
The most recent editions of the Olympic Games have all
been of outstanding quality, with Athens being the most
recent example. High TV ratings, excellent organisation and
an extremely high level of athlete satisfaction were some of
the key factors of this success.

Keeping this quality requires commitment and that is
why it is reassuring to note that the fight against doping
was more successful than ever during Athens 2004 and
that the judging problems that occurred during the Games

allowed a strengthening of the dialogue with the
International Federations involved. Indeed, many of them
have already adapted their judging systems because of this
dialogue. More than ever, the Athens Games – as with all
the previous editions – were a perfect platform to promote
the Olympic values and keep the quality high.

The Olympic Games, as shown in a recent brand and
image study, are known and appreciated for their
universality, which is also an important element in the

quality mix of the Games. The simple fact that young
people from every country in the world can participate and
enjoy, together, at the same time and place, a peaceful
sport event, is a unique asset of the Games. The IOC
supports this universality through its Olympic Solidarity
programme, in particular, with scholarships for athletes
from developing countries, training courses for coaches
and administrators and financial support for sports
infrastructure.

To foster this quality and the image of the Games, the
IOC has one clear strategy: the pursuit of excellence. This
pursuit is present during each stage of the Olympic Games
lifecycle, from the candidate cities phase, to the
organisation of the Games through the work of the IOC’s
Coordination Commission, and including the transfer of
knowledge to the next Organising Committee. In all these
fields, huge efforts have been made with tangible results
evident in the quality of the Candidature files received for
the 2012 Games. Never before have such files been as
complete and comprehensive, including details on legacy
and financing. In its continued pursuit for excellence, the
IOC wants to assist the Organising Committees and reduce
the complexity and the costs of the Games. Out of the 117
recommendations put forward by the Olympic Games Study
Commission, 26% were already applied in Athens, with the
others being phased in by 2012.

The quality of the Games is also linked to ensuring that
the Games remain inspirational for future generations. The
IOC’s Olympic Programme Commission has developed an
efficient tool, which will allow the IOC after each edition of
the Games to measure the contributions of each one of the
sports on the Olympic programme, in order to ensure that
the programme remains inspirational for the youth of
tomorrow.
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QUALITY OF THE GAMES 

The IOC acts as the guardian of the
Olympic Games; this means not only
ensuring the quality of the world’s
greatest sporting event but also acting
as a custodian to the inspirational
values that the Games convey to all
those they touch. This gives the IOC a
unique position within the sports world,
as a promoter and protector of values,
as well as an organiser of events.

One such value is integrity, which is
very much a question of ethics. Take for
example the fight against doping. The
IOC has a very clear policy on this:
“zero tolerance”. Ethics and
transparency are also key elements to

the good governance of the IOC.
The promotion of values by the IOC

is perfectly illustrated on the occasion of
the Olympic Games, which are not only
the pinnacle of all sports events but are
also a celebration of humanity, peace
and friendship.

They are promoted year round
thanks to the work of the IOC’s
commissions, such as those of Olympic
Solidarity, Woman and Sport, Sport and
Environment, Sport for All, Culture and
Olympic Education, Athletes and
International Relations. Humanitarian
support given to regions of need, plus
the work to uphold the Olympic Truce,

are also key areas in the promotion and
dissemination of the Olympic values.

The IOC administration also helps
to promote the Olympic values year
round with approximately 25% of the
IOC’s functional expenditure allocated to
the promotion of values and 38% of its
human resources working in fields that
help the IOC to promote them. With
such an investment made in promoting
its values, the IOC is doing its best to
live up to the public’s expectations –
over 60% of people questioned in a
recent survey wanted the IOC to
promote its values more and to
strengthen them.
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UNIQUE POSITION 

As guardian of the Olympic Games, the IOC must ensure their quality

The IOC acts as custodian to the 
inspirational values of the Olympic Games



The Olympic brand evokes unique and strong emotions: the
struggle for excellence, the celebration of community and
positive human values. The Olympic Games are the pinnacle
of all sports events. These are the main results of a market
research study carried out in over 5,000 face-to-face inter-
views, in eleven countries, on all five continents.

The Olympic brand is one of the most recognisable
brands in the world: 94% of the people interviewed associat-
ed the five rings with the Olympic Games and more than
40% of the people see in this symbol, the representation of
universality. The Olympic Games have overall a greater
awareness and appeal than all other sports events.
Furthermore, the public sees in the Games more than “just a
sport event”. The Games and the IOC have – according to
the people interviewed – also a mandate to promote the
Olympic values – values such as multi-cultural understand-
ing, universality and peace to name but a few.

The research results also showed that the IOC is consid-
ered by 56% of the people interviewed as the leader in the
fight against doping and drugs in sport and 74% of intervie-
wees considered the IOC sponsors as “vital” for the Games.
Over four out of ten respondents considered it “more likely”
that they would consider a companies product or service if
they were a sponsor of the Olympic Games.
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FINANCIAL HEALTH 
The excellent results of the IOC’s market
research on the IOC and the Olympic
Games, show that the Olympic brand is
as strong as ever and this strength is
having a direct impact on the financial
health of the organisation.

In terms of sponsorship, the increase
between TOP V (The Olympic
Programme) – which is made up of the
IOC’s partners between 2001 and 2004
– and TOP VI – covering 2005 to 2008
– is 31%.

The programme also has a true inter-
national mix today, with companies from
seven different countries in three conti-
nents currently represented within this
elite group.

Broadcast rights negotiations have
also reached new highs. For the first
time, the negotiations for broadcast
rights for a summer and winter Games
(2010 and 2012) will pass the US$ 3
billion mark, compared to the US$ 2.2

billion for the Games in 2002 and 2004;
and the US$ 2.5 billion for 2006 and
2008. The IOC is aware, however, that it
must avoid any sort of complacency and
that it has to remain cautious, as the
money is only guaranteed once the
Games have been successfully staged.

This increased cash flow, gained
through the sale of broadcast rights and
TOP Programmes, will also allow the IOC
to support better the members of the
Olympic Family in the future, even more
so than after the successful Athens
Games. The International Sports
Federations received US$ 254 million
from the broadcast revenues after the
Athens Games, an increase of over 50%
from Sydney; For 2005 – 2008, US$
244 million will be ploughed back from
the sponsorship revenues into the NOCs,
through the Olympic Solidarity
Programmes covering scholarships,
training and infrastructure grants. This

represents a 16% increase compared to
2001 – 2004.

A prudent financial strategy has also
led to an increase in the reserves of the
IOC, which will currently allow the organ-
isation to survive for four years should,
by some misfortune, an edition of the
games be cancelled. As far as support
for the Olympic Games is concerned, the
IOC will continue to support the opera-
tional budget of the Games at a similar
level to Athens 2004 – around US$1 bil-
lion. The IOC also helps manage the
complexity and the cost of the Games by
ensuring the implementation of the 117
recommendations made by the Olympic
Games Study Commission that will help
the future Games organisers to manage
better the costs of the Games. Financial
health in the Olympic Movement is not
only a question of generating revenue,
but also a question of spending it
responsibly.

READY FOR 
THE FUTURE

The International Olympic Committee is “in good shape”,
stated IOC President Jacques Rogge at the mid-point of his
first term. “But this is not enough”, he continued. “We have
to prepare the Olympic Games and the Movement for the
future.” For this reason, he has put in place different
measures that will ensure the quality of the Games, the
financial health of the IOC and which will help to promote
the Olympic values during the up-coming Olympiads.
Olympic Review Focus spoke to the IOC President and
asked for more details.

ORF: President Rogge, in what shape is the IOC
halfway through your first term?
JR: Perhaps the best way for me to answer is to let the
facts speak for themselves. Interest in the Olympic
Movement is at a high, as demonstrated by the cities
bidding for the 2012 Games and 2014 Winter Games; more
people watched the Athens 2004 Games than any previous
Games and we have been successful in attracting
broadcasters and sponsors to support our efforts. The IOC
has been able to increase the share of revenues that we
distribute to the Olympic Games Organising Committees, the
National Olympic Committees and the International Sport
Federations and this is also extremely positive. If you look at
the financial situation of the IOC – which now has reserves
of US$ 240 million and would be able to survive for four
years, if the Olympic Games did not take place – this also
demonstrates that the picture is very positive.

ORF: Is it only the money that counts at the 
Olympic Games?  
JR: Revenue generation and the increased distribution of
that revenue is important to the Olympic Movement because
it benefits not only the Movement but also sport in general,

particularly grassroots sport. 92% of the IOC’s revenues are
redistributed. It is also important to 
guarantee the quality of the Olympic Games and we have
already implemented some major recommendations to
manage the complexity and the cost of the Games and to
help ensure a positive legacy for the Host Cities. The quality
of the Games also depends on the quality of the Olympic
Programme; we now have the mechanisms in place to
review it after each edition of the Games. These
mechanisms have already been established during our last
IOC Session in Singapore.

ORF: In Singapore, London, with a huge urban project,
was elected Host City for 2012. Is this in line with your
plan to reduce the cost of the Games?  
JR: The operational budget of the Games in London will be
similar to the Organising Committee budgets for Athens and
Beijing. The budget for infrastructure (underground, Olympic
stadium, Olympic Village, etc) is separate, as is always the
case. London, as in Barcelona, Sydney, Athens and Beijing,
will use the staging of the Games as a catalyst for urban
redevelopment projects aimed at serving the city for
generations to come, not just the two weeks of the Olympic
Games. This budget is entirely up to the host nation and
cannot and should not be wholly attributed to the Olympic
Games.

ORF: What changes can we expect next to the 
Olympic Programme?  
JR: The IOC reviews the Olympic Programme in order to
ensure that it remains relevant and inspirational for future
generations. This is the context in which any changes should
be considered. The review is not done to make changes for
the sake of change, but rather to make an 

open and transparent analysis based on a wide range of
objective criteria, and working in close collaboration with the
sports themselves.

ORF: How would you sum-up your philosophy after
four years in the job?   
JR: Never be satisfied with what you have achieved, but
constantly prepare the Olympic Games and the Olympic
Movement for the future. We cannot live in splendid isolation.
We have to watch out permanently that we are not missing a
development, be it on the sporting, economical, political, social
or cultural side. We must consider the role that sport and the
Olympic Movement can play on the world’s stage.

ORF: How can you ensure the Olympic brand and
image and the values linked to it remain at a 
high level?    
JR: Clear positions and policies help. Zero tolerance for
doping and unethical behavior are two key elements helping
to keep the image at its current high level. Moreover, it’s not
only important to have a policy, but also to implement it.
Therefore we will increase the doping controls at the Torino
2006 Games and continue the effective implementation of
our rules and regulations. Beyond these issues, we must
strive in our daily work to ensure the Olympic Games
maintain their inspirational value and unique magic. We can
do this by ensuring the Games remain of the highest quality,
in their organization, in the attractiveness of the Olympic
Programme, in the urban legacy they leave and by keeping
the Games to a reasonable size and level of complexity. With
our fight against doping and unethical behaviour and with
our work on the quality of the Olympic Games, we can
continue to serve the athletes and ensure sport effectively
serves society.

OLYMPIC BRAND:
STRONG EMOTIONS 


