
AHEAD OF THE GAMES
Fouryears out from London 2012, the Organising Committee has raised
more than half its domestic sponsorship target. LOCOG's Chris Townsend
and Charlie Wijeratna tell Kevin Roberts why the commercial programme
has worked and identify some lessons for those who follow.

IN THE DAYS immediately
ahead of the Opening Ceremony
of the XXIV Olympiad, Paul
Deighton, CEO of the London
2012 Organising Committee was
at pains to manage any expectation
that his Summer Games would
compete with Beijing in terms of
scale and grandeur.

To paraphrase his words, and
those of other senior members of
his team: London will be great..-but
it will be different.

There is, however, one area
in which London 2012 has more
than matched the achievements of
Beijing 2008. In the week before
the Games, LOCOG announced
than Nortel has become its official
network provider and the seventh
Tier One partner to join its team.

The announcement came hot on
the heels of the news that BP was

also to be a Tier One partner and
meant, that four years ahead of the
Games, London 2012's commercial
team had accounted for more than
half of its domestic sponsorship
target- a major chunk of its £2.
billion overall revenue target.

"We can 100 per cent guarantee
that we will beat the Beijing totals
(for domestic sponsorship),"
said Charlie Wijeratna,
LOCOG's director of commercial
negotiations.

"You only have to look at what
we have achieved in context to
see that we have exceeded any
reasonable expectations."

According to Wijeratna, Beijing
raised some £450 million ($890111)
in domestic sponsorship revenue,
putting it ahead of the Atlanta 96
Games which brought in £405
million ($8oom). The figures

from Sydney 2000 and Athens
2004 - both significantly smaller
markets - were less than half that.

"All of those deals were done
in the two or three years out from
the Games. Yet we are close to the
Beijing number with four whole
years to go and the deals we have
done have been the biggest in
Olympic history," he said.

In addition to Nortel, those
Tier One deals are with adidas
(Sportswear Partner), BP (Oil
and Gas Partner), British
Airways (Airline Partner), BT
(Communications Services
Partner), EOF Energy (Energy
Utilities Services Partner)
and Lloyds TSB (Banking and
Insurance Partner).

In addition, there's Tier Two
Supporter - Deloitte.

When the partnership

programme was launched there
was a fair degree of cynicism
within the UK sponsorship sector,
where seasoned pros would express
- in private at least - their doubts
that there was sufficient demand
in the market to justify the values
being placed on the packages.

But two years into the job,
commercial director Chris
Townsend says he is "delighted
with the programme overall."

"We have achieved more than
had been expected at this point,"
he said.

That said, he's realistic enough
to acknowledge that changing
financial times, may means that
the market is even tougher from
here on in, although as the team
begins to concentrate on its Tier
Two and Tier Three partnerships -
largely business-to-business based
deals - the greater weighting given
to the importance of value-in-kind
may mitigate some of the worst
effects of the recessionary forces
which make companies ever more
cautious with cash.

So what has made London 2012
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so successful and what lessons
can future organising Committees
draw from the London experience?

Part of the answer lies in the
time and effort, which has gone
into structuring and negotiating
each of the deals.

"We have sat down with each
partner and developed marketing
and commercial plans with them,
focusing on how we can work
together," Townsend says, although
his colleague Wijeratna believes
that the roots of success can be
traced further back, to the tender
process itself.

"The way we have gone to
market has played a role," says
Wijeratna. "The tender process
and timetable dealt with a lot
of issues up front. Putting in a
rigorous process made it easier to
get a decision. In fact, one deal was
closed in just three weeks although
others have taken months.

"We have created a template
which has been hugely helpful in
maximising the value of the deals."

According to Wijeratna, the
keys to success have been early
marketing and a determination
give partners the widest possible
window to activate across every
part of their businesses, keeping
the acquisition process simple,
and taking the time to 'do a lot of
due dilligence and information
gathering'.

"Getting it right at the
beginning is important because
that sets the standard for
everything that follows. Every
deal is connected to the next even
though they differ in the rights

you grant. It's a little like putting
together a jigsaw puzzle," he said.

The same supportive tender-to
-contract process will be adopted
as the programme to acquire
Tier Two and Three partners is
rolled out in the months to ahead.
Although these are commercial
deals, the process is intended
to be collaborative rather than
confrontational, with London
.2012 conducting workshops and
consulting with potential partners
at every stage to ensure the validity
and durability of any deal.

The expectation is for between
eight and 12 Tier Two partners and
a further 18-25 in Tier Three, which
will be predominately supplier
agreements.

And while the success of
the Tier One programme 'takes
the pressure off,' each of the
remaining deals will still be
significant in terms of value to
the Games and to the partners
themselves.

Chris Townsend says he is
impressed by "the enormous
commitment and creativity"
demonstrated by the partners but
knows that the activity to date is
simply the tip of the iceberg.

"Most of the executions are
still at the planing stage but in
late 2008 and '09 you will see an
uplift," he said.

" If I 've been surprised by
anything, it is the number of
different areas in which companies
see the value of partnerships.
They extend from brand
(recognition and positioning) to
staff motivation, demonstrating

particular capabilities and
attracting staff."

So with Beijing behind us the
summer Olympic baton is firmly
in the hands of the London team.
In addition to widening the scope
of the marketing effort, the months

ahead will also see LOCOG's
commercial team roll-out the first
fruits of its licensing programme
as the UK prepares to host its
version of the Greatest Show on
Earth and the eyes of the world
turn towards London 2012.
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