
Please Sign In and use this article's on page print button to print this article.

SPORTS BUSINESS

Nine years out, Los Angeles 2028 Olympic
organizers to begin selling sponsorships

“We’ve got the first Summer Olympics in the
United States in a generation coming to one of the
most important global cities, with a time horizon
that no one’s ever had,” said Casey Wasserman,
chairman of Los Angeles 2028 Olympic effort.

PR NEWSWIRE PHOTO

In two months, Los Angeles 2028 will lunch the lrgest single sponsorship sles e�ort

in Americn sports history.

Its trget: $2.5 billion in domestic dels, n expression o Chirmn Csey Wssermn’s

con�dence tht corporte Americ will egerly underwrite the �rst Americn Summer

Gmes since 1996 t  hndsome premium.

The number is ttention-grbbing, but it is not unresonble. Tokyo 2020 orgnizers

lredy hve eclipsed $3 billion, nd the Interntionl Olympic Committee hs signed

�ve new globl sponsors in the lst our yers t big increses. Still, there re mny

hedwinds.



By Ben Fischer and Terry Lefton – Sports Business Journal
Oct 31, 2018, 5:05pm EDT
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LA28 will compete or corporte money with the 2026 FIFA World Cup, celebrtions

round the 250th birthdy o the United Sttes nd the emerging world o esports nd

gming, not to mention ll o the legues nd college properties. Olympic sponsorships

include ew o the stndrd ssets typiclly sold cross Americn pro sports. And the

opening ceremony is more thn nine yers wy — twice s long s the tenure o the

verge CMO.

“This is by no mens  slm dunk,” sid Michel Lynch, the ormer Vis Olympics

mrketer who now heds globl sports nd entertinment consulting or Nielsen. “$2.5

billion is  big number, nd it’s going to be  big number or mny o the compnies tht

hve historiclly supported the U.S. Olympic movement.”

In 2017, domestic sponsors nd licensees such s Nike nd Hershey pid the U.S.

Olympic Committee $55.3 million or the rights to Tem USA, which would work out to

$221 million or the current our-yer Olympic cycle. To hit its gol during the 2021-28

period in which  USOC�LA28 joint venture will hold the combined rights, the JV will

need to get nerly six times tht or ech o the two qudrennils.

The IOC’s decision to wrd the 2028 Gmes our yers erlier thn norml puts things

in  new light. Kthy Crter, recently nmed chie revenue o�cer o LA28, will hve to

help brnd mrketers show  return on their investments yers beore the Gmes even

enter the public consciousness.

“Brnds will be chllenged to think bout unding nd ctivting something tht big nd

r wy,” sid 21 Mrketing prtner Tom Sheprd, the ormer longtime hed o globl
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sponsorship or Vis. “It will tke very orwrd-thinking brnds nd  very orwrd-

thinking sles e�ort.”

The sponsorship pckges include rights to Tem USA or the Beijing ’22 Winter Gmes,

the Pris ’24 Summer Gmes nd the to-be-ssigned ’26 Winter Gmes, but 2028 is by r

the biggest sset. To get comortble with the long-term dels nd price hikes, brnds

will need to believe they cn generte vlue nnully.

Wssermn thinks the longer led time ultimtely will be helpul.

“We’ve got the �rst Summer Olympics in the United Sttes in  genertion coming to

one o the most importnt globl cities, with  time horizon tht no one’s ever hd,”

Wssermn sid. “Those things crete  good environment.”

In interviews with 19 senior sports mrketers, two primry questions emerged: 

1. To wht extent will brnds spend money on the Gmes tht wsn’t lredy in 

mrketing budget? 

2. How will sponsors be ble to extrct n immedite nd continul return when the

min pyo� is so r wy? 

The onus is on LA28 to convince potentil sponsors tht the Olympics re  genertionl

touch point, not just one more on  long list o vilble properties.

“Something’s going to hve to give or everybody,” sid Phil Pcsi, recently retired ter

36 yers in mrketing t Bridgestone,  globl Olympic sponsor since 2014. “Everybody

cn’t �ord to be in mny plces t one time, especilly when you’re looking t the

Gmes nd price tgs like this.”

Bolstering Wssermn’s con�dence is the strong trck record o U.S.-hosted Olympics.

In 1984, Los Angeles orgnizers revolutionized Olympic mrketing with exclusive

ctegories nd corporte nming rights on Olympic venues, which generted  rre

budget surplus. Both the 1996 Atlnt Summer Gmes nd the 2002 Slt Lke City

Winter Gmes set records or totl sponsors. Atlnt holds the Olympic record or

ttendnce.
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“The historicl perormnce on the commercil stge o the Olympic Gmes in the U.S.

hs demonstrted the pssion,” sid Dve Mingey, mnging director o the North

Americn consulting unit o CSM Sport & Entertinment, which represents globl

Olympic sponsors Vis, Atos nd Dow. 

Momentum Worldwide, which built its business on longtime Olympic sponsor Coc-

Col’s ctivtions, generlly dvises clients not to sign long-term dels. But this my be

di�erent. “For brnds, the ct tht they re coming bck to Americ is mssive,” sid

President nd CMO Kevin McNulty. “I m optimistic on them meeting tht [$2.5 billion]

gol lrgely bsed on the history in L.A.”

Even or those enthusistic bout the Gmes, Olympic sponsorships re notoriously

costly nd chllenging to ctivte. By de�nition, the Olympics hve no regulr seson in

which to embed ns dy-to-dy. Its dels usully don’t include medi time, ccess to

dt, brnded content, gurnteed impressions, or ny o the other ssets now

commonplce in big Americn dels. Activtion cn cost s much s the rights ee.

“It’s some o the most vluble intellectul property in the world,” sid Bob Heussner,

CEO nd ounder o StrongBridge Sponsorship, who used to dvise Olympic sponsors

Liberty Mutul, BMW nd Smsung. “For everyone in the Olympic world, it’s bout

ctivtion. And tht requires  signi�cnt mount o [dditionl] csh.”

There’s more optimism thn skepticism in the sponsorship community. Yet,  wlk-up

o nine yers is lrgely untested. Outside o nming rights nd other ounding

sponsorships or new rens or stdiums, ew sports sponsorships o 10 yers or more

hve been o�ered, much less sold.

LA28 declined to discuss its plns in detil, but industry experts sy the key will be

bundling nd building: Inventing events nd other ssets tht cn be sold nd ctivted

long the wy to 2028.

There’s plenty to work with — ter ll, the 33 sports tht comprise the current Summer

Olympic progrm collectively touch millions o Americns. They just ren’t pckged

together very oten. “It will require  ntionwide commitment to the Olympics on n

ongoing bsis,” Lynch sid.
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New inventory is key, otherwise, “They’ll be selling rights to use mrks nd

designtions, nd tht business is just not s impctul,” sid Drren Mrshll, executive

vice president o consulting nd reserch t sports mrketing gency rEvolution.

“Unless sponsors cn relly dd vlue to tht or to the n experience, it’s ll  bit too

vnill.”

“I you’re ble to put orwrd  credible eight-yer progrm tht’s got rel mrketing

substnce in there, then the money question chnges,” sid Michel Pyne,  ormer IOC

mrketing director nd rchitect o the Olympics’ globl TOP sponsorship progrm.

“It’s one thing to sy to  compny, ‘You’re going to invest $300 [million] to $400

million’ nd they’re thinking it’s pretty end-loded, nd nother thing to sy, ‘No, you’re

investing $30 [million] to $40 million ech yer, nd there’s su�cient substnce to

justiy tht,” Pyne sid.

Updting sponsorship ssets lso will be vitl. The most obvious dditions — cmer-

visible signge nd on-thlete signge — currently re severely limited by the IOC.

Everyone involved expects digitl nd socil medi elements will continue to increse

in importnce nd impct, likely becoming the most criticl sponsor inventory.

“By the time 2028 rolls round, they will nturlly hve built  more sophisticted

model tht will be broder nd deeper,” sid Andy Pierce, North Americ president nd

CEO o Lgrdère, which represents Bridgestone nd ormer USOC sponsor Citi. “Across

our gency, we re lredy thinking bout ssets di�erently.”

Sponsors hve n instible demnd or content or their own socil chnnels nd d

cmpigns.

Since 2015, both the IOC nd USOC hve invested hevily in lunching the Olympic

Chnnel nd creting originl content or the pltorm, but sponsors hve, by nd lrge,

not been impressed by the udience it’s delivering so r. 

Historiclly, Olympic sponsorship dels don’t include content t ll, sid Terrence

Burns, executive vice president o globl sports t Engine Shop nd  vetern mrketer

or pst Olympic host committees, bid cities nd sponsors.
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“Tht’s got to [chnge],” Burns sid. “It hs to hppen to get to the numbers they wnt

to get to. … Every brnd we work with is hungry or one thing: content. … It’s  huge

chllenge to Olympic properties.”

In n interview prior to strting t LA28, Crter cknowledged tht possible sponsors

will hve high expecttions t the price nd contrct length they’re seeking, but she sid

the committee is eger to think di�erently. 

“I think we’ve got the bility, given the joint venture nd the gret prtnership between

LA28 nd the USOC, to reimgine how those pckges re relly brought to the

mrketplce,” Crter sid. “But I think we’re lso going to her  lot rom clients,

becuse there’s  ton o experience out there.”

Athletes hve won some relxtion to the nti-commercilism rules in recent yers, nd

they likely will ese urther by 2028. On the corporte side, most don’t think the IOC will

ever llow  host to use corporte nmes on venues. 

One o the biggest competitors to LA28 or sponsor dollrs is the new NFL stdium in

Inglewood, which will open s the home o the Rms nd Chrgers eight yers beore it

hosts the 2028 Olympic ceremonies. One interesting question: Cn LA28 �nd  wy to

generte vlue rom Olympic venues without violting IOC rules? (Legends, hired by

LA28 s  sles gency, is lso selling the stdium.)

“From the time we were putting together the TOP progrm, there ws lwys debte

bout brnding t the venues,” sid Chris Renner, ormer president o Europe nd Asi

or Olympic consultncy Helios Prtners, now the CEO o World TemTennis. “I still

don’t believe it’s necessry. In some wys it could be counterproductive.”

Vetern Olympic mrketer Je� Bliss, once the director o corporte reltions or the 1984

Los Angeles committee, sid the most vlue will come rom tools more modern thn

brnding. “Hl or more o vlue in those sponsorships should be driven by dt nd

tht will only increse,” he sid.

One erly new sset or LA28’s sles e�orts could be the Gmes-unded e�ort to py or

uniorms or every youth sports progrm in Los Angeles strting in the ll o 2019.

O�cils won’t sy or sure i it will be sold, but it will be mong the �rst mjor exmples

o LA28’s logo nd Olympic rings ppering in dy-to-dy lie in Southern Cliorni. 2 OF 3  ARTICLES REMAINING To continue   Create a FREE account  or Sign in
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LA28 lso could work with individul sports governing bodies to bring new events to

Southern Cliorni or otherwise leverge their network o ntionl competitions. In

My, or instnce, USA Trithlon nnounced  new nnul rce in Long Bech intended

to build  public ollowing or the sport in Southern Cliorni.

Likewise, LA28 could �nd wys to generte sponsor vlue out o interntionl sports

edertions’ events. Eventully, ll edertions will run “test events” in the Olympic

venues in the yer prior to the Gmes, but i  schedule o mjor interntionl Olympic-

relted events could be developed in the out yers, it would mke it tht much esier or

LA28 to convince sponsors to buy in now.

Los Angeles ’28 nd Pris ’24 lso could jointly sell sponsorships, which could dd

vluble hospitlity ssets our yers erlier.

Tlk o bundling sponsorship sles with Pris 2024 is gining stem, Wssermn sid

this summer, t lest in ctegories tht provide opertions, inrstructure or technology

solutions to orgnizers. Such  bundled pckge would be  �rst in the Olympics,

creting  new tier below the globl level tht would include exclusive rights to

consecutive mjor-mrket Summer Gmes nd the French nd Americn tems.

Detils on how exctly L.A. nd Pris would shre revenue nd obligtions re still to be

developed, but ccess to Pris ’24 ssets could emerge s  mjor selling point to brnds,

consultnts sid.

LA28 still is developing the rmework o its o�ering. IOC representtives were in Los

Angeles erlier this month, hshing out which ctegories re vilble. 

Beore Los Angeles greed to tke the ’28 Gmes, the committee’s budget or the 2024

Gmes envisioned t lest 10 top-tier sponsors ech pying bout $100 million, with two

other tiers below tht worth $40 million nd $10 million, respectively. Tht document is

out o dte, LA28 o�cils sy, nd domestic dels recently signed by the orgnizers o

Beijing ’22 nd Pris ’24 suggest some sponsorships could be sold or $200 million or

more, prticulrly in light o LA28’s unique position o selling rights to our Olympic

Gmes.

“Look t the [sles] success in Tokyo,” sid John She, president o mrketing nd

events t Octgon, whose clients include USOC sponsor Dick’s Sporting Goods. “Brnds2 OF 3  ARTICLES REMAINING To continue   Create a FREE account  or Sign in
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need to lign with mjor globl opportunities. There re only so mny nd tht should

move the mrket.’’

Adm Lipprd, hed o globl sports nd entertinment consulting t GMR, which

represents Generl Electric nd other Olympic sponsors, is lso bullish despite the

troubles tht hve roiled Olympic sports. 

“I you look t … how sponsorship spending hs evolved, it’s been on  northerly

trjectory nd it eels to me like the pie keeps getting bigger,” Lipprd sid. However, he

nd mny others cution ginst expecting Los Angeles to mtch Tokyo 2020’s $3 billion

in sles in  di�erent culture. “I do not believe this is going to be Tokyo, where you’re

getting politicl-ntionl pressure to support the number. These re dels tht re going

to be extremely scrutinized,” Lipprd sid.

The IOC’s success t the globl tier is  bit o  double-edged sword. Tht money gets

distributed globlly, but it cn undercut domestic e�orts. Insurnce would hve been

one o LA28’s best revenue opportunities, long with retil bnking nd beer, but the

IOC signed Allinz to n exclusive globl insurnce sponsorship in September. 

The so-clled “new money” is lso  key vrible. Cn LA28 sell sponsorships to

compnies tht inrequently invest in sports, speci�clly West Cost tech gints like

Fcebook, Apple, Google nd Slesorce or even Spotiy, Netflix or movie studios?

“It’s going to be driven by wht new money comes in,” sid Jn Ktzo�, ormer GMR

consulting hed, now n dviser to Engine Shop.

The entire technology sector is complicted by complex, nrrowly drwn ctegories,

nd uncertinty. At the globl level, Alibb owns cloud computing; Intel owns virtul

relity, drones nd 5G connectivity; Vis owns pyments; Smsung owns mobile

phones; Pnsonic owns udio-visul equipment. Also, most o those dels re up or

renewl beore 2028.

Insiders sy brnds will hve to be comortble with  di�erent understnding o

exclusivity.

“You could see brnds buying content or pltorm rights, insted o ctegory

de�nitions,” sid John Kristick, president o Premier Prtnerships nd ormer executive2 OF 3  ARTICLES REMAINING To continue   Create a FREE account  or Sign in
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director o the bid committee or the 2026 FIFA World Cup in Cnd, Mexico nd the

U.S. “You sw  lot o innovtion hppen with the U.S. Olympics in 1984 nd 1996. I

relly believe coming bck to this mrket with these kind o North Str events inevitbly

pushes the limits.”

Added Sheprd, “You’ll see less o wht we cll ‘crpccio mrketing,’ where ctegories

were being cut thinner nd thinner. It hs to be more bout owning pltorm ides or

concepts thn ctegories.” 

COMPANIES IN THIS ARTICLE

Allianz, LLC
Salt Lake City, UT

See full profile 

CSM Sport & Entertainment LLP
New York, NY

See full profile 

Engine Shop Ltd
Longmont, CO

See full profile 

RELATED CONTENT

CAA has strong contingent for new Olympic sports

Soccer veteran Kathy Carter takes lead on LA28’s lofty revenue goals

Legends nears deal to pursue $2.5B in sales for L.A. 2028 Olympics

LA28 changes commercial dynamic for USOC

Olympics ratings down after first weekend

2 OF 3  ARTICLES REMAINING To continue   Create a FREE account  or Sign in

https://www.bizjournals.com/profile/company/org_ch_44748f9b0612af3e1c482d3a0ca62bbc?iana=comcard_seefull
https://www.bizjournals.com/profile/company/org_ch_71be62720c062ed6c4ba34fbb2d90991?iana=comcard_seefull
https://www.bizjournals.com/profile/company/org_ch_a5ef5dcb4811bc229cbc21ecb97783fa?iana=comcard_seefull
https://www.bizjournals.com/login/losangeles?r=%2Flosangeles%2Fnews%2F2018%2F10%2F31%2F2028-olympic-organizers-begin-selling-sponsorships.html
https://www.bizjournals.com/register/losangeles?qab=40&r=%2Flosangeles%2Fnews%2F2018%2F10%2F31%2F2028-olympic-organizers-begin-selling-sponsorships.html

