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“�The Olympic Games  
are first and foremost 
about sport. As we have 
seen in Paris, they are 
also about so much 
more than sport.” 

Thomas Bach, President,  
International Olympic Committee



FOREWORD BY 
THOMAS BACh

Thomas Bach, President,  
International Olympic Committee

 The  Olympic Games Paris 2024 
were truly Olympic Games of a 
new era. The first Olympic Games 

delivered fully under our Olympic Agenda 
reforms: younger, more urban, more 
inclusive, more sustainable. The first ever 
Olympic Games with full gender parity.  
 
A record 84 per cent of the potential 
global audience followed the Games. This 
equates to around five billion people and 
underlines the massive success of the 
Games in Paris.  
 
This record-breaking reach was made 
possible thanks to our Media Rights-
Holders, with more coverage made 
available and watched than ever before, 
in particular on digital and social media 
platforms, and the many activations of  
our Worldwide Olympic Partners. 
 
I would personally like to congratulate 
all of them on their outstanding 
contributions to the success of these 
Olympic Games. The IOC is proud and 
grateful to work together with such a 
dedicated community of commercial 
partners. Their commitment ensures the 
Olympic Games continue to inspire and 
unite globally. And beyond the Olympic 
Games, they fuel our mission to make the 
world a better place through sport.  
 
Paris 2024 came at the right time for 
the expectations of our world, with 
independent consumer research 
demonstrating that people believe the 
Olympic Movement’s mission to unite  
the world in peaceful competition is  
more important than ever in a divided 
world, and that the IOC was successful  
in this effort. Another landmark 
achievement is that the Olympic values 
truly resonate with younger generations, 
as our research shows.  
 
These values were on full display in the 
Olympic Village, where athletes from 

the territories of 206 National Olympic 
Committees and the IOC Refugee 
Olympic Team lived peacefully together 
under one roof.  
 
They created a culture of peace,  
sending a powerful message across  
the globe. This message of togetherness, 
of joie de vivre – this message of peace: 
this is what people all around the world 
were longing for.  
 
But these Olympic Games could only 
inspire the world because our French 
hosts prepared the stage – and what  
an amazing stage it was.  
 
Millions of people celebrating the 
athletes in the streets of Paris and all 
across France. Millions of spectators in 
iconic venues creating an overwhelming 
atmosphere. More than half of the world’s 
population sharing in this spectacular 
showcase of the unity of humankind in all 
our diversity. The Olympic Games Paris 
2024 were a celebration of the athletes 
and sport at its best.  
 
They were a remarkable celebration of 
the values we hold dear – excellence, 
solidarity and peace. The Olympic Games 
are first and foremost about sport. As we 
have seen in Paris, they are also about 
much so much more than sport.  
 
The partnerships with our Worldwide 
Olympic Partners and Media Rights-
Holders, which made all of this  
possible, are truly a perfect reflection 
of our Olympic motto: Faster, Higher, 
Stronger – Together.
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“�Paris 2024 was a collective 
project, a vision shared 
by the entire nation and 
only made possible by the 
commitment of our public 
and private teammates.” 
 
Tony Estanguet, President,  
Paris 2024 Organising Committee



FOREWORD  
BY Tony Estanguet

Tony Estanguet, President,  
Paris 2024 Organising Committee

 This summer, France wrote a bold 
new chapter in the history of the 
Olympic and Paralympic Games.  

It was a season of remarkable records and 
emotions that will forever remain in the 
hearts of the French people and beyond. 
From the beginning, we aspired to make 
these Games different, to demonstrate 
that it is possible to organise Games that 
are both spectacular and responsible.

Paris 2024 was a collective project, a 
vision shared by the entire nation and  
only made possible by the commitment  
of our public and private teammates.  
I would like to extend my sincere  
thanks to President Bach, the French 
Government, the City of Paris, the  
Île-de-France Region, the Métropole  
du Grand Paris and the Seine-Saint- 
Denis department for their unwavering 
support and contributions throughout  
this journey. 

We are very grateful to the partners, 
official suppliers and licensees who  
were all vital to the delivery of the  
Games. And are very grateful to the 
broadcasters who were the key to  
sharing the stories of the competitions. 
Together, we showed the extraordinary 
achievements that become possible 
when we unite around a shared and  
bold set of ambitions.

I would like to express my sincere  
thanks and gratitude to all the athletes  
of the Paris 2024 Olympic Games.  
They surpassed every expectation, 

showing resilience, determination and  
the true spirit of Olympism. They are  
now part of the extraordinary legacy of 
these Games.

To the fans, both in the venues and 
watching around the world, thank you! 
You created an atmosphere like no other, 
making these Games unforgettable for 
everyone involved. We worked hard to 
engage people with Paris 2024, whether 
digitally or in person, like never before. 
From our social media posts and the 
Opening Ceremony on the Seine, to the 
Mass Event Running and the Champions 
Park, we delivered on our vision of a 
Games Wide Open. 

A heartfelt thank you also goes to the 
45,000 volunteers whose dedication, 
passion and tireless efforts brought 
these Games to life. Your contributions 
were the backbone of Paris 2024, and 
your commitment ensured that the 
Games were a success.

To everyone who played a role in making 
Paris 2024 an extraordinary success,  
un grand merci.
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“�With record-breaking 
viewership across 
television, digital platforms 
and social media, Paris 2024 
stands as the most followed 
Olympic Games in history.” 

Jiří Kejval, Chair IOC Marketing Commission



FOREWORD  
BY Jiří Kejval

Jiří Kejval, Chair,  
IOC Marketing Commission

 The Olympic Games Paris 2024 
were truly historic, not only for  
the athletes but also for the  

global audience who followed this 
unforgettable event. More than half of  
the world’s population tuned in to 
experience the magic of these Games. 
With record-breaking viewership across 
television, digital platforms and social 
media, Paris 2024 stands as the most 
followed Olympic Games in history.

This remarkable reach was made 
possible by the tireless efforts of our 
Media Rights-Holders and Olympic 
Broadcasting Services, who provided 
more comprehensive coverage than  
ever before. Whether on television, 
digital platforms or social media, 
fans had unprecedented access to 
the excitement and drama of the 
Games. The engagement across social 
platforms alone exceeded 12 billion, 
showcasing the vast global interest and 
bringing the Olympic spirit to younger 
and more diverse audiences. Our 
dedicated efforts to attract non-sport 
fans, particularly younger generations, 
through collaborations with influencers 
and athletes from various fields, further 
expanded our reach.

A key driver of this success was 
the extraordinary support from our 
Worldwide Olympic Partners. Their 
contributions went far beyond traditional 
sponsorship. From technology and 

infrastructure to innovative marketing 
campaigns, their presence could be 
felt everywhere – in the streets of 
Paris, the Olympic Village and across 
global markets. These partners were 
instrumental in staging the Games and 
promoting the Olympic values around  
the world.

This Marketing Report highlights 
the achievements of our media 
and commercial partners, whose 
collaborative efforts not only helped 
make Paris 2024 a resounding success 
but also supported the development 
of sport worldwide. By redistributing 
90 per cent of the revenue generated 
through our marketing programmes,  
the IOC continues to empower athletes 
and sports organisations globally.

The Olympic Games Paris 2024 set a 
new standard for future Games, and  
we are deeply grateful to everyone  
who made this possible.
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Games 
Wide Open





Games Wide Open

The Olympic Games Paris 2024  
brought the world together for  
19 unforgettable days, showcasing 
remarkable achievements by athletes 
and the vibrant energy of the host 
nation. Set against the backdrop  
of one of the world’s most iconic cities, 
Paris 2024 lived up to its promise  
of delivering “Games Wide Open”,  
with historic performances, breathtaking 
venues and inspirational moments of 
unity and sportsmanship, leaving  

a lasting impression on fans and  
athletes alike.

The Games began with a spectacular 
Opening Ceremony on the River Seine, 
where athletes from the territories of 
206 National Olympic Committees 
(NOCs) and the IOC Refugee Olympic 
Team paraded on boats against the 
stunning backdrop of Paris. This unique 
ceremony transformed the heart of the 
city into an Olympic stage, capturing the 

THE OLYMPIC GAMES PARIS 2024 SHOWCASED THE WORLD’S BEST ATHLETES AND THE UNIFYING POWER 
OF SPORT, WITH REMARKABLE ACHIEVEMENTS AND HISTORIC FIRSTS SET AGAINST THE ICONIC 
BACKDROPS OF THE VIBRANT HOST CITY

“�This was France 
completely in love with the 
Olympic Games. Millions 
on the streets of Paris, full 
venues everywhere and 
unrivalled atmosphere.”  

Thomas Bach, IOC President
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Paris 2024 in numbers

15
new events

32
Sports

imagination of millions and setting the 
tone for Games defined by innovation 
and inclusivity.

This groundbreaking approach saw 
Paris itself become a star of the Games, 
with its historic landmarks transformed 
into spectacular sporting venues. 
Archery took place at Les Invalides, 
beach volleyball unfolded beneath the 
Eiffel Tower, fencing lit up the Grand 
Palais, and equestrian events graced the 
grounds of the Château de Versailles. 
These iconic locations and many others 
provided awe-inspiring backdrops to the 
sporting action, seamlessly blending the 
city’s cultural heritage with the energy 
and excitement of the Olympic Games.

In line with Paris 2024’s vision, these 
Games spread beyond Paris too, 
involving the whole of France. Sailing 
took place in Marseille, shooting in 
Châteauroux, some handball and 
basketball in Lille, and surfing in Tahiti, 
while football was shared between Lyon, 
Nantes, Bordeaux, Saint-Etienne, Nice, 
Marseille and Paris.

And the performances of the athletes 
were no less breathtaking than the 
venues, with an array of extraordinary 
achievements, historic firsts and record-
breaking feats. French swimmer Léon 
Marchand and judoka Teddy Riner 
both became national icons with their 
multiple gold medals, uniting fans in 
spontaneous celebrations throughout 
the city. Simone Biles returned to the 
Olympic stage in stunning fashion, 
leading Team USA to gold in gymnastics 
and adding to her incredible legacy.

Other sporting giants rose to the 
occasion as well. Serbian tennis star 
Novak Djokovic finally won the Olympic 
singles gold that had eluded him for 
four editions of the Games, while Katie 
Ledecky’s victory in the women’s 
1,500m freestyle took her career total 
to nine Olympic gold medals in the 
pool, tying her with gymnast Larissa 
Latynina for the most Olympic titles won 
by a female athlete. Sweden’s Armand 

329
medal events

20
mixed-gender events

50/50
Quota places were 
distributed equally 
between men and  
women, making Paris 
2024 the first gender 
equal Olympic Games

Athletes from  
the territories of

206
NOCs + the  
IOC Refugee 
Olympic Team
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Global Games

Cindy Ngamba  
bronze, boxing,  
women’s 75kg

91 NOCs and the IOC Refugee Olympic Team won medals

1st ever medal for 
the IOC Refugee 

Olympic Team

Botswana  
Letsile Tebogo 

athletics,  
men’s 200m

Albania 
Chermen Valiev  

bronze, wrestling,  
men’s 74kg freestyle

Dominica 
Thea LaFond  

athletics, women’s  
triple jump

Cape Verde  
David de Pina  

bronze, boxing,  
men’s 51kg

Guatemala 
Adriana Ruano  

shooting,  
women’s trap

Dominica 
Thea LaFond  
gold, athletics,  

women’s triple jump

Saint Lucia  
Julien Alfred  

athletics,  
women’s 100m

Saint Lucia  
Julien Alfred  

gold, athletics,  
women’s 100m

4 NOCs won their first Olympic Games gold medal

4 NOCs won their first Olympic medals



"Mondo" Duplantis, meanwhile, soared 
higher than any athlete in history at  
Paris 2024, winning gold in the men’s 
pole vault at an astounding 6.25m to 
break his own world record – one of  
32 world records broken during the 
course of the Games.

Paris 2024 provided plenty of historic 
firsts too, with four National Olympic 
Committees winning their first ever 
Olympic gold medals. From Saint Lucia’s 
Julien Alfred winning the women’s 100m 
and Thea LaFond’s victory in the triple 
jump for Dominica, to Letsile Tebogo 
of Botswana triumphing in the men’s 
200m and Guatemalan shooter Adriana 
Ruano’s podium-topping performance 
in the women’s trap, these moments 
underscored the universality of the 
Games. Francisca Crovetto also wrote 

“�I think that’s the beauty of 
the Olympics – you have 
such a multicultural and 
multinational crowd.” 

Novak Djokovic (SRB, tennis)

Games Wide OpenIOC Marketing Report Paris 2024 15



her name into the record books as 
she became the first female Olympic 
champion from Chile by winning the 
women’s skeet event, while Cuban 
Greco-Roman wrestling star Mijaín 
Lopez ended his career on a high, 
making history as the first athlete to  
win five consecutive gold medals.

But Paris 2024 wasn’t just about 
victories – these were also the first 
Olympic Games in history with full 
gender parity, thanks to the distribution 
of an equal number of quota places 
to female and male athletes by the 
IOC. That spirit of inclusion extended 
throughout the Games, with the 
Champions Park, at the foot of the Eiffel 
Tower, bringing fans closer to the action 
with parades for medal-winners, and the 
Marathon Pour Tous giving thousands 
of members of the public the chance to 
take part in marathon and 10km running 
events along the Olympic route in the 
heart of Paris.

Across France, six million people visited 
celebration sites, demonstrating the 
deep enthusiasm and support for the 
Games, while fans packed venues and 
lined the streets of Paris, creating an 
electric atmosphere that added to the 
magic of the competition.

The inclusion of surfing in Tahiti and 
urban sports in Paris’s dynamic settings 
also brought new energy to the Olympic 
programme, expanding its appeal 
and relevance. Breaking, making its 
Olympic debut, added a fresh cultural 
dimension to the event, appealing to 
younger audiences and bridging the 
gap between traditional sports and 
contemporary culture.

Beyond the sporting highlights, moments 
of sportsmanship and unity defined 
Paris 2024. In a memorable display of 
the Olympic values, China’s He Bing 
Jiao consoled an injured Carolina Marín 
of Spain during the badminton semi-
finals, exemplifying the respect and 
camaraderie that the Games inspire. 

In a similar vein, the IOC Refugee 
Olympic Team once again captured 
hearts, with 37 athletes competing 
across 12 sports, demonstrating 
the resilience and determination of 
individuals displaced by conflict. Their 
performances reminded the world of the 
transformative power of sport to provide 
hope and opportunity, with boxer Cindy 
Ngamba making history in the women’s 
75kg event as she clinched bronze to 
win the IOC Refugee Olympic Team’s 
first ever medal.

As the Games drew to a close, IOC 
President Thomas Bach captured the 
essence of the event, remarking that the 
athletes had helped "to make the City of 
Light shine brighter than ever before", 
while it became clear that Paris 2024 
had truly fulfilled its vision of “Games 
Wide Open”, uniting the world through 
sport and creating a truly inclusive and 
innovative celebration. 

of athletes surveyed 
rated their overall 
experience positively95%  

“�It just gives me the tingles 
and I think that’s the 
Olympics; it just gives you 
this energy you can’t find 
anywhere else.”  

Jessica Fox (AUS, canoe slalom)	

3 out of 4   
people believe the IOC was 
successful in "bringing the 
world together in peaceful 
competition" at Paris 2024
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Olympic Solidarity at Paris 2024 

athletes (843 men; 717 women) from 
195 NOCs in 27 sports received 

scholarships for their training 
towards Paris 2024

refugee athletes from 24 host 
countries, representing 14 sports, 
received grants to support their 
efforts to qualify for Paris 2024

invested in the Olympic cycle 
leading up to Paris 2024

teams from 

Olympic Solidarity individual 
scholarship-holders competed  

at Paris 2024

 

directed into scholarships
NOCs in eight sports received 

Team Support Grants

75  
medals won by 
scholarship-holders

5 
medals won by teams who 
received Olympic Solidarity 
Team Support grants

1,560 

74

USD 590m 215

599

USD 38m 140
gold

silver

gold

silver

bronze

bronze

26

20

3

1

29

1

195 
NOCs received Olympic 
Solidarity athlete scholarship 
funding for Paris 2024

1 
medal and 3 diplomas won 
by Refugee Athlete Support 
Grant beneficiaries

303 
men

296 
women

The Olympic Solidarity programme helped thousands of athletes qualify for and compete at the Games by 
providing crucial funding to cover training, equipment and other essential costs, leading to outstanding results.

Games Wide OpenIOC Marketing Report Paris 2024 17

10% increase 
to the Olympic Solidarity budget, 
taking it to a total of

USD 650m

there will be a

For

2025 to 2028

Olympic Solidarity Scholarship holder 
Arshad Nadeem threw an Olympic 
record of 92.97 metres to clinch gold 
in the men’s javelin, becoming the first 
Pakistani athlete to win an Olympic gold 
medal in an individual sport



“�It’s an incredible honour to 
represent the United States on 
this global stage, especially in 
a moment that can bring the 
whole world together.”  

LeBron James (USA, basketball)

“�Such an honour. I haven’t found 
the right words to describe my 
Olympic experience.”  

Simone Biles (USA, gymnastics)	
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“�The Olympic Games, for me 
without a doubt, is the most 
important event in the world 
of sport.”  

Rafa Nadal (ESP, tennis)

“�The energy here in Paris 
has been incredible.” 

Katie Ledecky (USA, swimming)

19Games Wide OpenIOC Marketing Report Paris 2024



“�Absolutely amazing. It's 
honestly one of the best golf 
tournaments I've ever been 
involved in.”  

Rory McIlroy (IRL, golf)

“�The crowd was what 
moved me the most.” 

Rayssa Leal (BRA, skateboarding)	
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“�I think these were the best 
Olympics ever, because of 
all the beautiful venues that 
perfectly represented France.” 

Antoine Dupont (FRA, rugby sevens)

“�Nothing can describe  
my emotion.”  

Zheng Qinwen (CHN, tennis)

“�Paris 2024 has been an 
epic experience.” 

Beatrice Chebet (KEN, athletics)

21Games Wide OpenIOC Marketing Report Paris 2024



Olympic Marketing  
Overview





Olympic Marketing 
Overview

The Olympic Games generate substantial 
revenues that are almost unparalleled 
across the sporting world thanks to a 
range of marketing programmes that are 
coordinated by the International Olympic 
Committee (IOC).

These revenues are primarily generated  
by the IOC through three key streams:

1.	 Media Rights – Representing the 
largest portion of income, media 
rights ensure global broadcast 
coverage, allowing billions of people to 
experience the magic of the Games.

2.	 The Olympic Partner (TOP) Programme 
– As the highest level of sponsorship, 
the TOP Programme brings together 
leading multinational companies that 
provide essential financial resources, 
products and services for the Games.

3.	 Licensing and Merchandising – 
Through the sale of official Olympic 
products, fans can connect with 
the Games by purchasing licensed 
memorabilia, from apparel to souvenirs.

AS A NON-PROFIT ORGANISATION, THE INTERNATIONAL OLYMPIC 
COMMITTEE USES THE REVENUES GENERATED FROM THE OLYMPIC 
GAMES TO ASSIST ATHLETES AND DEVELOP SPORT WORLDWIDE.

These programmes not only help 
ensure the successful staging of 
the Olympic Games, but also assist 
athletes and develop sport worldwide, 
while promoting the Olympic values  
to a global audience.
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90%
Individual athletes  
and coaches, via Olympic  
Solidarity funding 

National Olympic Committees 
(NOCs), which prepare  
athletes and teams to compete 
in the Olympic Games

International Sports  
Federations (IFs), which run and 
oversee the development of 
their sports around the world

Organising Committees  
for the Olympic Games 
(OCOGs), which are in charge  
of staging the Olympic Games

Other Olympic Movement  
and sport organisations 
to promote the worldwide 
development of sport

10%
IOC activities to develop sport  
and operations of the IOC

USD 7.6BN

61%  
Media rights

5%  
Other rights

30%  
TOP Programme 
marketing rights

4%  
Other revenue

*Based on IOC’s audited financial  
statements for 2017-2020/21

Olympic Revenue Sources

Where the revenue goes

In total, through the sale of broadcasting 
and marketing rights, as well as other 
income streams, the revenue for the 
Olympiad that spanned 2017 to 2020/21 
was USD 7.6 billion.

This revenue is distributed across the 
Olympic Movement to support athletes, 
National Olympic Committees (NOCs), 
International Federations (IFs) and other 
Olympic stakeholders. 

In total, the IOC redistributes 90 per cent 
of its income, ensuring that every day, 
USD 4.2 million is allocated to sports 
development worldwide. This funding 
supports the staging of the Games, 
assists smaller nations in developing their 
sporting programmes, and ensures that 
athletes have the resources they need to 
achieve their best.

25Olympic Marketing OverviewIOC Marketing Report Paris 2024



Olympic  
Broadcasting





the most followed 
Games ever

Olympic Games Paris 2024:

Australian swimmers Mollie O’Callaghan 
(left) and Ariarne Titmus (right) embrace 
after winning gold and silver respectively 
in the women’s 200m freestyle
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Or 
5 billion people

more than half 

engagements on the social media handles of Media  
Rights-Holders (MRHs) than there were for Tokyo 2020

in the amount of coverage watched 
with 28.7 billion hours of footage viewed 
around the world on MRH platforms

of digital coverage  
(Up 42% from Tokyo 2020)

of linear TV coverage  
(Up 18% from Tokyo 2020)

13X more

25% increase 95%

70%

308,741 hours 178,002 hours 

There were  

There was a  

Paris 2024 generated more coverage on MRH platforms than ever before

of the potential audience 
watched an average of  
24 hours of coverage

In the home market of France, 

of the global audience 
watched on both television 
and digital platforms

A record 84%  
of the potential global audience 

followed the Games*

*Potential global audience with access to follow the Olympic Games and over the age of four years old.

This equals around 

the world’s population

 This meant every viewer watched on 
average 9 hours of coverage, a 20% 
increase on the previous Games

29Olympic BroadcastingIOC Marketing Report Paris 2024



A record 84 per cent of the potential 
global audience* followed the Olympic 
Games Paris 2024, according to 
independent research conducted on 
behalf of the IOC. This equals around  
five billion people and means that more 
than half of the world’s population 
followed the inspirational achievements  
of the Olympic athletes and the magic 
of the Olympic Games, underlining the 
massive success of the Games in Paris.

Media Rights-Holders (MRHs) delivered 
record results, driven in large part by 
increased visibility on digital channels. 
Globally, there were 13 times more social 
media engagements on MRH handles 
than for Tokyo 2020. Some 70 per cent  
of the global audience watched on  
both television and digital platforms,  
with MRHs offering more coverage on 
more platforms than ever before.

There was a 25 per cent increase in the 
amount of coverage watched, with 28.7 
billion hours of footage viewed around the 
world on MRH platforms. This meant every 
viewer watched on average nine hours 
of coverage, a 20 per cent increase on 
the previous Games. In the home market 
of France, 95 per cent of the potential 
audience watched an average of 24 hours 
of coverage of the Olympic Games.

Broadcasting
THE OLYMPIC GAMES PARIS 2024 MARKED A NEW MILESTONE IN OLYMPIC BROADCASTING, 
ACHIEVING UNPRECEDENTED GLOBAL REACH AND ENGAGEMENT 

 
Record Coverage  
and Global Reach

As the host broadcaster for the Olympic 
Games, Olympic Broadcasting Services 
(OBS) produced a record 11,000 hours 
of content for Paris 2024, surpassing 
any previous Games. This included 
3,575 hours of live sports, ceremonies 
and Champions Park coverage, and 
represented a 15.8 per cent increase 
compared to the Olympic Games 
Tokyo 2020, enabling MRHs to deliver 
comprehensive, live coverage around  
the world across all platforms.

As a result, global audiences experienced 
unprecedented access to the Games, 
with traditional TV and digital streaming 
providing deeper and more interactive 
engagement than ever before. 
 
Athlete-Centric Coverage

Paris 2024 continued OBS’s tradition 
of innovation, enhancing the viewer 
experience through even more  
immersive storytelling and the use  
of cutting-edge technology. 

OBS was committed to delivering 
innovative coverage that not only  

captured the essence of Olympic 
excellence but also immersed global 
audiences in the Olympic journey and 
the personal stories of their favourite 
athletes. With more athlete-centric and 
behind-the-scenes coverage, OBS brought 
the athletes’ stories to the forefront, 
helping broadcasters deepen viewers' 
understanding of the sport and foster 
greater engagement.

Technological innovations also played a 
key role in elevating broadcast coverage 
to new levels. Cinematic lenses with a 
shallow depth of field created a more 
intimate and immersive experience, while 
a wide array of new data-driven graphics 
provided real-time, detailed insights into 
athletes’ performances. Viewers also 
enjoyed more multi-angle camera replays, 
offering previously unseen perspectives 
that fully immersed fans in the action. 
Additionally, the expanded use of ‘Athlete 
Moments’ featured emotional, virtual 
family reunions in post-competition 
coverage, bringing audiences worldwide 
closer to the adrenaline, emotion and spirit 
of the occasion after the athletes walked 
off the fields of play. 

“�I have been watching the 
Olympic Games on television 
ever since I was able to, so it  
is a special feeling to live  
them here, in Paris.”

	 Lucas Corvee (FRA), badminton

“�Paris 2024 demonstrated 
the unprecedented global 
appeal of the Olympic Games. 
Working with our Media 
Rights-Holder partners,  
more coverage was made 
available and watched than 
ever, in particular on digital 
and social media platforms.”

	 Thomas Bach, IOC President

*Potential global audience with access to follow the 
Olympic Games and over the age of 4 years old

An OBS camera operator captures former world champion skateboarder Gustavo Ribeiro (POR) in action in Paris
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How the Games were broadcast

3,680+  
microphones

11,000+  
hours of content  

produced by OBS

1,200  
OBS cameras

182  
broadcast  

sublicensees

8,300+  
broadcast  
personnel

36  
Media Rights-Holders  
(including the Olympic 

Channel)

72  
NOCs engaged 

through the Athlete 
Moment initiative

19,000  
pieces of content made 

available to MRHs  
via OBS's  

cloud-based content 
delivery platform

100,000+ 
highlight clips created 

automatically by AI

499  
Athlete Moments 

completed

Grant Holloway (USA) uses the 
Athlete Moment to celebrate with 
friends and family after winning 
gold in the men's 110m hurdles
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A New Era of  
Broadcast Technology
Paris 2024 marked a transformative 
milestone in broadcast technology, with 
Artificial Intelligence (AI) showcasing its 
unparalleled capability to analyse live data 
at speeds beyond human capacity, setting 
new benchmarks in Olympic coverage. 

AI played a crucial role in optimising 
broadcast operations, driving content 
creation and delivering data in innovative 
ways. Multi-camera replay systems 
powered by cloud-based AI and deep 
learning generated 3D models and texture 
mappings to offer unprecedented insights 
into the intricacies of each performance. 

Other advancements included  
AI-driven motion tracking and intelligent 
stroboscopic analysis, which provided 
broadcasters and audiences with  
real-time data visualisations and  
insights into athletes’ performances. 

For the first time, specific applications 
featured real-time trajectory analysis 
for archery, enhanced data graphics for 
diving, serve reaction time for tennis,  
and ball spin detection for table tennis. 
OBS also introduced Automatic  
Highlights Generation, enabling MRHs  
to curate personalised highlight reels 
across 14 sports/disciplines based  
on their preferences.

In addition, OBS Cloud, first introduced 
at Tokyo 2020, played a crucial role once 
again, enabling MRHs to streamline  
their operations and deliver content  
more efficiently. This cloud-based  
solution, developed in collaboration  
with Worldwide Olympic Partner Alibaba, 
allowed broadcasters to operate remotely, 
reducing the Games' broadcast footprint 
and improving flexibility and scalability in 
broadcast operations.

OBS also partnered with Worldwide 
Olympic Partner Intel to develop a 

“�We aimed to bring viewers 
closer to the action and 
emotions of the Games, 
enhancing their experience 
and fostering a stronger 
connection with the athletes 
and the Olympic spirit.”

	 Yiannis Exarchos, CEO, OBS 

more flexible and modular production 
environment, enabling OBS to deploy 
next-generation, virtualised production 
units for live coverage for the first time  
in an Olympic Games.

The continued integration of these 
technologies ensured that Paris 2024 
was not only the most-followed Games 
but also one of the most technologically 
advanced, establishing new standards 
for efficiency and sustainability in the 
broadcast industry.
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Expanding the Reach of Paris 2024

Host Country Engagement:  
France Télévisions, in collaboration with 
the Paris 2024 Organising Committee, 
created programming that brought the 
Olympic spirit into the homes of millions. 
Initiatives included the daily programme 
Au Jeux Citoyens, which aired for over  
a year leading up to the Games, and  
the nationally celebrated arrival of the 
Olympic Flame in Marseille, which kicked 
off the Olympic Torch Relay through 
mainland France and overseas territories.

Gaming Innovations:  
The IOC and Visa partnered to launch 
Olympic World on Roblox, introducing  
the Olympic spirit to younger audiences. 
With over 11.1 million visits in just  
14 days, it became the most successful 
sports property on the platform, 
demonstrating the power of gaming  
in engaging new fans.

Social and Creator Collaborations:   
Paris 2024 featured the first-ever  
Olympic Creator Programme, developed  
in collaboration with MRHs, Meta,  
YouTube and TikTok. The programme 
invited more than 100 leading digital 
creators from around the world to 
experience the Games and share their 
unique experiences via social media, 
helping to promote Paris 2024 coverage. 
Official broadcasters like NBC in the USA 
and Warner Bros. Discovery in Europe 
also partnered with social platforms and 
celebrities to amplify their reach.

Content Partnerships:  
The IOC’s collaboration with Netflix 
delivered Simon Biles Rising and Sprint, 
two docuseries that featured in Netflix’s 
global Top 10 and generated pre-Games 
anticipation. A third documentary series  
on the Olympic basketball tournament  
will be released in 2025, further extending 
the storytelling journey.

Paris 2024 showcased innovative partnerships and groundbreaking collaborations 
that elevated the Games to new heights, engaging diverse audiences worldwide:

Through these diverse initiatives, Paris 2024 
achieved unparalleled global reach, bringing the 
Games to life for fans of all ages and interests.
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France  

Europe  

On average, a French 
person (4+) watched 

more than  

24 hours 
of the event

More than  

7 billion 
minutes streamed over the 

course of the Games – six times 
more than Tokyo 2020

france.tv generated more than 

200 million 
views over the course  

of the Games

More than 

5.2 billion 
video views of Warner Bros. 
Discovery Olympics posts  

on social media – ten times 
more than Tokyo 2020

Peak audience of  

15 million 
viewers during Léon 
Marchand’s fourth  

gold medal win

1 billion 
views for clips published  

on France Télévisions’  
social media pages

Global Audience Highlights

Warner Bros. 
Discovery’s 

average linear 
television 

audiences for 
Paris 2024 were 
double those of 

Tokyo 2020

France Télévisions was 
watched by almost 

60 million 
French viewers

Cumulative reach of more than  

215 million 
in Europe viewing Olympics 

content on Warner Bros. 
Discovery’s platforms – 23% more 
than Olympic Games Tokyo 2020

The Opening Ceremony 
achieved the highest audience 

in the history of French 
television, with an average of  

24.4 million 
viewers

94% 
 of the French  

population aged 4+ 
watched the Games

“�Paris 2024 has again demonstrated 
the value of bringing premium 
sport and entertainment  
together to drive audience  
and engagement at scale.”

	� Andrew Georgiou, President and 
Managing Director, Warner Bros. 
Discovery UK & Ireland and WBD  
Sports Europe

Léon Marchand  
(FRA, swimming)

4x400m mixed relay team 
(NED, athletics)
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USA

Great Britain

Led by Peacock,  

23.5 billion 
minutes of Paris 2024 coverage was 

streamed – up 40% from all prior 
Summer and Winter Games combined

36.1 million 
viewers watched 15 minutes 

or more of the Paris Olympics 
on BBC TV - equivalent to 
59% of the UK population

Paris 2024 content 
registered a record  

6.55 billion 
impressions across NBC 

Sports social channels – a 
184% increase compared 

with Tokyo 2020

Keely Hodgkinson's gold 
medal in the women’s 

800m final was the most 
watched event with 

9.1 million 
viewers on BBC One  

and BBC iPlayer

Olympic coverage 
reached  

152 
consecutive 

summer Olympic 
nights as the 

primetime  
no.1 show

Total Audience  
Delivery (TAD) of   

30.6 million 
viewers across the 

combined live Paris Prime 
and U.S. primetime periods 
– up 82% from Tokyo 2020

BBC Sport's coverage of Paris 2024  
was streamed a record-breaking  

218 million 
times online – more than double the  

104 million streams recorded during the 
Olympic Games Tokyo 2020

“�The Olympics reestablished 
their unique power to 
reassemble the American 
media audience.”

	� Gary Zenkel, President,  
NBC Olympics

“�These figures across 
digital, linear, online 
and audio demonstrate 
that BBC Sport’s  
unique multiplatform 
offer is capable of 
uniting the nation  
with the very best of 
British storytelling.”

	� Alex Kay-Jelski,  
Director of BBC Sport

Napheesa Collier  
(USA, basketball)

Keely Hodgkinson  
(GBR, athletics)
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Australia

9Now achieved a 16% incremental reach, with   

2.7 million 
viewers tuning in exclusively to the Olympics 
through 9Now out of an overall national reach 
of 7.5m on Australia’s no. 1 commercial free-

to-air streaming platform

A national total TV reach of   

5.6 million 
viewers aged 16-39 tuned 
into the broadcast, in the 
crucial demographic of 

people aged 25-54, more 
than 8.1m viewers tuned 
into Nine’s coverage of 

Paris 2024

Canadians consumed  
a record-breaking   

24.3 million 
hours of Paris 2024 content 

on CBC/Radio-Canada’s 
digital and streaming 

platforms, an increase of 
170% over Tokyo 2020 and 

121% over Beijing 2022

Nine’s coverage was  
broadcast to a national total 

television reach of  

19.5 million 
people across Channel 9, 9Gem 

and 9Now

“�The Olympics are more than 
just a sporting event. They're 
a cultural phenomenon 
that resonates deeply with 
Australians from all walks of 
life. They unite the nation in a 
way that few other events can, 
bringing together millions of 
viewers across the country.”

	� Michael Healy, Director of 
Television, Nine

The dominance of Nine’s Olympics 
coverage led to 9News recording its 
10 highest rating bulletins of the year 

during Paris 2024

7 in 10 
Canadians (27m) tuned in  
for CBC/Radio-Canada's 
coverage of Paris 2024

“�Canadians shared in the 
excitement of Canada’s 
spectacular athletes — their 
incredible triumphs as well 
as their disappointments. The 
sense of pride they inspired 
in us lifted us all — it’s why 
the Olympics matter and why, 
as Canada’s national public 
broadcaster, we are so proud to 
bring them to Canadians, from 
coast to coast to coast.”

	� Catherine Tait, President  
and CEO, CBC/Radio-Canada

Canada

Jessica Fox  
(AUS, canoe slalom)

Skylar Park  
(CAN, taekwondo)
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Germany

The most successful Olympic 
broadcast on Das Erste was the 

coverage of the Opening Ceremony, 
which averaged  

10.44 million 
viewers over four hours,  

with a market share of 45.5%.  
This made it the most watched 

broadcast of the Olympic Games  
in 20 years

The audience share of 
ZDF’s Closing Ceremony 

coverage was  

40.5% 
with its  Paris 2024 

broadcast reaching 52% 
of the potential audience 

across the event

On the ZDFMediathek  
digital platform, on the  
days when the Games  

were broadcast  
on ZDF, an average of  

9.93 million 
visits per day were achieved, 

up 62% compared with  
Tokyo 2020

ARD-ZDF digital offerings 
had recorded  

225 million 
visits by the final Saturday, 

recording 65m hours  
of consumption

ARD & ZDF reached   

53.4 million 
viewers with their television 

broadcasts, representing around 
two thirds of the population

Brazil  

81% 
of households reached 
by TV Globo, with TV 

ratings up 10% compared 
with Tokyo 2020

SporTV attracted an audience 
three times greater than all 
other pay TV channels on 

Olympic days

Double the streaming 
reach and consumption 
on Globoplay compared 

with Tokyo 2020

140.4 million 
reached with Globo’s  
Paris 2024 coverage  

across TV Globo, SporTV  
and GloboPlay

An innovative media rights 
deal with LiveMode (CazéTV) 

resulted in an audience of 
56m people reached on its 
YouTube channel, with over 

4.8m concurrent viewers for 
the women’s football final and 

women’s volleyball bronze 
medal game. More than 127m 
people were also reached on 
Instagram, and overall there 

were over  

5 billion 
videos views

Eduarda Santos Lisboa and 
Ana Patricia Silva Ramos 
(BRA, beach volleyball)

Nelvie Raman Tiafack  
(GER, boxing)
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Japan

CHina

TVer, the streaming 
service of commercial 

broadcasters, had 
record numbers, with 

approximately 

21 million 
people using the service, 
and the total number of 
views exceeding 110m.  
The total playback time 

reached 23m hours

CCTV News had 

13.19 billion 
video views, while CCTV 
Sports app had almost 17 
times more daily visiting 

users than before the 
Games. CCTV Sports  
had 3.4bn views, with  

the majority (2.6bn)  
on live streams

Digital coverage reached over   

31 billion 
video views across CCTV's 

Yangshipin streaming service, 
CCTV News and the CCTV 

Sports app, all setting  
new standards

CCTV's Yangshipin  
streaming service received    

14.5 billion 
video views, setting new historical 

records, with the daily average 
reaching twice that of Tokyo 2020. 
The app also topped the overall list 

of app downloads for 16 consecutive 
days. On social media, the apps' 

accounts recorded over 6.1bn 
videos views, with short content 

representing half of those 

As the main live broadcast 
channel for the event, 

CCTV-5 maintained the top 
spot in audience share on 
both networks during the 
Olympics, with an average 
national network share of  

11.72% 
the highest in the past five 

Olympic Games and an 
increase of 12% over the 

previous Olympic Games

CCTV's national network 
audience share reached 

35.75% 
during the Games, an 

increase of 27% over the 
same number of days before 

the Opening Ceremony

The highest single-day 
audience share of the CCTV 

channel group reached  

38.33% 
setting a new record for 

single-day audience share 
outside of key holidays 

(Spring Festival, Lantern 
Festival and National Day) 

since August 2016

More than  

105 million 
Japanese people watched 

some coverage of Paris 
2024 across the Japanese 
Consortium’s TV channels, 
representing almost 90% of 

the potential viewers

Kagami Yuka  
(JPN, wrestling)

Men’s team  
(CHN, table tennis)
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Over  

5 billion 
minutes of consumption 

were recorded across 
these platforms

The network reported   

2.6 
times more advertising 

revenues than 
previous Games, using 

innovative ad assets

“70 per cent of the global audience watched on both television 
and digital platforms, with our Media Rights-Holding Partners 

offering more coverage on more platforms than ever before.”
 

Anne-Sophie Voumard, Managing Director, IOC Television and Marketing Services 

Sky’s digital platforms,  
Sky Sport Now and Sky  

Go, also experienced 
significant volumes of  

activity during the Games  
as more than 

350,000 
unique viewers flocked  

to both platforms to stream 
Sky’s Olympics coverage 

almost 21m times, averaging 
1.3m daily streams

New Zealand

A total of   

2.8 million 
people – 57% of New Zealand’s  

population – watched the Olympic Games, 
including free-to-air on Sky Open, at an 

average of 1.4m viewers per day

Additionally, Sky’s social  
channels achieved strong 

engagement across  
YouTube, X, TikTok, Facebook,  

and Instagram throughout  
the Games. More than  

1,200 posts 
– at an average of over 42 daily 

posts – showcasing medal-
winning performances, exclusive 
interviews and other highlights 

of the Games led to 44.8m 
impressions, 32.7m video views, 

2.9m engagements and an 
audience growth of 35,000

India

170 million 
watched across Viacom18 

platforms including 
JioCinema and Sport18 TV 
channels, with broadcast 
commentary in multiple 

local languages

Neeraj Chopra  
(IND, athletics)

Ellesse Andrews  
(NZL, track cycling)
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Olympic Partnerships

“�Without the support of our 
Worldwide Olympic Partners, 
without their technology, 
expertise, people, services,  
products and financing, the 
Olympic Games would simply  
not be possible.” 

	 �Jiri Kejval, Chair, IOC Revenues and 
Commercial Partnerships Commission

The success of the Olympic Games Paris 
2024 was made possible in large part by 
the unwavering support of the Worldwide 
Olympic Partners. As members of The 
Olympic Partners (TOP) Programme, these 
leading multinational companies played a 
vital role in ensuring the smooth running 
of the Games by providing essential 
products, services, technology and 
expertise. Their contributions supported 
almost every aspect of the Games, from 
day-to-day operations at competition 
venues to the support provided to athletes 
from around the world.

Launched by the IOC in 1985, the TOP 
Programme has become the leading 
sports sponsorship programme in the 
world, offering exclusive global marketing 
rights within specific product categories. 
Over the years, the programme has not 
only generated crucial funding for the 
Olympic Movement but also enabled 

Olympic values and celebrated  
the achievements of the athletes,  
further increasing global engagement  
with the Games

The following pages showcase the 
invaluable contributions that the TOP 
Partners made to the Olympic Games  
and how their support helped ensure  
the success of Paris 2024.

the development of groundbreaking 
innovations that continue to enhance  
the Olympic experience for athletes  
and fans alike.

For Paris 2024, the TOP Partners once 
again demonstrated their integral role 
in the successful staging of the Games. 
Their partnerships helped ensure that 
more athletes from more National Olympic 
Committees (NOCs) could compete on 
the world’s biggest stage, while also 
providing the financial security that allows 
the Olympic Movement to thrive. With 90 
per cent of IOC revenue redistributed to 
support sport worldwide, the contributions 
of the TOP Partners benefit athletes  
and organisations at all levels, from  
grassroots initiatives to Olympic teams.

In addition to their direct impact on  
the Games, the TOP Partners ran global 
marketing campaigns that promoted the 

THE WORLDWIDE OLYMPIC PARTNERS TOOK THEIR SUPPORT FOR THE OLYMPIC MOVEMENT TO NEW 
HEIGHTS AT THE OLYMPIC GAMES PARIS 2024, PROVIDING CRUCIAL PRODUCTS, TECHNOLOGY AND 
SERVICES THAT MADE THE GAMES A SUCCESS
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How the TOP Partners supported Paris 2024

Financial support, 
with revenues from 

the TOP Programme 
being redistributed 
to Olympic teams 

and the Paris 
2024 Organising 

Committee

Essential products, 
services and 
expertise to  

ensure smooth 
Games-time 
operations

Initiatives 
to support 

participating 
athletes 

Global marketing 
campaigns to 
promote the 

Olympic Games 
and celebrate  
the athletes

Unique Games-time 
experiences  

to enhance fan 
engagement

$
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“�AB InBev is proud to be the first global beer sponsor for 
the Olympic Games. Beer and sports are better together, 
and with no-alcohol Corona Cero leading the way, we 
offered Olympic fans more choices as they cheered on 
their favourite athletes and teams going for gold.”

	 Michel Doukeris, CEO, AB InBev

AB InBev               Fact BOX

Exclusive category:  
Beer (alcohol and no-alcohol varieties)

Member of the TOP  
Programme since: 2024
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alcohol beer with no-alcohol beer, like 
Corona Cero. 

Hundreds of servers, staff and hospitality 
management worldwide were also trained 
and certified in responsible beverage 
service (RBS) to help prevent sales to 
minors, identify and address signs of 
impairment and prevent drunk driving. 
 
In addition, AB InBev hosted the Corona 
Cero Relaxation Lounge in the Olympic 
Village, providing a space for athletes to 
unwind and connect. 

For Every Golden Moment
 
Activated in more than 40 markets globally, 
Corona Cero’s “For Every Golden Moment” 
platform invited the world to get outside 
and reconnect with nature – a theme that 
brings a fresh perspective of relaxation and 
celebration to the Olympic Games.

By highlighting the emotion of golden 
moments from Olympians at the Games, 
the platform drew parallels with golden 
moments experienced by everyone in  
their daily lives, such as a beautiful sunset.  
From breaking records to raising a 
glass of golden beer to cheer on your 
favourite team, the platform aimed to 
remind consumers of the power of these 
meaningful moments.

The campaign included films, social media 
activations, out-of-home advertising, 
experiential events, and trade promotions. 
Olympic-themed bottles were also 
available in select markets worldwide.

Corona Cero also tapped into some of the 
Games’ most iconic moments in real-time 
to drive local relevance and ensure the 
Games were celebrated worldwide. One 
example was following Gabriel Medina’s 
stunning mid-air celebration, when the 
brand leveraged its partnership with the 
Brazilian surfer to create a social and 
out-of-home campaign in key markets. 

For centuries, beer and sports have 
brought people together to create 
friendships, connections and unforgettable 
experiences. AB InBev, the world’s leading 
brewer, built on that legacy in 2024 by 
becoming a Worldwide Olympic Partner 
and choosing a no-alcohol beer, Corona 
Cero, as the first global beer sponsor of  
the Olympic and Paralympic Games.

Sports are a strong force for positive 
change and AB InBev brands have a long 
history of award-winning and responsible 
sports marketing. During the Olympic 
Games Paris 2024, Corona Cero reached 
Olympic fans around the world with 
messages of connection, moderation and 
celebration. Together with the IOC, AB 
InBev highlighted a shared commitment  
to responsible consumption.

This included giving fans more ways 
to responsibly celebrate the Games by 
providing clear and actionable tips to 
consumers of legal drinking age, including 
eating before and while drinking; never 
drinking and driving; and alternating  

bartenders/servers trained globally in 
Responsible Beverage Service (RBS) 

as part of Smart Drinking efforts.

Golden Venues across 4 continents 
using the same seats as from the 
Olympic Games venues in iconic 

sunset destinations. 

limited-edition Corona Cero 
Golden Bottles gifted to 

Olympians at the Olympic Village

11

5,000+ 

1,000+ 

With its Golden Venues activation,  
Corona Cero also brought the same seats 
as from the Olympic Games venues in  
Paris to iconic sunset destinations across 
four continents.  The locations were 
selected for their remarkable sunsets, 
scenic beauty, and cultural significance, 
offering visitors a unique opportunity to 
enjoy a touch of the Olympics amidst 
spectacular natural settings.

Offering award-winning, no-alcohol Corona 
Cero during the Olympic Games brought 
more choice to fans around the world and it 
was a perfect fit for this global celebration. 
 
Toasting to a Future  
with More Cheers

Cheering and celebrating sport over a beer 
is universal, and this partnership illustrates 
the opportunity for the beer category to 
positively engage with fans around the 
world while helping to create a future with 
more cheers.
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“�Paris 2024 has been Airbnb’s biggest hosting event ever 
with more than half a million guests welcomed during 
the Olympics and Paralympics. In partnership with our 
community of hosts, we have gone above and beyond to meet 
this unique occasion and contribute to make the Games a 
unique moment of connection and inclusivity, from investing 
in customer support and bolstering the offer of accessible 
accommodation in the Paris region to offering iconic stays 
and in-venue viewing experiences.”

	 Emmanuel Marill, Regional Director for EMEA, Airbnb

Airbnb               Fact BOX

Exclusive category:  
Unique Accommodation Products, 
Unique Experiences Services and 
Olympian Experiences Services

Member of the TOP  
Programme since: 2019
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This was made possible also by a  
campaign launched in collaboration  
with Paralympic athletes Axel Allétru  
and Sofyane Mehiaoui and aimed at  
making the Games more accessible for all. 
Allétru and Mehiaoui became Airbnb  
hosts in the adapted category, inspiring 
more hosts to offer stays at homes with 
accessibility features during the Games.

 
Athlete Support Programmes

Airbnb also launched two multi-year 
programmes to support athletes. The 
Airbnb Athlete Travel Grant runs annually 
and provides USD 2,000 in Airbnb credit  
to selected athletes to support the cost  
of accommodations as they travel, train  
and compete. The Airbnb500 delivers 
USD 500 in Airbnb credit to every eligible 
Olympian and Paralympian competing at 
the Games in recognition of their incredible 
efforts and accomplishments. 

Since their launch in 2021, both 
programmes have offered a combined 
value of more than USD 20 million in Airbnb 
credit to more than 30,000 athletes around 
the world who have booked 20,000 stays  
in more than 100 countries with Airbnb. 
As Official Partner of the Refugee 
Paralympic Team, Airbnb also supported 
the team’s athletes with training and  
other expenses as they prepared for the 
Paris 2024 Paralympic Games.

 
Out-of-home campaign

To commemorate Paris 2024, Airbnb 
designed a unique out-of-home campaign 
centred around Airbnb "Categories" that 
strongly resonate with the local community, 
while also celebrating the Games in France. 
The campaign aimed to actively engage 
with the celebration of this significant  
and unifying moment, showcasing  
Airbnb's presence within the heart of this 
historic event. Strategically positioned 
in high-traffic areas throughout Paris, 
including major airports, train stations,  
and metro stations, the ads captured  
the attention of a wide audience.

guests welcomed by Airbnb  
hosts during the Games

Airbnb Experiences hosted by 
athletes, allowing 1,600 guests 

to attend competitions alongside 
inspiring athletes

listings with step-free 
accessibility features available 

in the Paris Region 

100

1,000+ 

500,000+  

 
Olympic Torch Relay:  
La Maison du Sport

The Airbnb team travelled across France 
with the Paris 2024 Olympic Torch Relay, 
offering locals the chance to win tickets 
to Olympic events and meet renowned 
athletes such as basketball superstar Tony 
Parker or Olympic swimming champions 
Laure Manaudou and Camille Lacour. 
Local families were greeted at La Maison 
du Sport, a portable Airbnb home where 
guests participated in family-friendly  
games and activities. Airbnb also offered 
100 hosts from the platform the unique 
opportunity to represent their regions  
as torchbearers.

Paris 2024 was the biggest hosting event 
in Airbnb’s history, with more guests 
staying in local homes on its platform than 
at any event, ever before. Airbnb worked 
with the IOC to make the Olympic Games 
Paris 2024 a success for all and provide an 
unforgettable experience to everyone.
 
Experiences Hosted by Athletes 

To celebrate the Olympic Games Paris 
2024 and in the spirit of bringing the Games 
to everyone, Airbnb partnered with 24 
Olympic and Paralympic athletes, including 
basketball legend Tony Parker, to host more 
than 100 Airbnb Experiences. These unique 
Experiences allowed 1,600 guests to attend 
competitions alongside inspiring athletes 
who have made a significant impact in their 
sports. This initiative celebrated the spirit of 
athleticism and diversity during this iconic 
event while giving more fans access to the 
Games and the athletes.
 
Unique Stays

Airbnb offered a once-in-a-lifetime 
opportunity for two guests to spend the 
night in the iconic Clock Room of the  
Musée d'Orsay during the Opening 
Ceremony of the Olympic Games Paris 
2024. The room was transformed into a 
luxurious bedroom by Mathieu Lehanneur, 
the designer of the Olympic and Paralympic 
torch for Paris 2024. 

In addition, Lehanneur hosted an exclusive 
experience on the Musée d'Orsay terrace, 
allowing 30 Olympic fans to witness athletes 
parading on the Seine while experiencing 
a blend of Olympic festivities, arts, design, 
and Parisian charm. The project generated 
significant press interest and social media 
buzz worldwide.
 
Accessible stays

In order to ensure that people with 
accessibility needs could fully enjoy and 
participate in the Games, Airbnb made  
1,000 listings with step-free accessibility 
features available in the Paris Region.  
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“�The Olympic Games has been an invaluable global 
platform for Alibaba to showcase our cloud and 
AI technology. We are proud to enable the digital 
transformation of the world’s largest and most 
complex sporting event.”

	 Joe Tsai, Chairman of Alibaba Group

Alibaba               Fact BOX

Exclusive category:  
Cloud infrastructure,  
Cloud services and  

e-commerce platform services

Member of the TOP  
Programme since: 2017
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which facilitated a deeper understanding 
of pivotal game moments and were made 
available on OBS' Content+ platform  
for comprehensive media analysis to  
all MRHs, covering a range of sports 
including basketball, gymnastics, tennis, 
beach volleyball and rugby sevens. 

Alibaba Cloud also helped restore and 
colourise Olympic archive footage from 
the Olympic Games Paris 1924, allowing 
contemporary audiences to experience 
these iconic moments in enhanced viewing 
quality and vivid colours. Furthermore, 
Alibaba Cloud utilised its AI-powered 
colourisation technology to produce  
"To the Greatness of Her", an eight-minute 
short film highlighting the evolution of 
gender equality in sports. This is aligned 
with the Olympic AI Agenda launched in 
April 2024.

In addition, Alibaba Cloud supported the 
IOC to deploy its data-driven, AI-enabled 
sustainability solution – Energy Expert –  
to help measure and analyse the 
electricity consumption at all competition 
venues during Paris 2024. By migrating 
the intelligence related to the power 
consumption and demand of the 
competition venues to the cloud-based 
platform for the first time, the solution is 
designed to enable more accurate analysis 
and better-informed power consumption 
planning for future Olympic Games.

 
On-site activations
 
To create a more entertaining and  
engaging spectator experience, Alibaba 
Cloud unveiled Alibaba Cloud Memento,  
an innovative tool that transforms 
participants' static images into immersive 
motion videos with the help of AI 
technology. More than 12,000 spectators 
experienced this transformative technology 
first-hand at three iconic venues: the Eiffel 
Tower Stadium, Champs De Mars Arena, 
and Invalides. The spectators could take 
home a video of themselves performing 
sports from Olympic Games, such as 
archery, beach volleyball, judo and  
wrestling created by the latest intelligent 
cloud-based innovation through Cloud 
Memento. The videos also featured historic 
landmarks such as the Eiffel Tower using 
cloud-based smart technology converting 
2D snapshots into dynamic animated 
videos, showcasing complex sports moves 
with remarkable consistency and continuity.

More than 32,000 people also visited 
Alibaba Wonder Avenue – a dedicated  
Paris 2024 showcase launched by  
Alibaba Group at the eastern end of 
Champs Elysées Avenue, adjacent to the 
Paris 2024 Official Megastore. Designed  
to showcase the future online shopping  

Since Alibaba Group’s TOP partnership 
started in 2017, its E-commerce and 
Cloud divisions have been driving digital 
transformation for the world’s largest 
sports events with its proven e-commerce 
expertise and cloud technologies; from 
enabling the "biggest technological change" 
in the Olympic broadcasting industry 
for more than 50 years to creating more 
engaging online experience for sports fans, 
helping to reduce the carbon footprint of  
the Games and enhancing the experience 
for everyone involved.

During Paris 2024, and in collaboration 
with the IOC, Alibaba.com launched a 
new edition of the Athlete365 Business 
Accelerator programme to help athletes 
develop their business ideas and to support 
their post-career entrepreneurship.

Meanwhile, Alibaba Cloud contributed 
to the Olympic Games Paris 2024 by 
leveraging its AI-powered cloud  
technology advancements that  
revolutionise broadcasting, audience 
engagement, energy efficiency, and  
support for gender equality through its 
innovative cloud-native and AI-enabled 
solutions. The partnership between  
Alibaba Group and the IOC continues to  
set new standards for operational efficiency, 
sports fans engagement, and environmental 
responsibility, heralding a new era for the 
international sporting community.

The launch of OBS Cloud 3.0, a  
collaborative effort between Alibaba Cloud 
and Olympic Broadcasting Services (OBS), 
marks a pivotal advancement in Olympic 
broadcasting. This AI-powered cloud 
technology served as the main infrastructure 
for various broadcasting functions. 

As part of OBS Cloud 3.0, OBS Live  
Cloud became the main method of remote 
distribution to Media Rights-Holders 
(MRHs) for the first time in the history of  
the Olympic Games, taking over from 
satellite which was launched during the 
Olympic Games Tokyo 1964. 

In addition, Alibaba Cloud collaborated  
with the IOC to launch a Media Archiving  
AI Solution. This cloud-based solution 
provided enhanced visual search functions, 
automatic categorisation of multimedia 
content, and video highlight production 
through AI-powered media asset 
management services, marking a significant 
breakthrough in sports media archiving

Multi-Camera Replay Systems by OBS 
Cloud also provided 360-degree, frame-
freeze slow-motion replays. Footage was 
sent to the cloud, where Alibaba Cloud's 
AI-driven computing capabilities enabled 
live spatial reconstruction and real-time 3D 
rendering before being shared as replays, 

visitors experienced the AI-powered 
e-commerce experience at Alibaba 

Wonder Avenue

videos generated and shared by visitors 
to Alibaba’s Cloud Memento activation

interactions with the Alibaba Cloud 
Bao digital avatar at the La Rivière 

Alibaba Cloud Showcase

9,400 

2,000 

32,000+

in the era of artificial intelligence,  
Alibaba Wonder Avenue featured a  
smart e-commerce assistant, powered  
by Alibaba Cloud’s proprietary large 
language model Qwen, that provided  
a customised service for each visitor.  
During the journey, participants could 
experience the power of AI first-hand, 
leveraging Qwen’s multilingual and  
image generation capabilities.

Additionally, Alibaba Cloud’s showcase 
at the International Broadcast Centre 
(IBC), demonstrated the cloud pioneer’s 
latest cloud and AI innovations for 
the broadcasting and sports industry, 
welcoming more than 10,000 people 
during the Games. Visitors could interact 
with Alibaba Cloud Bao, a digital avatar 
powered by Alibaba’s large language  
model Qwen; play a virtual kayaking  
game and even send postcards and 
stickers produced by Alibaba Cloud’s AI 
image generator Tongyi Wanxiang.
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“�Au revoir and merci Paris! It has been an incredible honour 
to be part of the Olympic and Paralympic Movements, 
bringing the spirit of the Games to millions worldwide. 
As we wrap up 29 unforgettable days of Olympic and 
Paralympic achievements, we celebrate the extraordinary 
athletes and the legacy that Paris 2024 will leave behind.”

	 Eike Bürgel,  Global Head of Olympic & Paralympic Programme at Allianz

Allianz               Fact BOX

Exclusive category:  
Insurance

Member of the TOP  
Programme since: 2021
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its global "Get Ready" campaign and 
various market activities across more  
than 60 countries. These initiatives  
kicked off at the start of 2024 and aimed  
to foster a deep connection with the 
Olympic spirit and engage new target 
groups. In France, Allianz unfurled  
giant banners and branding in rail  
stations across the city to celebrate the 
countdown to the Games. From July 
through September, Club France had an 
exclusive area to showcase Allianz at  
Parc des Nations at La Villette. Here, 
around 10,000 visitors took part in 
immersive activities around the theme  
of sport and health protection. 

In Italy, the company produced a TV 
docuseries showcasing the journeys of 
seven Italian Team Allianz Ambassadors.  
 
Fans had the opportunity to engage 
with the Allianz brand through explainer 
videos covering 55 Olympic sports and 
disciplines, as well as 22 Paralympic 
sports. Through QR codes in venues  
and via the official Paris 2024 website 
and app, Allianz enabled the audience 
to get ready for the best experience at 
the Olympic and Paralympic Games with 
these videos.

Overall, Allianz’s role at the Paris 2024 
Games was multifaceted, encompassing 
extensive insurance coverage, robust 
athlete support, and global campaigns 
that engaged diverse audiences. Through 
these initiatives, Allianz contributed to 
the success of the Games and helped 
bring to life the power of sports to elevate 
and unite people from around the world 
transcending social and cultural barriers.

As the Worldwide Insurance Partner  
for the Olympic and Paralympic Games 
Paris 2024, Allianz provided its core 
expertise to support the entire sports 
ecosystem before, during and after 
the Games. This included offering 
commercial coverages for key venues 
such as the Velodrome, Aquatics Centre 
and Media Centre, as well as providing 
ticket cancellation insurance for fans. 
Allianz also rolled out a comprehensive 
medical assistance programme for 
155,000 athletes, staff, volunteers and 
members of the Olympic and Paralympic 
family. Through these often ‘intangible’ 
solutions and services, Allianz played a 
crucial role in ensuring the smooth and 
secure operation of the Games, protecting 
participants and stakeholders from start 
to finish.

A total of 49 Team Allianz athletes 
competed at the Olympic Games and 54 
at the Paralympic Games, cheered on 
by more than 2,000 Allianz colleagues 
and supported by hundreds of Allianz 
volunteers who worked behind the scenes 
and on the ground to help ensure the 
Games’ success. Athletes are at the heart 
of Allianz’s partnership with the Olympic 
and Paralympic Movements, receiving 
not only financial backing but also career 
guidance through mentoring and financial 
literacy programmes. Whether their next 
step is on or off the field, Allianz is proud 
to support athletes as they prepare for the 
next chapter of their lives. Some of them 
have even become Allianz employees. 

Allianz also brought the Movements  
to life for its employees, customers, 
distribution partners and fans through  

markets activated around  
the world

impressions for Olympic  
Sports Explainers

digital impressions for Get 
Ready campaign

20m+

2bn

60+
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“�Our teams have demonstrated unparallelled dedication 
and passion to ensure the flawless delivery of the 
technology for the Olympic and Paralympic Games  
Paris 2024 in the Group’s home country. We could  
not imagine a better setting to showcase our expertise  
in digital transformation and our dedication to the 
Olympic Movement over the past 35 years.”

	 Nacho Moros, CEO, Atos Major Events

Atos               Fact BOX

Exclusive category:  
Information technology products, 

services and solutions

Member of the TOP  
Programme since: 2001
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The OMS was responsible for the 
more than 400,000 accreditations 
delivered during Paris 2024, as well as 
the competition schedule, the voting 
applications for athletes participating 
in the IOC Athletes’ Commission 
election, the Volunteers’ Portal and the 
management of operational teams. 

The ODS announced real-time results  
for the 1,026 sporting events for media  
and the Olympic and Paralympic families.  
This included the Commentator 
Information System (CIS), which provided 
from-the-field as well as background 
information on athletes, and the MyInfo 
application for remote journalists to 
access athlete information and news from 
their devices to follow the news published 
by the Olympic Information Service.

From the TOC, Atos coordinated a team  
of 15 technology partners comprising 
more than 2,000 experts, all working to 
make the Olympic and Paralympic Games 
Paris 2024 fully connected, secure and 
digitally enabled.

Atos also leveraged the TOC to coordinate 
the CTOC (Central Technology Operation 
Centre) located in Barcelona, with 90 
Atos experts and more than 350 Venue 
IT Managers across all Paris 2024 
operational locations. The TOC deployed  
a wide range of IT equipment to support 
the running of the competitions and 
delivery of results. Atos also supported  
the 60 Venue Results Managers, 
responsible for correctly gathering  
and publishing performance data  
and statistics on the ODS within a 
timeframe of 0.35 seconds, before it  
was broadcast on the competition’s 
websites and other media.

Atos, as the Worldwide IT Partner of  
the Olympic and Paralympic Games  
and engaged with the Olympic  
Movement for the past 35 years, 
integrated, managed and secured the 
critical IT systems to offer billions of  
fans around the world the most digital 
Olympic and Paralympic Games in 
history. Atos was the leading technology 
integrator, from programme management 
to systems integration, and the provider  
of over 150 core applications.
 
The most digital and secure 
Olympic and Paralympic  
Games in history

To prepare for Paris 2024, Atos carried  
out more than 250,000 hours of testing 
from the Integration Testing Lab (ITL)  
in Madrid, where the Olympic 
Management System (OMS) and the 
Olympic Diffusion System (ODS) are 
homologated, as well as from the 
Technology Operation Centre (TOC) 
located in Paris. 

Atos introduced innovations like 
an AI-enabled Volunteer Portal, 
cybersecurity mesh architecture,  
and a Smart Knowledge Hub with  
GenAI for Paris 2024. Their advanced 
systems ensured operational efficiency, 
proactive threat protection, and rapid 
incident response, supporting the 
Olympic and Paralympic Games’  
critical infrastructure.

Celebrating What Matters

The Atos campaign for Paris 2024, 
"Celebrating What Matters", highlighted  
the importance of athletic achievements 
and technological advancements, and 
showed Atos teams' significant role in 
making these moments accessible  
through their expertise and technology.

In that spirit, Atos organised an exclusive 
behind-the-scenes programme for 
its customers, partners and media, 
showcasing the technological backbone 
of the Olympic Games and offering an 
immersive Olympic experience through 
Olympic events, and tours of the TOC  
and other Atos IT premises.

Atos employees were also actively 
engaged through an internal sports and 
wellbeing programme, with five challenges 
celebrating team spirit and encouraging 
physical activity. Winners received 
rewards such as tickets, opportunities to 
meet Olympians, and official merchandise.

hours of testing over 15 months

workstations with the on-site 
and remote Commentators 

Information System

seconds to deliver real-time results 
via the Olympic Diffusion System

1,894 

0.35 

250,000 

53Olympic PartnershipsIOC Marketing Report Paris 2024



“�The Olympic and Paralympic Games Paris 2024 were an 
unrivalled global celebration of performance, passion,  
and perseverance. Their successful delivery reminded us  
of the power of the Olympic and Paralympic Movements  
to unite people across borders and help create a better  
world for future generations through sport. Bridgestone  
was proud to showcase our products and solutions in 
support of the athletes, organisers, volunteers and fans  
who made this moment so memorable.”

	� Thierry Jupsin, Vice President of Brand Marketing for Bridgestone 
in the Americas, Europe, Middle East and Africa

Bridgestone               Fact BOX

Exclusive category:  
Tyres, certain tyre and automotive 

vehicle services, self-propelled 
bicycles, seismic isolation bearings 
and a variety of diversified products

Member of the TOP  
Programme since: 2014
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organisations in partnership with Ville  
de Paris to help continue the legacy of 
Paris 2024. 

Helping Athletes Prepare  
to Perform 

Bridgestone believes athletes are the 
heart and soul of the Olympic and 
Paralympic Games, and it proudly 
partnered with more than 40 Olympians, 
Paralympians and hopefuls to support 
their journeys. This roster of Bridgestone 
athlete ambassadors from nine different 
countries combined to win 20 medals at 
Paris 2024.

Bridgestone also supported several 
adaptive athletes from the USA and 
Japan with customised rubber equipment 
at the Paris 2024 Paralympic Games. 
These innovation opportunities included 
the use of Bridgestone tyre rubber and 
technology for gloves, wheelchair hand 
rims, prosthetic running blades, spike 
plates, wheelchair tyres, and more.

Bringing the Olympic and 
Paralympic Spirit to Life

The excitement and emotion of the  
Olympic and Paralympic Games Paris 
2024 served as a primary connection point 
for Bridgestone with its employees and 
customers around the world. In particular, 
multiple global initiatives related to Paris 
2024 helped create engagement and 
build pride with the company’s 130,000 
employees. These activities led to more  
than 400 Bridgestone employees being 
able to experience Paris 2024 first-hand 
as runners in the Marathon Pour Tous,  
Paris 2024 volunteers, torchbearers, or 
employee recognition ticket recipients. 

Bridgestone supported Paris 2024 
operations with premium products and 
services to help enhance the experience 
for athletes, staff, fans and visitors. From 
advanced tyres and automotive service to 
bicycles and adaptive sports equipment, 
the company’s contributions showcased 
its commitments to safety, sustainability, 
inclusivity and innovation.

Advanced Tyres and Service  
for the Paris 2024 Fleet

Bridgestone helped keep the official 
Olympic and Paralympic fleet in motion 
by supplying premium tyres for more than 
1,000 of Toyota’s 100 per cent electrified 
passenger vehicles. In total, 5,374 
tyres were provided to fit the vehicles 
in original production and support 
as-needed replacement on-site in Paris. 
This offering included the Bridgestone 
Turanza 6 and Bridgestone Alenza 001 
tyres featuring the company’s new 
ENLITEN technology.

More than three dozen Bridgestone-
owned Speedy and First Stop service 
centres across the region also combined 
to provide tyre and glass maintenance 
for the Paris 2024 fleet throughout the 
Games. These efforts included mobile 
service vans that performed maintenance 
at Paris 2024 transportation hubs to help 
vehicles get back on the road quickly.

Supporting Safe and  
Accessible Transportation 

Bridgestone supported road safety 
education for Games-time and beyond 
through an e-learning module that 
outlined the importance of tyres and how 
to care for them. The training was offered 
to the nearly 4,000 volunteer drivers who 
piloted the Paris 2024 fleet during the 
Olympic and Paralympic Games.

In addition to supporting the 100 per 
cent electrified passenger vehicle fleet, 
Bridgestone provided high-performing 
tyre fitments for some of Toyota’s 
inclusive mobility offerings. This included 
tyres for 250 zero tailpipe emission 
electric Accessible People Mover (APM) 
vehicles specifically designed to transport 
people with physical disabilities.

Bridgestone also collaborated with  
Paris 2024 partner Decathlon to provide 
more than 600 bicycles for convenient 
use at different venues. The bikes 
were popular modes of non-motorised 
transportation for athletes within the 
Olympic and Paralympic Village, as well 
as staff and volunteers at competition 
sites. The majority of these bicycles 
are being donated to local community 

Paris 2024 drivers offered road  
safety e-learning

bicycles supplied to Olympic Village 
and other venues 

Team Bridgestone athlete ambassadors 
who combined to win 20 medals

644 

40

4,000 

premium tyres provided to  
Paris 2024

5,374

Dozens more had the opportunity  
to purchase tickets and support  
as spectators.

The company also hosted more  
than 800 customers and partners  
in Paris during Games-time to  
strengthen business relationships  
and showcase innovation.
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“�Paris 2024 was an Olympic and Paralympic Games of a 
generation, showcasing the greatness in everyday moments. 
The Coca-Cola Company is proud to have played our part 
by supporting athletes on the global stage, while creating 
memorable experiences for millions of fans and spectators  
in Paris and around the world.” 

	� Brad Ross, VP Global Sports & Entertainment Marketing and Partnerships,  
The Coca-Cola Company

Coca-Cola               Fact BOX

Exclusive category:  
Non-alcoholic beverages

Olympic Partner since:  
1928
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The group of established and emerging 
athletes from across the globe were  
hand-picked to carry the torch of the 
company’s longstanding partnership  
with the Olympic and Paralympic Games.

"Hello World" music 
collaboration

Marking a historic moment in its 96-year 
relationship with the Olympic Movement, 
The Coca-Cola Company teamed up with 
the IOC on a new music collaboration for 
Paris 2024 that aimed to connect people 
and inspire them to unite in the celebration 
of music and sports.

“Hello World (Song of the Olympics™)” 
captured the exciting and celebratory 
spirit of the Olympic and Paralympic 
Games and was made available worldwide 
via all major streaming services, with an 
accompanying music video featuring 
highlights from past Games.

Created by songwriter, producer, and 
OneRepublic frontman Ryan Tedder, the 
song was performed by Grammy Award-
winning global superstar Gwen Stefani 
and Grammy Award-winning producer, 
songwriter, and artist Anderson .Paak,  
who also collaborated with Tedder on  
the song’s lyrics.

Championing packaging 
collection & recycling 

Coca-Cola provided packaging options 
such as dispensed using reusable cups, 
returnable glass bottles, aluminium cans, 
and 100 per cent rPET bottles (excluding 
caps and labels) to help minimise waste, 
reduce carbon emissions and facilitate  
the recycling or reuse of the bottles to  
give them new life or so that they could  
be refilled. 

In its role as a Worldwide Olympic Partner, 
The Coca-Cola Company refreshed 
athletes, officials and spectators at the 
Olympic and Paralympic Games Paris 
2024 with its wide product portfolio 
of beverages, including Coca-Cola, 
Powerade, Fuze Tea, Costa Coffee  
and more.

In addition, The Coca-Cola Company 
launched a series of activations across  
its portfolio of brands to engage fans  
and athletes alike while delivering a  
more inclusive experience.

Celebrating Everyday Greatness

The Coca-Cola Company chose 
“Celebrate Everyday Greatness” as its 
theme for the Olympic and Paralympic 
Games Paris 2024, with a campaign 
designed to champion life’s everyday 
moments – both big and small – that  
can turn into something great. This  
theme was featured across a range of 
Coca-Cola brands to engage fans in the 
lead-up to the Games, and also inspired 
Coca-Cola Trademark’s global ‘It’s 
Magic When the World Comes Together’ 
campaign, which showcased the power  
of sport to unite people and foster  
cross-cultural connection.

Team Coca-Cola

Continuing its long tradition of supporting 
athletes, The Coca-Cola Company 
announced a global roster of athletes 
representing Team Coca-Cola for Paris 
2024. The team comprised dozens of 
competitors with diverse identities and 
talents, who each contributed to the 
“Celebrate Everyday Greatness” campaign 
by championing the little moments of 
personal excellence that helped them 
make their mark on the world.  

Torchbearers chosen to spread 
real magic during the Olympic and 

Paralympic Torch Relays

placard bearers selected  
to precede the delegations  

during the Paralympic Games 
Opening Ceremony

free Coke Studio™ concerts  
across France, engaging  

270,000 people 

168 

6

1,500 
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“�The Paris 2024 Games demonstrated the unifying power of 
sport, bringing together people from all over the  
world in a celebration of excellence. As the Worldwide 
Management Consulting Partner of the IOC, Deloitte is proud  
to have played a pivotal role, leveraging our deep experience  
to help bring the Olympics Games to the entire world.” 

	 Joe Ucuzoglu, Deloitte Global CEO

Deloitte
              Fact BOX

Exclusive category:  
Management and Business 

Consulting Services

Member of the TOP  
Programme since: 2022

The First Effect campaign was showcased through 35 ads across iconic Parisian locations, spotlighting Olympians and Paralympians who achieved a first
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Olympic Fan Data platform powered 
by Converge™ by Deloitte for Sports, 
reaching more than 300 million fans 
during Paris 2024. Additionally, Deloitte 
launched the Olympic Games Learning 
Platform for more than 2,000 users  
across four Organising Committees, 
enabling the continuity of knowledge 
across the Games.

Team Deloitte Earns  
Nine Medals

The first-ever global Team Deloitte had 
10 Deloitte professionals, one Deloitte 
alumnus, and four sponsored athletes 
competing in 11 different sports at Paris 
2024, winning a total of nine medals for 
their respective countries.

The First Effect Campaign

Co-created with the IOC, The First  
Effect campaign redefined victory for 
humanity by highlighting individuals  
doing something incredible for the first 
time and quantifying the impact firsts  
have on the world. 

During Paris 2024, Deloitte celebrated 
48 new firsts, including the first Olympic 
Games with an equal number of male and 
female athletes and the first medal for 
both the Refugee Olympic and Paralympic 
Team, resulting in over 225 million 
impressions across the campaign on 
social and digital channels. The campaign 
was showcased through 35 ads across 
iconic Parisian locations, spotlighting 
Olympians and Paralympians who 
achieved a first.

Paris 2024 was Deloitte’s first Olympic 
and Paralympic Games as a Worldwide 
Olympic and Paralympic Partner.  
Deloitte furthered its “partnership with 
purpose” with the IOC by applying its  
deep management and business 
consulting acumen to help the IOC  
realise the possibilities of the Olympic 
Movement, including enhancing and 
securing the IOC’s digital ecosystem, 
supporting its sustainability goals,  
and creating more engaging, effective 
Olympic and Paralympic Games 
experiences in the future. 

Transforming Fan  
Experiences and Enhancing 
Technology Operations

During the Olympic Games Paris 2024, 
Deloitte and the IOC announced an 
expansion of their Worldwide Olympic 
Partnership, with Deloitte set to take on 
the role of Games Technology Integration 
Partner for the Olympic Games, the 
Paralympic Games, and the Youth  
Olympic Games.
 
In Paris, Deloitte created an immersive 
experience in its hospitality space, 
Maison Deloitte, to share examples of 
the innovations that will be delivered 
through this expanded category and work 
to date, including an augmented reality 
sustainability art installation, a gamified 
cyber security host city installation, and 
a commentator booth with AI-powered 
factoids for participants to test out.

In the first two years of the partnership, 
Deloitte developed and established the 

Celebrating the 2024  
Climate Action Awards

As the presenting partner of the IOC 
Climate Action Awards, Deloitte hosted  
an event featuring influential figures  
from sports, business, and environmental 
advocacy to announce the 2024 finalists 
and discuss climate action through 
sport. These awards recognise and 
reward projects from National Olympic 
Committees, International Federations, 
and athletes aimed at reducing the 
environmental impact of sport.  
Following Paris 2024, four winners  
were awarded for their efforts to inspire 
the wider Olympic Movement to take 
climate action.  

Through these initiatives, Deloitte played  
a crucial role in enhancing the Olympic 
and Paralympic Games experience, 
supporting sustainability, and celebrating 
significant achievements at Paris 2024.

medals won by Team  
Deloitte athletes

impressions for The First  
Effect campaign

Games for Deloitte as a  
TOP Partner

225m+ 

1st

9

The first-ever global Team Deloitte won a total of nine medals for their respective countries

59Olympic PartnershipsIOC Marketing Report Paris 2024



“�By implementing Intel AI Platforms at  
Paris 2024, we enabled a more connected  
and enhanced experience for all and  
demonstrated the powerful potential of  
this technology to revolutionise the world  
of sport for athletes, organisers and fans  
around the world.”

	 �Sarah Vickers, Head of Intel’s Olympic and Paralympic  
Games Programme

Intel               Fact BOX

Exclusive category:  
5G technology platforms, VR,  

3D and 360 content development 
platforms, artificial intelligence 
platforms, sports performance 

platforms, drones and processors

Member of the TOP  
Programme since: 2017
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Automatic Highlights Generation
To deliver customised content to fans, 
OBS Automatic Highlights Generation, 
trained on the Intel Geti platform, used AI 
to package tailored highlights across more 
than 30 sporting events for the first time. 
This effort resulted in the production of 
more than 100,000 personalised videos 
during the Games.

Volumetric Video

Two volumetric video studios set up at  
the International Broadcast Centre and  
the Olympic and Paralympic Village  
helped bring fans immersive 3D videos  
of their favourite athletes. 

Powered by Intel Xeon processors and 
optimised with Intel OpenVINO, the studios  
rendered more than 3,000 augmented 
reality clips for sharing across all platforms, 
demonstrating new immersive ways for  
fans to engage with athletes.

Universal Accessibility 
Wayfinding Solution

Intel’s AI platform technology enabled 
greater accessibility at the Team USA 
training site in Paris and the International 
Paralympic Committee headquarters in 
Bonn, Germany. Leveraging AI built on  
Intel Xeon, athletes and staff could  
access indoor and voice navigation via  
a smartphone application, helping to ease 
wayfinding across venues. 

Athlete365 Chatbot

An AI-powered chatbot enabled  athletes 
and their teams to access operational 
information, procedures, policies and other 
Olympic and Paralympic Games-time 
knowledge via a conversational chatbot 
trained on Intel Gaudi 2 AI accelerators. 

With a peak of 147 queries per hour,  
athletes could better focus their time on 
training and performance rather than 
searching for operational details. 

Since becoming a Worldwide Olympic 
Partner in 2017, Intel has brought game-
changing innovation to the onsite and 
broadcast experience. As the Official 
AI Platform Partner of the Olympic and 
Paralympic Games Paris 2024, Intel 
powered the adoption of AI technology to 
enhance the experience of the Olympic 
and Paralympic Games for fans, athletes, 
organisers and viewers around the world. 

Intel worked with the IOC, Olympic 
Broadcasting Services (OBS) and other 
members of the ecosystem to spotlight 
AI’s potential to broaden access to sport 
through talent identification, power 
enhanced broadcast viewing capabilities, 
and enable an accessible and streamlined 
onsite experience. These technology 
applications included: 

Intel AI Platform Experience

To take attendees on an immersive journey 
of becoming an Olympic hopeful, Intel 
powered the AI Platform Experience at 
the Stade de France during the Olympic 
Games. Attended by more than 10,500 
fans, the AI-powered fan activation used 
AI and computer vision to analyse athletic 
drills and match each participant’s profile 
to an Olympic sport. Trained on Intel 
Gaudi accelerators, running on Intel Xeon 
processors with built-in AI acceleration  
and optimised with OpenVINO, the 
experience demonstrated AI’s capability  
to identify athletic abilities and improve 
talent detection. 

Revolutionary 8K OTT  
Broadcast Workflow Delivery

Paris 2024 was the first edition of the 
Olympics to utilise Intel Xeon processors  
to showcase an end-to-end 8K 
livestreaming experience. Broadcast 
servers powered by the latest Intel Xeon 
Scalable processors with Intel Deep 
Learning Boost technology encoded and 
compressed 391 hours of total streaming  
at 8K/60FPS/HDR, which were distributed 
by OBS to eight countries worldwide.

custom videos produced via OBS 
Automatic Highlights Generation

volumetric video clips produced

hours of 8K streaming encoded and 
compressed at 8K/60FPS/HDR

3,000+

391

100,000+

participants at the Intel AI  
Platform Experience

10,500+
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“�Starting from humble beginnings in a house in the Inner 
Mongolia autonomous region 25 years ago, Mengniu Group 
has risen to become one of the top eight dairy companies in 
the world and the first Worldwide Olympic Partner from the 
dairy industry. The Olympic spirit inspires people to pursue 
excellence and challenge their limits. This striving for  
progress is right in line with Mengniu's ‘Born to Excel’ 
spirit of enterprise. In the future, Mengniu will continue 
to contribute to the Olympic Movement and celebrate the 
resilience and excellence of everyone from around the world.”

	 Gao Fei, CEO of Mengniu Group

Mengniu
              Fact BOX

Exclusive category:  
Non-alcoholic  

beverages and dairy

Member of the TOP  
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“Mengniu Treats You to a Cup” initiative, 
celebrating victories by inviting  
consumers to share in the glory.  
Campaigns like “Excellence Beyond  
the Arena” and “Excellence Knows No 
Gender” reinforced the message that 
success belongs to everyone who  
strives for greatness, resonating with 
diverse audiences worldwide.

Celebrating culture  
and sustainability

Mengniu hosted the first “China Night” 
event alongside the IOC, uniting athletes, 
ambassadors, and everyday heroes to  
share inspiring stories of perseverance.  
By the Seine, Mengniu transformed its  
“To the Milky Way” activation into an 
open-air running track made from recycled 
milk cartons. This unique installation 
allowed participants to actively engage 
in sport while celebrating Paris 2024’s 
“Games Wide Open” vision.

Sustainability was also a key focus of 
Mengniu’s campaign. The company’s 
GREEN development strategy – 
highlighting governance, responsibility, 
carbon neutrality, and inclusive nutrition – 
was brought to life through its Desert Oasis 
activation at the Eiffel Tower Stadium. This 
space mirrored Mengniu’s environmental 
restoration work in the Ulan Buh Desert, 
where the company has planted 98 million 
trees and greened 220 square kilometres to 
create an organic milk source, showcasing 
its commitment to a greener future while 
offering fans a relaxing, natural retreat.

Through these efforts, Mengniu seamlessly 
blended sustainability, culture, and sport, 
empowering everyone to embrace the 
Olympic values of excellence, inclusion, 
and respect.

Mengniu’s Olympic campaign for Paris 
2024 embodied its core creative idea: 
“Nourishing the Strength of Everyone in 
the World.” This guiding principle extended 
the spirit of the Games beyond athletes 
to celebrate the strength and potential 
inherent in all individuals, inspiring people 
to strive for excellence in their own lives. 
Through innovative activations, cultural 
celebrations, and sustainability initiatives, 
Mengniu connected deeply with global 
audiences while reinforcing its role as  
both an Olympic TOP Partner and a  
“Sports Partner for Everyone.”

In the lead-up to Paris 2024, Mengniu 
supported key events like the Olympic 
Qualifier Series in Shanghai, showcasing  
its commitment to athletes and fans  
alike. On Team China’s departure day  
for Paris, Mengniu collaborated with 
Chinese singer Han Hong to present 
“Blossoms All the Way,” an inspirational 
anthem that celebrated the journey to 
excellence shared by Team China and  
the wider community.

Fan engagement initiatives

During the Games, Mengniu connected 
deeply with audiences through creative 
storytelling and innovative experiences.  
On the opening day of Paris 2024,  
Mengniu premiered an Olympic-themed 
short film, “The Opening,” created in 
collaboration with renowned director  
Zhang Yimou’s team. Based on the theme  
of “Born to Excel,” the film captured 
Mengniu’s journey from the grasslands  
of China to the global stage, intertwining 
the brand’s commitment to excellence  
with the indomitable Olympic spirit.

Mengniu also engaged fans during  
medal-winning moments with its  

Milky Way activation along the  
River Seine featured a running  

track made of recycled materials 

Desert Oasis showcase offered  
fans a shaded relaxation space  

at the Eiffel Tower Stadium 

China Night event promoted  
cultural exchange during  

the Games 
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“�Paris 2024 was such an energising and memorable 
experience for us all. The athletes were at the peak of their 
power, and it was OMEGA’s honour to measure each result 
and witness another summer of unforgettable sporting 
moments. We have now been part of the Olympic Games 
for 92 years and the inspiration and passion we feel is just 
as strong as ever.”

	 Raynald Aeschlimann, President and CEO, OMEGA

OMEGA
              Fact BOX

Exclusive category:  
Timepieces, timing, scoring  
and venue results systems  

and services

Member of the TOP  
Programme since: 2003
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OMEGA House 

OMEGA House was the Swiss brand’s 
exclusive home for the duration of the 
Olympic Games Paris 2024. Located near 
the Musée d'Orsay, the venue welcomed 
members to relax during the day in a variety 
of sophisticated spaces and OMEGA-
themed rooms, while by night, the house 
hosted a series of VIP events and special 
evenings, enjoyed alongside OMEGA’s 
family of celebrity friends.  

The OMEGA Pavilion 

Located in the middle of the Parc de Bercy, 
the OMEGA Pavilion was an interactive 
venue that showcased OMEGA’s role as 
Official Timekeeper. Through a series of 
revealing installations, visitors were able 
to get hands-on with a variety of sports, 
and truly understand the timing behind 
each one. The main highlight was the Race 
of Champions experience, where visitors 
could test their sprinting skills on a 10m 
running track and digitally compete against 
real Olympic or Paralympic athletes. 

OMEGA Marketing 

The visuals for OMEGA’s Paris 2024 
marketing transformed Paris into a 
dreamlike playground, where the most 
recognisable city sights became a stage 
for sporting glory. The brand’s TVC played 
with scale and optical illusion to seamlessly 
blend OMEGA’s sporting ambassadors 
with iconic Parisian surroundings, and 
included original music performed by 
rapper SDM.

For the 31st time since 1932, OMEGA 
fulfilled the role of Official Timekeeper  
at the Olympic Games, recording dreams 
in all 329 Olympic events across 32 
sports. Continuing its legacy of precise 
measurement, the Swiss brand brought 
more than 90 years of experience to its 
timekeeping role and arrived in Paris with 
the most advanced technology it has 
ever delivered. A total of 550 OMEGA 
Timekeepers were deployed across  
the venues, who relied on 350 tonnes  
of equipment.

New Photofinish Camera

One of OMEGA’s new timekeeping 
innovations at Paris 2024 was the 
Scan‘O’Vision ULTIMATE photofinish 
camera. Now enhanced with the highest 
resolution of any photofinish camera on 
the market, the technology captured up to 
40,000 digital images per second on the 
finish line of races to provide each official 
result. The men’s 100m final in Paris was 
the closest in history and the ULTIMATE 
played a critical role in helping to decide 
that historic moment.

Timekeeping Highlights

In total, 132 Olympic records were 
measured by OMEGA during Paris 2024, 
as well as 38 world records. Some of 
the most notable were the four Olympic 
records in swimming set by Léon 
Marchand of France, as well as the  
new world record in the men’s pole  
vault, reached by Mondo Duplantis  
of Sweden.

OMEGA Paris 2024 Watches

Three new OMEGA watches were created 
in honour of the Olympic and Paralympic 
Games Paris 2024. 

•	 The Speedmaster Chronoscope 
emphasises the brand’s spirit 
of precision timing and features 
tachymeter, telemeter, and pulsometer 
scales on the dial. 

•	 The sporty and bold Seamaster Diver 
300M includes a bezel made from  
18K gold, making the link between  
time and victory. 

•	 The vintage-style Paris 2024 Bronze 
Gold Edition incorporates the iconic 
materials of gold, silver and bronze, as 
an emotive reminder of the medals that 
every athlete strives for.

OMEGA timekeepers 
positioned on-site

new world records measured

unique OMEGA watches 
created for Paris 2024

38

3

550
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“�The Paris 2024 Games represented a once-in-a-lifetime 
opportunity for us, as a Worldwide Partner, to collaborate 
closely with the IOC, IPC and the Paris 2024 Organising 
Committee to deliver memorable Games. We poured our 
hearts into providing our latest AV solutions, broadcast 
equipment, and sound systems to ensure that the event 
would be a resounding success and a truly unforgettable 
experience for everyone involved.”

	� Tak Kosugi, Head of Worldwide Olympic & Paralympic Marketing at Panasonic

Panasonic               Fact BOX

Exclusive category:  
Audio/TV/video equipment,  

home appliances

Member of the TOP  
Programme since: 1987
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immersed the audience in the world of 
breaking and urban sports. In addition, 
to celebrate Technics' powerful influence 
on hip-hop culture, Panasonic organised 
an unforgettable event at La Concorde, 
inviting visitors to experience the world  
of hip-hop with DJ turntable tutorials, 
break-dancing classes, and graffiti  
spray-painting trial walls, creating the 
perfect bridge between hip-hop culture, 
urban sports, and the Olympic Movement.

Heartfelt celebrations and 
memorable moments at 
Champions Park 

As the official Presenting Partner at the 
Champions Park, the iconic venue where 
Olympians were celebrated throughout 
the Games, Panasonic hosted a pre-show 
using its AV equipment and Technics DJ 
turntables to ensure everyone was ready 
to share their passion. The Dance Cam 
pre-show was a symbolic and impactful 
on-site activation that united attendees  
in celebrating the Games.

Panasonic’s on-site activation featured 
memorable surprises, including 
appearances by Olympic legends and 
Team Panasonic ambassadors Nathan 
Chen and Michael Phelps, leaving a lasting 
impression on all present. Additionally, 
located near Champions Park in the 
Trocadero Gardens, the IOC Young Leaders 
booth promoted the initiatives of the joint 
IOC and Panasonic programme that aims 
to create a brighter future through sport. 

In line with the Organising Committee's 
mission to make Paris 2024 the most 
sustainable Games, Panasonic committed 
to providing the following state-of-the-art 
AV solutions:

•	 Panasonic's KAIROS" IT/IP platform 
helped deliver video content to  
public video boards at nearly every 
competition venue. This groundbreaking 
solution transformed workflows and 
streamlined operations, allowing  
Olympic Broadcasting Services (OBS)  
to produce compelling content for up  
to three venues from a single KAIROS 
Core, creating memorable moments  
for all.

•	 58 PTZ cameras were installed in 
29 press rooms to consolidate and 
provide simultaneous translation at 
the Main Press Centre (MPC). This 
effort drastically helped reduce the 
need for equipment and travel to each 
competition venue during the Games, 
making it easier for voices from around 
the world to be heard and celebrated.

•	 In the largest deployment of projectors 
ever seen at a single edition of the 
Olympic and Paralympic Games, 
Panasonic proudly installed 160 laser 
projectors to light up competition  
venues and dazzle audiences with 
projection mapping at La Defense Arena, 
the Vélodrome, and during the Opening 
Ceremony of the Paralympic Games. 
Panasonic’s labour-saving projection 
technology not only minimised the use  
of resources for transportation, storage, 
and installation but also significantly 
reduced the event's carbon footprint.

Taking Urban Sports and 
Breaking to the Next Level  
with Technics

As part of the Panasonic portfolio, 
Technics DJ turntables and headphones 
were supplied to iconic venues such 
as the breaking competition, where 
a unique blend of sound and vibes 

As founding partner of the programme, 
Panasonic proudly collaborated with many 
IOC Young Leaders who came from all 
around the world to promote their projects 
and passions with the local audiences.

venues featured Panasonic's 
revolutionary KAIROS" IT/IP 

platform to simplify workflows  
and streamline operations

26

projectors, marking the highest 
number ever utilised in a single  

edition of the Games

160

visitors to the Champions Park,  
where Panasonic shared their  

passion for the Olympic Movement

280,000 
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“�After 14 years of partnership, we continue to be moved by  
the superior performance of Olympic and Paralympic 
athletes. I had the honour of visiting Paris to see our brands 
in action – serving athletes in the Olympic and Paralympic 
Village Paris 2024. Our brands have been doing this for a 
long time, and still, it is so special to see how they show up to 
support athletes by providing the comforts of home so they 
can focus on performing at their best when it matters most.”

	� Marc Pritchard, Chief Brand Officer, P&G

P&G               Fact BOX

Exclusive category:  
Personal care, healthcare and 

household care products

Member of the TOP  
Programme since: 2010
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These campaigns came to life in-store and 
online across more than 250 retailers in 
over 40 countries. P&G brands also united 
behind the theme of “Everyday Champions,” 
providing products that give their best every 
day to meet the household and personal 
care needs of athletes, families, and fans – 
just like Olympians and Paralympians give 
their best to their sport.   

Athletes for Good 

P&G and its brands continued the Athletes 
for Good (AFG) programme for Paris 
2024, in partnership with the IOC and IPC, 
awarding 20 grants of USD 24,000 each 
to charities athletes nominated, to fuel 
the positive work they are doing together. 
Just as P&G brands aim to deliver superior 
performance every day and make a positive 
impact in the community, so, too, do the 
athletes recognised with AFG grants. P&G 
is delighted to help these athletes continue 
to make a meaningful impact beyond the 
sporting field of play. 

Paris 2024 Podiums

Together with the IOC, IPC, and Paris 2024 
Organising Committee, P&G helped create 
the ultimate symbol of performance – the 
Olympic and Paralympic Games Paris 
2024 podiums. The podium represents the 
pinnacle of an athlete's journey, after years  
of perseverance in the daily pursuit of 
sporting excellence. P&G brands share 
this same commitment to creating 
top-performing products that consumers 
can count on every day.  

Created in the host country of France –  
from the materials and design inspired  
by the iconic work of Gustave Eiffel to the 
manufacturing and assembly – the podium 
symbolised excellence, creativity, and 
know-how. P&G was honoured to play a  
role in creating a platform that athletes are 
proud to stand on after the achievement  
of a lifetime.

P&G brands supported the athletes of Paris 
2024 by providing more complimentary 
products and services in the Olympic and 
Paralympic Village than ever before to  
help to meet their everyday needs.

For the first time, Pampers sponsored 
a Village Nursery, a comfortable and 
convenient place for athlete parents to 
make precious memories with their little 
ones during the Games. A place for feeding, 
bonding and playtime, the Nursery also 
provided the highest quality Pampers 
diapers and wipes for the more than  
60 families who booked to experience  
the space. 

In the Beauty & Grooming Salon, brands 
like Head & Shoulders, Pantene, Mielle, 
Gillette and Braun provided complimentary 
haircuts, styling, and facial grooming so 
athletes could look and feel their best as 
they stepped onto the world’s biggest 
sporting stage. In all, the brands delivered 
more than 2,900 beauty and grooming 
services to athletes from 147 countries.

In addition, Ariel sponsored the laundry 
rooms, delivering 60,000 loads of cold-
water cleaning for athletes’ clothes and 
uniforms. Oral-B sponsored the dental 
clinic to give athletes the confidence 
of healthy smiles. Always and Tampax 
provided period protection products 
throughout the restrooms in the Village. 
And each athlete received a P&G Everyday 
Champions welcome kit with P&G brand 
products to support their health and 
hygiene needs. 

Everyday Champion Brands

Inspired by the highest performance of  
the best athletes in the world, more than 
30 of P&G’s household and personal care 
brands launched Olympic and Paralympic 
Games-inspired marketing campaigns, 
featuring the highest performance  
products that serve people every day.  

beauty and grooming services delivered 
to athletes in the Olympic Village

athlete parents booked in to experience 
the Olympic Village Nursery

P&G brands launched Games-inspired 
marketing campaigns

60+

30 

2,900 
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“�Samsung continues to unite fans around the world with 
innovative technology as a proud partner of the Olympic 
Movement for over three decades, and Paris 2024 was 
another incredible experience for us all. Together with 
the IOC, we delivered seamless operations throughout 
all aspects of the Olympic Games, creating invaluable 
moments of connection and inspiration for all Olympic 
families and athletes”

	� YH Lee, President of the Global Marketing Office, Samsung Electronics

Samsung               Fact BOX

Exclusive category:  
Wireless communications equipment 

and computing equipment

Member of the TOP  
Programme since: 1997

As the official Wireless Communications 
and Computing Equipment partner of  
the Olympic and Paralympic Games, 
Samsung played a crucial role in supporting 
Paris 2024. The company utilised its 
cutting-edge mobile technologies to 
transform the ways in which the Olympic 

and Paralympic communities, athletes, 
and fans communicated and shared their 
experiences. This revolution in connectivity 
and interaction made the Games and its 
operation more accessible and engaging 
for all participants, significantly enhancing 
the overall experience.

‘Open always wins’

Samsung’s central message for the Olympic 
and Paralympic Games Paris 2024, ‘Open 
always wins,’ aimed to reflect the brand's 
belief that an open mind turns every new 
experience into a meaningful achievement, 
opening up new perspectives and endless 
possibilities. This message was at the heart 
of all Samsung’s activations throughout the 
Games and was brought to life through the 
stories of Team Samsung Galaxy athletes, 
who demonstrated how being open enables 
you to do extraordinary things. 

70



Supporting Team Samsung 
Galaxy athletes

Samsung has been supporting athletes for 
almost 40 years. For Paris 2024, Samsung 
partnered with a roster of inspiring global 
athletes – including British skateboarder Sky 
Brown, French surfer Johanne Defay, para 
swimmer Ugo Didier, Dutch marathoner 
Sifan Hassan, American skater Jagger Eaton 
and surfer John John Florence, Australian 
wheelchair racer Madison de Rozario, 
Brazilian skateboarder Rayssa Leal, South 
Korean badminton star Se-young An and 
football icon Heung-min Son. 

Team Samsung Galaxy athletes served  
as the primary voices for ‘Open always  
wins’ and, by sharing their journeys, 
demonstrated how Samsung is helping 
athletes and fans open up to new 
opportunities through its technologies.

Enhancing the Games-time 
experience for fans 

Fans and athletes in Paris for the Olympic 
and Paralympic Games were able to try 
out the Galaxy Z Flip6 Olympic Edition 
smartphone and other Galaxy innovations 
at three pop-up Samsung showcasing 
experiences across Paris (located at 
Champs-Elysees 125, Square Marigny 
and the Village Plaza in the Olympic & 
Paralympic Village). More than 380,000 
visitors to these showcases experienced 
the latest Galaxy innovations first-hand, 
discovering new ways to create and 
communicate with Galaxy AI. They also  
took part in a historic tradition, as more  
than 350,000 Samsung Olympic Games 
pins were distributed to and traded by  
fans of all ages 

Launching ‘Together  
for Tomorrow, Enabling  
People’ community 

During the Olympic Games, Samsung  
and the IOC announced the launch of  
a new digital community that aims to 
engage young people around the world  
with the Olympic Movement and leverage 
the transformative power of technology  
and sport to make a meaningful difference 
in the world. 

“Together for Tomorrow, Enabling People”, 
which was unveiled at an event in Paris on 
31 July, is a joint initiative between Samsung 
and the IOC aimed at engaging younger 
generations and creating a positive impact 
in the world through sport and technology.

The new digital community is designed 
around the goal of helping young people 
experience three core values – social 

Galaxy Z Flip6 Olympic Edition

All eligible athletes competing at Paris 2024 
were gifted their own custom-built Olympic 
Edition of Samsung’s Galaxy Z Flip6 
smartphone, specifically designed  
to enhance their Games-time experience.

As well as being the first-ever Olympic 
Edition smartphone to feature Galaxy AI, 
the devices also came pre-loaded with a full 
suite of exclusive services and useful apps, 
including an eSIM of 100GB 5G data, an 
unlimited complimentary public transport 
access card and several official Olympic 
apps, designed to help the athletes open 
up new experiences and connect with 
new people while they are in Paris. These 
included the new Athlete365 app, the  
official Paris 2024 transport app, the Olympic 
Shop and Olympics™ Go! Paris 2024 –  
the official mobile game for Paris 2024.

Enabling the first-ever  
Victory Selfies

For the first time in Olympic and Paralympic 
Games history, Samsung also provided its 
Galaxy Z Flip6 Olympic Edition smartphones 
for use on the podium at Paris 2024, 
enabling medallists at the Games to 
commemorate their crowning moment  
with a unique “Victory Selfie ”. 

A total of 253 selfies were captured 
throughout the Games, with Samsung’s 
customised technology then mapping 
and sorting the images by sport before 
uploading them to the IOC’s Athlete365 
platform, which allowed athletes to save  
and share their podium experience with 
family and fans on social media.

Providing tech for a new  
view of all the action 

In collaboration with the IOC and Olympic 
Broadcasting Service (OBS), more than 200 
Galaxy S24 Ultra smartphones were installed 
on the boats used in the Olympic Games 
Opening Ceremony on the River Seine and 
the sailing competition in Marseille. Footage 
was transmitted by Orange through a newly 
installed, private 5G network and brought 
fans closer to the excitement.

Powering Games-time operations

From managing ticketing systems 
and stadium entry to facilitating event 
broadcasts, nearly 15,000 Galaxy devices 
were used by Paris 2024 staff and volunteers 
to deliver efficient and seamless operations 
throughout the Games. This included more 
than 7,100 Galaxy smartphones, over 2,500 
Galaxy Tab series tablets and 5,200 Galaxy 
Book series laptops.

Samsung Galaxy Z Flip6 Olympic 
Edition smartphones provided to 

competing athletes

fans from 140 countries participated 
in the ‘Together for Tomorrow, 

Enabling People’ community activity; 
Solve, Move, and Create challenges

Samsung Olympic Games Pins 
distributed to fans and athletes

Galaxy devices including phones, 
tablets and note PCs utilised by 

Paris 2024 organisers

Victory Selfies taken with Samsung 
Galaxy Z Flip6 Olympic Edition 

fans engaged at the Olympic™ 
rendezvous @ Samsung pop-up 

experiences across Paris

15,000

253

380,000+

17,000

3 million

350,000+ 

contribution, health and creativity – and 
enables them to participate in a series of 
collaborative Olympic challenges designed 
to create a better tomorrow.

The initiative builds on Samsung’s existing 
Together for Tomorrow initiatives, which 
aim to empower and support the next 
generation to achieve their full potential  
and pioneer positive social changes.
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“�Sports have the power to unite. It has been incredible 
and inspirational to watch the athletes, their families 
and communities on the road to their Olympic and 
Paralympic success. Their relentless pursuit of 
excellence inspires us all to start our own 'impossible'.”

	� Yoshihiro Nakata, President and CEO of Toyota Motor Europe

Toyota               Fact BOX

Exclusive category:  
Vehicles, mobility support  

robots and mobility services

Member of the TOP  
Programme since: 2017
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mobility solutions such as C+WalkS and 
C+WalkT to the volunteers and the athletes 
of Paris 2024, allowing the latter to save 
their energy for their performances. 

100 per cent electrified  
vehicle fleet 

In line with Toyota’s multi-path strategy 
and commitment to support Paris 
2024’s environmental ambitions, the 
company delivered a 100 per cent 
electrified passenger vehicle fleet. In fact, 
approximately 60 per cent of the fleet 
were zero-tailpipe emissions, including 
battery electric vehicles (BEV) like the 
Toyota bZ4X, Proace, Proace Verso and 
Lexus RZ, as well as fuel-cell electric 
vehicles (FCEV) like the Toyota Mirai. 

Additionally, Toyota brought around 
1,000 hybrid (HEV) and plug-in hybrid 
(PHEV) vehicles, including the globally 
best-selling RAV4 in both PHEV and HEV 
versions, along with the Toyota Corolla TS, 
Yaris Cross and Highlander, all featuring 
hybrid technology. Around 60 per cent 
of the Toyota fleet was produced in 
Europe, including 37 per cent in France, 
contributing to the vision of a sustainable 
and locally sourced Paris 2024.

Hydrogen society

Toyota demonstrated its vision of a 
hydrogen society through more than  
ten applications, ranging from passenger 
cars to heavy-duty transport, highlighting 
the potential of hydrogen technology in 
achieving carbon neutrality. The diverse 
fleet included 500 Mirai, 14 Caetano fuel 
cell buses, 10 fuel cell coaches, two fuel 
cell Hilux, and others – in total over 10 
different applications. Hydrogen-powered, 
zero tailpipe emission vehicles at Paris 
2024 achieved an impressive milestone, 

For the Olympic and Paralympic Games 
Paris 2024, Toyota delivered a 100 per 
cent electrified passenger vehicle fleet 
and an array of inclusive solutions, making 
sure that the athletes, officials and 
volunteers could easily move around the 
Games in a safe and sustainable manner. 

Accessible People Mover

The Accessible People Mover (APM) is 
Toyota's electric mobility vehicle designed 
specifically for Paris 2024 to transport 
people, goods, and act as a stretcher 
in emergencies. The APM features 
integrated wheelchair ramps, comfortable 
seats, and a top speed of 20 km/h. Its 
low floor and wide doors ensure easy and 
safe boarding. Additionally, the APM is 
eco-friendly, running on battery power 
and producing zero tailpipe emissions. 
Designed by Toyota Motor Europe in 
Belgium and manufactured in Toyota 
Caetano Portugal, the 250 APM covered 
140,000 kilometres during Paris 2024, 
enhancing the mobility experience for 
athletes, staff, volunteers, and visitors.

Last-mile mobility solutions

Toyota co-developed Yosh-e – the 
wheelchair e-puller – to bring their vision 
of “Mobility for all” to life at the Paralympic 
Games Paris 2024. The Yosh-e converts 
a classic mechanical wheelchair into a 
battery-powered electric mobility solution, 
giving more freedom of movement to 
wheelchair users. During the Paralympic 
Games, the Toyota team installed over 
240 brackets on athletes’ wheelchairs so 
that they could make use of the 50 Yosh-e 
e-pullers, made available through the 
KINTO app. 

In addition to the Yosh-e wheelchair puller, 
Toyota also provided electric last-mile 

covering over one million kilometres – 
equivalent to 25 trips around the globe,  
and using nearly 12 tons of hydrogen 
sourced from renewable origins.

electrified passenger fleet

electrified vehicles

inclusive mobility solutions

2,700+

850+ 

100%
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“�The spirit of Paris 2024 was aligned with Visa’s mission 
to uplift everyone, everywhere. We believe the Games 
are a powerful platform to drive inclusion and economic 
growth. We’re delighted to play our part in enabling the 
success of Paris 2024 for both the Olympic and Paralympic 
Games by providing the most convenient and secure way 
for spectators and travelers to pay. We proudly supported 
Team Visa athletes, showcasing their incredible talent,  
grit and dedication.” 

	� Andrea Fairchild, Senior Vice President of Global Sponsorship Strategy, Visa

Visa               Fact BOX

Exclusive category:  
Payment services, transaction 

security, credit, debit,  
prepaid cards, digital wallets

Member of the TOP  
Programme since: 1986
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As a founding member of the TOP 
Programme in 1986 and the first global 
partner of the International Paralympic 
Committee (IPC) in 2003, Visa’s  
long-time relationship with the Olympic 
and Paralympic Games has always  
been about empowering athletes to 
 be successful both on and off the  
field while providing convenient,  
reliable, and secure payment solutions.

Team Visa for Paris 2024 featured  
147 athletes representing 67 countries 
across 40 sports, making this Visa’s 
largest and most diverse roster yet 
- featuring 67 men and 80 women, 
and increasing the representation of 
Paralympic athletes at Paris 2024.  
This year's roster of athletes won 100 
medals - 55 Olympic and 45 Paralympic 
medals. As the exclusive Payment 
Technology Partner, Visa collaborated 
with the Organising Committee to build 
a custom payment network, ensuring 
contactless payments were accepted 
at 3,500 points of sale in Olympic and 
Paralympic venues. 

Blending sports with culture 
and commerce

To give thanks to Parisians for opening 
their city and country to the world and 
providing a vibrant and welcoming 
atmosphere for all, Visa celebrated the 
intersection of sport, art, and culture  
by commissioning six global artists  
to create works of art to appear on 
billboards throughout Paris (a global 
capital for street art). The street art 
installations highlighted Visa Go, a mobile 
app designed to help users experience the 
best of the city. The app enabled access 

to Team Visa content, and a curated 
selection of discounts and offers  
from official partners, local shops,  
and restaurants. Visa’s aim was to 
celebrate the Olympic and Paralympic 
Games and help promote local small 
businesses and culture through art. The 
street art included works from leading 
street artist Marko 93 (France) from 
Seine-Saint-Denis; influential street  
artist and activist Swoon (USA); 
pioneering graffiti artist JonOne (USA); 
native Parisian artist Olivia De Bona 
(France); prolific colourblind street artist 
Alex Senna (Brazil); and multidisciplinary 
artist Vexta (Australia) and received 
significant media interest.

Helping to boost the  
French economy

Additionally, the French economy 
benefited from hosting the Olympic and 
Paralympic Games, and Visa played a part 
in this success, according to proprietary 
data which revealed Visa cardholder 
spending patterns during the Olympic 
Games. Not only did Paris attract 42 per 
cent more Visa cardholders in the first 
week of the Olympic Games than in the 
same period in 2023, but other cities 
hosting Olympic Games events also saw 
significant increases in visitors  
and spending, especially among  
fans who attended the competitions.  
The most significant year-on-year 
increase in spending levels in Paris 
was seen in restaurants: a 49 per cent 
increase. During the first weekend of  
the Olympic Games, small businesses in 
Paris benefitted from a 26 per cent  
year-on-year rise in sales from  
Visa cardholders.

Team Visa for Paris 2024  
featured 147 athletes 

Team Visa athletes at the  
Olympic and Paralympic Games  

won a total of 100 medals

Contactless payments were 
accepted at 3,500 points of sale  

in Paris 2024 venues

100

3,500 

147
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“�Celebration, engagement and legacy: these three  
words sum up the partners' contribution. Without  
our partners, these Games would not have been  
such a success.” 

	� Ludivine Roosebeke, Paris 2024 Partnerships Director

Domestic 
Partnerships

Accor

As a Premium Partner of the Olympic 
Games Paris 2024, Accor played a 
central role in showcasing France’s 
world-renowned hospitality and culture 
on the global stage. As the birthplace of 
the company, France offered Accor the 
opportunity to demonstrate its heritage  
and expertise in delivering exceptional 
service. The Games became a “sparkling 
advert” for French tourism, with Accor 
highlighting the nation’s rich traditions  
in cuisine, art and culture.

Accor was the first hotel group to oversee 
operations of both the Athletes’ and Media 
Villages, managing over 90 buildings and 
16,000 beds. This immense logistical 
undertaking was seamlessly executed, 
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demonstrating Accor’s ability to deliver 
tailored solutions for complex global 
events. Beyond logistics, Accor delighted 
fans and guests with unique moments at 
venues such as Le Club France, ensuring  
a welcoming and memorable experience.

Groupe BPCE

With a long-standing commitment to sport, 
Groupe BPCE became the first Premium 
Partner of Paris 2024 in 2018, marking the 
beginning of six years of collaboration that 
culminated in its vital contributions to the 
Games’ success. Groupe BPCE financed 
major infrastructure projects, including the 
Olympic Village, and developed the largest 
ticketing system in Olympic history, making 
the Games accessible to fans across 
France and beyond.

The partnership also highlighted BPCE’s 
support for the French sports ecosystem. 
The group sponsored France’s largest 
cohort of elite athletes and played an  
active role in mobilising communities 
through initiatives like the Olympic  
Torch Relay. With more than 100,000 
employees, Groupe BPCE embraced  
the spirit of the Games, sharing in the 
emotions and triumphs of athletes  
and fans, making Paris 2024 a truly 
memorable experience for all.

Carrefour

Carrefour, one of the world’s leading  
food retailers, brought its vision of  
“the food transition for all” to life  
during Paris 2024. As a Premium  
Partner, Carrefour demonstrated its 
commitment to providing high-quality, 
accessible and affordable food,  
ensuring that athletes, spectators  
and participants could experience  
the Games in a meaningful way.

Through its “Nourishing Every Hope” 
campaign, Carrefour celebrated the 
aspirations of athletes striving for  
victory, the joy of fans experiencing  
the thrills of competition, and the pride 
of its employees contributing to a 
historic event. Carrefour’s partnership 
underscored its role as a vital player  
in supporting communities and the 
Olympic Movement.
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EDF

A key force in the energy transition,  
EDF supported Paris 2024 as both  
a Premium Partner and the Official  
Supplier of Renewable Energy. EDF’s 
contributions embodied the Games’ 
commitment to sustainability and 
inclusion, making a lasting impact on 
athletes, fans, and communities.

EDF spearheaded initiatives such as the 
“1,2,3 Swim!” programme, which taught 
swimming skills to 100,000 children from 
underserved neighbourhoods. This effort 
complemented EDF’s wider support for 
sport, which includes fostering inclusion 
through its “Un Champion dans mon 
École” programme to raise awareness  
of disability issues among youth.

The EDF Pavilion, located near the 
Champs-Élysées, served as a hub for 
visitors, offering an engaging and festive 
space to celebrate the Games. EDF’s 
commitment to Paris 2024 demonstrated 
its role as a driving force behind the 
Games’ success and a champion of 
sustainability and accessibility.

LVMH

LVMH brought the essence of French 
creativity and craftsmanship to the 
Olympic Games Paris 2024. Through 
its creative partnership, the company 
celebrated its mission, “The Art of  
Crafting Dreams,” and the Olympic  
values of excellence and inclusivity.

Iconic LVMH Maisons contributed  
their expertise during key moments  
of the Games. Berluti designed the 
opening ceremony outfits for the  
French delegation, while Chaumet  
crafted the medals, and Louis Vuitton 
created bespoke trunks for both the 
Olympic torch and medals. Dior and  
Moët Hennessy enhanced the Games’ 
artistic and hospitality experiences,  
while Sephora played a significant  
role in the Torch Relays.

LVMH also embraced sustainability, 
designing upcycled outfits for victory 
ceremonies and engaging with fans 
through its presence at Champions  
Park and Club France, ensuring a 
memorable and inclusive celebration  
of excellence and culture.

Orange

As a Premium Partner and Official  
Supplier to Paris 2024, Orange played  
a pivotal role in making Paris 2024 the 
most connected Games in history.  
The company was tasked with  
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connecting 120 venues, 15,000 athletes, 
and over 878 sporting events, ensuring 
billions of fans worldwide could 
experience the Games in real-time.

Orange also supported inclusivity 
and community engagement through 
initiatives like the Marathon Pour Tous, 
the first-ever Olympic event open to the 
general public. Over 40,000 runners 
participated, embodying the Games’ spirit 
of openness and unity. By seamlessly 
delivering cutting-edge technology  
and engaging fans on a personal level,  
Orange helped Paris 2024 reach new 
heights in connectivity and accessibility.

Sanofi

Sanofi celebrated human achievement in 
sport and science through its partnership 
with Paris 2024. As a Premium Partner 
of Paris 2024 and Official Partner of the 
Olympic and Paralympic Torch Relays, 
Sanofi demonstrated its commitment to 
excellence, innovation, and inclusivity.

Sanofi’s employees contributed 
significantly to the Games’ success, 
with over 2,000 volunteers – the largest 
cohort at Paris 2024 – and nearly 300 
Torchbearers participating in the relays. 

Additionally, Sanofi made a lasting 
impression during the Opening Ceremony 
with the introduction of Zeus, a symbolic 
metal horse that captured the spirit of 
perseverance and determination.

Through these efforts, Sanofi reinforced 
its dedication to making a positive impact 
on people’s lives while celebrating the 
Olympic values of excellence, friendship, 
and respect.
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Digital   
Engagement





270m 
posts

412bn
engagements

290% 
increase in  

engagements compared  
with Tokyo 2020

The Olympic Games Paris 2024 set a 
new benchmark for digital engagement, 
delivering record-breaking results across 
platforms and connecting millions of  
people to the Games in innovative and 
meaningful ways.

Anchored by a multi-faceted, 
multiplatform approach, the IOC’s digital 
initiatives reached hundreds of millions 
of people through immersive storytelling, 
interactive fan experiences, and dynamic 
global collaborations. From the launch of 
the new “Sport. And More Than Sport” 
brand platform to cutting-edge digital 

 Digital Engagement
THE OLYMPIC GAMES PARIS 2024 GENERATED RECORD-BREAKING DIGITAL ENGAGEMENT, 
WITH THE IOC PREPARING A MULTI-FACETED, MULTIPLATFORM APPROACH TO REACH MORE 
PEOPLE THAN EVER BEFORE IN NEW AND INNOVATIVE WAYS

“�Our digital records have  
been broken across Olympic 
digital, social media and 
marketing platforms.”

	� Leandro Larrosa, IOC Digital 
Engagement & Marketing Director

experiences, Paris 2024 redefined how 
fans engage with the Olympic Games.

Across social media platforms, there were 
an estimated 412 billion engagements 
from 270 million posts, representing a 
290 per cent increase compared to the 
previous edition of the Games. 

These results were the culmination of the 
IOC's efforts in recent years to grow digital 
engagement with people during and 
between the Olympic Games, with this 
strategic vision driven by Olympic Agenda 
2020 and Olympic Agenda 2020+5. 
 
“Sport. And More Than Sport”

The “Sport. And More Than Sport” brand 
platform launched ahead of Paris 2024 
and was the unifying theme for digital 
experiences and content during the  
Games, celebrating sport’s ability to  
inspire, empower, and connect with people 
both on and beyond the field of play. 

Paris 2024 on 
social media
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Record-breaking digital engagement

325m 
Olympics.com  
& Olympics App users

16.7BN 
engagements on  
Olympic-owned  
social handles

No.1
sports app in  
over 70 territories

32m
more followers of  
Olympic-owned 
social handles  
(151m total)

“�Engagement on social media platforms went through the roof, with a  
290 per cent increase on the previous edition of the Games. Audiences  
are following and interacting with the Olympic Games like never before.”

	� Thomas Bach, IOC President
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It launched with an uplifting short film 
that encapsulated the “Olympic Spirit”, 
airing globally across the network of 
Olympic Media Rights-Holders (MRHs) 
and Olympic digital channels. In France, 
the film reached an even broader audience 
through cinemas, helping to build 
excitement for the Games. 

During the Games, “Sport. And  
More Than Sport” resonated through 
creator collaborations and interactive  
fan experiences, such as an interactive  
art installation, where people in the  
streets of Paris were invited to reflect 
on their personal victories over life’s 
challenges. This also came to life  
across Olympic social media handles, 
reacting to the most memorable  
“More than Sport” moments of the  
Games, such as Leon Marchand’s  
medal-winning performances in the  
pool, which united local fans, and  
Rebecca Andrade’s sportsmanship, 
which inspired audiences worldwide. 
On Olympics.com, the campaign was 
reflected in powerful athlete stories  
and human-interest features, generating 
millions of engagements per post  
during the Games.

Olympics.com
Olympics.com served as the ultimate 
destination for Olympic fans during  
Paris 2024, providing a comprehensive 
source for breaking sports news, video 
highlights, and original content to more 
than 325 million unique users during the 
Olympic Games. Designed to bring fans 
closer to the action, the platform offered 
a wide array of features and bespoke 
coverage in 11 languages, ensuring 
accessibility for a global audience.  
The platform produced and published 
more than 148,000 content assets 
resulting in three million hours of  
video watch-time. 

Throughout the Games, Olympics.com 
published nearly 6,000 stories, with 
content ranging from event previews  
and daily highlights to unique behind-the-
scenes coverage on the surfing events  
in Tahiti and the vibrant scenes across 
Paris. Fans could also enjoy in-depth 
athlete interviews – over 100 in total  
– and original podcasts featuring 
legendary sporting figures. 

The platform's live blogs, available 
in French, English, Spanish, Italian, 
Portuguese, German, Japanese, and 
Mandarin, offered real-time updates  
and insights, attracting millions  
of readers, including 5.4 million fans  
on the English-language blog alone.

498.5m 
social media  

engagements on  
the Sport. AND  

More than Sport.  
brand platform

84



Interactive features further enriched the  
fan experience. Visitors could customise 
medal tables and event schedules, tailoring 
the platform to their favourite teams, 
athletes, and sports. The newly introduced 
Play Hub offered fans opportunities 
to participate in live meet-and-greets 
with stars such as skateboard park gold 
medallist Arisa Trew and Olympic legends 
Nadia Comaneci  and Aly Raisman.

Fans could also engage with the Games 
by voting for their favourite moments, 
entering contests to win Paris 2024  
prizes, and even being featured on  
the fan-powered social wall, making  
Olympics.com a vibrant hub for active 
participation and connection.

Throughout the Olympic Games 
Paris 2024, athletes were celebrated 
digitally, with innovative features 
recognising their achievements. 
Through the IOC’s collaboration 
with Meta platforms, thousands of 
Olympians received free verification 
for their accounts, enhancing their 
online presence and connection with 
fans. On X (formerly Twitter), Paris 
2024 medallists were honoured with 
custom badges marking their Olympic 
triumphs, while fans could also join 
the celebration by using a custom 
bouquet feature on Google, allowing 
them to send virtual congratulations to 
their favourite medal-winning athletes.

The IOC also introduced several 
innovative initiatives during Paris 2024 
to empower athletes to connect with 
fans in new and meaningful ways. 
Athletes were given unprecedented 
opportunities to share their Olympic 

journeys on their personal social 
media accounts, while the IOC 
also collaborated with celebrities, 
influencers, and athletes from various 
fields to promote the Games to 
younger, non-sport audiences. These 
partnerships were highly effective in 
driving traffic to the MRHs’ platforms 
via targeted links, significantly 
broadening the Games’ reach.

Additionally, the #RoadToParis2024 
pilot project, a collaboration between 
the IOC and the World Federation 
of the Sporting Goods Industry 
(WFSGI), allowed eligible WFSGI 
member sports brands to celebrate 
their sponsored athletes’ journeys 
to, during, and after the Games. 
The initiative generated over three 
billion social media engagements, 
amplifying the impact of Paris 
2024 and highlighting the athletes’ 
incredible stories.

Celebrating and empowering 
athletes digitally 
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Collaborating with TOP Partners

Keeping the fans informed of every 
medal and record-breaking moment  
at Paris 2024, courtesy of Samsung  
and OMEGA. 

 �Medal Alerts: Samsung, and the joint 
Together for Tomorrow programme, 
presented the medal alerts that “broke 
the news” on Olympics social platforms 
as medals were awarded.

 �Breaking Record Alerts: Recognising 
OMEGA for its role as Official 
Timekeeper, the IOC posted a  
branded animation for Olympic  
and world records.

Preparing fans with engaging  
trivia quizzes and sport explainer  
videos so they were best-prepared  
for the competitions, in partnership  
with Allianz.

 �Sports Explainers: Allianz was the 
presenting partner of sport explainer 
videos for all Olympic and Paralympic 
disciplines, with videos hosted on 
Olympics.com and promoted across  
all digital channels during Paris 2024.

 �Trivia: Together with Allianz, the IOC 
invited audiences around the world 
to learn about the Games through fan 
engagement Olympic and Paralympic 
Trivia, from April through Paris 2024.

Entertaining fans with branded  
content featuring athletes, the magic  
of past Games, unique behind-the-
scenes experiences from the Athlete 
Village, and highlighting the impact  
of Olympic “Firsts”.

 �Magic Moments: A  branded content 
series with Coca-Cola that celebrated 
magical moments in Olympic history 
and during Paris 2024.

 �Athletes for Good: A branded content  
series with P&G showcasing how 
athletes who received grants from P&G 
make a positive impact and “do good” 
outside the field of play, while also 
celebrating their medals at Paris 2024.

 �The Starting Line: A video series 
featuring 10 global Team Toyota athletes 
who prove that “greatness comes from 
anywhere” as they shared their unique 

THANKS TO OUR WORLDWIDE OLYMPIC PARTNERS

A s the IOC continues to expand its 
digital footprint and engagement, 

a key aspect of its strategy involves 
close collaboration with the Worldwide 
Olympic (TOP) Partners. These efforts 
create meaningful opportunities 
to build awareness of the Olympic 
partnerships while connecting partners' 
brands with Olympic audiences across 
the IOC’s owned digital platforms and 
channels, and beyond.

Together with its partners, the IOC 
developed activations designed to 
reach, engage, inform, entertain, 
inspire and grow its fanbase 
worldwide – both during the  
“flame-to-flame” period between 
Games and during Games-time itself. 

This included amplifying partners’ own 
initiatives as well as co-creating fully 
integrated campaigns that leveraged 
a range of assets and capabilities, 
including customised content, video, 
social media, email communications, 
influencer marketing, advertising, paid 
media and PR. 
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Official App of the Olympic and 
Paralympic Games Paris 2024 
The official app of the Olympic and 
Paralympic Games Paris 2024 was an 
essential tool for fans worldwide, offering 
an all-in-one platform to stay connected 
with the Games. 

Completely redesigned for the  
Olympic Games Paris 2024, the app 
introduced a host of new features tailored 
to enhance the spectator experience, 
both for fans on the ground and for those 
following the action remotely.

Key upgrades included improved 
schedules, medals and results sections, 
as well as a live blog that provided instant 
access to the latest updates. Customisable 
schedules, medal tables and results 
allowed fans to tailor their experience, 
while personalised push notifications 
ensured they never missed breaking  
news or results for their favourite sports, 
teams and athletes.

The app also offered exclusive content, 
including original Olympic news, features 
and insights, alongside interactive 
elements such as the Olympic shop, 
where fans could browse and purchase 
official merchandise, and an Olympic  
trivia game that tested users’ knowledge 
of the Games.

For those attending the Games in  
person, the app provided practical tools 
to simplify their experience. A dedicated 
“My Events” section enabled session 
management, complete with checklists  

of essential venue information to ensure  
a seamless visit. The interactive Games 
map was another standout feature,  
guiding fans through must-see venues,  
fan zones and events across Paris,  
helping them make the most of their 
Olympic experience.

With its comprehensive functionality 
and user-friendly design, the Paris 2024 
Olympics app served as the ultimate 
companion – opened 450m times – 
merging information, entertainment  
and convenience for Olympic fans.

Let’s Move

The IOC’s ongoing “Let’s Move”  
campaign, launched in collaboration 
with the World Health Organisation, 
encourages fans worldwide to embrace 
physical activity for better health. 

The “Let’s Move and Celebrate” initiative 
for Paris 2024 hoped to inspire fans 
to move through the Olympic Games, 
through Olympic Day celebrations and 
digital activations such as recreating 
iconic athlete celebration moves, and 
to share them on social media using 
#LetsMove. The campaign inspired 
millions of fans worldwide to move and 
cheer for the athletes on their road to  
the Olympic Games Paris 2024. 

With over 120 million engagements on 
Olympic social handles, “Let’s Move” 
continued to energise audiences globally, 
showcasing the joy and inclusivity of sport 
while supporting the Olympic Movement’s 
commitment to promoting active lifestyles.

120m+ 
engagements on 
Olympic social handles

Let’s Move
Olympic journeys while representing  
as well as being supported by their  
local communities.

 �Deloitte Firsts: A branded content series 
uncovering the “First Effect”, reframing 
what victory looks like for humanity. It is 
built on the truth that winning is a win 
for one person, but firsts are a win for 
everyone. They unlock something for 
humanity and move the world forward.

Unique and ambitious collaborations, 
made possible because of the IOC’s 
partnerships and its partners' drive  
to innovate, learn and enhance the  
fan experience. 

 �Hello World: A music-focused joint 
activation with Coca-Cola that included 
the launch of a song for the Olympic 
Games, written and produced by 
songwriter, producer and OneRepublic 
frontman Ryan Tedder. Grammy Award-
winning singer-songwriter Gwen Stefani 
performed the single alongside eight-
time Grammy Award-winning producer 
and singer-songwriter Anderson. Paak.

 �My Olympic Rewards: A pilot of a  
points-and-rewards-driven platform 
for Olympic fans around the world, in 
partnership with Visa. Partners such  
as Intel and Samsung also activated  
on the platform for Paris 2024.

 �Digital Panini sticker albums: Developed 
by Panini in partnership with Coca-Cola, 
fans could access digital collectible 
sticker albums for Paris 2024.

 �Victory Selfie: The IOC brought the 
Victory Selfie 360, from Olympics  
global and local social channels, 
amplifying the on-site product  
placement and athlete engagement 
around the medal moment.

 �Together for Tomorrow – Samsung 
Health: With Samsung Health and 
rewards on MyOlympicRewards, the 
IOC and Samsung launched a global 
challenge for Olympic fans to walk 
around the world between past and 
future Olympic Games host cities. 
Together, participants took 297 billion 
steps and circled the world more  
than 5,200 times.
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Digital Partnerships

The IOC’s digital partnership 
collaborations for Paris 2024 redefined 
how fans engaged with the Games, 
offering a seamless blend of innovation, 
interactivity and storytelling. Through 
collaborations with 13 leading digital 
platforms across 27 products, the IOC  
was able to extend the Games’ reach, 
providing fans with diverse opportunities 
to immerse themselves in the action.

Dedicated Olympic content hubs on 
TikTok and YouTube became must-visit 
destinations for fans, hosting a mix of 
highlights, storytelling and athlete-driven 
content. TikTok collectibles allowed 
fans to unlock rewards from Worldwide 
Olympic Partners, while trending videos 
like behind-the-scenes glimpses into 
the Olympic Village – including the 
now-famous chocolate muffins – captured 
global attention.

Interactive experiences across Meta’s 
Instagram, Facebook and WhatsApp 
enriched fan engagement. Olympic-themed 
AR filters, custom backgrounds, and 
WhatsApp sticker packs offered creative 
ways for fans to connect with the Games, 
while curated storytelling on Instagram and 
Facebook also brought Paris 2024 to life. 
The Olympic Phryges mascot became a 
star of these activations, appearing in Meta 
experiences, games and more.

For the first time, fans experienced the 
Games through more than 20 augmented 
reality (AR) activations. Available via the 
Olympics app, Snap, and other platforms, 
these experiences allowed fans to travel 
back to the Olympic Games Paris 1924, 
interact with the action at competition 
venues, and engage with the streets of 
Paris in new and immersive ways. 

Global search interest in the Olympic 
Games peaked during Paris 2024, 
supported by collaborations with Google 
and Microsoft. Fans accessed the Games 
via dedicated Olympic hubs, while 
promotional efforts on the Play Store 
and App Store spotlighted the official 
Olympics app and MRH platforms, 
ensuring seamless access to information 
and content.

The IOC introduced the first-ever Olympic 
Creator Programme, bringing together a 
host of digital creators from around the 
world. Through partnerships with TikTok, 
Meta and YouTube, these creators shared 
diverse perspectives, telling the story 
of the Games in uniquely creative ways. 
Their engaging and authentic content 
captivated millions, further amplifying  
the reach and impact of Paris 2024.

151m 
84m

174% 

Total followers on IOC 
social media handles

increase in total engagements 
on IOC social media handles
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1 in 100 Million campaign for 
IOC Refugee Olympic Team
The IOC Refugee 
Olympic Team inspired 
millions at Paris 2024, 
with digital efforts 

highlighting the athletes’ 
extraordinary journeys. 
Across Olympic social 
platforms, the team 

garnered 25 million 
engagements, and its 
social following tripled 
during the Games, 
reflecting the global 
admiration for these 
exceptional athletes.

Olympic-Owned Social Media 
Paris 2024 became the most  
engaged Olympic Games on social 
media. The IOC’s own digital platforms 
and social handles generated 16.7 billion 
engagements, a 174 per cent increase 
on the previous edition of the Games 
Olympics social media handles added  
32 million new followers for the  
Games period, bringing the total  
audience to 151 million. This record-
breaking success reflected the IOC’s 
strategic focus on platform-specific 
content that connected with diverse 
audiences worldwide, particularly  
younger generations.

Youth-focused platforms like TikTok  
and Instagram were key drivers of  
this engagement, capturing the  
attention of audiences through viral  
trends, athlete-generated content,  
and creative storytelling. 

The Olympic social media team curated 
an extensive content strategy to deepen 
fan engagement. This included social-first 
activations such as live scavenger hunts 
in Paris, interactive art installations, and 
collaborations with creators. Historic 
moments from the Olympic archive were 
also revisited, building anticipation and 
connecting the legacy of past Games 
with the energy of Paris 2024. Near-live 
sporting moments and exclusive behind-
the-scenes content provided fans with 
real-time access to the excitement and 
personal stories behind the Games.

In the build-up and during the Olympic 
Games, IOC owned handles produced 
45,000 posts across more than 40 
accounts in seven languages, ensuring  
a constant stream of engaging content  
for a global audience. During Games  
time, the accounts added on average  
1.6 million new followers daily, 
underscoring the immense reach  
and appeal of the Olympic Games.

Direct Marketing

Personalised communication played 
a pivotal role in engaging fans during 
Olympic Games Paris 2024. The IOC 
delivered 450 million direct messages, 
including tailored newsletters and push 
notifications, offering real-time updates, 

exclusive content, and seamless user 
experiences. These efforts resulted in 
record-breaking engagement levels 
through direct communications with 
people around the world.

Engaging Fans in China

The Olympics WeChat Mini Program 
served as a prime engagement platform 
for Chinese-speaking fans during Paris 
2024, offering a tailored experience that 
combined bespoke content, real-time 
updates, and interactive features.

In July 2024, the platform launched a 
dedicated Paris Games hub, providing 
access to medal tables, event schedules, 
and results, alongside unique engagement 
opportunities. Fans could participate in 
predictors, vote for their favourite moments 
and athletes, and explore sweepstakes-
style activities that kept them actively 
involved throughout the Games.

To reach new audiences and diversify 
content, the IOC collaborated with a host of 
local cultural stars. These activities, which 
included quizzes and challenges, added 
a dynamic and playful dimension to fan 
engagement in the region. The initiative 
also helped the platform acquire 1.3 million 
new users, further broadening the reach  
of the Games in China.
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Ticketing and 
Hospitality

The Olympic Games Paris 2024 
marked a significant milestone 
for the Olympic ticketing and 
hospitality programmes, becoming 
the first edition of the Games to fully 
implement the IOC’s new centralised 
model. Launched as part of the 

WITH MILLIONS OF PASSIONATE FANS IN PACKED VENUES  
CREATING AN UNFORGETTABLE ATMOSPHERE, PARIS 2024 
SIGNALLED A HUGELY SUCCESSFUL LAUNCH OF A NEW ERA  
FOR OLYMPIC TICKETING AND HOSPITALITY

Record-Breaking  
Ticket Sales

Paris 2024 set a new  
benchmark for ticket sales, 
with over 9.5 million tickets 

sold out of a total of 10 million 
available, reflecting the Games’ 

commitment to accessibility 
and inclusion. The programme 

prioritised affordability, with 
one million tickets priced at 
just EUR 24 and four million 
tickets available for EUR 50 

or less, reflecting Paris 2024’s 
commitment to hosting 

accessible and affordable 
Games, in line with its  

“Games Wide Open” slogan. 

The significant demand 
for tickets was driven by a 
combination of attractive  

pricing and the new centralised 
ticketing platform, which 

provided fans from around  
the world with direct access  

to Olympic tickets at 
standardised prices. 

tickets sold

tickets priced 
at €24

tickets priced at 
€50 or less

fans visited 
celebration sites 

across France

fans visited the 
Champions Park

fans lined the  
streets of Paris for  

the cycling road race

9.5m

1m

4m

6m

280,000

1m

Olympic Agenda 2020+5 reforms, this 
innovative approach aimed to provide 
fans around the world with seamless 
access to tickets and hospitality 
packages, while simplifying operations, 
enhancing services to stakeholders, and 
creating new revenue opportunities.

€ €
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Unprecedented  
Fan Engagement  
and Atmosphere
The overwhelming demand for tickets 
and hospitality packages translated into 
packed venues and vibrant celebrations 
across France, with enthusiastic fans 
filling the stands at competition venues 
and creating an electric atmosphere  
for athletes and spectators alike.

Beyond the venues, Olympic fever spread 
throughout the country, with six million 
visitors attending celebration sites  
across France. The Champs-Élysées,  
Parc Georges-Valbon, and Marseille  
Club 2024 sites alone welcomed up to 
20,000 people each day, offering fans 
the chance to engage with the Games 

through live screenings, cultural activities, 
and special events.

Fans also embraced the innovative  
Carrés des Supporters zones located  
in venue stands, where 145,000 
spectators gathered to cheer for athletes, 
creating a festive environment and 
adding to the overall excitement of the 
Games. On the streets of Paris, nearly one 
million spectators turned out to watch 
the Olympic road cycling races along the 
River Seine, while the Champions Park in 
the shadow of the Eiffel Tower attracted 
280,000 visitors to celebrate and cheer 
for more than 600 medallists.

Spectator experience 
ranks highly

According to those surveyed,  
85 per cent of Paris 2024 

spectators rated their experience 
as “excellent” or “good” for 

ticketed events, with this rising  
to 95 per cent for the free  
events, and 98 per cent 
for the Marathon Pour 

Tous. “Atmosphere”, “visual 
appearance” an-d “security”  

were cited as key drivers  
across all events.
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Setting the standard for the 
Olympic Hospitality Experience
The Paris 2024 hospitality programme 
set the standard for Olympic hospitality, 
offering fans and stakeholders a truly 
unique way to experience the Games.  
 
As the first Olympic Games to implement 
the IOC’s new global hospitality model, 
Paris 2024 featured an array of exclusive, 
ticket-inclusive travel and hospitality 
packages developed by On Location, the 
official hospitality provider for the Games. 

These packages catered to diverse 
audiences with a range of services and 
premium experiences.

For the first time, more than 90 per cent 
of Olympic sports featured dedicated 
hospitality offerings. Fans were able to 
choose from various options to suit their 
preferences and budgets, including:

•	 On-Site Hospitality:  
High-quality, in-venue experiences 
within official competition venues, 
offering shared lounges and private 
boxes where guests could enjoy the 
sporting session of their choice while 
accessing premium services such as 
gourmet catering, private bars, and 
exclusive seating areas.

•	 In The City Hospitality:  
A groundbreaking concept created 
specifically for Paris 2024, these 
packages combined guaranteed 
tickets to Olympic events with 
exclusive access to iconic Parisian 
locations such as the Palais de Tokyo, 
the Eiffel Tower, and historic venues 
along the River Seine. These locations 
offered guests the opportunity to 
enjoy high-end food and beverages, 
athlete appearances, interactive 
activities, and cultural experiences 
that captured the essence of Paris  
and the Olympic Games.
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Setting New Standards  
for Future Games

The success of the Paris 2024  
ticketing and hospitality programmes 

not only generated substantial 
revenue but also set a new benchmark 

for future Games. By providing a 
wide range of innovative hospitality 

offerings, Paris 2024 redefined 
what it means to experience the 

Olympic Games, ensuring that fans, 
stakeholders, and partners enjoyed  
a memorable journey that extended 
far beyond the competition venues. 

The implementation of this centralised 
model will continue to benefit future 

Games editions, establishing a 
consistent and high-quality hospitality 

experience that enhances the 
 value of the Olympic brand.

•	 Travel Packages:  
Tailored to meet the needs of individual 
fans, families, and corporate clients, 
the travel packages included tickets to 
the Games along with accommodation, 
transport options, guided tours, and 
exclusive hospitality experiences.  
These offerings allowed guests to 
immerse themselves fully in the  
Olympic experience, making their trip  
to Paris a once-in-a-lifetime event.

In addition to these core packages,  
Paris 2024’s hospitality programme  
also featured bespoke options for 
corporate clients and large groups, 
providing the flexibility to customise 
experiences and create unforgettable 
memories for business partners, 
employees, and VIP guests.

A key feature of this programme  
was the use of the centralised  
online hospitality platform  
operated by On Location,  
which streamlined the purchasing 
process and provided fans with a 
single, secure source for all ticket 
and hospitality needs. The platform, 
along with a network of official 
sub-distributors, ensured that  
every fan had access to authentic 
hospitality experiences, helping  
to safeguard against the risks  
of unauthorised ticket sales  
and reselling.

To further enhance the hospitality 
experience, the Olympic Museum 
loaned On Location artefacts and 
provided content and expertise on 
exhibition development, curation,  
and design, as well as visitor 
experience. The museum played 
a pivotal role in the project during 
Paris 2024, dedicating significant 
resources and expertise to enhance 
the Olympic Games experience.  
The Olympic Museum and its 
artifacts greatly enriched guest 
experiences across the various  
Paris 2024 hospitality venues, 
operated by On Location, where  
they were showcased.

“�Paris 2024 revolutionised 
the delivery of Olympic 
Games hospitality, opening 
up hospitality packages to a 
larger global audience than 
ever before, from individuals  
to corporate clients.”

	� Louise Dier, Director of Hospitality, 
Paris 2024

NOC Houses: Immersive 
fan experiences

In addition to the excitement of 
the competition venues, fans at 
Paris 2024 were treated to the 

vibrant atmosphere of 37 National 
Olympic Committee (NOC) 

Houses across the city, with 31 
open to the public and 12 located 
at La Villette Park, which became 
known as “Nations Park” during 

the Games. These vibrant spaces 
allowed fans to celebrate with 
Olympic teams, enjoy cultural 

showcases, and experience unique 
fan activations. Several NOCs 

also partnered with TOP Partners, 
creating engaging activations that 
showcased innovation and further 

enhanced the fan experience.
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Licensing and Merchandising

With over 8,000 officially licensed 
products available, fans of the Olympic 
Games Paris 2024 had an extensive 
range of souvenirs to choose from.  
From the ever-popular mascots and 
collectible pins to clothing, accessories, 
stationery and homewares, the Paris 
2024 Organising Committee’s licensing 
programme truly offered something  
for everyone. 

The wide array of merchandise, sold at  
150 official shops and 30,000 points of sale 
across France, and internationally via the 
online Olympic Shop, allowed fans to take 
home a piece of Paris 2024, while generating 
vital revenue to support the Games. 

Official merchandise was offered at a  
price range to suit all budgets, with items 
ranging from €5 for a selection of pens, 

xxx

bracelets and notebooks, to €800 for  
a giant plush made in France.

The programme not only celebrated the 
unique identity of Paris 2024 but also 
highlighted the Organising Committee’s 
commitment to sustainability and 
local craftsmanship, with 90 per cent 
of licensees being French small and 
medium-sized enterprises (SMEs).

THE LICENSING PROGRAMMES FOR THE OLYMPIC GAMES PARIS 2024 
WERE AN OVERWHELMING SUCCESS, CAPTURING THE ENTHUSIASM OF 
MILLIONS OF FANS BOTH IN FRANCE AND AROUND THE WORLD. 
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“�We've got 'pin mania' back 
in full force for this edition 
of the Games. The products 
are flying off the shelves.”

	 �Etienne Thobois, CEO, Paris 2024

The enthusiasm for official merchandise 
was evident throughout the Games, with 
hordes of fans flocking to flagship stores 
at iconic locations such as the megastore 
situated on the Champs-Élysées, which 
attracted more than one million visitors. 
The official Paris 2024 mascots – the 
Phryges – were particularly popular,  
with 3.3 million plush toys sold. The wide 
array of collectible pins and the official 
posters – including the limited edition 
night version available online only –  
were also highly sought after, becoming 
must-have items for many visitors.

In keeping with Olympic tradition, the 
Paris 2024 licensing programme also 
extended to commemorative coins  
and stamps, which paid tribute to the 
host city’s iconic monuments as well  
as celebrating the look of the Games. 

The stunning collection of 250 coins, 
produced by Monnaie de Paris, included, 
amongst other values, commemorative  
€2 coins in gold and silver. For the first 
time ever, Monnaie de Paris also produced 
coins with a hexagonal design, reflecting 
the shape of France itself. In total, seven 
million coins were sold.

Meanwhile, the official Paris 2024 stamp, 
released by La Poste, featured a design 
showcasing the Games’ visual identity  
and iconic Parisian sights, with more  
than one million being sold.

With its diverse range of products and 
a strong focus on local production and 
sustainability, the Paris 2024 licensing 
programme was a resounding success, 
creating a memorable experience for  
fans and a lasting legacy for the Games.

300,000  
official posters sold

30,000  
points of sale 

throughout France 

1m  
visitors to the  

megastore on the 
Champs-Elysées 

3.3m 
mascot plush toys sold

8,000  
different products available 

150  
official shops  

throughout France

90%   
of licensees were French SMEs

78  
licensees appointed by Paris 2024 
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IOC Global Licensing 
Programme
Beyond the Paris 2024 licensing 
programme, the IOC also launched a  
global licensing initiative for the Games, 
featuring a wide range of physical and 
digital products.

Collaborating with several new licensees, 
these Olympic-branded products were 
released across three collections: the 
Olympic Games Collection, which  
promotes the Games globally; the Olympic 
Heritage Collection, which celebrates the 
art and design of past Olympic Games;  
and the Olympic Collection, which helps 
bring the Olympic values to sports fans  
and young people globally.

The Olympic Games Collection items sold 
globally included Paris 2024 match and 

“�Official merchandise  
enables fans to connect  
with the Olympic and 
Paralympic Games and  
collect their own special  
piece of Olympic history.”

	 �Anne-Sophie Voumard,  
Managing Director of IOC  
Television & Marketing Services 

replica balls for volleyball, beach volleyball 
and water polo (all produced by Mikasa) 
and basketball and handball (produced 
by Molten), as well as Paris 2024 finger 
skateboards and ramps, developed with 
Spin Master’s Tech Deck brand, enabling 
fans to create their own Olympic skateparks.

In addition, new apparel items within 
the Olympic Collection were released in 
cooperation with Trendyol, an affiliate of 
TOP Partner Alibaba, while fans were also 
able to purchase a range of co-branded 
Looney Tunes merchandise, developed in 
collaboration with Warner Bros. Discovery 
Global Consumer Products, including 
apparel, pins and accessories available 
on the online Olympic Shop and a limited 
collection available at Pull& Bear stores.
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DiGiTAL OFFERiNGS CONNECTiNG 
WiTH FANS GLOBALLY

Fans around the world were also given  
the chance to connect with the Games  
via a wide range of digital o!erings that 
provided interactive Olympic experiences. 
These included OlympicsTM Go! Paris 2024,  
the o!icial mobile game for the Olympic 
Games Paris 2024, published by nWay  
and downloaded by two million fans; digital 
pins that were minted and distributed to 
270,000 fans by nWAY; Paris 2024 online 
sailing races developed by and available 
on Virtual Regatta; and the Olympic 
World presented by Visa – an immersive 
environment on Roblox that provided a 
dynamic new platform to engage more  
than 11 million young people.

Olympic fans were also inspired to test 
themselves in a variety of connected sports 
challenges available via the Kinomap 
interactive training app. These unique 
o!erings gave runners, cyclists and rowers 
around the world the chance to tackle 
the Olympic courses remotely on their 
compatible home fitness equipment.

For the first time, a digital and physical 
collectable album was also released for the 
Olympic Games, with the IOC collaborating 
with Panini and IOC TOP partner The Coca 
Cola Company to create a collection of digital 
and physical card packs for Paris 2024.

Marking 100 years since Paris 1924 

In addition to products celebrating the Olympic  
Games Paris 2024, the IOC also worked with  
licensees to create products to mark the centenary  
of the Olympic Games Paris 1924.

O!ered as part of the Olympic Heritage Collection,  
these included a limited-edition range of apparel  
from Lacoste, a commemorative coin developed  
with the Monnaie de Paris, and special-edition  
Montblanc writing instruments and dedicated inks  
and notebooks celebrating the Olympic Games  
Paris 1924 and Olympic Winter Games Chamonix 1924.
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THE OLYMPIC BRAND





3 out of 4
More than

PEOPLE BELIEVE THAT THE OLYMPIC GAMES ARE 
EVEN MORE IMPORTANT IN A DIVIDED WORLD
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“The independent surveys 
demonstrate that people believe 
that the Olympic Movement’s 
mission to unite the world  
in peaceful competition is  
more important than ever in 
a divided world; and that the 
Olympic values truly resonate  
with younger generations.”
 
Thomas Bach, IOC President
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“�When you enter the track  
and you see those five  
rings, that's goosebumps.” 

	� Julie Nicolaes (BEL, cycling)

The Olympic rings are one of the most 
recognised symbols in the world, and 
during the Olympic Games Paris 2024, 
their enduring appeal was on full display. 
Towering over the French capital, a giant  
set of Olympic rings was installed on the 
iconic Eiffel Tower, measuring 29 meters 
wide and 13 meters high, and weighing 30 
tonnes. Suspended between the first and 
second floors – approximately 60 metres 
above the ground – these huge rings 
became one of Paris’s most photographed 
sights, standing as a stunning testament to 
the unifying power of the Games, drawing 
locals and visitors alike to capture the 
moment and celebrate the Olympic spirit.

For athletes, the Olympic rings were just  
as iconic and personal. No stay in Paris 
was complete without posing for a selfie  
in front of the Olympic Village’s own set  
of rings – a symbol of their participation 
in the Games and the realisation of their 
Olympic dreams. These images, shared 
widely on social media, reinforced the 
rings’ timeless appeal and their role in 
creating unforgettable memories for 
athletes and fans alike.

Very few symbols can inspire such 
universal recognition and emotional 
connection. Yet the Olympic rings 
transcend sport, embodying the values  
of excellence, friendship and respect.  
First designed by Pierre de Coubertin  
over a century ago, they represent the 
unity of the five continents in peaceful 
competition. Independent research 
commissioned by the IOC confirms their 
extraordinary reach, with nine out of ten 
people worldwide able to identify the rings.

Beyond their symbolic significance, 
the Olympic rings are integral to the 
commercial success of the Olympic 
Movement. Their universal recognition 
attracts global partners eager to align with 
the positive values and extensive reach of 
the Games, enabling the IOC to continue 
inspiring the world through sport.

THE OLYMPIC BRAND
WITH EACH EDITION OF THE GAMES, THE OLYMPIC BRAND GROWS 
STRONGER, ENRICHED BY THE UNIQUE IDENTITY OF EACH HOST CITY. 
AT PARIS 2024, IT BLENDED THE TIMELESS SYMBOLISM OF THE 
OLYMPIC RINGS WITH THE ELEGANCE AND CREATIVITY OF FRANCE

Designed by 
Baron Pierre de 
Coubertin in 1913

The Olympic Symbol

First shown 
on an Olympic 
flag in 1914

Visual  
representation  
of Olympism

Interlinked rings 
show how athletes 

come together  
at the Games

Can be identified  
by 9 out of 10  

people globally

Rings represent  
the five continents 

of the world

The relevance of the 
Olympic Games and  
the Olympic brand

Independent surveys conducted 
on behalf of the IOC have revealed 

that people believe that the Olympic 
Movement’s mission to unite the 
world in peaceful competition is 

more important than ever, and that 
the Olympic values truly resonate 

with younger generations. 

In consumer insight studies,  
78 per cent of those surveyed said 
they believed the Olympic Games 
are more important than ever in a 
divided world, while three out of 

four also believed that the IOC was 
successful in “bringing the world 
together in peaceful competition” 

and in “building a better world 
through sport”.

According to an independent 
brand tracker study conducted in 
September 2024, the relevance  
of the Olympic Games for Gen Z 

is now higher than for the general 
population, including outperforming 

other demographic groups in the 
metrics of “engagement with the 

Olympics”, “brand affinity” and 
“brand relevance”. This was driven  

in particular by the “inspiring  
stories of the athletes”, the “buzz  
on social media” and “improved 

accessibility to content”.
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The Olympic Rings & The Eiffel Tower

29 13 
metres widemetres High

“We wanted the most iconic symbol of  
the Olympics – the rings – to meet the most 

iconic symbol of Paris – the Eiffel Tower.”
	 Michaël Aloïsio, Managing Director, Paris 2024

Weighed approximately  
30 tonnes

Illuminated by 100,000 
low-intensity LEDs 
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THE PARIS 
2024 BRAND
While the rings provide continuity from 
one Olympic Games to the next, each 
edition also introduces its own unique 
brand identity, reflecting the culture, 
character, and vision of the host city  
and nation.

Paris 2024 embraced the spirit of 
innovation and heritage, creating  
a brand identity that celebrated  
the "French art de vivre" while  
highlighting inclusivity, sustainability,  
and the pursuit of excellence.

US gymnast Simone 
Biles added to her 
incredible Olympic 
legacy with four more 
medals, including team, 
vault and all-around gold
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•	 	Look of the Games 
Unveiled in February 2023, the Look 
of the Games featured bold, colourful 
designs inspired by the iconic paving 
stones found throughout Paris and 
France. These geometric shapes 
symbolised the host nation’s heritage 
while offering endless customisation 
possibilities for communities and 
partners. For the first time, a unified 
Look was created for both the Olympic 
and Paralympic Games, reducing both 
costs and environmental impact.

•	 Emblem 
The Paris 2024 emblem, launched  
in October 2019, brought together 
the gold medal, Olympic flame and 
Marianne – a symbol of liberty and 
French identity. With its feminine 
design, the emblem commemorated 
the Olympic Games Paris 1900, where 
women competed for the first time,  
and was shared by both the Olympic 
and Paralympic Games.

•	 Mascots 
Unveiled in November 2022, “The 
Phryges” mascots took inspiration from 
the Phrygian caps, a symbol of freedom 
rooted in French revolutionary history. 
These mascots reflected Paris 2024’s 
vision of inspiring change through sport 
and became a beloved representation  
of the Games. 

•	 Olympic Torch 
Designed by French artist  
Matthieu Lehanneur, the Paris 2024 
Olympic Torch combined concepts 
of equality, water and peace.  
Its symmetrical design reflected 
balance and harmony, while  
ripples along its surface evoked  
the River Seine.

•	 Pictograms 
Paris 2024 reimagined the Olympic 
pictograms, elevating them into 
striking coats of arms representing 
each sport. These 62 unique designs 
served as badges of honour for 
athletes and fans, symbolising pride, 
belonging and the values of each 
sports discipline.

•	 	Medals 
Crafted by Chaumet, a prestigious 
French jeweller, the Paris 2024  
medals featured 18 grams of iron 
sourced from the Eiffel Tower, 
embodying the Games’ connection  
to France’s heritage. The medal  
design incorporated a hexagon, 
symbolising France, with fine lines 
radiating outward to represent the 
brilliance of athletic achievement.

109The Olympic BrandIOC Marketing Report Paris 2024



The Olympic rings are among the most 
recognised symbols in the world, and  
their universal appeal lies at the heart  
of the IOC’s marketing programmes,  
which offer commercial partners an 
exclusive association with this iconic 
emblem. This unique partnership  
ensures that the Olympic Games can  
be delivered to the highest standard  
while promoting sport worldwide.

Unauthorised use of the Olympic rings  
and other Olympic properties1  –  
known as ambush marketing2 –  
threatens the integrity of the Olympic 
brand. Such actions diminish the value  
of official partnerships, jeopardising  
the revenue generated to support  

athletes and sports organisations  
globally. Protecting the commercial  
value of the Olympic brand is therefore 
essential to safeguarding the future  
of the Olympic Movement.

The IOC works closely with National 
Olympic Committees (NOCs), Organising 
Committees for the Olympic Games 
(OCOGs), and local governments to 
educate businesses and stakeholders 
about the importance of official 
partnerships and the harm caused by 
ambush marketing. Each infringement  
is reviewed individually, with the IOC  
and its partners taking appropriate  
action to maintain the integrity of the 
brand and the investment of its partners.

PRESERVING THE COMMERCIAL 
VALUE OF THE OLYMPIC BRAND

1	 Olympic properties (as defined by the Olympic 
Charter) include without limitation the Olympic 
symbol, flag, motto, anthem, identifications  
(including but not limited to “Olympic Games” and 
“Games of the Olympiad”), designations, emblems, 
mascots, flame, torches, images and/or terminology, 
and any and all rights derived from the Olympic 
Games and/or the Youth Olympic Games. 

2	 Direct and/or indirect unauthorised association with, 
exploitation or promotion of, the Olympic properties 
and/or the Games.
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Paris 2024 Brand 
Protection Programme 

Global Broadcast and 
Internet Monitoring 

As part of the agreement to host 
the Olympic Games, the Paris 2024 
Organising Committee and the French 
government committed to protecting all 
Olympic-related intellectual properties 
in accordance with the Olympic Charter. 
These properties, including emblems, 
logos, and designations, were safeguarded 
under French national law, ensuring 
that their use was strictly controlled 
and authorised only by the Paris 2024 
Organising Committee.

The IOC and Paris 2024 implemented a 
global Brand Protection Programme to 
uphold the integrity of these intellectual 
properties and preserve the value of the 
Olympic brand. This comprehensive 
programme included:

•	 Monitoring the Internet:  
Dedicated teams used advanced 
technologies to identify and address 
unauthorised use of Olympic  
properties online, including illegal 
streaming and unlicensed merchandise. 

The global broadcast of the Olympic 
Games Paris 2024 relied on the exclusive 
rights granted to Media Rights-Holders 
(MRHs). Protecting these rights was a 
priority for the IOC, as illegal streaming 
and unauthorised use of audiovisual 
content poses significant threats to the 
value of the partnerships.

The IOC’s Internet Monitoring Programme 
(IMP) used cutting-edge technology 
to prevent and track online violations, 
particularly live streaming infringements. 
The programme targeted illegal content 
across websites, social media platforms, 
and mobile applications, taking swift 
action to ensure that viewers accessed  
the Games through official channels.

In addition to enforcement, the IOC and 
MRHs conducted promotional campaigns 
to inform audiences worldwide where, 
when, and how to watch official coverage 
of the Games. These efforts not only 
enhanced viewership but also acted  
as a powerful deterrent against piracy. 

The programme aimed to detect and  
act against any infringement, ensuring 
the exclusivity of the Olympic brand.

•	 Collaborating with Law Enforcement: 
The Paris 2024 Organising Committee 
worked closely with law enforcement 
agencies to combat counterfeit  
goods. These efforts protected the 
official merchandise and ensured  
that consumers received authentic 
products while supporting the  
Games’ licensed suppliers.

•	 Maintaining Compliance:  
By overseeing the use of intellectual 
properties, the programme upheld  
the commitments made to the IOC 
by Paris 2024 and safeguarded the 
investments of official partners.

The Paris 2024 Brand Protection 
Programme played a vital role in  
defending the commercial and  
symbolic value of the Olympic Games. 
Its success ensured that the revenue 
generated by official partnerships  
could continue to support the athletes, 
sports organisations, and the Olympic 
Movement as a whole.
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“�The IOC is proud and grateful to work together with  
such a dedicated community of commercial partners.  
Their commitment ensures the Olympic Games  
continue to inspire and unite globally. And beyond  
the Olympic Games, they fuel our mission to make  
the world a better place through sport..”

	 Thomas Bach, IOC President 



Media Rights-Holders

Worldwide Olympic Partners

Paris 2024 Premium Partners

•	 Albavision-Televideo
•	 America Movil
•	 beIN
•	 Caracol 
•	 CBC / Radio-Canada
•	 Chilevision 
•	 China Media Group
•	 Dentsu
•	 Grupo Globo 

•	 International Media Content
•	 IMG 
•	 Infront
•	 Japan Consortium
•	 LiveMode 
•	 NBCUniversal
•	 Nine 
•	 Prodena 
•	 SABC 

•	 SBS 
•	 Sky Network
•	 Supersport
•	 Telerebelde 
•	 Televisa
•	 TVES 
•	 TV Publica Argentina 
•	 Viacom18
•	 Warner Bros. Discovery
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•	 Groupe ADP
•	 Air France
•	 ArcelorMittal
•	 Caisse des Dépôts
•	 Cisco
•	 CMA CGM Group
•	 Danone

•	 Decathlon
•	 FDJ
•	 GL Events Group
•	 Ile-de-France Mobilités
•	 Le Coq Sportif
•	 PwC

Paris 2024 Official Partners
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Paris 2024 Official Supporters

•	 Abatable
•	 ABEO
•	 Air Liquide
•	 Airweave
•	 Aquatique Show
•	 Arena
•	 CRYSTAL
•	 Doublet Wasserman
•	 DXC Technology
•	 Egis
•	 Enedis
•	 ES Global
•	 Eviden
•	 Fitness Park
•	 Fnac Darty
•	 Garden Gourmet
•	 Gerflor

•	 Groupe RATP
•	 Highfield
•	 Hype
•	 Indigo
•	 La Poste
•	 Loxam
•	 Lyreco
•	 Miko
•	 Mondo
•	 MTD
•	 Myrtha Pools
•	 OnePlan
•	 Optic 2000
•	 Ottobock
•	 Randstad
•	 Rapiscan Systems 
•	 Re-uz

•	 RGS Events
•	 Saint-Gobain
•	 Salesforce
•	 SCC
•	 Schneider Electric
•	 SLX
•	 SNCF
•	 Sodexo Live!
•	 Syndicat des Eaux  

d'Île-de-France
•	 Technogym
•	 Terraillon
•	 Thermo Fisher Scientific
•	 Tourtel Twist
•	 VINCI
•	 Viparis
•	 Westfield
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