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Olympic marketing change in China

I am delighted to see the publication of The Top 10 Beijing 2008 Olympic Market-
ing Case Studies and it gives me great pleasure to introduce this book.

Olympic Marketing goes back to the origins of the modern Olympic Movement in
1896, when companies provided services towards the staging of the Olympic Games
and were invited to advertise in the official programme.Since then, Olympic Mar-
keting has evolved and changed substantially, but one thing has been true through-
out the ages: without the support from the business community, we would not be
able to organise the Olympic Games as we know them. '

Today we have a highly sophisticated marketing programme that provides cruicial
funding, products, technology and expertise to every edition of the Olympic Games.
It works on an international level through the IOC's TOP programme and on a local
level through the host city organising committee and the National Olympic Com-
mittee programmes.

The Beijing 2008 marketing programme was without question the most successful
domestic commercial programme to date. By exceeding USD 1 billion in revenue
through the sales of local sponsorship, ficensed merchandise and tickets, it has
beaten all previous records.

The Chinese and overseas companies embarked on their Olympic journey with
unparalleled enthusiasm. Beyond their material contribution towards the Games,
they also promoted the Olympic movement and its ideals through their marketing
activations, and thereby reached millions of people throughout the country and the
world. This is the reason why we do not simply talk about sponsorship, we believe
in true, lasting partnership.

Every Partner, Sponsor and Supplier of the Beijing 2008 Olympic Games played
an instrumental part in bringing the Games to life. This book has collected 10
success stories across various sponsorship levels and product categories. It analy-
ses how these companies supported the Games and how they capitalised on their
association with the Olympic Movement. It provides excellent examples of how the
Olympic partnership creates a genuine win-win situation.

I look forward to the continuing relationship between the Olympic Movement
and the sponsors of the Beijing 2008 Olympic Games.

Gerhard Heiberg
Chairman of the IOC Marketing Commission
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