football World Cup Host Countries 
 

Year  Host City, Country 

1930 Uruguay 

1934 Italy 

1938 France 

1942 Cancelled due to WWII 

1946 Cancelled due to WWII 

1950 Brazil 

1954 Switzerland 

1958 Sweden 

1962 Chile 

1966 United Kingdom 

1970 Mexico 

1974 West Germany 

1978 Argentina 

1982 Spain 

1986 Mexico 

1990 Italy 

1994 United States 

1998 France 

2002 South Korea and Japan 

2006 Germany 

2010 South Africa 

2014 Brazil 

2018 Russia 

2022 Qatar 

 
 

Source: http://www.topendsports.com  
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Map 2: Host Cities of the Football World Cup  
 

 
 

 

Source: http://www.mapsofworld.com/footballworldcup-hostnations-map.htm 
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Table 3: Developing Economies by Region 
 

 
 
 

Source: United Nations, 

http://www.un.org/en/development/desa/policy/wesp/wesp_current/2012country_class.pdf, revised in 2012 

 

http://www.un.org/en/development/desa/policy/wesp/wesp_current/2012country_class.pdf
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Interviews 
 

Pierre Guichard 
 

Interview with Pierre Guichard, former high level judoka and former Director of 

Olympic Preparations, 20 October 2015 

 

1. A quels enjeux avez-vous participé (en tant que sportif et organisateur) ?  

J’ai été remplaçant aux Jeux Olympiques de Munich en 72. J’étais aux Jeux Olympiques de 

Tokyo mais j’étais en stage de quatre mois. J’ai aussi été aux Jeux d’été de Montréal, Moscou, 

Los Angeles, Séoul, Barcelone, Atlanta, Sydney, Athènes, Pékin et après j’ai pris ma retraite. 

Et concernant les Jeux d’hiver j’ai été à Calgary, Albertville, Lillehammer, Nagano, Salt Lake 

City et Turin, Vancouver. J’ai quelque chose à vous dire parce que vous parlez des Jeux 

Olympiques, il existe d’autres évènements très importants à part les Jeux Olympiques mais qui 

ont une particularité, c’est ce qu’on appelle les Jeux Continentaux. Il existe sur certains 

continents des épreuves qui permettent aux pays de ce même continent de faire des compétitions 

interdisciplinaires à des périodes régulières, tous les deux ans ou tous les quatre ans. C’est par 

exemple en Europe ce qu’on appelle les Jeux Méditerranéens. Il y a aussi les Jeux 

Panaméricains, les Jeux d’Afrique. En Europe il y a depuis peu de temps, ça doit être la 

deuxième édition à ma connaissance, les Jeux Méditerranéens, c’est-à-dire les Jeux qui 

regroupent les pays du bassin méditerranéen. Maintenant vous avez les Jeux Européens, donc 

vous avez des éléments très importants, en nombre en tout cas, en quantité. Ensuite il existe des 

Jeux particuliers qui ont été promus par le Comité International Olympique. Le Comité 

Olympique Européen a créé depuis très longtemps ce qu’on appelle les Jeux de la Jeunesse 

Européenne. Ce sont des épreuves qui regroupent quatre ou cinq milles jeunes de moins de dix-

huit ans de pays européens. Et le Comité International Olympique a créé, je pense que ça va 

être la deuxième édition qui devrait être organisée, les Jeux Mondiaux Européens. C’est-à-dire 

comme les Jeux Européens, mais ce sont tous les pays du monde  qui envoient des jeunes pour 

s’affronter dans certaines épreuves – il n’y a pas toutes les épreuves, il y a moins d’épreuves  

qu’aux Jeux Olympiques. Et tout ça bien évidemment indépendamment de ce qu’on peut 

appeler les Jeux, les compétitions multidisciplinaires telles que l’athlétisme, la natation, le judo 

ou autre. Ce qui fait qu’il y a dans le monde énormément d’activités qui se rajoutent les unes 

aux autres. Cette accumulation d’événements a des aspects positifs et des aspects négatifs. Des 

aspects négatifs ça peut être qu’à un moment donné il peut y avoir tellement d’évènements que 

les gens finissent pas se doper.  

  

2. Constatez-vous une différence entre les Jeux auxquels vous avez assisté en termes 

d’image, organisation, ressort économique ?   

Oui, bien entendu. D’une année sur l’autre ça a toujours été plus lourd. C’était plus lourd et 

plus coûteux. Il y a toujours eu une évolution dans différents sens, suivi de l’amélioration de 

l’organisation, d’une augmentation des effectifs, toujours un coût plus élevé – pour tout le 

monde. Un coût plus élevé pour tout le monde, pour les organisateurs et pour les pays qui 

participent. Si je peux donner deux grands changements. Un changement a eu lieu quand les 

sponsors étaient très simplement représentés, c’était bien avant que je n’arrive, donc l’argent 

coulait à flot quand les sponsors  ont apporté de l’argent. Un autre changement qui a été pour 

moi très important, c’était à Munich quand c’est arrivé, c’était suite aux attentats de Munich. 

En tant que participant aux Jeux, je n’ai jamais participé, j’ai été remplaçant uniquement aux  
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Jeux, parce que le judo a fait sa première épreuve aux Jeux Olympiques de Munich, c’était 

quand j’ai arrêté la compétition. Donc à Munich il y a eu l’attentat dont vous avez entendu 

parler j’imagine, il y a eu une revitalisation de la sécurité. Pour vous expliquer, à Munich, je 

m’en souviens extrêmement bien, la délimitation entre le Village Olympique et l’extérieur du 

Village Olympique c’était une petite barrière d’un mètre cinquante de hauteur et les gens qui 

étaient dans le village pouvaient voir les gens qui étaient à l’extérieur du village en allant se 

balader à la limite du village et on pouvait passer des objets de l’intérieur à l’extérieur. Pour 

rentrer dans le village pour les athlètes il suffisait de montrer son accréditation et puis on passait 

par la porte et puis il y avait des gens qui vérifiaient votre accréditation et qui vous faisaient 

passer tranquillement sans problème. Pour les épreuves sportives quand on rentrait dans un 

stade on avait son billet, il y avait des contrôleurs à l’entrée et après Munich c’étaient des 

enceintes Olympiques, notamment dans le village, mais pas que dans le village parce qu’il y a 

des épreuves sportives et d’autres éléments ont été sécurisés à outrance avec la police, l’armée, 

où les contrôles étaient multiples, sont devenus multiples et parfois très lourds. C’est-à-dire que 

l’accréditation est une chose nécessaire mais en plus de ça il y a des fouilles – de matériel, c’est 

vrai pour les gens qui rentrent dans le village olympique, mais c’est vrai même aussi pour les 

épreuves sportives dans la mesure où pour accéder aux sites sportifs il faut passer des portes de 

sécurité.   

  

Donc une fois à Moscou j’ai eu un incident parce que je suis rentré dans le village olympique 

et je me suis retrouvé retourné sur le ventre parce que j’avais un sac et aux rayons X ils avaient 

détecté une grenade dans mon sac et en fait ce n’était rien d’autre qu’une médaille qui était dans 

mon sac. On m’avait remis une médaille et comme cette médaille n’était pas vraiment à plat, 

elle était un peu de biais, ça avait vraiment la forme d’une grenade. Il y a eu des bruits, j’ai 

entendu des cris et d’un seul coup quand je suis passé de l’autre côté, je me suis retrouvé avec 

des armes sur le ventre. Voilà, à titre d’exemple. En tant qu’organisateur cela a eu des 

conséquences très particulières sur la sécurité du personnel du matériel. Parce que quand on va 

aux Jeux Olympiques on transporte de son pays à la ville olympique énormément, d’énormes 

quantités de matériel, qu’on a du mal à imaginer. On fait appel à des professionnels en général, 

c’est-à-dire qu’on a des transporteurs internationaux comme Schenker, on travaille beaucoup 

avec Schenker, et ils prenaient tout notre matériel, il y a du matériel pour le comité olympique, 

pour lequel j’ai travaillé pendant vingt ans. Pour vous dire, du matériel administratif, des 

médicaments, des ordinateurs, des dossiers, parfois même de la nourriture. Il y a des quantités 

énormes de matériel pour le comité olympique qui fait toute l’organisation et puis chaque 

fédération amène du matériel et tout ça passe dans des scanners gigantesques sans descendre 

nécessairement des camions, on ne fait pas ça pièce par pièce, c’est le camion entier qui passe 

dans des scanners et ça a des coûts importants. Je me souviens qu’une année à Salt Lake City 

la Fédération Française de Ski n’avait pas fait les choses dans les règles, il y a du matériel qui 

est arrivé en dehors du circuit habituel parce que les Français avaient finalisé leur préparation 

sur le continent américain et sont venus avec beaucoup de matériel – le matériel c’est du 

matériel sportif de rechange, c’est-à-dire des skis de rechange, du matériel de fartage, ce sont 

des tonnes de matériel. Et donc ils avaient transporté ça en camion et pour faire rentrer cela 

dans le village olympique il a fallu payer une somme très importante quand on n’a qu’une toute 

petite carte de crédit. On a dû payer un équivalent de 80.000€. Et j’ai donc sorti ma carte de 

crédit professionnelle et elle a été bloquée pendant la durée des Jeux parce qu’aux Etats-Unis 

quand on fait une dépense importante en carte bleue, enfin c’était comme ça quand j’y ai été, la 

carte a été bloquée. Donc une fois ils ont loué des voitures et quand ils ont pris leur voiture ils 

n’ont jamais pu se servir de leur carte bleue.   
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Donc cela est un élément important sur l’évolution des Jeux. Après, l’autre événement était lié 

aux Jeux de Sydney. Là il s’est passé quelque chose de très étonnant : L’Australie avait contre 

elle la distance et la distance a certainement eu pour conséquence de faire voter les membres 

du CIO contre la candidature de Sydney. Donc pour ramener des voix favorables ils ont mis en 

place un système de prise en charge des frais et de gratuité du village olympique. Avant ces 

Jeux, lorsque les délégations de pays allaient aux Jeux Olympiques, elles devaient payer 

l’hébergement de leurs athlètes. Une délégation de 400 personnes pendant la durée des Jeux, 

certains restant une semaine, d’autres restant trois semaines, il y avait des unités à payer.  

Ce n’était pas un prix excessif  mais ça a couté quand même beaucoup d’argent. Donc 

l’Australie a proposé la gratuité complète mais le transport dans des conditions particulières 

n’était pas pris en compte. Le transport et les compagnies aériennes ont été proposés par  les 

Australiens. Donc les frais pour le transport du matériel a été pris en charge par les Australiens. 

Ceci dit, on a moyennement utilisé ce système parce qu’il fallait transporter les produits à nos 

frais dans certaines villes et cela coutait très cher. Je me souviens d’un problème qu’on a eu 

avec des chevaux. Quand les Australiens ont mis en place ce système il fallait transporter les 

chevaux de Paris à Munich ou Zurich ou une autre ville et à partir de là ils prenaient les 

transports australiens. Les gens de la fédération d’équitation qui sont extrêmement 

professionnels ont constaté qu’en fait pour faire le transport aérien qui dure presque 30 heures, 

les chevaux ont été à trois par box dans l’avion et se touchaient les uns les autres et nous on a 

demandé à ce qu’ils soient deux par box de manière à ce que pendant le vol d’avion les chevaux 

ne se frottent pas pendant trente heures. Le risque si ça frotte pendant trente heures est qu’ils 

aient la chair à vif. Et donc les Australiens ont refusé d’en mettre deux par box, ils ont dit c’est 

trois et non pas deux et nous avons mis deux par box et nous l’avons pris en charge. Et cela 

nous a coûté des sommes prodigieuses. Et cela a tout de même une conséquence sur le coût de 

l’organisation des Jeux parce que la prise en charge de l’hébergement et des transports ce sont 

des sommes colossales quand même.   

  

Concernant l’influence des Jeux sur l’image – bien sûr l’image c’est l’importance des médias. 

Au fur et à mesure que les Jeux ont évolué, les journalistes ont été de plus en plus présents et 

de plus en plus exigeants. Et une des conséquences pour les pays participants, quand on va dans 

un pays étranger, on est obligé de mettre  des structures pour permettre la communication entre 

les journalistes qui sont très nombreux et les athlètes et les dirigeants. C’est ainsi que nous, au 

fil du temps, avons créé entre autre le Club France. On a intégré dans le staff du comité 

olympique français des petites cellules de communication, de relation avec la presse.   

  

Sur l’aspect image : le poids de la télévision a augmenté de manière considérable, les comités 

organisateurs ont dû développer eux aussi de manière très importante des lieux de 

communication entre les athlètes et la presse. Aux tous premiers Jeux, je n’y ai pas été, mais je 

pense qu’il suffisait qu’un journaliste tombe sur un athlète avec une caméra, un crayon et un 

papier et puis il faisait des interviews, mais après Munich pour se rencontrer il a fallu mettre en 

place et développer de manière importante les salles d’interview, les zones d’interview. Cela 

peut paraitre secondaire, mais multiplier par le nombre d’épreuves, par le nombre de jours... 

Parce que si vous voulez, une des grandes particularités des Jeux Olympiques c’est qu’il y a 

différentes populations : il y a des spectateurs, il y a des officiels, des membres du CIO, des 

journalistes, des sponsors, des athlètes et en fonction des accréditations qu’on a on est dans une 

espèce de voie de chemin de fer et on ne peut pas en sortir. C’est-à-dire que lors des Jeux 

Olympiques ces populations ne font pas du tout les mêmes Jeux. Ils peuvent parler des mêmes 

choses, mais n’ont pas fait les mêmes Jeux. C’est particulier. Les athlètes ont leur circuit, même 

d’un sport à l’autre ça peut être différent. Prenez par exemple les Jeux d’hiver, c’est 

particulièrement vrai pour les Jeux d’hiver, mais aussi pour les Jeux d’été. Vous avez ce qu’on 
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appelle les villages olympiques annexes et vous avez des villages principaux. Et sur l’été vous 

avez des épreuves  de voile ou d’aviron, voire d’équitation et de sports collectifs qui se déroulent 

dans d’autres villages. Donc on a déjà vu des Jeux où ces athlètes n’ont jamais mis les pieds 

dans le village olympique. Donc ils ont participé à des « Jeux concentrés » dans leur propre 

système. Aux Jeux d’hiver c’est encore beaucoup plus récurrent. Aux Jeux d’hiver vous avez 

généralement deux villages. Vous avez le village où il y a les Jeux de sport de glace notamment, 

le hockey, patinage etc. et puis vous avez les épreuves de montagne. Et là vous avez carrément 

deux villages qui peuvent être extrêmement éloignés les uns des autres.   

  

Ensuite concernant l’organisation : elle est devenue de plus en plus lourde. Au tout début il y 

avait une surveillance médicale, certains sites existaient et aujourd’hui vous avez dans les 

villages olympiques de véritables hôpitaux. Moi je sais à titre personnel, parce qu’à la fin j’avais 

de l’expérience, je me suis fait faire des lunettes à chaque Jeux Olympiques. Comme j’arrivais 

bien avant tout le monde, j’arrivais pratiquement une semaine, dix jours avant les premiers 

athlètes. On avait beaucoup de travail à faire et j’allais à l’hôpital et je me suis fait faire des 

lunettes gratuitement. C’était fait dans un temps très court. Donc l’organisation a 

considérablement évolué dans tous les domaines. C’est devenu une immense complication. Ce 

sont vraiment des métiers qu’il faut parfaitement connaitre, il y a par exemple le jeu 

administratif de l’inscription des délégations. Lors des inscriptions de délégations on vous 

demande parfois longtemps avant les Jeux, pratiquement une année en avance d’inscrire les 

athlètes susceptibles de participer aux Jeux. C’est-à-dire donc qu’on vous demande d’envoyer, 

c’est une procédure administrative très précise maintenant par internet bien sûr, tous les 

renseignements concernant l’athlète : nom, prénom, date de naissance etc. sur ce qu’on appelle 

les listes larges. C’est vrai pour les athlètes et les entraineurs, l’encadrement. Et après, quand 

vous faites la sélection, on ne donne plus que les noms et les épreuves. Entre temps, dans 

beaucoup de Jeux Olympiques les services de sécurité en profitent pour vérifier si les gens 

qu’on inscrit sur les listes larges ne sont pas des gens qui ont des problèmes avec la loi par 

rapport au terrorisme.   

  

Quant au ressort économique, ça a explosé dans tous les domaines. Les pays organisateurs et 

pays participants ont des budgets qui ont toujours augmenté. Ils ont plus d’argent. Les 

organisateurs bien entendu étendent leur terrain, leur champ d’activité. Je me souviens 

d’Albertville, quand on organisait les Jeux, ils ont fait ce que tous les Jeux sont obligés de faire 

maintenant, c’est-à-dire des villages olympiques annexes pour les journalistes, prendre des 

dispositions très lourdes pour leurs propres sponsors, c’est l’organisation des villages pour les 

juges, les arbitres etc. Maintenant sur Albertville par exemple on a vécu en France des budgets 

immenses d’amélioration du réseau routier des Trois Vallées. C’était en relation directe avec 

les Jeux, ça a désenclavé les Trois Vallées, il y a eu sur Albertville les transports avant les Jeux 

et les transports après les Jeux. En tant que vacancier j’ai été à Albertville avant les Jeux, c’était 

l’enfer. Une voiture arrêtée sur une petite départementale bloquait des dizaines de milliers de 

voitures. Donc cela est un élément important qu’on retrouvera dans vos questions un peu plus 

tard.   

  

3. Quelle est, selon vous la différence d’approche entre les villes en développement et les 

villes développées lors d’un évènement sportif majeur tels que les Jeux Olympiques ? 

Quelles sont les principales différences en termes de stratégie entre les villes en voie de 

développement et les villes développées ?   

Je ne peux pas trop répondre à cette question parce que je n’ai pas participé à des Jeux dans un 

pays développé, à part la Chine.   
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La Chine c’est un système qui n’est pas du tout comparable au reste du monde parce qu’il ne 

faut pas oublier que, sans être totalitaire, ça reste un pays où l’Etat décide de tout. Donc 

comment est-ce que ça se passe dans un pays comme la France par exemple ? Dans un cas 

comme la France, j’y ai participé de nombreuses fois, il y a ce qu’on appelle le mouvement 

sportif. Le mouvement sportif est représenté par le comité national olympique dans lequel j’ai 

travaillé pendant vingt ans, qui porte le projet d’organiser les Jeux Olympiques et qui influence 

les autorités politiques. Dans les autorités politiques, que ce soit une ville ou le président de la 

République, ils ont des ministères du sport, des conseillers du sport et ces conseillers du sport 

sont approchés par le mouvement sportif et quelque part influencent l’autorité politique, la ville, 

le pays, le gouvernement pour représenter sa candidature. Donc c’est souvent, pas toujours, 

mais souvent à l’initiative du mouvement sportif dans les pays comme la France, l’Angleterre 

que le projet sportif nait. Et après l’Etat intervient, notamment financièrement mais pas que.  

En Chine on ne sait pas comment ce projet est né : Est-ce qu’il est né de la volonté du 

mouvement sportif chinois ? Le mouvement sportif chinois est une émanation du gouvernement 

chinois. Chez nous vous avez le président national du comité olympique qui est élu par les 

présidents de fédération. En Chine ça se passe peut être comme ça, je ne sais pas ; les gens se 

font désigner. Donc à mon avis c’est plutôt la Chine, le gouvernement chinois qui a décidé 

d’améliorer son image.  

  

Les différentes stratégies existent bien évidemment. Quand vous prenez un pays comme la 

France la cible est d’avantage tournée vers l’interne. Quand on a organisé les Jeux Olympiques 

à Albertville, la communication a plutôt été franco-française.  C’est très différent à 

l’international. De toute manière à l’international les pays sont obligés de participer aux 

conditions qui ont été décidées par le CIO, le comité international olympique. Donc c’est surtout 

la communication interne. Maintenant dans les autres Jeux, quand vous prenez des Jeux récents 

comme ceux de Sotchi en Russie – j’ai été très frappé par la publicité qu’on a vue en France. 

Ensuite il y a quelque chose qui m’avait beaucoup frappé en tant qu’individu, quand vous 

prenez les Jeux Olympiques de Barcelone, il y a eu la considération mondiale que les gens 

avaient de l’Espagne avant les Jeux Olympiques et après les Jeux Olympiques. Je crois qu’avant 

les Jeux Olympiques l’image de l’Espagne était sympathique mais c’était vu comme un pays 

un peu en retard. Et quand ils ont porté la preuve de la réussite des Jeux Olympiques l’image a 

considérablement changé. L’image de l’Espagne est rentrée dans l’image mondiale, l’Espagne 

est rentrée dans le pays des grands. L’Australie avant les Jeux, on la connaissait, on en parlait, 

mais après les Jeux ça a été autre chose. Donc autant de pays, autant de stratégies différentes.   

  

4. Comment décrivez-vous l’atmosphère lors des JO à Pékin ? La ville de Pékin a-t-elle pu 

profiter de ces Jeux ? (Héritage des Jeux en termes d’infrastructure et d’image)  

Peut-être que je peux vous dire une chose, qui peut être intéressante dans votre mémoire, c’est 

que quand il y a des Jeux Olympiques qui se déroulent à un moment donné, il y a la Charte 

Olympique. Les Jeux Olympiques sont réglés en fonction d’une Charte Olympique qui émane 

du Comité International Olympique.  Le Comité International Olympique est composé d’élus, 

de 90 membres à peu près, et il y a des services extrêmement importants. Il y a beaucoup de 

fonctionnaires qui travaillent au Comité International Olympique dans différents domaines – le 

domaine médical, le domaine de l’organisation, de la presse etc. D’une épreuve olympique à 

une autre épreuve olympique on améliore ce qu’on appelle la Charte Olympique qui donne la 

réglementation de tous les secteurs de l’organisation des Jeux. Dans la Charte Olympique il est 

clairement précisé qu’il y a pour le pays qui va organiser les prochaines épreuves des 

observateurs. C’est-à-dire qu’il y a des gens, en général ce sont des professionnels, qui vont 
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prendre des responsabilités dans les prochains Jeux Olympiques qui vont être organisés dans 

leur pays, qui sont autorisés à assister aux Jeux pendant les Jeux, mais aussi aux préparatifs des 

Jeux qui se déroulent. Et ces observateurs sont donc les postes clés. Je vous ai parlé par exemple 

des inscriptions, il y a des gens qui vont gérer le problème des inscriptions sportives ou des 

accréditations, ils vont être dans la ville organisatrice pendant plusieurs mois. Ce qui fait qu’ils 

emmagasinent une grande expérience.   

  

Concernant l’atmosphère des Jeux Olympiques il y a plusieurs aspects. Je peux vous dire qu’à 

Pékin, mon fond de métier était d’organiser le déplacement des délégations sportives. On avait 

deux parties à gérer, une partie concernant les sportifs – c’était entre quatre et cinq cent 

personnes et puis il y a une autre partie qui est celle de la gestion des officiels. C’était notre 

groupe qui gérait ça, c’est-à-dire qu’il y a des officiels du mouvement sportif, du Ministère des 

Sports, il y a par exemple une délégation de députés qui vient, ils sont une petite vingtaine de 

sénateurs. Comme ils donnent de l’argent, influencent l’Assemblée Nationale pour donner de 

l’argent au sport, ces gens sont invités pour voir ce qu’ils payent en fait. Donc il y a cette partie 

officielle. Je ne vous parle pas des journalistes parce qu’on ne gère pas ça du tout. Il y a ce 

qu’on appelle l’Union Nationale des Journalistes Sportifs, ce sont eux qui ont un ou deux 

délégués qui gèrent la presse, hôtellerie, accréditation etc.   

  

En tant qu’organisateur on y a été cinq ou six fois avant, on s’y prend deux ans à l’avance. On 

ne découvre rien en fait. Quand on arrive le Comité Olympique Français sait exactement dans 

quelles conditions les Jeux sont organisés, on a repéré les espaces qui nous sont accordés pour 

l’hébergement etc. Donc l’atmosphère a différents niveaux : la partie sportive et là il n’y a 

absolument rien à dire, il ne manquait absolument rien, les observateurs qui avaient participé 

aux Jeux savaient ce qu’il fallait faire. Un petit détail pour vous amuser : la nourriture. Imaginez 

un espace de restauration dans un village olympique où vous avez 4000 ou 6000 personnes qui 

viennent trois fois par jour. C’est ouvert 24h/24h et ce sont des salles de restauration de milliers 

de chaises. Donc il y a des dizaines de banques de nourriture où on retire la nourriture. Vous 

avez des différentes formes de nourriture, vous avez le végétarien, l’africain, des plats à 

connotation religieuse, vous avez du Halal, de manière à ce que chaque pays se retrouve  en 

matière de nourriture. Vous avez des endroits où vous avez de la nourriture asiatique par 

exemple. Et savez-vous quel a été l’endroit le plus couru au Village Olympique? L’espace Mc 

Donald’s. Mc Donald’s est dans le Village Olympique dans plusieurs endroits comme il est 

sponsor et les jeunes se sont fait au goût Mc Donald’s et y sont souvent allés.   

  

En ce qui concerne le Village Olympic de Pékin il n’y avait absolument rien à dire, aussi bien 

en matière de confort qu’en matière de vie au quotidien et de sécurité. On avait été un peu 

inquiet pour la sécurité à Pékin, c’était bien plus cool qu’à d’autres endroits. Je me souviens 

d’autres villes où la sécurité avait été obsédante, à Salt Lake City c’était terrible. En Grèce la 

sécurité était épouvantable, on était contrôlé de nombreuses fois de manière brutale, pas brutale 

mais un peu rugueuse. Donc il n’y a rien à dire sur l’atmosphère des Jeux de Pékin. Il y a des 

villes où c’est plus facile à organiser, dans la ville de Pékin il y avait ce qu’on appelle des voix 

olympiques pour la circulation. Il y a une circulation extrêmement dense à Pékin, et il y a ces 

voix olympiques. C’est-à-dire que s’il y a une route à l’extérieur de la ville à quatre voix ils 

vont en bloquer deux pour les Jeux Olympiques. Sur les deux de gauche vous allez avoir des 

bouchons épouvantables, et sur les deux voies de droite qui sont des voies olympiques vous 

avez des gens qui vont rouler à fond la caisse sans le moindre problème. Et le moindre Chinois 

qui roule sur cette voie olympique, à notre connaissance il était fortement pénalisé. Maintenant 

aux Jeux Olympiques à Albertville ou à Turin, dans les routes de montagne vous ne pouvez pas 

avoir de voie olympique. De toute manière les routes ne sont qu’à deux voies. A Pékin 
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l’atmosphère était facile parce que c’est un pays où il y a une autorité politique qui permet de 

tout faire. Les voix olympiques en Grèce par exemple ont été épouvantables, c’était vraiment 

dangereux en Grèce. Normalement il n’y a personne sur les voies olympiques, elles sont 

réservées uniquement aux voitures qui ont une accréditation olympique mais de temps en temps 

il y avait des voitures qui n’avaient pas d’accréditation qu’ils ont fait dégager dans les 

embouteillages et qui venaient perturber avec dangerosité la circulation des autres.   

  

La population a-t-elle pu profiter des Jeux ? Je ne peux pas vous dire parce qu’il y avait 

énormément de monde dans les stades et dans les sites olympiques, une majorité de Chinois 

bien entendu. Maintenant est-ce que tous ces chinois avaient accès à la vente de billets ? Je n’en 

sais rien. Est-ce qu’ils y avaient accès par tirage au sort ? On a entendu parler de ça. J’ai aussi 

entendu dire que la Chine qui est un pays immense avait des affectations de lots de billets pour 

chacune de ses régions. J’ai entendu dire ça mais je n’ai pas été vérifier. C’est-à-dire qu’il y a 

x régions  et que les partis politiques, les gestions politiques centrales ont des billets qui leur 

sont attribués – est-ce que c’est gratuit, payant ? Je n’en sais rien. Je ne peux que vous dire qu’il 

y avait beaucoup de Chinois présents, mais on a vu aussi en se baladant un petit peu dans la 

ville qu’il y avait une majorité de Chinois de classe sociale basse qui n’étaient pas concernés ni 

de près ni de loin par les Jeux. Ils vivaient leur vie au quotidien a priori sans aucun changement.   

  

Alors est-ce que la ville a pu profiter des JO en termes d’infrastructure et d’image ? Oui. Je 

crois que Pékin a beaucoup profité d’une image positive après les Jeux. Pour moi le grand choc 

quand on y a été pour les missions préparatoires, c’est que vous avez été en Chine il y a 40 ans. 

J’ai été en Chine avec la Fédération de Judo il y a 40 ans quand c’était un pays fermé. On avait 

des guides, on était fliqués, on débarquait dans des hôtels, pour sortir c’était galère, alors que là 

quand j’y ai été pour les premières missions préparatoires, je craignais que ce serait un système 

contrôlé, mais pas du tout. Sincèrement c’était la liberté absolue de circuler, d’aller où on 

voulait, de faire ce qu’on voulait, il n’y avait aucune contrainte liée à la sécurité. Quand on 

sortait on n’avait pas de flic qui nous suivait. Dans certains Jeux Olympiques vous avez la police 

qui est intégrée dans les délégations. Je me souviens des Jeux Méditerranéens de Pescara pour 

les chefs de mission ils avaient deux flics qui les suivaient du matin au soir et du soir au matin. 

Donc pour moi c’était l’image positive. L’infrastructure, quand on lit la presse aujourd’hui, on 

constate qu’il y a beaucoup d’évènements sportifs majeurs, il y a le championnat du monde, des 

compétitions internationales qui se déroulent en Chine parce qu’il faut utiliser les installations 

sportives.   

  

Concernant l’atmosphère aux Jeux de Pékin, ça s’est constaté à plusieurs Jeux, ça n’a pas été 

juste à Pékin, parfois il y a des mesures qui sont prises pour donner une image plus favorable 

du pays. Je crois savoir qu’à Pékin, je l’ai entendu dire mais je ne l’ai pas vérifié, qu’il y a eu 

un déplacement de certaines populations. C’est-à-dire qu’avant les Jeux ils ont déplacé les vieux 

plutôt dans les provinces. Au moment des Jeux Olympiques de Barcelone on a par exemple 

constaté qu’avant il y avait la prostitution dans certains endroits et qu’au moment des Jeux les 

prostituées ont été complètement interdites. Donc il y a des efforts pour l'image.    

  

5. Quelle était la position du comité d’organisation des Jeux de Pékin par rapport au 

problème de la pollution ?   

Visuellement quand on est en Chine et qu’il fait chaud en mois de juillet/ août, on voit une 

espèce de nappe opaque qui entoure toute la ville. C’est-à-dire qu’on sent la pollution. Est-ce 

que les Chinois ont fait quelque chose? Je ne sais pas, je n’ai pas l’impression.   
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Donc aucune mesure n’a été prise de la part du comité d’organisation ?    

  

On a entendu parler de voitures de numéro pair, impaire, mais ça ne s’est pas vu, ça ne s’est pas 

vu du tout. Est-ce que la pollution a posé une limite pour les Jeux de 2008 ? Moi je n’ai pas 

l’impression.  

   

6. Le budget a-t-il constitué une limite pour organiser les Jeux de 2008 ?  

Tout était possible. C’est le gouvernement chinois qui a financé les jeux, absolument.   

  

7. Quel a été le rôle du gouvernement chinois et comment a-t-il utilisé les Jeux pour 

améliorer l’image du pays à l’international ?  

 Comment ils ont fait, je n’en sais rien, je ne peux pas vous dire. Le bilan est qu’il y a l’image 

d’un pays plus démocratique qui a été développée. Vous savez, en Chine le gouvernement a 

tous les pouvoirs, c’est extraordinaire. Ils peuvent faire tout ce qu’ils veulent.  

  

8. Sur quels aspects un grand évènement sportif a-t-il le plus d’influence et quels facteurs 

y contribuent ? (social, infrastructure, culture,..)  

Il y a tout, c’est sur tous les aspects que vous venez de développer : social, infrastructure, 

culture. C’est sûr que dans une ville, pas nécessairement dans le pays mais dans la ville c’est 

un grand chamboulement dans la ville organisatrice. Quand il y a eu les Jeux Olympiques à 

Albertville ce que j’ai vécu en France, le pays en parlait un petit peu mais le véritable 

phénomène c’était dans la zone d’Albertville. Sur les infrastructures il y a d’énormes efforts qui 

sont faits pour les transports. Il y a le système aérien, du côté de l’aéroport il y a de gros efforts. 

Si vous prenez la ville de Barcelone, il y avait l’aéroport de Barcelone avant les Jeux et après 

les Jeux. Ça n’avait plus rien à voir. L’aéroport de Barcelone c’était très petit, après les Jeux 

c’était immense. Après vous avez le réseau routier, autoroutier qui est amélioré. Vous avez le 

système ferroviaire qui est amélioré. Prenez  les Jeux Olympiques de Nagano.   

  

Entre Tokyo et Nagano l’aéroport était à Tokyo, donc il a fallu organiser le déplacement dans 

des conditions très performantes de milliers de participants aux Jeux. Donc le train a été utilisé. 

Sur les infrastructures ce sont les stades, il n’y a pas que les stades d’ailleurs, il y a tout ce qui 

tourne au tour des Jeux. Si vous prenez la partie sportive, il y a les stades où se déroulent les 

épreuves sportives mais vous avez toute la partie de l’entraînement. Quand vous allez aux Jeux, 

quelque discipline que ce soit, je prends le sport que je connais bien qui est le judo. Vous avez 

le stade de judo à plusieurs milliers de places, mais quand les gens arrivent quinze jours, trois 

semaines avant, il faut bien qu’ils s’entraînent tous les jours. Vous avez une cinquantaine 

d’équipes engagées et il faut trouver une vingtaine ou une trentaine de petites salles à coté ou 

mettre en place un système pour permettre aux gens de s’entraîner. Après les gens courent, les 

gens se soignent, les gens mangent, déjeunent, dînent, il faut les occuper. Vous avez des 

cinémas, vous avez des salles de loisir, vous avez un tas d’espaces qui sont organisés. Il y a des 

espaces culturels. Il y a indiscutablement pendant les Jeux  des programmes, pas un programme, 

mais des programmes culturels permanents : théâtre, cinéma, parade ; un tas de choses. Dans 

un village olympique vous avez des salles de cinéma aussi. Maintenant ce facteur, je pense que 

le facteur de l’infrastructure est important parce que ça reste. Comment ça vieillit ou pas c’est 

encore autre chose. Vous avez des pays qui créent des infrastructures lourdes, permanentes. 

C’est ce qui s’est passé en Grèce, ils ont des stades fixes, permanents et comme il y a la crise, 
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les stades aujourd’hui sont mal entretenus, pratiquement pas utilisés. Je me souviens des Jeux 

de Los Angeles. A Los Angeles j’ai assisté à une chose invraisemblable. La natation est une 

des épreuves reines des Jeux Olympiques. Je me souviens que ma chambre dans laquelle je 

logeais dans le village olympique était tout près du stade de la piscine olympique. Il y avait 

plusieurs milliers de spectateurs, c’était une salle en plein air, c’était possible à cette époque-là. 

Il y avait donc des milliers de spectateurs tous les jours. La cérémonie de clôture s’est déroulée, 

dans la nuit j’ai entendu des bruits et en fait dans la nuit ils avaient démonté le stade. C’étaient 

des tribunes avec des sièges, c’est-à-dire que c’étaient des installations provisoires et dans la 

nuit ils ont enlevé tout ça, le lendemain il n’y avait plus rien. Donc ça aussi c’est un sujet de 

réflexion. Mais en Chine c’était du solide partout.   

  

9. Puisque vous avez assisté à beaucoup de Jeux Olympiques dans les pays développés, 

quels sont selon vous les facteurs clés de succès pour les pays développés pour accueillir 

de grands évènements sportifs ?  

Je dirais que le premier facteur reste quand même la sécurité parce que l’image des Jeux n’est 

jamais la même s’il y a eu un attentat ou s’il y n’y a pas eu d’attentat. Il y a quand même eu 

deux villes où il y a eu des dégâts, c’était Munich et puis il y a eu Atlanta. J’étais à Atlanta 

quand il une bombe a éclaté quand on était en train de dîner à l’extérieur. Cela frappe les esprits, 

ça marque considérablement.  

  

D’autres facteurs clés, je ne peux pas trop vous dire. Il y a tellement de paramètres différents, 

il y a tellement de populations différentes. On a du mal à imaginer ce que ça met en mouvement 

des Jeux Olympiques. Vous prenez des Jeux qui se déroulent dans une capitale, Londres par 

exemple pour les Jeux d’été n’a rien à voir avec l’organisation des Jeux d’hiver. Je m’explique 

: aux Jeux d’été il n’y a pas de problème d’hébergement. Il y a tellement de populations entre 

les spectateurs, les athlètes, les journalistes, les juges, les arbitres et il y a un réseau hôtelier qui 

permet d’accueillir tout le monde. Mais quand vous allez dans des villes de montagne comme 

Lillehammer ou Albertville il y a très peu d’hôtels, donc le facteur clé est la mobilisation du 

pays qui accepte de louer des hébergements. C’est-à-dire qu’à Lillehammer vous avez eu des 

dizaines de milliers d’habitants qui ont quitté la région et qui ont mis en location leurs 

appartements à prix d’or, donc financièrement ils ont gagné énormément d’argent, c’étaient des 

chambres qui revenaient à plusieurs centaines d’euros la nuit, qui ont mis leurs appartements 

en location pour tout le monde. Donc les facteurs de succès sont très différents. Mais bon il faut 

les installations sportives qui sont indispensables, le transport et la sécurité. Parce que le reste, 

tel que l’accession des spectateurs c’est un petit phénomène parce que le succès des Jeux passe 

par la médiatisation à la télé. C’est surtout la télévision qui fait qu’on a des sponsors parce que 

l’image véhicule dans le monde entier.  

  

10. Pensez-vous que les pays en voie de développement doivent faire face à d’autres 

obstacles comparés aux villes développées ? Si oui, lesquels ?   

Oui, bien naturellement. Ce sont certainement les infrastructures de toute nature, dont les 

installations sportives, les stades, le transport, l’hôtellerie, les capacités d’hébergement. Je 

rajoute un élément qui est celui de la religion. On était en Arabie Saoudite pour faire une mission 

de reconnaissance, la mission d’un échange qu’on appelle échange sportif et j’ai été accueilli 

comme un prince là-bas et on m’a fait visiter les installations sportives. J’ai posé la question à 

mon guide lui disant qu’ils avaient tout pour organiser les Jeux Olympiques. Pourquoi est-ce 

que vous n’organisez pas les Jeux Olympiques ? Et vous avez la réponse : est-ce que vous voyez 

les petites volleyeuses ou les petites sprinteuses sur un stade d’athlétisme à faire leur activité 
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sportive en petite tenue comme elles sont aujourd’hui. Est-ce qu’on peut imaginer la 

médiatisation en Arabie Saoudite des nageuses ? Donc la religion, la condition de la femme fait 

que c’est difficile. C’est un facteur limitant.   

  

Ceci étant dit, il y a des évènements sportifs dans des pays musulmans comme l’Algérie, le 

Maroc ou la Tunisie avec les Jeux Méditerranéen, il n’y a jamais eu le moindre problème.   

  

11. Comment collaborez-vous, en tant que membre de la FFJ avec le CIO et avec les 

autorités locales ? Quels sont les défis majeurs auxquels doivent faire face les comités 

d’organisation ?   

J’y ai déjà en partie répondu. Il y a la collaboration, elle n’est pas due au hasard, elle est en 

fonction d’une charte – la Charte Olympique. Il n’y a pas de place au hasard. La négociation 

est quasiment impossible. C’est-à-dire qu’il y a des règles, des règles dans tous les secteurs et 

tout est règlementé. Au début nous les Français on croit toujours qu’on arrive à faire mieux que 

les autres et puis on essaie de négocier tout et on a des gens charmants en face de nous qui nous 

écoutent et qui nous disent « Non ce n’est pas possible ». Vous ne pouvez pas avoir plus que ce 

que vous avez droit.   

  

Tout est prévu, mais pour vous amuser et pour mettre une chose étonnante dans votre rapport : 

Quand il y a les Jeux Olympiques on peut dire que, en tout cas par rapport au comité 

d’organisation des Jeux, il n’y a plus d’interlocuteur gouvernemental. C’est-à-dire que par 

rapport au comité d’organisation des Jeux Olympiques il ne reste plus que le Comité National 

Olympique comme interlocuteur. C’est tellement vrai que la charte prévoit l’officialisation de 

ce qu’on appelle un attaché olympique. C’est-à-dire qu’à chaque Jeux Olympiques on désigne 

une personne qui est en général résidente du pays, de la ville organisatrice, et qui est le 

représentant du pays. Ça peut être un fonctionnaire d’Etat, des consuls, des fonctionnaires de 

l’ambassade mis à disposition, ce sont parfois des fonctionnaires français qui ont été mis en 

place dans le pays étranger par le gouvernement français qui devenait sous autorité du comité 

national. C’était parfois, à Lillehammer par exemple c’était la femme du président du comité 

d’organisation. C’était un bon choix, elle était francophone et elle s’est portée candidate. C’était 

la femme du président du comité d’organisation des Jeux donc quand on lui passait un message 

on avait parfois des petits avantages. Donc pour vous dire que le gouvernement n’existait plus, 

tout passe par le comité d’organisation. Il y a un problème spécifique en termes de déplacement 

des chefs d’Etat, déplacement du Président de la République Française, lui il arrive avec son 

service de sécurité. Et les gens du service de sécurité sont des gens qui sont armés, sauf que les 

armes sont interdites sur les sites olympiques. Vous imaginez un peu le problème que ça 

représente? Quand il y a la cérémonie d’ouverture les voitures accréditées sont interdites, il n’y 

a que des bus qui vont s’occuper des déplacements des délégations sportives qui sont autorisées 

à circuler. Et ce jour-là ils obligent tous les officiels à prendre des bus. Le comité d’organisation 

oblige le Ministre des Sports français à prendre un bus comme tout le monde – le même véhicule 

que les autres. Cela pose parfois des problèmes.   

  

Oui, donc tout est réglé par le comité d’organisation dans tous les domaines. En fait vous avez 

deux grandes catégories de population. Vous avez les spectateurs avec un billet et vous avez les 

gens accrédités. C’est-à-dire les gens qui sont répertoriés dans l’organisation à des titres divers, 

soit par les comités olympiques en tant qu’athlète, officiel, médecin, kiné, diététicien, 

mécanicien – des milliers de personnes.  Et vous avez ensuite des populations qui sont les juges, 

les arbitres, les membres du CIO, les membres des fédérations internationales. Vous avez après 

la presse, les sponsors. Vous avez une tripoté de gens qui sont accrédités. Pour chacune de ces 
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familles il y a une organisation spécifique. En matière d’hébergement, en matière de 

restauration, en matière de sécurité et surtout en matière de transport. Vous prenez les juges, ils 

sont dans leurs installations sportives, et il faut bien qu’il y ait des installations pour dormir et 

pour manger – il faut bien qu’ils mangent et qu’ils dorment et puis ils vont sur les stades. Ils 

ont un système de transport spécifique. Et c’est vrai pour les journalistes, c’est vrai pour 

chacune de ces populations. Et d’une certaine manière pour les spectateurs c’est pareil. Les 

spectateurs sont hébergés dans différents systèmes et des transports leur sont spécifiques. Par 

exemple une petite information qui n’est pas très connue : quand il y a des Jeux Olympiques 

quelque part dans une ville le comité d’organisation, hôte de l’autorité de la ville et du 

commerce, a le droit de préempter des hôtels, c’est-à-dire de réquisitionner des hôtels. Et ces 

hôtels sont ensuite repartis pour héberger des gens qui sont dans l’organisation : des officiels, 

des journalistes, des sponsors, des juges, des arbitres qui ne sont pas nécessairement dans le 

village olympique. Et d’autres sont alloués aux sponsors. Les grands sponsors qu'il y a aux  

Jeux Olympiques donnent des sommes considérables aux comités d’organisation, mais ils le 

font parce qu’ils veulent en tirer des avantages et achètent des milliers de places de stade et 

louent des chambres d’hôtel, mais ils font ça deux, trois ans avant les Jeux. Ce qui explique ce 

que vous avez peut-être vu à la télévision : quand vous avez des enceintes olympiques  où vous 

avez des épreuves sportives, vous avez très souvent des centaines ou des milliers de places qui 

ne sont pas occupées. C’est souvent dû au fait que les sponsors ont acheté des milliers de places 

deux, trois ans avant. Par exemple quand j’étais à Albertville j’ai trouvé ça scandaleux parce 

que le Comité National Olympique français et le Ministère des Sports ont acheté au comité 

d’organisation français des centaines de chambres d’hôtel, des centaines de places de stade mais 

au final il y a eu très peu de monde. Et l’affluence n’avait lieu que le weekend.   

  

Donc il y a moins d’ambiance pendant les compétitions aussi, non ?  

  

Entre autre, oui mais ces zones vides n’ont pas d’influence sur l’image des Jeux. C’est un regret 

et quelque part un gâchis financier mais les hébergeurs sont payés longtemps en avance, parfois 

même la nourriture est payée dans les hôtels et il n’y a personne, donc c’est tout bénef.    

  

12. En tant qu’ancien sportif et membre de la FFJDA, diriez-vous que les sportifs ont un 

autre regard sur les Jeux dans les pays développés/ en voie de développement que les 

comités d’organisation ? (En termes d’image, de souci de sécurité,..)  

Non, à ce niveau de compétition, quand les sportifs viennent c’est pour la compétition. Ils sont 

là pour la compétition et ne sont préoccupés que par la compétition et uniquement par la 

compétition. Donc que ça se déroule au sud, au nord, à l’est, à l’ouest… Ce sont des gens qui 

ont beaucoup d’expérience en général. Quand vous êtes aux Jeux Olympiques c’est que vous 

avez fait de nombreuses compétitions à l’international, en général vous êtes routiniers sur les 

épreuves comme la gymnastique où les participants sont plus jeunes, mais même. Non, ce qui 

importe aux gens un sportif, un athlète ou un dirigeant c’est comment je dors, comment je 

mange, comment je me déplace, un petit peu comment je m’occupe, comment je m’entraîne. 

Bon, on fait un peu de tourisme, un petit peu de shopping mais en général les gens sont vraiment 

dans leur compétition. Quand ils arrivent avant la compétition, ils sont uniquement concentrés 

sur la compétition. Quand les Jeux ont eu lieu à Londres les Français arrivaient la veille ou 

l’avant-veille. Quand les Jeux Olympiques ont eu lieu à Sydney ils arrivaient une petite dizaine 

de jours avant minimum parce qu’il faut compter une journée par heure de décalage horaire. 

Pendant ces dix jours on rattrape le décalage horaire et on ne pense qu’à une chose, c’est 

s’entraîner, se préparer, s’occuper, se faire masser, on ne fait pas de tourisme. Et dans les trois 

quarts des cas quand vous êtes arrivés dix jours avant et que les épreuves ont duré une dizaine 
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de jours, donc ça fait presque vingt jours, on ne pense qu’à une chose, c’est de rentrer chez soi. 

En tout cas les gens incitent les athlètes à renter le plus tôt possible parce que rien n’est plus 

épouvantable dans un village olympique que d’avoir une population de gens en train de 

concourir, ou de préparer la compétition et ceux qui n’ont plus rien à faire, ceux qui sont en 

situation de vacances. C’est inconfortable pour les deux populations, donc en général quand la 

compétition est finie on fait partir les gens.   

  

Tout le monde accepte la sécurité mais il ne faut pas qu’elle soit trop lourde. Il faut un juste 

milieu, pour la relation avec la presse, il faut que l’organisation soit suffisamment 

opérationnelle pour que les athlètes soient mis en contact avec la presse mais pas trop parce que 

si on écoutait la presse elle demanderait de plus en plus, en permanence de rentrer dans la vie 

privée des gens. La presse n’est par exemple pas autorisée à renter dans le village olympique 

sauf si chaque comité olympique les autorise. C’est-à-dire que nous sommes sollicités par des 

médias quelconques, souvent la télévision en général et ils veulent rentrer dans le village 

olympique. Donc ok, on les fait rentrer et il y a une règle absolue quand les médias sont dans 

un village olympique, ils doivent être accompagnés du matin au soir de quelqu’un du Comité 

Olympique. Et il y a des endroits communs, la salle de restaurant par exemple, où les 

journalistes peuvent rentrer mais ils n’ont pas droit de prendre des photos. Après quand vous 

faites rentrer des journalistes dans chaque zone d’hébergement de chaque comité olympique on 

fait attention à ce qu’ils ne fassent pas n’importe quoi parce que si on les laissait faire, ils iraient 

prendre en photo les athlètes sous leur douche. Donc on organise ça pour ne pas trop regarder 

les athlètes.   
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Michelle Lemaître 
 

Interview with Michelle Lemaître, Head of Sustainability and Olympic Legacy, IOC,             

15 September 2015 

 

1. Quelle est la position du CIO par rapport à la problématique du développement durable 

et l’héritage des Jeux Olympiques ?  

Bien évidemment ça a beaucoup changé ces dix, quinze dernières années. Je ne sais pas si vous 

le savez ou pas, mais juste pour clarifier les choses, une ville est élue pour accueillir les Jeux 

sept ans avant la date des Jeux. Ce qui veut dire que par exemple Rio va avoir les Jeux en 2016, 

mais que la ville a été élue en 2009. Ça veut dire que la documentation qu’on donne aux villes 

candidates a été rédigée huit ou neuf ans avant les Jeux. Il faut prendre cela en compte parce 

que bien évidemment les choses changent pendant cette période de sept, huit, neuf ou même 

dix ans. Je voulais juste clarifier cela parce que la position du CIO sur le développement durable 

et sur l’héritage a beaucoup changé depuis dix, quinze ans. Ça veut dire que la documentation 

que Rio a reçue est différente de la documentation que les villes de 2024 vont recevoir à la fin 

de ce mois-ci. Pas énormément mais après chaque édition des Jeux, le CIO veut voir la 

documentation et on la met à jour pour la rendre plus pertinente et aussi pour intégrer les choses 

qui semblent être importantes. En ce qui concerne l’héritage et le développement durable, c’est 

évidemment un sujet qui a pas mal changé, et depuis les Jeux de Sydney en 2000 et ceux de 

2004, la position du CIO s’est renforcée et on pose de plus en plus de questions, des questions 

de plus en plus pointues. Avant, on se concentrait principalement sur l’environnement et bien 

évidemment, on a une approche beaucoup plus globale maintenant. Dans les temps, nos 

questions n’étaient pas vraiment pointues. Maintenant on pose des questions vraiment 

spécifiques et vous pouvez consulter ces informations sur olympic.org. C’est la première chose 

: la documentation des questions qu’on pose aux villes candidates dès le début. Après on 

accompagne les villes, ou plutôt la ville une fois élue sur son ambition dans ces deux domaines. 

Avec l’Agenda 2020 on s’est rendu compte que le CIO devait être beaucoup plus proactif et ce, 

beaucoup plus tôt. Ce qui veut dire qu’au lieu d’attendre qu’une ville soit élue on devrait 

accompagner les villes candidates dès le début. Cela est un changement majeur et c’est quelque 

chose qu’on va mettre en place avec la procédure de 2024.  Mais si on parle des villes qui sont 

en cours, les Jeux qui sont en cours, là on travaille étroitement avec les comités d’organisation 

mais également avec les autorités sur place.   

  

2. 40 milliards de dollars ont été dépensés pour l’organisation des Jeux de Sotchi, et 

beaucoup d’infrastructures ne sont plus utilisées aujourd’hui. On parle même 

d’éléphants blancs. Comment comptez-vous éviter ce problème pour les futures éditions 

?   

J’ai déjà répondu en partie à cette question en disant que le CIO est beaucoup plus impliqué, 

beaucoup plus en amont et à cette période on travaillait principalement avec le comité 

d’organisation. Avant, on ne travaillait qu’avec le comité d’organisation mais depuis un 

moment nous avons décidé d’inclure aussi  les représentants du gouvernement au même niveau. 

Cela change énormément parce qu’en fait, comme vous le savez, un comité d’organisation est 

une organisation qui cesse d’exister après les Jeux tandis que bien évidemment le gouvernement 

reste sur place et cela nous donne un interlocuteur permanent. C’est également parce qu’on 

travaille plus en amont et comme je vous l’ai dit tout à l’heure, on a des questions beaucoup 

plus pointues. On demande beaucoup plus de précisions sur l’utilisation des sites de compétition 

et des infrastructures après les Jeux. Cela dit, on a beau être beaucoup plus pointu, si une ville 
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a des objectifs on ne peut pas les empêcher non plus. Par exemple Sotchi et le gouvernement 

russe en l’occurrence avaient déjà pris la décision de mettre en place, de créer une station de 

ski et de donner beaucoup plus d’infrastructures à la ville de Sotchi et de moderniser la ville. 

Nous on peut contrôler, on travaille étroitement avec le comité et la ville sur les sites de 

compétition. Par contre en ce qui concerne l’infrastructure supplémentaire, c’est la décision de 

la ville, du gouvernement et pas la nôtre. Nous on essaie d’obtenir le maximum d’informations 

sur les sites de compétition et les infrastructures nécessaires pour les Jeux et le bon déroulement 

des Jeux. Mais tout au long des sept ans de planification on continue à travailler avec le 

gouvernement et la ville pour s’assurer ou pour les pousser à mettre en place les choses qui vont 

par la suite, en effet, éviter les éléphants blancs dont vous avez parlés. C’est-à-dire qu’on a des 

réunions régulières, on demande des informations régulièrement sur la construction, la 

planification et l’utilisation après les Jeux des sites de compétition.   

  

3. Qu’est que l’Agenda 2020 prévoit à la matière ?  

L’Agenda 2020 prévoit, comme je vous ai dit, en ce qui concerne le développement durable et 

l’héritage, une plus grande implication et cela plus en amont. Il faut aussi mettre en place des 

relations entre le CIO et d’autres organisations, peut-être sur place ou avec des organisations 

reconnues, des relations stratégiques qui pourraient apporter de l’expertise au CIO et aux villes. 

Et une fois de plus : plus en amont. C’est cela qui est vraiment la clé en termes de  

développement durable et d’héritage : travailler avec une ville dès que possible. On ne peut pas 

rajouter le développement durable trois ou quatre ans après avoir été élu. C’est-à-dire que si les 

principes du développement durable ne sont pas intégrés dès le début, on ne peut pas les rajouter 

après coup. Pour vous donner un exemple : normalement un responsable du développement 

durable est recruté deux, voire trois ans après l’élection d’une ville, ce qui est trop tard. On ne 

peut pas compter sur le comité d’organisation et le gouvernement pour intégrer les principes du 

développement durable dans toutes les phases de la construction. Il faut que quelqu’un soit là 

pour le faire dès le début pour être sûr que des mesures soient prises.   

  

4. Comment l’agenda 2020 peut-il pousser plus de villes en développement à candidater 

aux Jeux. L’Agenda 2020 contient-il des recommandations qui poussent de plus en plus 

des villes en développement à candidater aux Jeux ?  

L’Agenda 2020 donne la possibilité aux villes de soumettre un projet olympique beaucoup plus 

souple et flexible que par le passé. Mais pour commencer si une ville dispose d’un 

gouvernement local bien structuré et qui a la capacité d’avoir une vision de long terme, alors 

cette ville peut vraiment utiliser les Jeux, maximiser les Jeux dans son propre intérêt et les 

utiliser comme un levier de développement. Mais, comme je l’ai déjà dit, le gouvernement doit 

être en mesure de le faire. L’Agenda 2020 donne à chaque ville maintenant la possibilité de 

proposer un projet olympique beaucoup plus flexible. C’est-à-dire que dans le passé la plupart 

des villes se sont concentrées sur un projet olympique assez rigide. Maintenant une ville a la 

possibilité de proposer des sites de compétition beaucoup plus étendus et pas forcément dans la 

même ville. Si une ville a des structures existantes dans la région ou à l’extérieur de la ville, 

elle peut décider de ne pas faire construire les mêmes sites dans la ville. On est beaucoup plus 

ouvert maintenant pour accepter et étudier de telles propositions, ce qui est tout à fait logique. 

Mais en ce qui concerne les villes en développement, je pense que les Jeux peuvent être utilisés 

comme un levier mais je souligne que la structure du gouvernement doit être capable de gérer 

les Jeux aussi. Chaque ville a maintenant la possibilité de proposer un projet plus flexible mais 

je ne sais pas si ça veut dire que c’est grâce à cette approche que c’est à portée de chaque ville 

en développement aussi. Chaque ville doit vraiment bien réfléchir à sa propre vision, à ses 
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propres objectifs avant de penser à une candidature olympique. Si la planification des Jeux peut 

aider une ville dans sa vision et ses objectifs de long terme, dans ce cas effectivement ça peut 

être un « beau mariage », mais les deux doivent être bien alignés.   

  

5. Comment le CIO vérifie-t-il les mesures appliquées concernant le développement 

durable et l’héritage ?  

Je vous ai parlé de la documentation, des questions qu’on pose aux villes candidates. Chaque 

ville nous donne ses réponses et  fait pas mal de promesses. Ces promesses sont intégrées dans 

ce qu’on appelle un « Master Schedule ». Ce « Master Schedule » comprend des obligations 

que chaque ville doit accomplir pendant les sept ans. On rajoute à cette base les promesses faites 

lors de la candidature et il est utilisé tout au long des sept ans de planification des Jeux par le 

CIO pour vérifier le progrès du comité d’organisation. C’est notre base. Dans le cas du 

développement durable, comme dans d’autres domaines tels que la santé, le transport, les 

accréditations et le sport, il y a quelqu’un au sein du CIO qui suit chaque fonction. Ma fonction 

est de suivre le développement durable. Nous avons des guides, de la documentation pour aider 

chaque fonction dans leur travail. On a des guides sur le développement durable qu’on donne 

aux comités d’organisation pour les aider dans leur travail. Après avoir été élu on met en place 

une série de ce qu’on appelle « initial briefing ». Ça veut dire qu’à chaque fois qu’un 

responsable de fonction est recruté, le CIO organise une séance qui dure entre un à trois jours 

avec cette personne et d’autres membres du comité d’organisation pour lui expliquer nos 

attentes et ce qui a été fait dans le passé - l’expertise requise : comment la fonction doit être 

structurée, on travaille ensemble sur une liste des obligations. C’est une des premières choses 

qu’on fait. Après, on travaille avec eux pendant sept ans, cela se fait par e-mail, par téléphone, 

avec des visites. C’est fonction par fonction. Et il y a aussi des niveaux supérieurs : le CIO 

organise les « project reviews » trois fois par an. Toutes les fonctions se réunissent pour faire 

un « progress report ». Et puis le niveau au-dessus est ce qu’on appelle une commission de 

coordination et cela se fait une fois par an et deux fois par an quand les Jeux approchent. C’est 

quelque chose de plus politique. Là, la commission est composée de membres et les réunions 

durent entre deux à trois jours, on s’assoit avec les autorités pour faire la même chose mais à 

un niveau supérieur. On fait ça pour toutes les fonctions, c’est-à-dire pour le développement 

durable, l’héritage, le transport, etc. Et ça se fait régulièrement pendant les sept ans. Bien 

évidemment si on voit qu’une fonction en particulier a besoin de plus d’aide ou de plus de 

soutien, on est là pour répondre à ce besoin aussi. On passe beaucoup de temps avec 

Pyeongchang par exemple parce qu’ils ont besoin de soutien et d’expertise. On met à disposition 

nos experts si le comité d’organisation a besoin d’aide et on a ce qu’on appelle l’  « Olympic 

Games Knowledge Management » et cela contient des informations qu’on a récoltées depuis 

2000, depuis les Jeux de Sydney, qu’on continue à compléter et qu’on met à disposition de 

chaque comité d’organisation. Ce sont des informations détaillées de chaque comité 

d’organisation précédent.   

  

6. Quelle est, selon vous, la différence d’approche entre les villes en développement et les 

villes développées lors d’un événement sportif majeur tel que les Jeux Olympiques ? 

Quelles sont les principales différences en termes de stratégie entre les villes en voie de 

développement et les villes développées ?   

Il est difficile de répondre à cette question de façon uniforme parce que chaque ville approche 

les Jeux d’une manière différente. Je dirais que les villes en développement se concentrent peut-

être plus sur les infrastructures. Elles utilisent les Jeux pour améliorer les infrastructures de la 

ville tandis qu’une ville comme Londres ou Vancouver  – mais en fait Londres a aussi utilisé 
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les Jeux pour se développer. Ça dépend vraiment de chaque ville. Je ne sais pas si on peut 

séparer les villes en voie de développement et les villes développées parce qu’en pensant aux 

villes précédentes : Londres par exemple a suivi deux axes : l’infrastructure pour développer 

une certaine partie de la ville, mais ils ont aussi voulu utiliser les Jeux pour développer le sport 

dans la ville et dans la région. Pour Vancouver c’était l’infrastructure et les aspects sociaux. Il 

faut regarder les villes une par une. On ne peut pas diviser les villes en deux parties – villes 

développées et en voie de développement. Sauf si vous, vous avez des idées là-dessus. Avez-

vous déjà traité cette question ?   

  

Oui, beaucoup de stratégies ont été développées par rapport aux villes développées, on a 

beaucoup d’exemples de Londres notamment, mais par rapport aux villes en développement – 

je pense à Pékin, à Rio, à Buenos Aires – là-dessus on a beaucoup moins de sujets et on essaie 

justement de trouver les différences entre les deux et on essaie de chercher les motivations 

qu’ont les villes en développement par rapport aux villes développées. Il y a quand même une 

grande différence entre les villes développées et les villes en voie de développement en termes 

d’infrastructure par exemple et en termes de budget. Notre but est de comprendre comment les 

villes en développement devraient faire par rapport aux moyens qui leur sont propres pour 

réussir aussi bien que les villes développées.   

  

A la base je pense que les villes développées et les villes en développement ont les mêmes 

ambitions, les mêmes objectifs pour leur ville. C’est-à-dire développer la ville, améliorer 

l’infrastructure, mettre les Jeux au bénéfice du citoyen. Pour pouvoir faire ça il faut vraiment 

profiter des Jeux Olympiques et de la planification de ces Jeux Olympiques. Comme je l’ai dit 

tout à l’heure, il faut qu’une ville soit capable de le faire. Il faut que les autorités mettent une 

bonne structure en place, qu’ils travaillent bien ensemble et que tout le monde partage les 

mêmes objectifs. Il faut vraiment profiter des Jeux, il faut que tout le monde soit d’accord sur 

les objectifs qu’on veut atteindre.  

  

7. Est-ce que pour vous la différence du budget a une influence sur la stratégie ? J’imagine 

qu’une ville en développement a moins de budget qu’une ville développée ?  

Cela dépend de la ville. Parce qu’à Pékin ce n’était pas le cas. Ça dépend de la structure sur 

place. C’est très politique, c’est très compliqué. Mais ça dépend de la ville et de la structure en 

place et là je parle du gouvernement. En Chine il y a toujours des problèmes de budget avec les 

villes, surtout parce que la période pendant laquelle les Jeux sont planifiés est longue et ça peut 

prendre une dizaine d’années.  Bien évidemment il y a des facteurs externes comme la crise 

mondiale qui a eu lieu en 2009. Si on a beaucoup de budget, ça aide évidemment mais cela dit, 

pour moi il faut avoir une bonne stratégie au départ, vraiment être au clair sur la stratégie. Parce 

que si une stratégie n’est pas claire, la ville et le comité d’organisation risquent de dépenser 

beaucoup d’argent pour des choses qui sont superflues et qui ne vont pas apporter grand-chose 

à la stratégie et aux objectifs. Oui, il faut avoir un budget important, c’est clair, mais si on 

planifie les choses sur lesquelles on veut se concentrer, ça rend les choses beaucoup plus faciles 

et le budget est beaucoup plus facile à gérer par la suite.  Parce que si on connait bien les 

objectifs, ça aide une ville à prendre des décisions. C’est-à-dire que si une ville est obligée de 

réduire le budget avec une stratégie claire et bien définie, elle sera capable de savoir où il faudra 

réduire.   

  

8. Quels sont les principaux défis en termes de développement durable et d’héritage 

auxquels fait face le comité d’organisation de Rio ?   
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Le développement durable a été intégré après l’élection. Avec du recul on peut peut-être dire 

que cela a été trop tard. Cela veut dire que pour certaines choses, ils ont essayé de rajouter les 

principes du développement durable après coup et cela est toujours difficile. C’est vraiment 

difficile. Je dirais également que les relations entre les trois niveaux du gouvernement sont 

compliquées, c’est-à-dire ville, Etat et pays, ce qui complique aussi un peu les choses. Oui, ce 

sont les éléments principaux. Peut-être le fait que ce ne soit pas intégré dès le début, juste après 

l’élection et dès que le comité d’organisation a été formé et dès que tout le monde a commencé 

à travailler. Le développement durable ne faisait pas partie intégrante du projet de départ. Et 

cela ne concerne pas uniquement Rio 2016 non plus, c’est quelque chose qu’on espère pouvoir 

changer dans l’avenir.   

  

D’accord, donc c’est vraiment un problème de structure, de relations internes. Comment est-ce 

que vous pensez qu’il faudrait répondre à ces défis ?   

  

Oui, je reviens à mes commentaires précédents, c’est-à-dire qu’il faut que le développement 

durable soit partie intégrante de la candidature et que dès qu’une ville est élue il faut quelqu’un 

sur place pour s’assurer que les principes du développement durable soient intégrés partout, 

dans toutes les étapes. C’est-à-dire dans le choix des partenaires, dans les achats, dans 

l’architecture, dans le design des sites de compétition, l’emplacement des sites de 

compétition… C’est ça qui est la clé à mon avis. Mais cela dit on peut faire ça avec le comité 

d’organisation, mais le comité d’organisation doit avoir les bons interlocuteurs en face, il doit 

travailler avec des architectes qui comprennent la démarche. Avec des interlocuteurs du 

gouvernement qui comprennent le développement durable et qui sont prêts à soutenir le comité 

d’organisation dans sa démarche du développement durable aussi. Le CIO peut aider le comité 

d’organisation à être meilleur dans ce domaine, mais il faut que le comité d’organisation ait les 

bons partenaires en face aussi.   

  

9. Comment selon vous les villes en développement utilisent les Jeux pour que les 

populations locales puissent en bénéficier au maximum ? Il s’agit plutôt du côté social.   

Une fois de plus je ne ferai pas la distinction entre une ville en développement et une ville 

développée parce que pour moi une ville en voie de développement a les mêmes objectifs 

qu’une ville développée. C’est-à-dire de développer le sport, de rendre le citoyen plus heureux, 

en bonne santé, plus actif, plus motivé, plus impliqué dans la vie de sa communauté etc.   

  

Je pose la question parce que par exemple il y a beaucoup de villes en développement qui ont 

des problèmes au niveau social, des problèmes de pauvreté par exemple et cela peut créer un 

décalage. Le fait qu’un gouvernement local puisse décider d’investir une somme d’argent 

immense pour un évènement sportif alors qu’à coté il y a des personnes qui ont aussi besoin 

d’argent pour pouvoir vivre correctement. Par exemple si je prends le cas de la coupe du monde 

de football l’année dernière au Brésil, il y a eu beaucoup de manifestations par rapport aux 

investissements énormes qui ont été faits pour construire des stades notamment. C’est pour cela 

que je pose la question de savoir comment les villes en développement utilisent les Jeux pour 

que les populations locales puissent en bénéficier et ne sentent pas mises de côté.   

  

Une fois de plus cela dépend de la stratégie. Il y a pleins de possibilités pour une ville, mais une 

fois de plus c’est la responsabilité de la ville d’identifier les problèmes qui existent dans la ville 

et d’utiliser les Jeux pour peut-être répondre à ces problèmes. Ça pourrait être en construisant 

des sites de compétition et les rendre accessibles à tout le monde et pas uniquement aux athlètes 
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de haut niveau. De manière générale, il faut rendre les terrains de jeu accessibles à tout le 

monde. On a besoin de sites de compétition de haut niveau mais à côté on pourrait faire 

construire d’autres terrains de jeu qui soient accessibles pour les gens sur place. Il faudrait 

utiliser la construction comme un moyen de formation, pour que les entreprises de construction 

embauchent des gens qui cherchent du travail et qui habitent à côté de ces sites et les former 

dans le métier de la construction. Les possibilités sont énormes, mais c’est à la ville d’identifier 

les problèmes qui existent et de regarder comment elle peut utiliser les Jeux pour résoudre en 

partie ces problèmes.   
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Peter Stewart 
 

Interview with Peter Stewart, Chief Executive Officer Port Moresby 2015 Pacific 

Games, 19 October 2015 

 

1. How do you think Port Moresby will benefit from the Games in terms of image?  

One of the biggest problems that Papua New Guinea has particularly overseas is that it is not 

a safe place to be. The Games have been able to show people around the world that their 

original perception were perhaps not correct. There has been the opportunity for both images 

of Port Moresby to go around the world through the broadcast but more importantly there are 

about 200 international media and about 4,500 visitors to the country who will go home with 

personal testimonials about how safe and how friendly Papua New Guinea is. 

 

2. How do you think Port Moresby will benefit from the Games in terms of legacy? 

Legacy comes in a number of different forms. For a start there is that improved perception 

overseas that hopefully will generate tourism and also business opportunities. But there is also 

the infrastructure that has been put in place. So that infrastructure is not just for sporting 

facilities but also improvement of the roads, of the telecommunications, a fibre optic cable was 

run between all of the venues. That will help businesses in the future moving forward. There 

has been an upscaling of the capacity of the workforce, because the number of people had to 

go over intensive training to be able to support the Games. There were over 5,000 people who 

worked on the Games: staff, contractors and volunteers. All of those people got training.  And 

then there has been the upscaling of the businesses itself. So many businesses had to enter in 

joint ventures with other organizations or they had to improve their ability to supply the volume 

and the scope of services that were needed for the Games. So at the end of the Games, I believe 

we have got a better perception of Papua New Guinea. We have got better infrastructure and 

we have got an upscale workforce and an upscale business community.  

 

3. What is the objective: focus on getting rid of bad images or generating new positive 

images? 

I think the two work hand in glove. If you can show a true image of what the country is like, it 

will change the bad perceptions which are not what Papua New Guinea is like. 

 

So, it is more about getting rid of bad images. Can you think of positive images that have been 

seen thanks to the Games? Do you think there are now new positive images?  

 

I think that some of the positive images that came across from the Games was: one, that Port 

Moresby is a vibrant new modern city because anybody who saw the venues would see that they 

were world class venues comparable with anywhere in the world. So it wasn’t as if the sport 

was being held in some school competition venue. Secondly, the large well-behaved crowds 

sent the message that Port Moresby is a vibrant city and was a lot going on.  And just the fact 

that we were able to do a world class broadcast tells a very positive message to the business 

community that the telecommunications infrastructure in Port Moresby is capable of handling 

the business.  
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4. The stronger the match between the image of the event and the image of the city, the 

more successful the event. There is a positive relationship between the success of an 

event and the image of the host city. Thus how can you explain the Pacific Games 2015 

taking place in Port Moresby?  

I think that Port Moresby is a big business city. It gets a lot of people from a very diverse culture 

around Papua New Guinea that comes to Port Moresby. The Games was able to make 

everybody in Papua New Guinea and everybody in Port Moresby feel proud about being Papua 

New Guinean. So it certainly helped to foster civic pride within the city. And that pride was 

then showed to the visitors when they came, which helped to project positive images of Port 

Moresby as being a vibrant and moving ahead city. The two worked hand in glove and I think 

the Games provided a catalyst for a number of things that the city wanted to do to improve. So 

for example there was a ban on betel nut chewing and spitting on the streets and a huge anti-

litter campaign to clean up the city and make people proud of living in the city. And that used 

the Games as a catalyst but it was an ongoing programme that everybody wanted to do. There 

was also a programme where the local government wanted to reduce image of high security. 

So they had a change in the local statue to make a number of places that had large razor wire 

and things like that, take them down and make them look good during the Games period. That 

made everybody feel better than the city itself. 

 

5. What are the main challenges faced by the local organizing committee in terms of 

sustainable development and legacy? 

The biggest challenge we had was getting people to understand the scope of this project. Many 

organizations thought they were going to be able to deliver what they needed very easily and it 

wasn’t until they started getting really into it that they realized how large the project was and 

they were going to put enormous demand on them that they hadn’t expected. For example the 

police and traffic management from the local government and waste removal by the local 

governmental agency, the number of people who needed to be deployed from their own day-to-

day jobs to support the Games were probably the biggest challenges faced by, not only 

ourselves but by the other delivery agencies.  

 

And regarding sustainable development? Can you think of any challenge?  

 

Some other challenges: by the time people realized infrastructure requirements were needed, 

those projects were big and took a long time to do. So it was really difficult and every city faces 

this. It was very difficult to get all the infrastructure projects completed in time for the Games. 

But in the end, as long as those projects get completed they still need a lasting legacy and that’s 

a value the Games has brought even if the Games didn’t get the full value of those infrastructure 

projects at Games time. The other challenges I think from a legacy point of view are that people 

walked away at the end of the Games and said: “Why can’t we run the city like this all the 

time?”. That happens all around the world as well. So traffic worked well, crime was reduced, 

there was a good feeling around the city. The question is: “Why can’t that be maintained after 

the Games?” And every city faces that challenge of keeping that after the Games. 

    

6. From a social point of view how do developing cities use the Pacific Games so that the 

local population can benefit from the event? 

The real thing that the Pacific Games is, is that it gives a focal point from everybody to look at. 

We have spent a lot of time talking to community groups to say this is going to come along in 

your backyard once in your generation. How can you leverage the value of the Games to help 
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your objectives? So we have talked with a number of charities, health message agencies and 

say: “How can we help you to use these Games to have a high-medium profile, how can you 

use these Games to help to change behaviour, or get the message through the people?” From 

a social point of view that is where the real benefits come from. It comes from helping to give 

a channel for clear messaging on key social issues. It gives a catalyst for being able to generate 

good civic pride and therefore get the community working as one together and it provides an 

opportunity for people to see how they fit into the community and how diverse the community 

is. But we are there because we have lots of opportunities for community groups to be engaged 

in the Games and they worked with other agencies that perhaps they would never have done 

previously. 

 

And what are these social issues you were talking about?  

 

The biggest social issue probably of the perception prior to the Games was going to be crime. 

Because there is a certain amount of crime normally in Port Moresby. Where the Games has 

been held in other cities around the world and not the Pacific Games but Olympic and 

Commonwealth Games in cities that have high crime rates, there has always been the trend 

that crime rate would reduce during the Games period. That happens for a whole range of 

reasons, not the least which is that there is a civic pride that keeps a certain amount of peer 

pressure on criminal elements to behave themselves during the Games period but also you find 

that everybody wants to enjoy the Games. That doesn’t matter what sphere of society they come 

from including some of the criminal elements. I am sure there were plenty of people who were 

enjoying the Games and therefore not spending time doing the fieriest activities. But that was 

probably the biggest perception which was there was going to be a high increase in crime 

because of the extra visitation and that did not occur. And what they did was that most people 

realized how their community can work very well under stress providing we will all work 

towards that effort and I am sure that peer pressure on criminal elements had a lot to do with 

that.   

 

7. What are for developing countries key success factors to implement an effective 

destination branding strategy?  

For a start there needs to be an integration between the organizing committee and agencies 

who would normally be branding the city, the local government, perhaps the tourism and 

promotion authority and of course the national government. There needs to be a synergy 

between those agencies so that they are working together on the message that they send is 

common.  

 

8. How has the organizing committee worked with the local authorities to coordinate the 

same values they want to bring to the city of Port Moresby? 

I think everybody had the same objective. The difficulty was that the scale and the scope of the 

Games wasn’t quite understood by some of the agencies and they didn’t realize how effective a 

tool the Games could be to help them to achieve the objectives. So they didn’t put the resources 

in that they were needed to be able to leverage the benefits. And that is probably the greatest 

challenge. Governing agencies in particular have day-to-day things they need to do and it’s 

difficult for them to look to three or four years ahead of this huge event that’s coming and 

understand what they need to put in place to deliver benefits to themselves long term. They are 

far more reactive rather than proactive.  
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9. How did you take into account other sports and cultural events the city of Port Moresby 

regularly holds in the branding strategy of the Games? 

There are two things there: one is “how did we link to existing events?” and “how did we 

develop events that maybe showcase the culture?” One of the key things that we wanted to do 

was that we wanted to engage the community. There is a very big fun run held in Port Moresby 

every year called the “Trukai Fun Run” which was roughly at the time of the Games. It wasn’t 

necessarily exactly at Games time. We spoke to the organizers of that event and said “why don’t 

you put that event on during the Games period and we will make it a Games thing so to speak. 

So that everybody who participated in the event got a little medallion that said they have 

participated to the 2015 Pacific Games. And that event is held all around the country. So that 

gave nearly 90,000 people an opportunity to have a Games experience by just participating in 

something they would normally have done. So the Games got benefit and the event got benefit 

out of it. A couple of other events locally that would have normally happened at that time, were 

displaced a little bit. That meant that they had to look at a different time because there weren’t 

the venues available for them to do. And a number of local sporting competitions had to actually 

move from that period because the venue was being used for the Games.  

 

So there is a certain amount of interaction that needed to occur with those sports to make sure 

that they were able to continue and didn’t fall apart as a result of being displaced for a period 

of time. So that’s how we interacted with the local community and the existing events. We also 

used existing festivals around the country in the year leading up to the Games to be somewhere 

where we broadcast information about the Games, we took our mascot to visit and we tried to 

generate local enthusiasm for the Games at those cultural festivals. We try to link the Games 

into all of Papua New Guinea through those cultural festivals. During the Games period itself 

we were very conscious of the fact that not only it is a big sporting event but it should also be 

a cultural event and we gave the opportunity before the very diverse culture of Papua New 

Guinea across all 22 provinces to be showcased at the Games venues. So in addition to the 

opening and closing ceremonies, we also had a live site programme where we had a stage with 

culture performers who were operating in the Games venues, free of charge, they were a value 

add to the people who bought tickets to go to the Games. They were aimed to be able to see the 

cultural performers from various provinces. So it was very much a case of these Games should 

not only be showcased in sports they should be showcased in culture.  

 

10. Are financial resources a limit? If so, what are your ideas to avoid this problem? 

Financial constraints are always something that are going to be resting on all organizing 

committees. The organizing committee needs to find enough financial resources to deliver what 

they need to do. But one of the problems that some organizing committees face is they think 

they need money to fix every problem what often can be done is you can resolve issues 

resourcing in a different way. In Port Moresby we had a very vibrant corporate business sector 

and we were able to source quite a significant amount of funds but in addition to that we were 

also able to source a lot of value add. So budgets were leaving things that we would have done 

in some way or another we were able to get them from corporations. Government ultimately 

needs to underwrite the event but most of the government’s contribution is in infrastructure. 

Mostly it provides the facilities, because there is going to be long-term value. They also cover 

the costs of security because the police force is a part of government. But most of that should 

come out of existing budgets. So it’s tweaking the existing budget to be able to give what the 

Games need in that point in time. So it’s finding that balance between what government can do 

out of existing budgets. What the Games organizing committees can raise through its own 

resources, so through sponsorship, ticket sales, merchandizing and whether there is a gap. And 
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then it’s all about how to fund that gap and what do you need to do to fund that gap. And that 

requires a clear plan, a clear understanding of what that gap is, what the value of that gap is 

and then understanding the government about whether we will fix it with money or we reduce 

services (and we had to deal with that). And again it comes back to having a clear budget to 

begin with and an understanding of how your budget is going to be delivered.  

 

11. Do you think developing cities hosting a major sporting event have different challenges 

when trying to implement a branding strategy compared to developed cities? If so, what 

are these challenges? 

Having delivered events in both developing and developed nations I think there are a range of 

different challenges. The first is capability of the workforce in developing nations. In developed 

nations generally there are people who have the skills, who have the work ethic, who have the 

ability to able to deliver most of the functions that are required for a major event. In developing 

nations, that workforce doesn’t exist. So you need to find a way to bring in enough expertise to 

deliver the event but still be able to use the bulk of the people who are local, who are going to 

have to be trained, mentored and coached into delivering the level of event that is required. 

That workforce issue is one of the biggest ones.  

 

The next is infrastructure. Now infrastructure in many instances can be overcome with 

temporary infrastructure. You don’t have to build wonderful pieces of infrastructure to be able 

to deliver sporting events. In most instances you can get by with temporary infrastructure and 

just be innovative in the way you go back delivering.  Whereas in a developed nation that 

infrastructure is generally there and you can just lean on it because it is used for a whole range 

of other things. So the biggest differences I see between developed and developing nations is 

capacity of the workforce and the availability of infrastructure.  
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Andrew Minogue 
 

Interview with Andrew Minogue, Executive Director Pacific Games Council,                    

2 October 2015 

 

1. How do you think Port Moresby will benefit from the Games in terms of image?  

That’s a very good question because Port Moresby is the capital of Papua New Guinea, a 

country that has suffered from fairly negative perception of their city and their country. That 

negative perceptions from the perspective of personal security, the people who live there who 

visit there, being subject to robbery and so forth. It has suffered from a reputation for being a 

country with a risk of a lot of health issues. There is a lot of non-communicable diseases that 

are in Port Moresby and Papua New Guinea more broadly. It also has a bad reputation for 

corruption amongst the governing institutions in the country. So, as probably the leading 

country in the pacific islands in terms of its population and the size of its economy, it suffers 

more negatively than any of the others.  

 

So, the Pacific Games was an opportunity for Papua New Guinea to show itself in a more 

positive aspect than what it normally can do with normal tourists or government conferences 

and so forth that take place there. When they host the Games in July with approximately 4,000 

athletes and officials. There was a number of international media, and other visitors, spectators 

and so on that attended the Games and we were very pleased that with such a big event like 

that, we were able to complete the event without any major security incident or without any 

major public health outbreak. So I think that from a reputational perspective, Papua New 

Guinea has been able to encounter the negative perceptions that exist about the country and I 

think that puts them in a good position to try to bring more business, conferences, more sporting 

events, more investment into the country in the future because they demonstrated that they can 

overcome some of those negative perceptions about the country.   

 

2. What is the position of the Pacific Games Council regarding legacies? 

It is a mixed record, from the perspective of the Pacific Games Council. We are a fairly small 

event compared to an Olympic Games or Commonwealth Games, other multi-sports games. 

The Pacific islands that traditionally host the event and attend the event as participants are 

small countries. They are not wealthy countries, they are developing countries and they have a 

lot of disadvantages, economically and socially. So from a legacy perspective, the Pacific 

Games Council is always very careful to try and make sure that when we have a host country, 

they don’t spend too much money on these Games.  We don’t want to see the government 

investing in facilities and venues that are huge and tremendous for a two week sporting event 

which is perhaps not what is needed for the population in the future. Now, in Papua New 

Guinea’s case, they have built some really fantastic facilities. Now they do have a big and 

growing population, they do have an emerging middle class population in Port Moresby and 

they will be in availability for those people to be able to use these facilities in the future but the 

size of them, some of the venues and the number of venues that were built, are huge.  

 

So, from a legacy perspective we are a little bit concerned. It is not what we asked for the 

Pacific Games but I think the government has made a conscious decision that they don’t want 

to stop by hosting the Pacific Games. They want to be able to bid for a commonwealth Games 

or a major international championships in a particular sports and so for them, they didn’t build 

the venues according to the size of the Pacific Games, they built it for future events and for the 

need of their population. The legacy will be assessed in the future and it is a little bit early to 
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say whether they got it right. I think if they manage to get one of those major events and if they 

can engage the population in using these venues over the next ten years then it will be very 

positive. That’s talking about it from the perspective of venues and infrastructure. There are a 

lot of benefits that we can say right now were very successful for PNG. We talked earlier about 

the image. I think that is an important legacy of hosting the Games. Papua New Guinea can 

now say to the international community and in the Pacific that we are a capable country of 

hosting events. They will be hosting the APEC meeting in 2018, they have hosted the Pacific 

Islands Forum meeting just last month so they started to build a reputation of being able to host 

major events and I think that is a legacy that’s very important for a country like that. The other 

benefit I think if we look at it from a perspective of the athletes and the Papua New Guinea 

athletes in particular, there was a lot of financial resources invested in their preparation for 

the Games and that didn’t just extend to the athletes that actually made the final team but 

included a lot of money that went into the national federations more generally. A lot of people 

got the benefit of the financial support, the coaching support, the officiating support, the extra 

competitions that were staged, to support the team’s preparation. Not just the athletes that were 

on the final team. There is a large population of athletes up there being touched by the Games 

and I think that also creates a legacy for the athletes in the future. The younger ones coming 

through will be inspired by what they saw in Port Moresby, they have facilities now, national 

federations that will run these facilities have much more expertise in terms of what running a 

competition is all about. And I think that will have a tremendous impact on the future athletes 

in the country.  

 

The other aspect when we are looking at legacies is just the benefit to the population, the human 

resource capacity of Port Moresby. During the Games, there were 400 professional paid staff 

delivering the Games, another 3,000 volunteers, probably 4,000 or 5,000 contractors providing 

services to the Games from catering, cleaning, and garbage disposal to running the IT services, 

transport services and so on. So, a very large segment of the population has been directly 

involved in staging the event and I think there is a lot of professional competencies that people 

in that organization have been able to obtain as a result of these Games and they will be able 

to take that into their future employment whether they go back into government, private sector 

or any other former employment? At the time of the Games, the organizing committee was 

probably the largest employer in the country in that sort of 1 to 2 months period when the 

Games were basically being delivered. There is probably no bigger organization in the country 

than the management of the event. I think it has left a very important human resource legacy 

capacity building for the country. We look at legacy from a multi prompt perspective for a 

Games of this size. 

 

3. What is the objective: focus on getting rid of bad images or generating new positive 

images? 

Images are a very important part of what they are doing and a reason for hosting the Games 

but if I look at Port Moresby and Papua New Guinea, I think the main objective of the 

government was to provide some very badly needed infrastructure and sporting facilities for a 

growing population, a population that is growing in wealth, in confidence, in its skills base and 

I think the government really decided that these Games will work supporting, even though they 

will have benefits from the image and other aspects. It was something that the country and the 

city really needed for its development. That was probably the main objective the government 

had in staging the Games.  
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But regarding the image in itself, it was more about getting rid of bad images and not generating 

new images. 

 

I think it is both. It is to try and encounter those negative perceptions by creating a positive 

experience during the Games. The images that came out of the Games on television, through 

the internet, radio, and the other broadcast media, were positive images. We had a really good 

competition, we had an Australian team, a New Zealand team, big teams from the French 

territories (New Caledonia), the Melanesian countries like Solomon Islands and Fiji that 

created a positive image of the event in Port Moresby. But it was a very important aspect 

encountering these negative images the country has had. Not in terms of its sport or its 

organization of event but negative images that just exist in terms of what life is like living in a 

country like Papua New Guinea and Port Moresby in particular. Having 4,500 athletes and 

officials living in the city for three weeks traveling around, interacting with the population at 

the facilities, at the venues, at training, at the shopping mall, was a very good way of creating 

some positive messages from people visiting and who said this country is ok, this city is fine, 

we are having a good time, they are hosting us very well. That was an important aspect for the 

government to consider staging the event.  

 

4. The stronger the match between the image of the event and the image of the city, the 

more successful the event. There is a positive relationship between the success of an 

event and the image of the host city. Thus how can you explain the Pacific Games 2015 

taking place in Port Moresby?  

If I look at my experience with the Olympic Games, if we look at the Sydney Games that I was 

working on and the most recent Games in London in 2012, there is certainly a relationship 

between the success of the Games and how friendly and open the city was at the time of hosting 

the event. A lot of that can be evaluated though things like the spectators, the number of people 

who actually come and support the athletes, the number of volunteers and the way they interact 

with the athletes and the visiting delegations. I think we had that in Port Moresby, as I said 

earlier, we had 3,000 volunteers, people who, even though they were not working professionally 

on the Games and being paid, wanted to give their time because they felt it was important for 

the country, for them to associate themselves with the Games and I think that sort of 

relationship, particularly through the volunteers, created a very positive image for the athletes 

and the visitors, and the TV broadcast  that PNG and Port Moresby is actually a friendly place 

and people here are friendly and very supporting of the event. That created a very positive 

image of the Games, not only from the volunteers but again in terms of spectators.  

 

I have been not so much involved but I watched Games where there were empty stadiums. And 

so you question whether the hosting city is really supporting the objective of hosting the Games. 

I can remember the first week of Athens, the 2004 Olympics. The IOC was very concerned about 

a lot of empty stadiums across the first week of sports. It changed the second week, probably 

because some of the sports that Greece, the host country, were more supporting were the second 

part of the Games. Having a good support of the spectators also produces a positive image of 

the city. In our Games in Port Moresby we were very fortunate. The venues were quite big and 

generally full. When the TV broadcast was on a particular venue or if the athletes were showing 

up to compete, they saw a lot of spectators and they heard them and they were able to compete 

in front of a knowledgeable crowd. Having a full stadium, having a city that is really supporting 

the event is again a close connection like you have said with a positive image of the event. We 

were very lucky to have that this year in PNG. 
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5. What are the image dimensions that a sports event can have most impact on and what 

are the factors contributing to the impact? 

We actually do have some examples of the Games we have had in Port Moresby. It is a 

developing city which has some image issues, around the image of the city that did impact on 

sport and the way we delivered the sport at the Games. The two main aspects I think were the 

health and safety which we talked about earlier. It is probably the case that there were some 

countries that did not send as many athletes as they could have because they were concerned 

about the safety and security aspects even though the organizers of Port Moresby sent out a lot 

of positive images around the security and health planning and arrangements that they were 

doing for the Games. The negative perceptions that were out there, the negative images that 

were built up over 20 or 30 years I do believe caused some teams or countries to say no we will 

not attend the Games because there is a risk that we don’t want to take. Obviously that was a 

minority view because we did have a large Games population 4,500 athletes, the biggest 

number we have ever had. But we are aware that there were some cases where people maybe 

stayed away because of the negative image.  

 

There is probably another negative image that impacted on sport which is the cost associated 

with being in Papua New Guinea. It is a developing country but Port Moresby is a very 

expensive place to visit and to live. The standard hotel rate will be USD 400-500 per night. To 

rent and live in an apartment it is probably USD 10,000 to 12,000 a month. But the hotel and 

apartment are what I would call modest, not 5 star top-of-the-range hotels. Just normal average 

quality accommodation but with extraordinary prices. There is a likelihood that had an impact 

as well on the number of people, particularly spectators that come from other countries to 

support the event. That is not an easy place to be able to afford to go. That was probably a 

negative image that ultimately did have some impact on the event and the sport. But again like 

case of health and safety, it has impacted marginally it hasn’t compromised the event. It hasn’t 

stopped the Games from being successful and probably just preventing the Games from being 

as good as it could be in the best case scenario.   

 

6. What are the main challenges faced by the local organizing committee in terms of 

sustainable development and legacy?  

The main challenge, perhaps not so much from the organizers but for us as the owners was to 

try and get the message across to the government at the very beginning because they have six 

years to prepare for the Games so for the first couple of years after they were successful in the 

bid they would be sitting down working out what they were going to build: what venues, what 

infrastructure would be built. From our perspective the main challenge was to say don’t do 

something that is not sustainable because you’ll find that you’re spending money that could be 

better spent on other things like health or education and other services to the population. The 

other issue for us as the event owner is what sort of precedent does it set if a country is spending 

a lot of money on the Games and is not seen as sustainable and sustainable development of 

infrastructure? Then, it may send a negative message to other countries that were maybe 

thinking of hosting the Games, that they are too big, too expensive, not worthy investment. So 

from the owner’s perspective the challenge is to make sure the government, once the bid is 

successful, tries to stick to a plan we think is sustainable. So, that was probably the biggest 

challenge. From the organizing committee’s perspective, the bigger the venues became, and 

sometimes during the middle of the construction phase, the government decided to make it even 

bigger. Let’s add on certain things. From the organizing committee’s perspective, that was a 

risk because they wanted to make sure the venues were finished in advance of the Games and 

in most cases they weren’t. They weren’t finished well enough for us to have this sporting 
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competition but the contractors have had to go back in since the Games and continue their work 

and actually get them really finished. From the organizing committee’s perspective, something 

that’s not sustainable and somehow having an impact on the timely delivery of the Games. It is 

very hard for organizing a sporting event to walk into the venue for the first time a week before 

the athletes are arriving. You are not going to test anything, you don’t know the venue, it is a 

surprise, you see things that you don’t expect, but next week everybody is coming and you will 

be delivering the event and that is a challenge that I think all Games, not just the Pacific Games, 

but the Olympic Games, Rio is going through this at the moment with the next year Olympics 

to have the facilities finished and ready in time to be properly tested so that the organizers can 

actually deliver the competition in a very efficient way rather than making mistakes because 

they are not familiar with the facilities. 

 

7. From a social point of view how do developing cities use the Pacific Games so that the 

local population can benefit from the event? 

The first main aspect is from the human resource perspective, can the people of a developing 

city be involved, can they develop some skills as a result of associating them with an event like 

this? I think in Port Moresby we saw at least without counting the contractors and the 

professionals there were probably 10,000 people directly involved in the Games in some way. 

From a developing city’s perspective that is going to improve quality of life in the country going 

for those 10,000 people having been involved in something at a higher level than they have ever 

been before. They will take that back into their future employment, studies, roles in their 

communities and it will help the city and its development and objectives. The other aspect as 

we talked about earlier is the physical infrastructure that is left behind: the venues, the sporting 

facilities that are going to have a positive social impact. One of the issues around unsafe and 

insecure populations is often that young people don’t have the facilities for the options other 

than getting into trouble. We have now got football pitches, athletic tracks, swimming pools, 

tennis courts and volleyball centres. There are lots of facilities now for younger people that 

their community can be associated with, can spend time doing good things like participating in 

sport, staying fit and healthy and again, an important part of the Pacific region and probably 

developing cities everywhere is encountering non communicable diseases like diabetes. In the 

Pacific, those are very serious problems. They are probably worse in other parts of the Pacific 

than Port Moresby but they are a problem nonetheless and we think sport is an important part 

of trying to combat the rise of those NCDs. The Games bring a lot of benefits in the construction, 

the facilities and the capacity building of the sports federations to be able to offer young people 

an alternative to sitting at home, watching the television, playing on the computer games and 

basically becoming unhealthy. There is a positive social impact as a result of hosting the 

Games.  

 

8. What are for developing countries key success factors to implement an effective 

destination branding strategy?  

It is true for any Games I have been involved in from the Olympic to the Commonwealth Games 

and to the Pacific Games. First, part of your branding strategy has to be to have a very active 

community engagement programme. Port Moresby for example is selling itself to the world, to 

the rest of the Pacific in terms of staging international Games. But the very first thing that it 

did when it started organizing the event was to build support for the Pacific Games within 

Papua New Guinea. That’s an essential ingredient in any Games but particularly in the Pacific 

where money and resources are not easy to come by. You must be able to build your strategy 

around support for the event and build the brand from the local community right through the 

national government. Port Moresby had a very active strategy in that regard. It got a financial 
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support from government and a lot of financial support from private sector, sponsorships and 

commercial partners. But before it was able to achieve that success it had to go out and sell the 

message of the Games to the entire community.  

 

Your typical branding strategies in the Pacific Games and similarly to the Olympics or other 

events are things like developing your logo, your intellectual property, developing your official 

mascot for the Games, a theme for the Games, a song and taking those things out to the 

community. I think we found by the time we finished that period of community engagement 

which was on the edge of the Games with the torch relay which was the last piece of that puzzle. 

We found that when we actually came into running the event in itself it had full stadiums, lots 

of people in the country wanted to come to the Games because the branding strategy has been 

built up over three to four years of engaging the community with the mascot, with the torch 

relay and with a lot of these strategies around the event.  

 

A very important aspect of building your branding strategy is starting with your community and 

making sure they are supporting the Games. I think you might have seen in your research 

recently with the Olympic Games and particularly with the Winter Olympic Games, a number 

of cities in Europe and even the summer Olympics in Boston have withdrawn from bidding 

because the local community was not convinced that the Games would bring enough benefits 

to their country. A lot of pressure was then put on the local government to perhaps not go 

further and bid and ultimately invest in the Games. And I think we all have to learn that lesson 

that you have to have that local community on your side before you run back on an event like 

this. And it doesn’t just stop for when you bid for the Games and are successful. You have 

completed phase one in the sense that yes, the country has decided to go for this event. But now 

that you have won it, you have got six years to prepare for it and your branding strategy starts 

all over again because the government will start investing in it but you need to have the support 

of the population at the end. And if the government feels that the community support is not there 

as you are getting closer and closer to the Games then the government starts scaling back the 

investment that it makes in the event. So you might not be able to build a facility to standards 

that you needed for international competitions. Or the government’s bureaucrats and 

departments which support the Games with a lot of services might not support them in as much 

of a way as if the community was right behind the Games. For us in the Pacific, that is the key 

branding strategy. We are not a Games that has a lot of international visitors and tourists so 

we are not really trying to create an international event that 10,000 people will come to. That’s 

not really a Pacific Games. What we are trying to do is staging an event that the local 

population, businesses and commercial partners support. That strategy of focusing on the local 

population and explaining the benefits is really important. 

 

9. How has the organizing committee worked with the local authorities to coordinate the 

same values they want to bring to the city of Port Moresby? 

Having the same values and the same objectives of hosting the Pacific Games was quite simple 

because of the way we run out our process for the bidding for the Games. We follow a model 

that has been developed by the Olympic movement. When we have a bid process, the host 

government must be part of the bid. They must declare support for the Games, they must come 

to the meetings where the Games are rewarded and when they are successful they sit down with 

us as the event owner and the local Olympic committee and we form a host city contract. So 

right from the very beginning the government has to be supportive of staging the Games. We 

don’t just give the Games because one of our member countries through their Olympic 

committee says “oh yes we’d like to host the Games”. They have to demonstrate the support of 

the government. So at the time of the organization of the event, we find that the government 
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understands the objectives that we have and they understand the objectives of the organizing 

committee to run a successful Games.  

 

How you actually do that though is always challenging and it is the experience all over the 

world. The government and the local Olympic committee will be working as a hand in glove 

very closely in the stage when you are bidding for the Games and once you are successful, the 

government will then come back home to celebrate winning the Games but will say we are the 

body responsible for financing the event, therefore we are going to have a very big involvement 

in how the Games are organized. So the organizing committee always has a challenge in 

working closely with government to make sure that it stays on the path we have in the host city 

contract, which is to organize the Games in a particular way. So what we do as the Games 

council is under the host city contract we make sure that when a country is successful they have 

to go home and set up a particular structure that involves both the government and the local 

Olympic committee. Together they form the organizing committee. We had a lot of interaction 

over the six years leading up to the Games, between the organizing committee and the 

government. The big challenge that we found in Port Moresby was that the government at the 

level of the Prime Minister and of the Ministers cabinet were very positive and supportive of 

the Games but at the level of the bureaucracy, the public servants and the government officials 

who had the day-to-day responsibility of working with the organizing committee, we found that 

the commitment and the engagement there was not as strong as it was from their political 

masters.  

 

The organizing committee needed in many ways the help of government just to deliver basic 

services like the airport. How will the airport function? How the city will be cleaned each day 

and night? How the road network will work: traffic, transport and security with police? And 

the organizing committee found out that very challenging, working with the government 

bureaucrats and the officials in terms of getting that planning work done in a satisfactory way. 

That has been probably a bigger challenge than you would find in a more professional Games 

like the Olympics or the Commonwealth Games. I worked on them in the past and it was actually 

quite difficult working with the bureaucracy in Port Moresby. A lot of people there they look at 

a sporting event like the Pacific Games as something that will come and will go. They don’t 

always understand the value of the legacy of hosting the Games. For them, they have longer 

term priorities in their government programmes that will long outlast the two weeks of 

competition that we have for the Games. So that’s a big challenge trying to get  your local 

bureaucrats to be supportive and good partners in the delivery of the event.  

 

10. How do they take into account other sports and cultural events the city of Port Moresby 

regularly holds in the branding strategy of the Games? 

From a branding perspective, they have adopted cultural events very aggressively. In Port 

Moresby, there is one particular sport that is probably more popular than any of them and 

that’s rugby league. For them it is the national sport of Papua New Guinea. In the lead up to 

the Games, the local Papua New Guinea team plays in the rugby league competition here in 

Queensland. A lot of the matches that they played this year, the rugby league matches that were 

played at the main Pacific Games stadium. It was used for the organizing committee as a test 

event. So they worked closely with the PNG rugby league to be integrated in the delivery of 

those rugby matches and sending a very strong message through their branding, to their 

marketing: “come and watch this match or come and be involved in this rugby match and you’ll 

see some of the athletes that will be competing for the Pacific Games competition or come to 

this stadium and see what you will be looking at when athletics is coming to this stadium as 

well in July for the Games.”  
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So they worked very closely within the existing sporting organizations. They had a very close 

relationship as well with the 2014 Commonwealth Games which were held in Glasgow, 

Scotland. Papua New Guinea sent quite a big team to the Commonwealth Games and for the 

first time in their history they came back from the Games with two gold medals in weightlifting. 

With those two athletes in particular we used them as brand ambassadors for the Pacific Games 

which was held one year after the Commonwealth Games. The Games organizing committee 

worked very closely with the Olympic and Commonwealth body in Port Moresby to associate 

that success of the Commonwealth Games with the delivery of the Pacific Games. The 

organizing committee also worked very closely with its commercial partners and particularly 

the BSP Bank which was the main sponsor of the Games to be associated with those successful 

athletes as well. That was an important part of using a sporting event as part of its brand. From 

a cultural perspective, in 2014 Port Moresby hosted the Melanesian Arts Festival. That brings 

together a lot of cultural and artistic displays from New Caledonia, Fiji, Vanuatu and Solomon 

Islands. That’s thousands of artists and cultural groups that came to Port Moresby from all 

around the Melanesian region and the Games organizing committee did liaise very closely with 

the Melanesian Arts Festival to build or to include them in the at-the-time government 

programme for the Pacific Games. We have a big cultural programme that was held near the 

main stadium every day of the Games and we had this huge cultural component in the opening 

and the closing ceremonies. The organizing committee was able to leverage off the Melanesian 

Arts Festival and the stakeholders involved in it to develop the cultural programme for the 

Games itself. So that was an important event that was happening in Port Moresby that they 

could associate with from a branding perspective for the Pacific Games.  

 

Is financial resources a limit? If so, what are your ideas to avoid this problem? 

 

Yes, it is a big limit for the Pacific Games. In the Pacific, as I said earlier, we are dealing with 

developing economies and construction of facilities is always going to be very expensive and is 

always going to be something that has to be balanced against all of the other services the 

government has to provide to a population that often is very poor. There is a natural limit in 

terms of how much money can be directed to staging the Games. There is also a financial limit 

for the participating nations. 

 

 In coming to the Pacific Games, people have to pay their own way: air tickets and 

accommodation. They don’t have like the Olympics does where the host country basically flies 

in all the athletes so there is a financial barrier for all the Pacific participating countries who 

would probably like to send more athletes than they do send. So, we do have very limited 

financial resources in our Games. How do we avoid the first part of those problems? As the 

event owner, we have to be very strong and say again to the government: “please, only build 

what is required for a two-week sporting event.” As the event is only for two weeks, you have 

to build what the population can afford and we will use it the best way we can. We take a 

different approach to some of the big Games around the world, like “if you want to host this 

football tournament, you need 10 stadia that each has a minimum of 40,000 spectators.” We 

don’t place those conditions on our Pacific Games host countries. We ask them just to do what 

is best for them as a nation and we will then do with the facilities that they have. 

  

The other thing that we have to work very hard on is to decide on the size of the Games. How 

many sports do we want in our programme? That’s a big consideration for us. If we have too 

many sports, it places too many obligations on the host country to build facilities and to 

basically deliver a sporting event with too many people and too many expectations. For the last 

three or four Games, we worked very hard understanding that there are these financial resource 
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constraints in the region to make the sports programme smaller. We had 33 sports when I first 

started 8 years ago and we brought that now to about 25/26 sports because we found when we 

were up to 33 it was too much and has a too big impact on the host and it’s too expensive for 

the visiting countries to be able to send athletes in all of those sports. So we do have a constraint 

there that is financial even though we used to have 35 or 40 sports because they are probably 

40 or 50 sports that are played in the Pacific if you look at all the different sports that are out 

there. But we have to be limited in how many we can host at an event because we don’t have 

the capacity with host countries and our participating countries to support too many. 

 

11. Do you think developing cities hosting a major sporting event have different challenges 

when trying to implement a branding strategy compared to developed cities? If so, what 

are these challenges? 

Yes, they definitely have different challenges. I think that developed cities, if I take my own 

experience working on the Olympics in Sydney and the Commonwealth Games in Melbourne. 

They are both very international cities. They are well-developed, reasonably well-known cities 

internationally and they have positive reputations. So for a branding strategy, I think they 

operate at a very high level, they already have tourist infrastructure, it is very easy for people 

travelling around the world to come to those cities and have a good experience. From a 

branding perspective well there is always challenges in creating a brand around the Games, 

but I think if you are coming out of a developed host city or country your branding strategy will 

probably be more sophisticated. But it will be working from a very high base. Developing cities 

like Port Moresby perhaps even like Rio you will be finding in your studies of the next year 

Olympic Games, I think the branding strategy can’t start from that high level. Port Moresby or 

some of the Pacific Games cities are either not well known or if they are well known they have 

negative perception of what life is like there or what a visiting experience will be like there.  

 

I think the branding strategy , even though there are similarities, we talked earlier about 

winning support within your local population, is the same wherever you go, whether it is 

developed or developing but in terms of international support for the Games those strategies 

are quite different if you are developed or developing. The branding around Papua New Guinea 

was trying to convince athletes, their coaches and their families that Papua New Guinea is a 

safe place when you come for the Games and that you will have a good experience. And you do 

see a little bit of that already with the Games in Rio you can hear some of the messages around 

particularly the quality of the water in the harbour for the sailing and the triathletes who will 

be swimming in a water that might be a bit polluted,  which is what the developing experience 

is. They had that as well in Beijing with the quality of the air and people being concerned about 

what that would do to the athletes, their respiratory functions. From a branding strategy the 

international messaging is often very different if you compare a developed city with a 

developing one. They are operating in two different levels and a developing city like Port 

Moresby had to send out a lot of messages that Sydney, London or Melbourne would not have 

to send out around things like security, safety and so on. They are already known, places where 

millions of people each year come for holidays, tourist experience. They come for business, they 

come for work, cultural exchange, sporting exchange whereas some of the developing cities are 

not as well-known. They do have a different branding challenge in front of them.  
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Lynne Anderson 
 

Interview with Lynne Anderson, CEO Australian Paralympic Committee,                       

22 October 2015 

 

1. Do you think that developing countries or cities hosting a major sporting event have 

different challenges to developed countries to overcome? If yes, what are these 

challenges? 

Yes, clearly. Not even for events as important as the Olympics or a World Cup but some of the 

regional events that are happening around like Papua New Guinea and other parts of the world. 

I think the most significant challenges for developing countries is obviously that they won’t 

have the infrastructure or if they do, it will be very inadequate. I am not just talking about the 

stadiums to hold the event but the roads because of the traffic extension. Developing countries 

have to operate this. It is almost every element that would need an upgrade. So for me the most 

significant challenge is infrastructure and of course that means money which leads to the 

second challenge: the cost of actually building these things. It is quite significant and obviously 

there is a risk factor in this. A lot of the infrastructure that is needed for a major event isn’t 

necessarily needed every day. Some is, I mean if you are improving roads, trains, trams and 

the bus networks I think it is great. Because as long as there is demand that will get used. But 

the challenge with having major events can be that a lot of the infrastructure that is needed, if 

it is permanent, becomes white elephants. So there is a lot of criticism that goes to Qatar having 

a world cup. At least the hope that runs through, you know money is not a problem for them. In 

building these fantastic stadiums and then they are donating them to Africa and other countries 

that made them portable. So that’s fine if you have the money but a lot of these third world 

countries don’t.  

 

The other significant challenge I wanted to talk about. In Rio, when we spoke we got very close 

to the lady who is in the advisory council for Australia in Brazil.  One of the things that she 

talked about, and I had heard about it in the World Cup, is that you really need the support of 

the people. And in Brazil even though they are mad football fans, when the World Cup was 

developing there was so much money being spent on football that despite the fact that they love 

football, they needed hospitals, roads and education and so there was a lot of public backrush 

because they have other significant social needs so I think that is another significant challenge 

of the less developed countries. They might be able to get the money from somewhere and build 

these things. But if you are using slave labour for 20 cents an hour to build a magnificent 

stadium that is going to get used in two weeks, well people are not stupid. That is not going to 

work that out. 

 

2. How do you think that developing countries overcome these challenges? 

That I am not sure. The main thing is sort of the cost and the will to do it I suppose. And for me 

that really points to, I don’t know if you call them the same in your part of the world, but we 

talk about PPPs (Public Private Partnerships). So that is where the government will give some 

money. The private sector and companies will also put money in as well. So clearly you need 

that kind of shared commitment and determination to get it done. And the other thing I think 

you certainly really need is a close relationship with the ISF (International Sporting 

Federation) who are awarding the event. Normally if they give it to a third world country or a 

developing country it is because they want to grow this sport or to reach new markets. So if I 

was a bidding city there I would really say not only do I need my government and locals in a 

business that can afford it but I would also be saying to the sport for example you want a million 
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dollars from the ISF to do this event then I reckon I should only give you 500,000 because you 

need to grow your market and therefore you need to subsidize me - that kind of relationship. 

There are a couple of people I would be working with or a couple of areas I was working on if 

I was them. 

  

3. How do you work on sustainability and legacy issues at the Australian Paralympic 

Committee?  

For me, because I have just started (day 42) I haven’t really been able to dig beneath the bonnet 

on sustainability and legacy but what I would say is because it is a Games year next year and 

because we had some challenges I focused very much on making sure our athletes are ready, 

that they can perform to get biggest and that we insure that we can get as much money as 

possible out of the Games. I wouldn’t put it down as blankly as that but you know what I mean. 

So generate as much awareness and revenue we can in that Games year. So while that is our 

focus for the 12 months, I am particularly talking to everyone here. I mean it isn’t just about 

getting a team ready for a great Games year. It is about taking that message to the people that 

these athletes are extraordinary and that they deserve more respect and that there is a really 

good opportunity using sport for everyone with a disability. For me that is probably the closest 

I have come to looking at sustainability and legacy issues but I am out of it.  

 

If we are successful here I need to be able to say that during my time here we have seen an 

increasing number of people with disability playing sport. Even if they just play bowls and don’t 

compete at a big level. It’s all about getting an intersocial and community environment where 

they have a greater quality of life and if they do that well I think it will also start changing 

community attitudes. For me, this is another sustainability and legacy issue for my sport that is 

probably instinct for Paralympic and disability sport. But yes these are the kind of things I think 

I will be using in the Games year and the fact that we have a fantastic TV and Media deal with 

our local Channel 7. This is the first time ever that to get the Paralympic Games on free to air.  

We are going to use this opportunity to get so many more people that normally we wouldn’t. 

We have to make sure that we build long-term and sustainable pathways for disability sports. 

 

4. My next question is about the “Chef De Mission Seminar” you attended recently in Rio 

for the Games next year. What were the main topics you talked about there? 

It was really an update about the Games preparation. They talked about the venues and took 

us on a venue tour so we went to see if they were ready, half ready and then we also talked 

about the logistics of flying all the athletes, the horses or the sailing boats. Logistics is a massive 

exercise. We talked about security, ticketing, accreditation which is another major challenge 

at all these events and obviously the environmental and safety issues as well. So it was 

everything that the organizing committee are doing to get the Games ready. It was really 

updating all the National Paralympic Committees on where they are and what they need from 

us by what time. For example we had to put our order for accommodation in by a certain date. 

It was really good. For me it was great, I had no idea how big these Games are. Until you are 

actually in it you don’t actually know, so for me it was great to have that feeling. At the same 

time it was really good to see that they are very professional. It was positive.  

 

5. Does Rio face specific challenges because it is a developing city?     

Yes definitely. Their biggest challenge are security concerns, there is a high level of crime, you 

could say that in any market not just in a developing one, but I think that Rio has a unique 

situation because of the population which is not economically in a very good state. The issues 
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I talked about earlier on with the World Cup are applying now. They had the Favelas, the slum 

areas. There are obviously challenges there although from what I can see and hear, they are 

doing some really great things, actually going into those areas, improving them, not just 

prettying them up during the World Cup when the world is looking at them but to provide 

sustainable and long term improvements to their lives. So for example there were chairlifts that 

they were putting into some of them that were high up in the hills. But again, that is a unique 

situation to Rio.  

 

The environment and pollution are clearly making headlines every day and that is a real 

concern. But they are working with the World Health Organisation to monitor that. Traffic is 

definitely, the congestion and traffic jams are just a nightmare at times, it wasn’t all the time 

but when it was, it was really bad. So they are now in discussion with the mayor of Rio to get a 

special Paralympic Lane to clear that up. And the infrastructure that I talked about earlier so 

they are building all these stadiums, they look a little bit behind, but that doesn’t bother too 

much at all, all big events are behind at some stage. But they had to put in a whole lot of extra 

buses and trains. And one of the real challenges actually are in particular with disability sports. 

The city has not been a disability accessible city. So they are using the Games to try to improve 

that. So actually that is a nice legacy if they achieve it. For a developing country that is a major 

task but we have to check out the hotels, whether the room doors are wide enough to allow the 

wheelchairs to get in.  So in some cases they were but the toilets weren’t. And apparently there 

is only a handful of taxis in Rio originally that were accessible. There are a lot of those issues 

that are most specific, I suppose to developing nations.  

 

6. What do you think are the image dimensions the Olympic Games can have most impact 

on?  

That is a tricky one because you often hear that the Paralympics tell us of what they do and 

how good they are, but I am not really sure how much this is just bravado and anecdotal as 

supposed to research but at the top of my head I would really think that when you have one of 

those events that comes to town and we did in Sydney in 2000, the social cohesion was fantastic. 

Everyone came together, everyone was happy, there were crowds going in and out at our events. 

It was an enormous sporting event. I remember people were very excited, there was an optimism 

in the mentality and on the top there was a real civic pride that we were holding these events. 

So that is certainly one of the image dimensions that I would be promoting for the Olympics 

movement.  

 

Then the health mind-set as well. I think that people start to look at exercise as we have got the 

events in town. I know Singapore for example they have only recently started to put up major 

events  about a decade looking at major events, because they recognised that they don’t have a 

great sporting history or legacy for people. They have not had much support at all so their 

whole aim now is to get events to town like the Formula 1. Get major sporting events to put the 

city on the map. But at the same time to get people thinking about sport and health since there 

are aging populations all around the world. If we don’t have a certain fitness level it is going 

to cost the countries a lot of money. The one area that I don’t think they talk about and I sadly 

have seen results that actually say the opposite, for some reasons having an event in town is yet 

to be proved that it does increase participation in the sports. I don’t know why. It gets a great 

level of interest, particularly in London I know they tried some really good stuff to make sure 

that there was a legacy and that people were getting to sport more often. I saw a survey just 

last year that was not good at all so I don’t understand that.  
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So people are more and more interested in the sports but don’t really participate? 

 

Well that is the results I have seen, but everyone wants it to be a legacy. But a source of studies 

that one of our universities did a few weeks ago, the only time there is a kind of significant 

correlation with increased participation was post Rugby World Cup. And that clearly didn’t 

last because rugby has been out of fashion ever since. There is a series of other reasons why 

that could happen. They could all be interested in the Games and nobody has a programme to 

follow through. I can’t say that is divinity but I can say that just recently, I am sure if you 

Google there was a big uproar of British sport apparently not being quite there.  I think Sports 

UK is the name of the organisation that did some follow up research in that and showed that 

swimming and some sports where they did really well have actually gone backwards. Now it is 

also only four years since then. So I don’t know where you get a leg effect and as I said I don’t 

know how it has been done. It is not as positive and automatic as everyone thinks.  

 

7. How do developed and developing cities use the Games in order to make locals benefit 

as much as possible from the Games? 

The infrastructure can be a great legacy if it is planned right and is not a white elephant. If it 

needs to improve transport in the long term and is needed, not just a nice railway station and 

never gets used. I think the tourism factor again if they put the city on the map. And they have 

the capability to handle tourists coming in.  That can really work. People come here and have 

a great time. They can visit. I think that at any major event you get a lot of volunteers working. 

That is an important part of legacy for the country and every country needs: the volunteer 

attitude in their people and not just for sport but for Meals on Wheels and helping the elderly 

in the community, so I think that can be a part of legacy as well. But again this all needs to be 

planned and maintained.  

 

8. What are the key success factors of developing countries in order to implement an 

effective branding strategy for the city or for the country? 

For developing countries I think you really need to be good at installing the confidence for 

holding successful Games.  In so many events people can think it is so complicated, can we do 

that? We have never done it before. And then we go back to that city pride issue I think that 

people would be mortified for Games that didn’t work. So I think it needs to install that 

confidence and at the same time you also need to get an embracing of it by all the people. So 

all sectors of society right through the government and corporate sector want everyone saying 

we want to be united and it would be great for our city.  

 

9. How has social media changed your communication strategy of the National Olympic 

and Paralympic committees?  

We have done some research and social media is key especially for the low profile sports. You 

can’t get any air time on major TV stations if you are not a top football players or cricket. So 

for you to create some noise and get some space to communicate about your sport, your 

athletes, your events, I think social media is a great opportunity. You can control, relatively 

cheap content can be produced and you can talk directly with your participant or your athletes 

or your fans. It is actually key for the low profile sports and no doubt potentially for the 

developing countries. It is a way to grow engagement too. So I think it definitely changed the 

model of corporates and now shooting dollars from there for the mainstream TV to the digital 

and social media. It has changed for ever, the way we market and promote. The other thing I 

was saying, is it useful for developing countries? My only consideration there would be, that it 
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depends on the network infrastructure of the country. I know that Australia is a developed 

country but we have pretty poor broadband access because we are such a big country. So to 

me it is the penetration of mobile, so you can look at India I think that their penetration of 

mobile is huge although they are only a poor, developing country. Everyone has a mobile you 

can get access and communicate but issues such as Wi-Fi and broadband they are critical if 

you want access to social media, so that would be the only constraint.   

 

10. How do developing countries manage to compete with developed countries that often 

have larger financial resources compared to developing countries? 

I think I would come back to the point I mentioned earlier the biggest advantage is if the sport 

wants to grow. The developing countries more than likely already have some fans or 

participation to this sport. If the international skating federation wants to grow their sport, they 

might have to look at the less developed countries, where there are people that don’t know 

about the sport. So I think that is the advantage that they represent a new market, a new growth 

opportunity for the new sport.  

 

11. How do you explain the trend of developing countries wanting to host major sporting 

events?  

I think that’s part of globalization that we are seeing for all of us. I think sports is clearly a fast 

track way to get global or pan regional notice. It has been proven with the Singapore examples 

or next summer in Turkey where the first regional European Games I think take place, that it is 

a way of actually putting your hand up to the world and saying we are here, we are big enough 

and good enough to actually hold a major event. That is why we are seeing it more and more. 

And put that together with the trends I talked about earlier on. Every country in the world that 

is facing ageing populations. I think India is the one that has the most young segments, but we 

have got this ageing population and we know we are going to be burdened with health issues 

and costs. So again, a sport event can put the city on the map, can prove to the world that you 

are growing up, that you can develop city proud to the people and also attitude.  

 

That is what everyone has recognized and that this is a growth opportunity and it brings 

tourism. In Australia recently we had Oprah Winfrey come to town and that was fantastic. It 

was a major event we brought to town, Destination New South Wales invested in it, they did a 

road show around Australia and everywhere she went which was taking footage when she went 

to go back to America. We did the research in America to identify how many people saw the 

show, would they be interested in coming to Australia and would they travel.  And we are now 

seeing four, five years down the track increased the amounts of Americans coming, so there are 

other issues that apply. But I think having that big event in town with the Opera House in the 

background and the Great Barrier Reef or Ayers Rock were opportunities to show the world 

how good it is in our city.   
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Bernardo Domingues 
 

Interview with Bernardo Domingues, Communication Manager at Rio 2016 Organizing 

Committee, 22 September 2015 

 

1. How do you think Rio will benefit from the Games in terms of image? 

I think Rio and Brazil have a lot to benefit from the Games in terms of the image. Our country 

and our city already have a reputation for being a very lively, vibrant touristic place, so we are 

famous for our parties, carnival. We are known as people who like to celebrate, which is all 

very true and generally those who come to Brazil, who come to Rio have a very good time and 

they leave with their image of a place where you have a very good time. This is an image that 

is already, I think, cemented on most of the world in terms what we can offer but I think, and 

obviously this is something we don’t deny, we are proud to be very lively people, welcoming, 

passionate and this is part of what we want to show the world with the Games. And yes, we will 

have Games full of passion and celebration, so I think the first point is, yes we are not going to 

deny that part of our reputation, we are going to reinforce it and are going to use it in our 

favour because that is what people expect when people come to Brazil and come to Rio.  

 

But also I think being the 1st Games in South America, in a developing country outside of the 

developed world in South America to host the Games. I also think we can also show a different 

side of Rio and a different side of Brazil, which is, you know, a city that can deliver on a big 

project like that, a city that can take on a big commitment of hosting the Games and deliver 

those Games in an efficient manner, so sticking to the budget. You know, we are a rich country 

but a developing nation, so we have a lot of challenges and we want to show the world that we 

can actually host the Games in a responsible way, so not throwing money irresponsibly on these 

Games. We are very careful in the way we are managing our budget. We are very conscious 

about spending our money, both from the organizing committee point of view which is a 

completely private organization, but also I think the government is being very responsible in 

how they are dealing with public spending for those Games and they are also looking to 

optimize private money. They are doing private partnerships, so I think we are going to show a 

Brazil that can deliver those projects and actually can leave a legacy for other developing 

nations and show that it is possible to host the Games and to take on those big projects and to 

do it responsibly. So that I think is the second point.  

 

And thirdly we want these Games, Rio wants these Games with a very strong legacy message. 

We were competing against Chicago, Tokyo, Madrid – all three very developed cities, much 

further ahead of us in terms of infrastructure and our pitch to the IOC and to the world, was 

that we can be an example of transformation, an example of how the Olympic Games can 

transform a city. If you come to Rio, you will see that it is a city that is undergoing a major 

change in terms of how the transport system works, in terms of how renewing parts of the city 

that have been neglected and deprived for decades, in terms of how we think of the city in a 

different way. I think this is probably the third way we will benefit in terms of infrastructure. It 

is a city that is completely transformed and is open to the world, open for visitors, open for 

businesses and it can actually deliver big projects and therefore it can be trusted for future 

events, being sport events or other events.  
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2. What is your objective, is it more focusing on getting rid of bad images or on the 

contrary you want to generate new, positive images? 

It’s not about getting rid of bad images, it is much more about generating more positive images 

in terms of showing the world, you know the Games are a big show case, so it is trying to show 

the world other aspects of Brazil that people don’t know that well. So we have never hidden our 

problems, you know we never tried to deny the problems we have. We have always said, “Yes 

we are a developing nation, we are a big city in a developing nation, so we have our problems.” 

We are facing them, we are tackling them, so we think the Games can help us if not solve those 

problems, but you know, advanced solutions for them. We never shy away from those problems. 

In terms of the problems we have, we have been transparent and honest about them and trying 

to tell everyone what we are doing and how the Games are helping to tackle these problems. 

And then on the other hand we also try to show, what I just told you – a different side to Rio 

and Brazil that maybe the world doesn’t know that well, which is more to the delivery side of 

things, to being capable of doing things that other parts of the world didn’t know we can 

actually put together. 

 

During the work we have done, we saw that some authors say that the stronger the match of the 

image of the village and of the event is, the more successful is the event. Generally speaking 

there is a positive relationship between the success of an event and the image of a host city. So 

my question is: How can you explain the Olympic Games taking place in Rio? Did the 

organizing committee try to match the image of the host city with the image of the Olympic 

Games?  

 

Well, there is a lot to, you know… I think we are a good feed for the Olympic Games because 

we are, everyone that comes to Rio leaves with the image of a city that is very passionate for 

sport. So we are a city that likes their sport, so if you take a strong Copa Cabana or walk 

around the lake where the rowing and canoe events will take place, you are going to see a lot 

of outdoor sports, you can see a lot of people participating in sports. So I think the Games are 

a good fit for us because we are a city that loves sports and obviously sports are core of the 

Olympic Games.  

 

Secondly the Games are also meant to be celebration, and as I said we are very famous for our 

celebrations, it can be the New Year’s Eve celebration, the Carnival celebration. We do like 

our party, so I think this is a good match as well. I mean celebration is what we do best and I 

think this is the second point. I think the Olympic Games are also about nations coming together 

in unity and peace. So it is celebration in terms of party, but also celebrating that diversity and 

showing the world that it is possible to live together even if you come from different 

backgrounds and different cultures. You can still get along and still show that in the end we are 

all human beings and should live in peace and harmony.  

 

Brazil is a famous, Carioca is how we call the people from Rio, they are famous for their 

hospitality, they like to have visitors, we do like to welcome people into our city, into our houses, 

into our families, into our circle of friends, so I think this is another strong match as well. If 

there is a place where you can combine different cultures and different people in harmony, I 

think Rio is the perfect place for that because we are very welcoming and we do like to meet 

our visitors as well and make them have a good time. So I think these are three great fits for the 

Olympic Games.  
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3. What do you think are the image dimensions that the Olympic Games can have most 

impact on? With image dimensions I mean more social, economic aspects and also what 

are the factors that contribute to this impact?  

I think we are going to have a number of image dimensions where we will be able to see an 

impact, I think. Sports definitely is going to be one of them because the Games are going to 

leave an important sporting legacy, both in terms of investment in sports and infrastructure. 

We will have two Olympic parks and both of them will be converted into high end, high quality, 

high performance training centres. So we will be left with world class facilities for athletes to 

train and obviously we are aiming for the best performance ever in terms of the participation 

of Brazilian athletes in those Games. I think the real benefits of the Olympics to Brazilian sports 

will be seen in the Olympic Games to come, meaning 2020, 2024. I think Brazil will reap the 

benefits of those aspects I just mentioned like infrastructure investment in sports, also the 

visibility other sports will have. I think we have a new generation of Brazilian athletes, they are 

doing very well in sports, they are not very popular and they will have a big promotion during 

the Games. I am pretty sure those athletes will do well and they will give a boost to those sports 

– they are currently not very well known in Brazil. I think social; yes definitely as well. I think, 

as I said, both social and the urban renovation of Rio (the transport system, the revamping of 

parts of the city – mainly the port area in the city centre, which has been neglected for year), is 

a huge infrastructure change with a new metro line, changing how people move around.  

 

Rio is a very difficult city to move around because of the geography. We sort of squeeze between 

the mountain and the sea. We are opening new tunnels, new roads, as I said we are upgrading 

the rail network, so in terms of urban renewal and changing the landscape of the city, 

renovating parts of the city, but also giving people better quality of life. We are cutting down 

commuting times by 50%, 60%, increasing the number of people from 15 to 60%, the number 

of people there using mass, high-capacity transport systems. So that is going to be a huge 

change in the quality of the lives of those people. Economy as well, I think the economy of Rio 

will benefit because new jobs are being created, we have around 70 new hotels. Rio, as I said, 

has always been a touristic destination but we feel that we have an unfulfilled potential. If you 

compare the number of tourists in Rio with the number in other cities being major tourist 

destinations around the world – and the hotel capacity in Rio has always been shorter than 

what we actually needed or the potential we can actually tap into. So we have 70 new hotels, 

new jobs being created by these hotels, so a whole new tourism industry will benefit from that, 

so I think this is another aspect.  

 

And the final aspect I think is the sustainability image because by delivering those Games in a 

responsible way and proving that we can do sustainable Games that will not leave a negative 

impact on the city, on the economy. Because we are not spending more than we can spend, 

because we are mindful of the impact of those Games, the environmental impact, the economic 

impact. We are doing a lot in terms of offsetting our carbon footprint and also working with 

small businesses and upskilling those businesses, so that they can provide sources and products 

to us and being capable of providing similar sources to other events in Brazil or abroad in a 

sustainable manner. I think this is going to be very important as well.  

 

4. Concerning the branding strategy in general, what are the key success factors of a 

developing country in order to implement an effective branding strategy for a city or a 

country?  

I don’t know if there is a formula for that. I think what I just said in your previous questions is 

very important. I think you have to be true to yourself, to your origins and to your main features 
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and play to your strengths and be transparent about your problems. Especially for developing 

nations, obviously. We know the problems developing nations face, there are different levels of 

development, but they have problems, but we have always been honest about the problems and 

we don’t want to hide them. So I think, yes: play to your strengths and be transparent about 

your problems and about what you are doing to tackle them. And as you said the fit between 

the events you are going for and your own features and how these events can actually leave a 

legacy and make sense in your overall strategy. So don’t just go after event for the sake of it, 

but be very clear or be very sure about your objectives and where you want to go and go after 

the events that can help you achieve that – because there are different types of events that can 

help you meet different objectives. I think that is probably, if there is a formula, that should be 

a start.  

 

5. How will Rio cope with the “crowding out effect”, which is often seen by mega sport 

events. By “crowding out effect” we are talking about normal tourists deciding not to 

visit a city because of the event taking place. 

I think what I am going to tell you is true for most Olympic Games, but it might be a little bit 

different in Rio. I know the crowding out effects and I think the tourists benefits for a city that 

hosts the Olympic Games shouldn’t be measured by the number of tourists that actually come 

to the Games. We know that there is actually this crowding out effect, so you have tourists that 

come because of the Games but at the same time you have tourists that decide to come some 

other time because they are not interested in the Games. They don’t want to have their 

experience ruined by a crowded city, because of the Olympic Games and they are actually not 

interested in the Games, but in other things in the city. I think the real benefit for a city in terms 

of tourism is all about the image. Even those who don’t come; those that decide to come at some 

other time will come some other time, they are just going to wait until the Olympics are over 

and then they will come. So I don’t think you are going to lose those tourists because of the 

Games, but the potential tourists that you can attract are those that maybe never thought of 

coming to Rio but they are amongst those four billion people, five billion people, cumulated 

audience that will watch the Games on TV. They will watch the images and they will read about 

them. And if you actually manage to pull up successful Games and to convey the image of the 

city you actually want to convey, they will want to come, they will be attracted by what they see. 

They will book tickets for next year and they will say “Wow, this must be an amazing city to 

visit”. So I don’t think crowding out effect is a problem because you can gain so much from the 

broadcasts of the Games and the messages and the images you can convey. They outweigh the 

negative effects of crowding out – they can outweigh by a very large margin.  

 

But I think with Rio what we have been getting is - because of our reputation of being a party 

and because we are such a good fit for the Game – we have been receiving (and I think this was 

the same for the World Cup), we have been receiving very strong signals that people actually 

want to be here for the Olympics. They want to be here because Rio is a good party, then the 

Olympics are the biggest party in the world and in a party city like Rio people say this is 

probably the best time to be in Rio, not the worst time to be in Rio and everyone can actually 

come. And also, Rio being a city in the Southern hemisphere, especially tourists from Europe 

or America. It is not as easy to travel to Rio as to travel to other destinations in Europe or in 

America, so it can be more expensive depending on the economy, on the time so it is not an easy 

decision when you put traveling to Rio in front of other options for a traveller. Costs and the 

time you are going to spend – Brazil is a big country if you want to visit different cities. So the 

Games are actually a very good reason and motive for those who had actually been thinking 

about coming to Rio but might have been in doubt because of those reasons I mentioned. And 
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if they might think: “Wow this might be my chance, my opportunity.” So yes I don’t think 

crowding out will be a big problem in Rio either. But yes, I don’t think they will be a problem 

in general for the Games. 

 

6. How do you work with local authorities to coordinate the same values that you want to 

bring to the city of Rio? 

We have been working with local authorities very closely since the bid, so we are very fortunate 

about that because the local authorities embraced the project from the beginning. It was not 

like a cell, it was not like we were a group of people wanting to host the Games and having to 

persuade the local authorities. From the start it was a joint project, so they were on board from 

the start. They understood how they could benefit from the Games and we understood how the 

country could benefit from the Games and how the city could benefit from the Games. There 

was never something we needed to sell, there was always a joint project from the start, so this 

is obviously very helpful and we obviously understand that we share a vision and we share the 

approach. So we understand the objectives and constraints for both sides and we as an 

organizing committee we want to organize the Games with private money. We do not want to 

use any public money organizing the Games, so we need a cooperation from our local 

authorities and the government partners to achieve that and they have been very helpful and 

cooperative. On the other side we understand that the government does not want to spend, to 

overspend public money, tax payer money on these Games and we are being very helpful with 

them about that as well in terms of keeping the projects to an acceptable level. So we are not 

making any exaggerated demands, we are not asking for anything that is over the top. And we 

also command the efforts of the local authorities in seeking partnerships with the private sector 

so that they can cut down on costs. So in fact we have a very close collaboration with the local 

authorities and that is how it should be.  

 

7. Do you think that last year’s FIFA World Cup helped you to be the hosting city for the 

next Olympic Games? Or is there any relation between the FIFA World Cup last year 

and the Olympics next year? 

If anything, being chosen the host for the World Cup, which happened two years before we were 

selected as the host for the Olympic Games, so Brazil was selected as World Cup host in 2007 

and Rio won the host city election for the Games in 2009, was actually a challenge because this 

is not something a lot of people have done in the past. Very few countries actually hosted two 

events back to back, so there was the question whether we were actually be able to pull it up. 

We already had won the World Cup, so there were questions if Brazil as a developing country 

would be able to host the Olympics as well. So I think we were very successful addressing those 

questions when we made our speech to the international sporting community. I think we were 

very successful in showing that the Brazilian economy could actually handle those two events - 

both the public sector and the private sector. We would be able to raise money from both sectors 

to put those two events together. So there was a big part in persuading the IOC members to 

vote for us and obviously we learned, we observed the World Cup. It was a separate organizing 

committee handling the preparation, the planning and the execution of the World Cup. We 

worked in conjunction with them to be able to observe some of the services they provided 

throughout the World Cup, learned from what they’ve been doing during the World Cup. 

Obviously the authorities working with them, the local authorities, especially the city of Rio, 

the state of Rio and the federal government are the same. They were involved in the World Cup 

and they are involved in the Olympics. So they can transfer a lot of knowledge and use a lot of 

knowledge they acquired, they gathered in this process and take it to the Olympic preparations.  
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After the end of the local organizing committee for the World Cup we did absorb a lot of the 

staff that worked for the World Cup. They are now working with us, so I think we are now 

benefiting from them on the operational and planning side and on the image aspect there were 

a lot of question marks on whether it was going to be successful or not, if Brazil would be able 

to put it together and in the end it was a very successful event. It went pretty well, pretty 

smoothly. We didn’t have any significant issues. Everyone who came had a good time, the 

pictures broadcasted to the world were great, the infrastructure that we needed was in place, 

so I think they also helped in terms of toning down the questions we might still get about the 

Olympics. They are less doubtful I think. The ones that were, will now not be doubtful or will 

be less doubtful about the success of the Games.  

 

8. Regarding the branding strategy of the Games do you take into account other sports and 

cultural events that take place in the city of Rio?  

We have a tradition of hosting some big events, we host the New Year’s Eve celebration to three 

million people every year on Copa Cabana, we host the Carnival every year, which is a big big 

operation, it’s a big party but also a big operation. Not only do we have the official parades 

taking place at the Sambadrome, but we also have the street parades that are open to anyone 

who wants to join, they take place across the whole city. So we do sell ourselves as a destination 

for events, we sell ourselves as a city that knows how to put those big events together, a likely 

destination, we already host some major sports events as well. We have an ATP WTA tennis 

tournament every year. In terms of cultural events we have a film festival, we have a fashion 

week, we have big conferences, we had the Rio plus twenty conference on environment in 2012. 

And I think the tradition, we had the Pan American Games in 2007, the World Military Games 

in 2011. So I think that obviously this experience helped us showing that we know how to 

organize events. They are both big operations, but also have an impact on the life of the city 

and the city is also prepared, you know not only do we have people to run events, but the city 

is also prepared to operate those events.  

 

This was definitely something we took into account. It was a selling point to get the Olympic 

Games and because we will be left with some world class facilities, renovated facilities, because 

you know the arena there was built for the Pan Games and it is going to be used for the Games. 

It is already hosting an NBA game every year in Rio, so this year we are going to have a NBA 

pre-season Game for the third year in a row. There are already talks of NFL coming to Rio and 

playing a Game at the American arena and this can only happen because it was renovated for 

the World Cup. We have, as I said a tennis tournament every year – WTA ATP, but we will have 

a great tennis centre that is being built for the Games and this will put us in a great position to 

host the Master 2000, a tournament if we can get one. We are going to have a top velodrome 

track, so we host track cycling events. I think we will be in a position to bid for these events and 

also other cultural events we have taking right now as we speak. This week the Rock in Rio 

festival will host 90.000 people during seven nights - each night 90.000 people. So we are 

already a destination for big concerts. Rio definitely has a vocation to be a destination for those 

events. My first answer was about how we are good at celebrating and how we are a touristic 

sport. If you can combine the landscape of the city, the culture of the city with a big event like 

that, everyone will want to come.  

 

9. Are financial resources a problem for you? If so, how do you avoid this problem? What 

is the challenge concerning financial resources?  

It is important to understand how the budget for the Rio Games works. It works in a way that 

we have three separate categories. One of the categories is the organizing committee budget. 
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Organizing committee is the private entity that is responsible for planning and operating the 

Games. It is a company that is running the show. It is like a production company. We don’t own 

any venue, we don’t build any venue, we are just going to be the tenants of those venues for a 

number of weeks and we are going to put the show together. The budget for the planning of the 

Games is totally private and it is raised through sponsorship sales, ticket sales, TV right sales, 

licence project sales and it is managed by the organizing committee. Then we have the budget 

for the building of the venues. We don’t have a lot of venues to be built because a lot of them 

have been built for the Pan American Games 2007. Some of the stadiums have been renovated 

for the World Cup. The Maracana Stadium and also the football stadiums in the whole city. 

And then we have been very rational with the building, not building anything we will not need 

in the future, so we are using a lot of temporary facilities as well.  

 

And then there is a third budget, which is the legacy budget. So the budget for the infrastructure 

improvements, we are building it for the Games, we are using it as a catalyst for those 

investments but they are ultimately for the city. The investments will actually transform the lives 

of the citizens of Rio and their routine and their day to day activities. It is the transport 

improvements I was talking about, it is the urban renovation I talked about and other upgrades 

that are being conducted by the city, by the state government and the federal government. So 

those two budgets (the legacy budget and the venue budget), they are in the responsibility of 

the government. But the local authorities have been very conscious as well about spending 

public money and they are striking partnerships with the private sector to be able to build those 

venues and those infrastructures without spending a lot of the tax payers money. So the Olympic 

Village for instance is private investment, the golf course is private investment, the Olympic 

Park is a public-private partnership, so part of the money spent on building the Olympic Park 

is coming from the private sector. And the same is true for some of the infrastructure projects. 

  

Obviously we have budget restrictions, we don’t have unlimited resources to spend on the 

Games, but we have the resources we need. They have already been allocated, raised by private 

funds or allocated by the government and it is now our job to make sure that we don’t spend 

more than the resources that have been allocated either in the public budget or in the money 

that was raised from the private sector, to help with the running and the constructions for the 

Games. So obviously we have restrictions because we have a limited amount of money, but we 

know we can organize the Games with the money we have and it is our job to keep the budget 

within those limits. If we are successful in doing that we will be able to show the world that we 

can actually put together those Games with a reasonable budget. We do not have to spend 

bucket loads of money to organize the Games. They can actually be very reasonable and 

sustainable.  

 

10. How has social media changed your communication strategy? Is it an asset or 

disadvantage for developing countries?  

It is definitely an asset. It is the best way to have a dialogue with your audiences, which in our 

case ultimately is the Brazilian population. We make the most of it, we take advantage of social 

media to communicate with those audiences, with the general public. For most of our 

programmes we keep constant conversation in social media. If you want to recruit volunteers, 

we use social media to answer questions, to clear some of the doubts the population might have 

about the programme. Afterwards we recruit those volunteers, we engage them, we keep them 

informed and keep them engaged with the Games through social media. The same with the 

ticket sales, when we opened the ticket sales social media was one of the main channels that we 

had to clarify doubts that people had about the programme. I think obviously it is a challenge 

for us: it is 24/7, you have to be prepared to engage with the people on social media all the time 
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because people don’t have a specific time of day when they use social media. And you have to 

be there for them when they want to talk to you. It is something we didn’t have in the past, so 

that is also a challenge. If you manage to do it well you can only benefit from it because it is a 

type of connection you couldn’t have in the past.  

 

11. Do you think developing cities that host major sporting events have different challenges 

when they try to implement a branding strategy compared to developed cities? 

Yes, absolutely. Firstly people will be more doubtful about your capability of actually delivering 

on your promises because everyone is mindful of the problems that developing cities, 

developing nations have. So you start from a very different position compared to the position 

of a developing city would start, building the brand as a host. So as I said part of our brand 

strategy is to showcase Rio as a city that not only is a vibrant city but also a city that is open 

for business and that can deliver big projects. This is a question we had to answer ever since 

they have won. “Can you do it? Are you going to deliver it on time? Will you have the money, 

will you have resources? Will you have the skills? Will you have the people because you are a 

developing country, a developing city and this is a very difficult, a very complex project.” This 

is a question that you constantly have to answer and it is one other developing cities might not 

have to worry about so much because they have been through this before. They have proved 

their capabilities maybe in the past and we in our case have never hosted the Games. We are 

actually showing you are capable and convincing people, that we are being able to deliver a 

big part of our brand strategy. Over the course of our journey towards the delivery of the event, 

but also if you are successful it is definitely an upside having hosted the event because you will 

be left with an improved image on this aspect.  
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Francisco Irarrázaval 
 

Interview with Francisco Irarrázaval, COO Buenos Aires 2018 Youth Olympic Games 

Organizing Committee, 3 September 2015 

 

1. What challenges is Buenos Aires 2018 facing regarding sustainability and legacy?  

Even though we are a few years from the Games, we think that our main task in sustainability 

is all the concept of the Games starting with the Olympic village plus the clusters and everything 

that we are going to build even if it is not that big for the Games. It will be massive for an area 

of the city that has been deprived for a lot of years. It will not only be used for the Games but 

will for sure benefit the whole community that is living in the southern area. Buenos Aires has 

a historical debt and an enormous fragmentation from the centre and the northern part against 

the southern part of the city. The southern part has a lot of social and human indexes that are 

much lower than the other part. For example, someone who wants to buy medicines in a 

pharmacy has to walk maybe 150m in the city centre whereas in the south it is about 1,000m 

2,000m. So, the idea of taking the Games to the south is to develop this part and to use the 

energy of the Olympic Games as a catalyst to develop, not only the structures, but also the 

citizenship of people via culture and education. The Youth Olympic Games is not only a sports 

event but is a cultural and educational programme as well.  

 

But maybe what is new in Buenos Aires is that instead of waiting until the 1st of October 2018, 

we have already started with that legacy programme. So we are getting on board a lot of kids, 

especially from the southern part of Buenos Aires to be inspired by respect, excellence, and the 

other values that the Olympic Movement has. So a lot of clinics, chats and sports is going 

around the city. Youth must be the emblem of the YOG as a catalyst to inspire all these young 

kids. Because the future will be in these kids. Fortunately for us, these Games are about kids 

between 15 to 18 years old. So we are speaking to them in their language via Skype, Twitter, 

Instagram and Snapchat. And there is a legacy programme of what the IOC is doing for the 

Youth Olympic Games that we are doing with them. There are new sports or new disciplines 

that arrive like beach handball, Volley 2x2, Beach Volley and other disciplines that are going 

to be tried in the city in a more urban way, not in a stadium but outside, close to people. The 

3rd legacy programme is about knowing what kind of Games we will deliver that will be part of 

the next Games after Buenos Aires. This will be a much more human game. One of our main 

stakeholders is the community.  

 

2. Are the challenges different from those faced by developed cities? 

No, because I think that every city in the world now has this problem of fragmentation between 

different areas of the city. One of the biggest problems the city will face in the future is that 

maybe 70% of the population will live inside these cities or around. So, in the coming years a 

significant number of people will come into the cities, which is a new challenge.  

 

And secondly with TV, the Internet and video games, people are becoming more sedentary, 

more accustomed not to do sports, so we get kids from 7 to 9 to do sports. Thus it becomes a 

habit for them and they will try to do sports. That is about health but sports is also incredible 

to build citizenship. Because when you have a marathon, you use the street, which is public, 

and there is no division regarding politics, religion or gender. Sports has to be used by the city 

in a more human way and not only for an elite, when only a few people can only afford to buy 

tickets. We should get the family to go inside a stadium and to be part of the event. All the cities 

want to bid now, not only for economic development but also social development.  
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3. What strategy did Buenos Aires follow as a candidate city for the YOG (Youth Olympic 

Games)?  

Our first contact with the Olympic Movement was with the torch relay in Buenos Aires for 

Beijing 2008. Buenos Aires was perceived for its culture, food, clubs, and shops. It is very 

cosmopolitan. This is the most visited city in Latin America with 10 or 11 million tourists 

coming each year. But it was not a city that was recognized for sports. So we started to build 

on a pyramid, starting with small events and then middle and bigger events. We decided, after 

winning the bid for the IOC session in 2013 here in Buenos Aires, where Tokyo 2020 was 

selected, that Argentina and Buenos Aires should bid for a bigger event. So we discussed if it 

should be a Panamerican or Olympic Games. And then the Youth Olympic Games, which is a 

smaller event, even though we think it is enormous with the level of reach you have, especially 

for kids that are our future. The point of the pyramid of this strategy was to have this major 

event, Buenos Aires 2018, to wrap up a city that now is perceived as sport as well. And what 

happened during these 8 years is that we started with 10 races, now we have 100 races. We 

have more than half a million people running 10km or half marathons. He have about 60,000 

people doing roller, bike or skate races. So we would like to become a very urban sports city. 

In fact we can claim that we are Latin America urban sports. Argentina is a very English sports 

country. We have lots of clubs, local federations, national and then international federations.  

 

What we did is that we took sports to people. We offered people to do sports near their 

apartments and homes. So we used public gymnasiums and put on coaches that can make you 

walk, run and many other things. Buenos Aires 2018 is the expression of that because it will 

not delivered in one place but in 4 different clusters (North, West, East and South). The idea is 

for people to go around these clusters and not only live a sports experience but much more 

integrated experience with music, chats and clinics. We want people to come the whole day to 

see the best sports events, the best young kids row, jump, run, throw… but at the same time you 

have other ways for kids to be part of the event, outside of the sports field. And then there are 

federations that take care of these kids by encouraging them to practise sport.    

 

4.    What were the main reasons why Buenos Aires is the hosting city of the YOG? 

I think that our proposal was very consistent and this south area legacy programme was very 

strong. I think that Buenos Aires is a charming city. It is a very sportive country: we have Messi, 

Ginobili, Contepomi… And even though we are not a big country (44-45 million inhabitants) 

we are very competitive. We always like to manage to get these championships. We have NBA 

players, hockey players, football players… So I think that this mixture of culture, of a city that 

is a bit European, a bit Asian, a bit African, a bit Latin American of course is very interesting 

for kids to come because it is very cosmopolitan. We are also a city built on immigrants. Myself, 

I am a bit Chilean, Scottish, Austrian and Basqu. We have an enormous Chinese, Jew and 

Turkish community. People come here because this is a very rich country. The weather is very 

good: we don’t have harsh winters or summers. As you can see I love this country. I am a great 

fan of my country. I have been working here for 8 years and I love this city and I am in love 

with the city and we express that love and we are very lovely in the sense of giving love to our 

city and our country. The project was very consistent because there is an enormous legacy 

programme related to this infrastructure I was telling you: the south area with the Olympic 

village plus the 4 clusters and fortunately for us, there is not a big level of investment because 

you know that the Youth Olympic Games is not about investing money but is about using what 

you have in an intelligent way and how you get people involved. And I think that the proposal 

we made was very intelligent, we have this PTR system, we have these 300 clubs so we will use 

them for training for competition. We have these places where people go, so go there and do 
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sports there. And then the south area legacy programme was very consistent not only for us 

and the city but also for the country, the IOC, the IOC movement, for the YOG. We are very 

confident that what we are going to deliver will be very useful for the whole sports movement 

in the world.    

   

5. Are financial resources a limit? If so, what are your ideas to avoid this problem? 

No, because as I told you, the only major construction that we are doing is the Olympic village 

and in fact, that Olympic village will be sold after the Games for a programme that we already 

had on board 5 years ago that is “1st house for young people”. So what we are building is in 

fact a new neighbourhood there and it will be sold for 20-30 years with a good credit. This is a 

city that has an income of about $10,000 or $12,000 million a year and this will cost, with the 

Olympic village that will be sold and everything, $5,000 million in 3 years so it is not a level of 

investment that will affect the city finances. As I told you the Olympic village will be at the 

centre of the southern area of the city which is part of a much more ambitious plan that the city 

launched 4 or 5 years ago. Around the Olympic village now, a new bus terminal has been 

finished, almost 35 or 40% of the long distance bus stations will be there. That is 10 blocks 

from the Olympic village. Then a new cargo is being built now and will be finished for June or 

July next year, 5 blocks from the Olympic village. A new lake of about 16 million litres of water 

that is a reservoir of water is being finished now. A new stadium was already being built before 

the Games. And then a lot of handball places have been urbanized, as part of a much more 

major plan: using the Olympic energy to trigger this. A lot of Olympic names have been put 

around the city. People get inspired with the Olympic movement. So a lot of things are going 

around and this investment for the Games is not an issue for the city.  

 

I think that more and more cities are trying to use sports events like the Olympics in order to 

implement their own projects for the cities and to have these infrastructures that they need for 

accommodation for example as you mentioned and transportation too… 

 

I am the COO of the YOG but also the secretary of sports, so maybe what we are doing is not 

only infrastructure but we are working a lot with the communities and we have a lot of sports 

programmes, cultural programmes, and educational programmes. So there are two big 

columns: one is traditional and it is very good, the infrastructure programme. And as you said 

a lot of cities use the Panamerican Games, World cups or of course Olympic Games to trigger 

to push on infrastructure programmes. But what we are doing as well is to get on board 

communities and we will make them part of the Games. They will be volunteers, they will get 

inspired by these Games and we are already doing it now so when the Games start, we hope 

that most of the communities will be part of the Games. So we are working in both legacy and 

infrastructure but as well on the human legacy very actively. And I think that cities in the future 

will have to do this because people need to have an incentive to go to stadiums, need to know 

why they are doing this. Otherwise they will stay in their homes and watch it on TV because it 

is much more comfortable. Because at the end of the day, people like to be with people, with 

your family with your friends. You have to build on that. But if the infrastructures are only 

about bricks and cement and you don’t have any people inside, you are making a mistake. And 

then you have these white elephants and you do not know what to do with them. So you have to 

work with the communities and see what we should do here. And the communities are part of 

the event by becoming spectators, volunteers or supporters. And they get a bit of the Games. 

This is a symbiosis thing that we are doing in Buenos Aires.  
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6.    How are you working with the IOC, regarding sustainability and legacy? 

 

In fact one of our main columns is sustainability and legacy and we are working with Philippe 

Furrer and Antoine Goestchy a lot. We understand that the event is the excuse for other things. 

We have to have the best event in the world. Athletes have to come to Buenos Aires to make this 

thing attractive. We have to inspire the kids that will come here as athletes but the event is the 

excuse for the legacy and sustainability programme. So as I explained to you before, we have 

a legacy programme with the IOC because they are our partner. We are on a human business. 

They have learned from Singapore, Nanjing and Innsbruck. (…) It is not a mini Olympic Games, 

this is another thing.  

   

7. From a social point of view, how do you and the city of Buenos Aires use the YOG so 

that the local population can benefit from it? 

I think that our main business is to change the habits and culture of our kids, that they can 

embrace sports because we have a lot of social problems here going around. This will be a 5 

year pre Games plus a lot of things will go on after the Games.  Socially speaking, we are 

reaching much more kids now via clubs and federations. Last year we had Usain Bold here, 

Nadal or Tony Hawk so that we get in touch with kids so that they get inspired, practice sports 

and ask for the nearest club.  That is one side, the sports side. And then, with what we have 

been doing in every sports event, we have reached 100,000 kids this year. We are dealing with 

respect, friendship, joy, excellence… So we try to make a chat between them.  “What did you 

learn today?”, “How can you apply it to your life?”, “How can you apply it to your school?”, 

“how do you apply it to your group of friends?”, “do you understand the importance of 

winning?” “Do you understand the referee’s role?”… Because at the end, sport is the same as 

society: you have a referee, an opponent, you have to talk to them and without them you cannot 

play. You have to learn to win, you have to learn to lose. So we are using sport as an incredible 

educational programme. Not in the sense of history, geography, mathematics but as human 

education. “What will happen to you when you are a grown-up?”, “What do you have to 

learn?” 99% of the kids won’t be Messi. So they will have to go to work, they will marry, be 

father or mother and they have to respect each other because then we will have a better society, 

a much more equal society. And sport is about equality in one sense.  

    

8. What is Buenos Aires’ role, as a stakeholder of the YOG?  

With the IOC, Buenos Aires may be one of the main stakeholders of the YOG. In fact the 

organizing committee is composed by the NOC and the city of Buenos Aires. Now the city is 

financing 100% of the event. Next year after Rio we will think of dealing with sponsors (it is a 

bit early at the moment). Rio will be the 1st Games in Latin America and we will be the 2nd, so 

we are going to speak about Olympism for 4 years. That will be great for us. We had the World 

Cup last year in Brazil, so sports is in Latin America and everybody is looking at us. So the city 

is maybe our main stakeholder. Even if I don’t know whether we can talk about one main 

stakeholder. But it is certainly the stakeholder that will take more profits, even though they will 

invest a lot of money. At the end, the main legacies will be for the city. The city is looked at by 

the world and will get economic development, social development and cultural development. 

We have more events coming to Buenos Aires and people would like to invest in the southern 

area. This is a positive energy that will go through the city. The current mayor was the first 

supporter and the main supporter of this. He is an Olympian, not because he practises an 

Olympic sport but he is a guy who went to Nanjing to receive the flag. He really sees the vision 

not only to host the Games but to host a human event around it.   
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9. What, according to you, will the social impact of the YOG be in Argentina? (education        

focusing more on sport, increase of interest in sport,..)  

I think that this is a country more interested in football. We have religion and football. Football 

is a new religion. We are Catholic, Jew, Muslim or Buddhist and/or football fan. Here we are 

crazy about football. That is one side. And all the infrastructures that we are building are for 

sure to benefit the whole society because the national government launched about a year ago 

an incredible massive national programme for 1,500,000 kids to measure their performance: 

how fast they could run 50m, how long they could jump, how high they could jump and how 

long they could throw. And now, the national government is building 2, 3 or 4 specialists of 

weightlifting, fencing and tennis all around the country. After this, and we are measuring it, 

more kids will be practising sports and will teach their younger brothers. When they are father, 

they will teach their kids. That is the sports part. And people who do sports have a conduct, a 

citizenship conduct. We need to do a physical activity and it has to be taught when you are a 

kid. Sometimes it is difficult to learn when you are older.  

 

The main challenge for the YOG is this thing of getting more kids practising sports, knowing 

about the Olympic values, knowing about the heroes, knowing that at the end of the day, what 

is important is not to win but to be part, to try to improve yourself. The objective is not to win 

a medal but to give the best of you. Not only in sports, but afterwards in life. As a father, as a 

citizen… And those ambassadors we want to be, not only to these 4,500 kids that will come from 

almost 206 countries but for the community and for the world as well. Especially for local, 

national communities and the kids that will come. And then we use Instagram and Facebook as 

a digital platform, and as the CEO explained in Kuala Lumpur about two or three weeks ago, 

“we try to reach the world” via Internet and these systems of course. 

 

10. What do you think the positive (and negative legacies) will be for Buenos Aires? 

For positive legacies, I think I gave you a long list, but I think the NOC will be stronger, the 

national federations will grow because here many of them are still small. They will get 

sponsors, will be more known. For example, fencing about 8 years ago, was a major sport and 

then it got lost over the years. And now it is a very small sport. After the YOG, I can promise 

you, it will be much bigger, a lot of kids will practise fencing. Then the city will have an 

enormous legacy, as we discussed. Then the country. We had here the football world cup in 

1978 and then we will have the YOG. With the Panamerican Games in Mar del Plata in 1995, 

these are the 3 main major events and we will take profit of them.  

 

I don’t see any negative legacy, I think it is all win-win for the IOC, for the NOCs, the Ifs, the 

national federations, for the local clubs, for the city but especially for people. We are always 

thinking, how can we inspire kids in the south area, how can we inspire kids that live in the 

middle of the city how can we inspire a kid that lives in the north of the country, knowing the 

geography, where they live, their circumstances, knowing what they have. Even though we 

cannot deliver a specific message for each of them, we try to get to them, to inspire them to be 

better people, parents, sportsmen.  

 

As you can see I am very enthusiastic, I am very passionate about these Games, I was part of 

the Olympic Movement and then got the job of secretary of sports and after that I don’t know. 

Maybe this is how life works. I have been part of the Olympic Movement and it has been 

incredible and knowing that three years from now, we’ll deliver an incredible world event that 

will inspire thousands or more kids in the world makes my heart bound faster. This is why we 

presented our project to the IOC, we are selling, with Leandro Larosa. This is not a game about 
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winning medals, this is a game about inspiring, about culture, legacy, about you being a better 

person. Maybe you will be Usain Bolt, good, excellent. But probably you won’t. If you will not, 

what will you do after that? You will have to be club president, or in your company, or in your 

society, or in your group of friends. You have to be that kid or that person that inspires the 

other ones around you. (…) Maroon 5, Lady Gaga or Usain Bold have millions of followers on 

Twitter. People want to listen to what they say. People want to read to what they are thinking. 

(…) The sportsmen that come here to Buenos Aires are the future leaders of the sports 

movement. That’s a responsibility we have. And again, we have the whole community. And 

maybe we are touching today a kid who will be the future president of a small club, or a big 

club, or Boca Juniors or the NOC. We don’t know. The opportunity is there, so I don’t see any 

negative legacies because again, if we were building an enormous stadium and then we didn’t 

know what to do with it, I would say “I don’t know what I am going to do with it”. But the only 

thing I do is an Olympic village. We are very happy and 3 years seem to be a long way, but 3 

years is closing your eyes, open them up, opening ceremony. So, it’s almost there.  
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James Paterson 
 

Interview with James Paterson, Director Government, Tourism and Events at Repucom 

Australia, 27 October 2015 

 

1. How do developed cities use big sporting events in order to make locals benefit as much 

as possible? How does a hosting city take advantage of the event? How did Sydney use 

the Games in order to make the locals benefit as much as possible? 

It really depends on the scale of the event, as to the engagement of the locals. If you have a 

mega or a large event, then locals benefit because they don’t have to go to another city to go 

to the event, if they are a fan of that particular sport. But even if they don’t attend the event, 

large scale sporting events done well create significant vibrancy, engagement and involvement 

within a city and they do that through a variety of means. So everything from flags, banners 

and city dressing, live sites and billboard branding.  

 

If that is done really well, then local residents benefit through those sports events because a 

city becomes a better place to live and work. You can also generate civic pride or healthy 

nationalism. If locals engage with an event, then a place becomes far more attractive for future 

tourists as well.  In my old job at the Events New South Wales vibrant city, this is where the 

Opera House sells, it is basically a festival of music, bringing the northern end of CBD, (Central 

Business District): Harbour Bridge, the Opera House and Circular Quay to life and the key for 

that was to engage locals and to get them excited. Then the tourists would come. This year for 

instance, it has been going since 2009, this year there are 12.500 tourists from China that came 

specifically to visit Sydney. The first two or three years there was really a local foundation of 

the event. Because it was so popular and so heavily publicized with the images of the Sydney 

Opera House lit up, the Bridge lit up going around the world such a popular city drove a lot of 

tourists. That is ideally how a large scale sporting or other major event would engage locals. 

Sydney for the Games did similar things, there were large sights, there was a real pride and 

atmosphere in the city at that time. You had a lot of sponsor activation, so everything in the 

Heineken House, where they set up a massive beer hall for people to go in. You didn’t need 

tickets because the Games were in town to have a really good time. There was a really fun 

atmosphere and vibe in the city that came about for all those reasons. 

 

2. How do you evaluate the success of a major event?  

It really depends on what the objectives and goals of a host city or government were, but 

generally one of the key drivers is visitation for the event, so large numbers of tourists visiting, 

spending money in bars, restaurants, shops, hotels etc. That tends to be the primary driver of 

what they look at. That is just economic impact. From a tourism perspective cities can use major 

events as sampling opportunity. A good example of that was New Zealand with the Rugby World 

Cup. There were large numbers of rugby fans that went to New Zealand, partly because the 

Rugby World Cup was on and they wouldn’t have gone to New Zealand otherwise. Once they 

got there, they realized what a fantastic destination it was and how varied the landscapes and 

the cities were.  That itself drove future visitation, tourists saying this is so good, we have to 

come back again and explore it further. But also from an advertising perspective where they 

tell all their friends and family how great it is and therefore increase their likelihood to travel 

to New Zealand as supposed to some other destination. So this is how a country can really use 

it. 

The other basis for measuring the success of a major event is economic impact through 

visitation. Next there is tourism impact: future tourism, people coming back and telling all their 
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friends and family. You also, if there is a large scale media event, then you also need significant 

global media coverage. That provides an opportunity to present a country as an appealing 

destination for tourists around the globe to watch it on TV. So postcards, vignettes on the 

broadcast to showcase how beautiful certain spots are, what the key attractions are or what 

people might want to do at all. So if you have very large audiences of the sporting event, that 

can help drive again future visitation with people seeing that. The other thing you can do and 

Manchester in the UK and Glasgow in the UK just did this really well around the 

Commonwealth Games as a catalyst for a regeneration, painting those cities in a different way. 

Traditionally Manchester and Glasgow are seen as not particularly attractive tourist 

destinations, but the Commonwealth Games were used as a catalyst for regeneration. 

Manchester as a whole, all the areas around the river, the seedy areas were fixed up and 

regenerated. This kind of changed the city. They promoted that to people who came and also to 

TV viewers around the world.  

 

Then from a community perspective you can drive civic pride, vibrancy, engagement, 

enjoyment, healthy nationalism. All those factors people can feel proud about. They take place 

competing in that tournament or if it is a country versus country event people feel proud of their 

national athletes competing against the world in their home city, home country.  

 

3. On which factors do sporting events have most impact? (economic, tourism, global 

media, sponsorship, social, community) 

It really depends on what they are trying to drive. As I said, there can be a multitude of reasons 

but the most common is about this economic impact and visitation. 

 

4. What kind of recommendations do you give your clients in order to make their event 

more attractive and successful? What are the key success factors? 

The key thing is having the right event in the first place. This means fully informed decisions, 

which are going to help them drive whatever their key strategy is. So the key thing is to 

understand where they might have actual advantages and really look to drive and reinforce key 

elements that are going to make the city or country benefit the most. So the key thing is to 

understand what events are going to work in that country, what are they going to drive to 

maximise potential benefits, and then ensure that they pay or get in value for money from that.  

It is difficult, you see a massif cost increase around mega events like the Olympic Games and 

the FIFA World Cup. They cost these cities or countries a significant amount of money, so that 

is where you say like in Munich, or the people in Munich say: “No, we are not prepared to 

spend such a large amount of money to host a sporting event, that will only last two or three 

weeks.” Although Germany benefited a great deal from the FIFA World Cup. It gives Germany 

something to be proud of and creates a healthy nationalism and reengages their youth. They 

present Germany in a different way, it showcases that it is not a boring place and that there are 

lots of great things to see and do. Promoting the German people in a very different light, saying 

“Look we might have a reputation of being rigid and quite state but we are very friendly and 

like having visitors come and see us”, and all those sorts of things. So that is where you can 

use events to make a very big difference. So yes, Germany’s case and the trend of coming out 

of that were that tourism numbers increased quite significantly on the back of the FIFA World 

Cup.  

 

So if you are going to conduct a mega event there needs to be a plan and you really have to 

understand what you are looking to achieve and put a strategy in place to drive the key 

objectives. Going from visitation to how you engage the locals, driving the tourism message on 
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a global basis. Change the perceptions – whatever the negative perceptions are and try to turn 

them into positive perceptions. These are key factors.  

 

5. What are the major issues event companies have to face nowadays? (Strict laws, 

financial issues, exigent customers,..) 

Ambush marketing is always a critical issue if you are involved in these events, so you need to 

ensure that sponsors can be protected and they invest safely since they are investing significant 

dollars in the first place. All those major event companies and promoters need to do their 

diligence around the advertiser that host cities for them to be able to make that event 

commercially successful. So that a host city or country is successful at commercially viable 

events. Do they have an events culture to make it easy to conduct? Do they host events there 

and not put lots of red tapes and barriers in their way? So these are some of the key things.  

 

6. How closely do organizing committees work with local authorities?  

Organizing committees have to work quite close with local authorities throughout the event. 

There needs to be all of government and the organising committee combined to ensure that the 

event is going to be successful. Without that you will find that it is unlikely that a major event 

will be successful. It needs everyone working together, understanding what the key objectives 

are and putting a plan and strategy in place that involves all those key stakeholders, they all 

know what’s going on and they are all working on the same battle plans to make sure the event 

is successful.  

 

7. Do you think developing countries hosting a major sporting event or candidating to host 

an event have different challenges to developed countries to overcome? If so, what are 

these challenges?  

Developing countries see such events as a catalyst for putting themselves on the global map. 

That is why you are seeing a lot of new markets in the Middle East and Eastern Europe are 

trying to use major events as a mechanism to drive perception change, to put themselves as 

global cities or countries. The problem with that is that often the infrastructures are not in 

place, so they have to build everything from scratch. They may not have the reputation like 

other global cities like Sydney, Paris, Berlin, London or New York. So they may not have that 

attractiveness for people to attend the event there. And then of course there is cost. If you are a 

new developing market you effectively have to pay over the above market rates to secure these 

events. Otherwise the international federations or other sporting promoters will simply take in 

to establish cities where they know they can make a return. So in fact they pay significantly over 

and above the market rates for these events. That can be very challenging because that then 

inflates the whole market for mega events.  

 


