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2008 Olympic Sponsorship Benchmarking Research Result Unveiled
R3 Asia Pacific and CSM/TNS SPORT have released the first wave of the 2006-2008 Beijing
Summer Olympics Sponsorship Tracking research result. From now till 2008, this
revolutionary research will track the performance of every Olympics sponsoring brand and
sport stars every quarter. According to the first wave result, 53% of the interviewees in China
is more likely to purchase a product or service from an Olympic sponsor. This figure is even
higher among the “ sports fans”; the closer one watches the sports scene, the more likely he
will buy from the sponsoring brands.
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Marking the Olympic Sponsors marketing performance

In the lead-up to Beijing 2008 Summer Olympics, a handful of famous brand sponsors are
already vying for the lead in the race to see who can best leverage on their Olympics
sponsorship to capture the hearts and minds of Chinese consumers. Research results from
the first wave of R3’s Olympic Sponsorship Benchmarking study show that runner-up Yili is
barely lagging behind from the top position, which is currently occupied by Coca-Cola. In the
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third and forth place are Lenovo and China Mobile, which are further away from the top 2
contenders.

R3’s OP Index measures the performance of each sponsor company against a number of

key factors, including brand awareness, purchase intent, promotional impact and linkage to
Olympic values.
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