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The Olympic creed (or message) has appeared on the scoreboard at every Modern Olympic Games. The message, which was written
by the founder of the Modern Olympics, Baron Pierre de Coubertin, reads:

“The most important thing in the Olympic Games is not to win but to take part, just as the most important thing in life is not the
triumph, but the struggle. The essential thing is not to have conquered, but to have fought well

The Olympic creed is designed to provide a moral message about taking part, emphasising that life s similar to sport in that there will
be struggles, but what is important is that you try your best to deal with these struggles

Figure 1.13 National pride can often be seen when the national anthem is sung

The Olympic symbol includes five interlocking rings to represent the union of the five continents of the world which take part. The

symbol is synonymous with all aspects of the Olympics and Paralympics and reminds everyone that the brand logo for the sporting
cvent involves all arcas of the world.
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The symbol
The Olympic symbol includes five interlocking rings to represent the union of the five continents of the world which take part. The
symbol is synonymous with all aspects of the Olympics and Paralympics and reminds everyone that the brand logo for the sporting

event involves all areas of the world.
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Figure 1.14 The Olympic creed emphasises the importance of trying your hardest when taking part.
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Figure 1.15 The Olympic symbol of five interlocking rings

The Olympic and Paralympic values

The Olympic and Paralympic values have subtle differences, but similar underlying meanings. They can, however, be seen as one
set of Olympic values which include both the Olympic and Paralympic values.

There are three Olympic values.

- friendship

+ respect

+ excellence

along with the four Paralympic values

+ determination

- inspiration

+ courage

- equality.

‘The values can be seen as universal in that they apply to the Games as a whole, as well as to aspects of education and ife.

Other initiatives and events which promote values through sport
Initiatives and campaigns can be used to instil certain values for those taking part. Often the campaigns try to accentuate the overall
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Level of investment in the event

Major sporting events require a significant amount of investment o be a success. The investment costs can be millions or even
billions of dollars for the largest worldwide events

Required investment in the event

‘The money that is required to put on a major sporting event does vary. For example
- The FIFA World Cup involves significant costs. The 2018 World Cup saw Russia footing a $11.8b bill for construction and

‘preparation alone. Teams also received approximately $400bn in prize money with cach team receiving S8 million and the winners,

France, receiving $38 million.

+ 2017 figures revealed that the average cost of a Formula 1 race is approximately $1bn.

+ The cost of hosting the Olympic, Paralympic and Winter Olympic Games has gone up consistently since 1960. The 2012 Games in
London was the most expensive Summer Olympics so far, with just under $15bn being spent. Sochi 2014 was the most expensive
Winter Olympic Games so far, with just over $20bn being spent. The cost of hosting such events has meant that the number of
cities vying to host the Games has reduced.

Funding which may be attracted for the event

Up to 70 per cent of the funding for the Football World Cup comes from public revenue. This includes general taxation. Sponsors
also play a huge role. Sponsorship can be deemed as the act of supporting an event, activity, person or organisation through the
provision of finance, products or merchandise. Approximate costs for sponsors to act as an official partner of the World Cup vary
from $10 to $25 million. There are currently seven official ‘partners’, including Coca Cola, Adidas and Visa

For the 2012 London Olympics, taxpayers from all over the UK were responsible for covering $4.4bn of the costs

In 2016 Heineken signed a $227 million deal to be the official beer partner of Formula 1. Sponsorship is  crucial clement of funding,
to ensure that major sporting events are financially viable. Companies such as Slazenger, Robinsons, Ralph Lauren and Stella Artois

pay significant funds to Wimbledon to be an official sponsor of the tennis.
—
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Figure 1.25 Sponsors’ logos are likely to be highly visible during major sporting events.

Potential ‘legacy’ of the event
@) The Olympic Games is an example of an event for which the legacy is extremely important. A legacy deals with the long-term effects
Fecas and positive impact of having hosted the Games for the country, ifs people and ifs provision of sporting activities. The International

Olympic Committee (I0C) states:

“Olympic legacy is the result of a vision. It encompasses all the tangible and intangible long-term benefis initiated or accelerated
by the hosting of the Olympic Games/sport events for people, cities territories and the Olympic Movement.’

‘Source: Page 2 of swwiv.olympic.org/-/media/Document%20Library/OlympicOrg/Documents/Olympic-
Legacy/TOC_Legacy_Strategy_Executive_Summary.pdf?la—en&hash=783C018C6DDCIFS6B7A3B428BE0A3334CATESS3
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