
2010 Vancouver Olympic Games
12th-28th February 2010

Newsletter | 1
Covering the week leading up to the Games 
and the Opening Ceremony



Welcome to the first Winter Olympic newsletter from the team 
at OMG Sport and Entertainment.  

We have also invested in a bespoke study using 
our online capability Snapshots to monitor over 
time the level of interest in the games, media 
usage during the games and sponsorship 
awareness and perceptions. We researched 
1000 people each in three waves in USA, Canada, 
China, UK, France, Germany, Italy, Spain, Sweden 
and Russia. 

Over the next few weeks we’ll be sending two up-
dates to this newsletter with fresh insights from 
our Trendscouts and Snapshots research. 

As with all Olympic events, there will be many 
twists and turns to come and we hope our analy-
sis will provide a different perspective which is 
both practical, interesting and entertaining.

For more information about OMG Sports and 
Entertainment, please contact 

On Friday 12th February Vancouver opened the 
Winter Olympic Games with a stunning indoor 
ceremony in the BC Stadium.  82 nations 
represented by a total of 2629 athletes are 
competing for 258 medals during the 16 day 
event.   

Our growing team of specialists advises some 
of the world’s largest brands on the planning, 
activation and evaluation of their sponsorship 
investments.  We pride ourselves on providing a 
point of view embedded in fact based analysis 
and a practical understanding of the respective 
environment.  We monitor the key sporting 
events to inform our solutions and bring you the 
headlines.

To generate the most comprehensive coverage 
of the impact of the Winter Olympics, we have 
tapped into our team of Trendscouts around our 
network to monitor interest in the Games and 
associated brand activity around the world.  Our 
Trendscouts have gathered data from audience 
measurement systems as well as tagging online 
buzz to set the scene.  Our Digital Natives 
Alliance, a team of digital early adopters within 
Omnicom Media Group, has added to this with 
examples of great digital work which brands 
around the world have created for the Games. 

David Pinnington
Head of Sports Marketing
Omnicom Media Group
david.pinnington@omnicommediagroup.com
+44 7887 944 786.    



The story 
so far...
The week leading up to the Games
The Opening Ceremony



51% interest prior to the Opening Ceremony of 2010 
Vancouver Olympics: This is on a par with our Snapshots 
findings prior to the Summer Olympics, and slightly ahead of 
the interest levels for 2010 World Cup

What is your interest in the following events?  Responses 7+ from  a 1-10 scale
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Our                    results reveal high levels of interest in the week leading up to the Games
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What Is your interest in 2010 Vancouver Olympics?  Responses 7+ from  a 1-10 scale

The Games offer brands access to an upmarket audience 
reaching those at the prime of their earning potential



Interest levels vary significantly by market: 
26% interest in Spain vs 56% in Canada

2010 Vancouver has attracted 
interest from both men and 
women
48% of women are very interested in the games as 
opposed to 37%
claiming interest in the World Cup 2010

83% of people interviewed claimed they would follow the games.

TV is the preferred medium  to keep up to date, with the Internet 
coming second. How are you planning to follow the games?
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Going mobile. 21% of Chinese online 
respondents planned to follow the 
Games via their mobile.

Source: OMG                  , 9th February, 
1008 respondents across USA, Canada, China, UK, France, Germany, Italy, Spain, Sweden & Russia

Our                    results reveal high levels of interest in the week leading up to the Games



Media coverage and interest 
of opening festivities were 
overshadowed by Nodar 
Kumaritashvili's death.
In France, 'luge' search on Google 
increased by 2600% from 10th to 
16th Feb, vs an average of 1000% 
for Olympics words.

A tragic start to the Games

12th February: morning 
Fatal crash of Georgian  luger 
Nodar Kumaritashvili during a 
training run

Time zones impacted on audience size in Europe. 
TV reach of the Opening Ceremony live broadcast
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The most watched TV event in Canada’s history:  an average audience of 
13.3 million viewers watched the Ceremony, moving it well past the 10.3 
million who watched the men’s hockey gold medal game (Canada-United 
States) at the Salt Lake Games in 2002 on the CBC. Overall in Canada, a 
remarkable 23 million people - or 69% of the population - tuned in to some 
part of the ceremonies.

In the USA, 32.6 million people tuned as well. It was one of the most 
watched Winter Olympic events ever staged outside the country: 48% more 
than the previous games in Turin, Italy, and almost as many as the 2008 
Beijing Summer Games (34.9 million).

Globally, the event was followed by an older audience (51% of 50yo+) but 
by both genders (52% women/ 48% men).

12th February: 6pm PST 
Opening Ceremony
It was 3.00am across much of Europe 
and 10am in large parts of Asia. 

60,000 spectators at the live event were 
joined by a global TV audience estimated 
at more than 1 billion people.

Time zones impacted on audience size in Europe. 
TV reach of the Opening Ceremony live broadcast



Digital buzz grew gradually...

5-9th February
77 000 ‘Olympics’ 
mentions on Twitter

12th February 
520,000 fans of the 
official Vancouver 
Olympic Games on 
Facebook.

12-16th February 
798 000 ‘Olympics’ 
mentions on Twitter

17th February 
853 000 fans of the 
official Vancouver 
Olympic Games on 
Facebook

In France, ‘Vancouver 2010’ was the top 2
search on yahoo.fr the day of the Opening
Ceremony, ahead of Alexander McQueen’s 
death and TV reality program ‘I’m a celebrity 
get me out of here’.

In USA, online buzz 
for the 2010 Olympics 
increased over 500% 
from Feb 6 to Feb 12.

12th February 

6th-12th February 



Ceremony buzz:
In UK, when it was announced  
on Friday that Shelley Rudman 
would be carrying the flag 
for Britain, searches for her 
increased by 43% compared 
to the day before. 
In Sweden, the group “let Peter
Forsberg carry the Swedish 
flag”
got 522 members, and he did 
eventually carry the flag.

It is not all happening on TV: TV broadcasters drove people 
online  after the Opening Ceremony.  

In USA, 4.8 million people accessed Olympic content online
via NBCOlympics.com on the day of the Opening Ceremony,
up 469% from 2006 Torino.There were 1.9 million video
streams of the Opening Ceremony via NBCOlympics.
com, 836% more than 2006. 586 000 viewed NBC Olympic
content via a mobile device. With an average daily reach
of 40 million viewers over the first week end across Europe,
Eurosport’s coverage of the games has out performed
Torino 2006 audience figues by 7%.

Facebook  Athletes fever...
Shaun White (USA):  700 000 fans
Lindsey Vonn (USA): 49 000 fans
Team GB : 17 000 fans
Simon Ammann (Switzerland): 5 000 fans
Maria Riesch (Germany) :  1 200 fans

... But  no real Twitter mania
In France, 7 athletes out of the 108 French 
delegation have a twitter account, and have 
an average of 110 followers.
Ryan Blais (“Airblais”), Canadian Freestyle 
Skier, has 900 followers
Ben Kilner, British Snowboarder, has 192 
followers.

12th February 

Too cool for school: 
‘The petition to have no school during the Vancouver 2010 Olympics’ 
attracted 65 000 fans on Facebook



What are the sponsors up to in Vancouver?

Vancouvers eyes have been on the 
Omega countdown clock . Cindy 
Crawford made an appearance at 
the Official Countdown site and 
climbed into the Omega bobsleg.
  

Omega GE
GE sponsor the free public skating 
rink in the BC Pavillion.
  

Coca-Cola, Panasonic, 
Acer and Samsung

The four sponsors have come 
together to create a gathering 
place at Yaletown Live Site, one 
of the key central hubs during the 
games.

  

McDonald’s

McDonald’s have revamped their local
stores and created relevant outdoor campaigns.



What are the sponsors up to across the world? 

Coca-Cola in USA

Coca Cola  in USA created 
an iPhone ‘Cheer app’ 
with NBC that has sounds 
of cheering, air horns and 
a Coke being poured. 

  

Acer 

Acer has launched a special 
edition range of Winter Olympic 
branded PCs/laptops to mark the 
occasion.

Visa in USA
Through an interactive unit, Visa in 
USA is promoting a $5,000 sweep-
stakes where consumers can vote on 
their favorite Visa Olympic video ad 
and be entered to win a pre-paid card 
and a to have their name appear in 
the winning commercial during the 
closing ceremony TV broadcast.

  

Visa

Visa ‘Go World’ campaign  is 
visible on buses and freebies.

  

Advertising Seen in L’Equipe,1st 
daily sports newspaper in France



McDonald’s special competitions 
on the Bigmac.ru attracted atten-
tion of the young sport lovers and 
pushed them to lay out video with 
their achievements.

  

McDonald’s in Russia

GE in Europe

GE is the exclusive partner 
of  ‘Vancouver Live’ – the widest 
European Live Olympic Video Por-
tal which offers live HD streaming 
and on demand videos throughout 
the competition from 30 European 
Broadcasters. 

  

Samsung in Canada

Capitalizing on the “fantasy league” popularity, 
Samsung has sponsored a Fantasy Hockey 2010 
game. Consumers join the Player Pool and take a 
shot at some cool prizes courtesy of Samsung. They 
pick their own fantasy team to earn points during 
the men’s Olympic.

  

Omega

Omega serves as this year’s 
official timekeeper, counting 
down the days to the opening 
ceremony in addition to being 
responsible for timekeeping, 
data handling and the dis-
play of results for each event 
at every venue. In honor of 
this year’s Olympics, Omega 
released two special
limited-edition watches to 
commemorate the occasion.
  

Seen in L’Equipe, first daily 
sports newspaper in France



Omega




