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Korea, Lee & DDB and MBU
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Coke mulls Olympic relay plans

Beverage giantsignsas presenting partner for the Beijing 2008 torch relay and taps Pico for logistics

By Arun Sudhaman
BEIING Coca-Colahasselect-
ed Pico to provide support in
China for its Olympic torch
relay sponsorship, following
news that the beverage giant
— along with Lenovo and
Samsung Electronics — has
signed upasa presenting part-
ner of the Beijing 2008
Olympictorchrelay.
Accordingtosources, Coca-
Cola selected Pico following
an R3-managed pitch that in-
cluded asmany as 12 agencies,
including an Ogilvy Action/
JWT alliance and Publicis
shop Betterway (Media, 28
March). Picowill work closely
with Coca-Cola global activa-
tion agency Ignition to pro-
vide logistic support for what
is being billed as China’s
largest-ever ground event.
For Coca-Cola, the move
marks the sixth time itis spon-
soring the relay in 12 years, a
factthatisexpectedtogiveita
distinct edge in its efforts to
build brand equity around the

tors for the Beijing 2008
Olympic torch. Samsung,
meanwhile, plans to kick off
itsmainland Olympicmarket-
ing campaigns via a public
concertin Beijingin June.

Observers noted that Leno-
vo and Samsung would need
to spend heavily if they were
to match the kind of success
that Coca-Cola has historical-
ly had through its Olympic
torch relay activities. “In my
experience of working with
Olympic sponsors, the spon-
sorshipitself does not guaran-
tee a return on the invest-
ment, " said Desgrippes Gobé
regional MD Craig Briggs.

“The generalruleisthatyou
must spend another dollar for
every dollar you spend on the
sponsorship. Simply bolting
names onto the myriad spon-
sorship materials will fail to
make any deeper, emotional
connection and association
withthe Games.”

Official partnership with
the Olympic torch relay guar-
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