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2020 Tokyo Olympic Partners and Sponsors

Worldwide Olympic
Partners

* Alibaba Group
* Atos
* Bridgestone

e The Coca-Cola
Company

* Dow Inc. (Dow
Chemical Company)

* General Electric

* Intel

* Omega SA

* Panasonic

* Procter & Gamble

e Samsung Electronics

* Toyota

* Visa Inc.

Gold Partners

* Asahi Breweries[13]
e ASICS[14]

e Canon Inc.[15]

* Fujitsu[16]

e JXTG Holdings[17]
 Lixil Group[18]

* Meiji Holdings[19]
* Mitsui Fudosan[20]

Mizuho Financial
Group[21]

Nippon Life[22]
NEC Corporation[23]

* NTT Corporation[24]

Nomura Holdings[25]

e Sumitomo Mitsui

Financial Group[21]
Tokio Marine[26]

Official Partners
Official Supporters



I The Worldwide Olympic Partners

Catiy, €2 ASS 4B <<
@ () Panasonic @ SAMSUNG TOYOTA

OMEGA

VISA

I Tokyo 2020 Olympic Gold Partners

ASal  Jasics Canon SENEOS & wwsrem O BA4®
PUEEN

- SMBC
NEC @O NTT NOMURA FUJITSU  MIZWHO 7 SV o



Qatar 2022 Soccer World Cup Sponsors

Sponsorship

FIFA partners FIFA World Cup sponsors

e Adidasl109] o Visal113]

)_1_ iy e Anheuser-Busch InBevl!13]
e Coca-Colal'1% e Wanda Group!'4] e Vivol!1€]
e Hyundai—Kial 1]

e Qatar Airwaysl!'1?!

FIFAWORLD CUP
Qat_ar2022



Sponsorship and Partnership in Sports
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Sponsorship has become a core issue in sport marketing and a critical concern for
event management. It is now an integral part of major events and involves an
ongoing commitment by Olympic partners who need to find new ways to gain the
maximum returns from their investment. Complementary promotions with
tourism organisations of the host country represent one such opportunity. There is
also growing recognition that service delivery by tourism and hospitality industries
may determine the success of many sponsor activities, such as guest hospitality
programs. The dynamic nature of Olympic sponsorship is reviewed in the context
of the marketing policy framework of the International Olympic Committee.
Factors affecting sponsorship at the Sydney 2000 Games are considered with
reference to AMP, Ansett Australia, and Visa. It is shown that tourism organisations
can play a more active role in attracting sponsors and achieving positive outcomes
for the host country.



An Investigation of Factors Influencing Decision Making for Participation in The Olympic Partners Sponsorship: A Case Study of
Samsung.

» Source: International Journal of Applied Sports Sciences . 2011, Vol. 23 Issue 1, p225-250. 26p.
+ Author(s): Kang, Kee Jae; Stotlar, David

» Abstract: The Olympic Games is one of the largest and most complex sporting events in the world. For the last 25 vears. corporate sponsorship has become an increasingly important element in the success of the Olympic Movement. During these vears. corporate sponsors became
significant financial supporters for all levels of the movement from the International Olympic Committee (I0C), to the Olympic Organizing Committee (QOOC), as well as the National Olympic Committees (NOC's) (Giannoulakis, Stotlar &amp; Chatziefstathiou, 2008). Why do corporations
invest huge amounts of funds for sports sponsorship? Much has been written on the stated objectives for mnvolvement in Olympic sponsorship. However, a vast majority of this research has been quantitative in nature using surveys to document rationale from lists of predisposed objectives
One might ask "Which of the following objectives best describes vour rationale for this sponsorship?” Alternatively questions could be stated regarding the ranking of objectives. The limitation or perhaps the validity of this tvpe of research could come into question as the survey subject
would simply respond to the survev questions regardless of their underlving decisions without actually having conceptualized the rationale before being prompted by the survey. Thus, a qualitative study could legitimately discover decision rationale through in-depth interviews on the
process. The purpose of this case study was to determine what factors influenced corporate decision making to participate in The Olympic Partners (TOP) program. By discovering factors influencing corporate decision making via interviews: sport managers would better understand the
corporate decision process and thus be able to develop more effective sponsorship programs. Qualitative research method and case study method were selected to gain the richness and depth of data needed. A purposeful sampling method and a semi-structured interview strategy were
conducted and corporate documents were used to investigate the research questions. A core decision maker of a global corporation (Samsung) was selected as a sample. The participant was in charge of sport marketing and sport sponsorship activities at Samsung. Field-based interviews also
occurred on site at the 2010 Vancouver Olympics mncluding an examination of sponsorship activation. Raw data such as interview transcriptions and documents were used in the investigation. Based on the emerging themes, data were classified into appropriate categories for each factor. To
avoid future investigators’ misinterpretation, raw data were classified into several factors and described in detail rather than merely providing descriptions. Results indicated, three factors, 'enhancing brand equity.’ 'building corporate reputation.’ and 'increasing sales.” emerged as the most
prominent reasons influencing sponsorship decision making in the corporation regarding the TOP program. Corporate social responsibility was revealed as a secondary factor. The results from the study offer sponsorship professionals and international sport organizations with information to
more fully understand strategies for sponsorship management.
Copyright of Internarional Jownal of Applied Sports Sciences is the property of Korea Sport Science Institute and its content may nat be copied or emailed to multiple sites or posted to a listserv without the capyright holder's express written permission. However, users may print, download,
or email articles for individual use. This abstract may be abridged. No warranty is given about the accuracy of the copy. Users should refer to the original published version of the material for the full abstract.




Sport Sponsorship : Lessons from the Sydney Olympic Games.

» Source: International Journal of Applied Sports Sciences . 2002, Vol. 14 Issue 2, p27-45. 19p.
» Author(s): Stotlar, David K.

» Abstract: Sport sponsorship in the Olympic Games has proven to be effective in helping businesses establish competitive advantages in their market. The
purpose of this research was to assess the ability of the US subjects to identify worldwide sponsors (The Olympic Partners, TOP IV) of the Sydney 2000
Olympic Games and United States Olympic Committee (USOC) sponsors. Subjects (N=717) were selected through mall intercept techniques and completed a
survey instrument measuring their recall and recognition of 2000 Olympic Games sponsors. Using descriptive statistics and ANOVA techniques to ascertain
differences between variables, the recall rates were uncovered in the study were found to be lower than previous studies, while recognition rates were
comparable to previous research on Olympics sponsorships. ANOVA revealed limited differences between variables. Data also showed that some companies
were incorrectly identified as sponsors. These data should be of value to both sponsors and sport organizers in the development and management of sport
sponsorships.

= Copyright of International Journal of Applied Sports Sciences is the property of Korea Sport Science Institute and its content may not be copied or emailed to
multiple sites or posted to a listserv without the copyright holder's express written permission. However, users may print, download, or email articles for
individual use. This abstract may be abridged. No warranty is given about the accuracy of the copy. Users should refer to the original published version of the
material for the full abstract.
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Abstract = R

In examining the 2010 Vancouver Olympic Games (OG), we show that supply
management in major sports events (MSEs) has interesting characteristics both in terms
of operationalization and resources required. We show that while supply managers must
consider local development, they cannot lose sight of efficiency in delivering on other
objectives. The multifaceted nature of supply, which includes sponsorship, value in kind,
and so forth, requires specific supply management approaches for each stage of the OG
management lifecycle. Specifically, supply management differs from other business
contexts in three main areas: (a) supplier identification and selection; (b) contract
negotiation and the process of acquiring goods; (c) supplier relationship management.
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administration, candidate city committees, and transnational consultants, | show how legacy discourse Si

This article critically explores the semantics and pragmatics of legacy discourse among central administrative

players in today's ‘Olympic Family'. Through an ethnography of Olympic speech focused on the 10C

generates a perception of common and laudable purpose while flattening standards of expertise and

Re
t

reinforcing the I0C administration's preferred model of franchiser/franchisee relations with other Olympic
bodies. This case study indicates the significance of discursive routines in furthering the transnational

managerial revolution in Olympic affairs, sometimes at the expense of the Olympic movement.



Effects of ambush marketing: UK consumer brand
recall and attitudes to official sponsors and non-
sponsors associated with the FIFA World Cup 2006
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Abstract

This paper examines ambush marketing activities and their effects upon UK football-oriented
consumers. It guestions previous definitions of ambush marketing and proposes one more
relevant for today. The research focuses upon the identification of 'event-connected brand
recognition’ achieved by sponsor versus ambush brands and the role of 'event involvement' as
a driver of this. The research employs a pre- and post-event design that aims to track
consumer recognition of predesignated brands. Results give initial indications that consumers
can discern differences between the two forms of activity and that high event involvement
increases recognition. This paper contributes towards the debate about a change in the

Aaofinitinn Af ambioich marlating aosinet thae khackdrmnmn Af incraacing madiz catiiratinn
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Implications for corporate sponsors arising from scandals in sport : the case of Adidas and FIFA
Giese, Stefanie Barbara
Machado, Fernando

2-Jun-2016

This dissertation assesses how sponsorship managers should evaluate sponsored-entity related scandals. To achieve this, a content analysis of secondary sources is
conducted, which evaluates how scandals affect corporate sponsors and analyses different factors that have to be considered before deciding on whether to terminate
a sponsorship or not. Firstly, a literature review covers sponsorship, corporate reputation and corporate governance in the sport context. Secondly, scandal implications
are evaluated by assessing how the current FIFA scandal affected corporate sponsor Adidas. Lastly, a multitude of aspects which ultimately influence sponsorship
managers’ decision making processes with regards to the termination of a partnership due to scandals are analyzed. These aspects are also applied to the Adidas -
FIFA case. It is shown that assessing scandals from a purely ethical perspective is not feasible and a holistic approach should be employed. Research exemplifies that
Adidas did not suffer any negative implications from the FIFA scandal and that a termination of the sponsorship would have been the wrong decision. It suggests that
many factors, such as the potential to overcome a scandal unharmed, potentially negative effects from exiting a sponsorship and especially the separation between
organisation and actual event are more important than ethical considerations, and that those aspects were in favour of Adidas not terminating the sponsorship.
Ultimately, this dissertation shows that any company which is faced with the decision on whether to terminate a sponsorship due to a scandal should reach a business
related decision, rather than a moral one.



Fan Fest program in 2006 Germany FIFA
World Cup events marketing
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I. Introduction

1. The necessity of this study

Football is on of the most popular Sports, 205 countries, joined in FIFA
250,000,000 players & 600,000 football clubs World Cup is the biggest world
Sports. Making an atmosphere of political, economic & & social unity. The
purpose of companies that participate in sponsorship is make latent consumers
spectators & audiences to consumer after changing their attitude(Kim DK, 2003).

So the companies try to choose Sports events having high interest of audiences
to access easily to latent consumers(kim YM, 2001). They have participated in
World Cup marketing program and invested a lot of money on World Cup to
occupy worldwide market & use it as a commercial marketing tool. The basic
core of World Cup marketing program is to make the most powerful multinational
corporations as sponsors and give them the maximum authority.

The FIFA World Cup marketing program was made in 1999 and then






