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DESTINATION 
SPORT

A major shift has taken 
place in the priorities of 
sports destinations in the 
last five to 10 years, with 
more and more destinations 
focusing on attracting 
low-risk, annual or regular 
events that generate a 
wider range of financial and 
social benefits rather than 
irregular, peripatetic world 
championships that come 
with higher risks and, for 
some, increasingly inflated 
hosting fees.

ROM AUSTRALIA TO 
SINGAPORE, SOUTH AFRICA 
TO THE UAE, FINLAND TO 

 Norway, Denmark to the UK, and 
Canada to USA, governments, cities and 
destinations are re-thinking their sport 
strategies to create more benefits from 
sport than just tourism and branding. 
Some are also switching their focus away 
from European visitors to focus more on 
Asian tourists.

Yet European athletes and European 
destinations, as evidenced by Sportcal’s 
recent Global Sport Impact Report 2015, 
dominate world championships. 

In the past, world championships were 
the key drivers for many destinations 
looking to attract largely European and 
North American visitors, but as the price 
for these events has escalated so has 
the focus shifted to a different audience: 
high net-worth Asian tourists.

Sport has typically been viewed in the 
past as a tourism or brand driver but 
cities and governments now want more 
for their investments. Sustainability, 
social cohesion, healthier and happier 
populations are increasingly the driving 
forces behind sports strategy and event 
hosting is becoming just one of many 
priorities rather than the primary one. 

Obesity and health issues are costing 
governments billions of dollars in 
medical bills, and while sport can’t solve 
these problems on its own it is seen as 
a key catalyst to getting people more 
active and encouraging them to lead 
healthier and happier lifestyles.

As the cost for hosting some of  
the major world championships has 
soared, fuelled by oil-rich nations 
looking to use sport to drive brand 
awareness and global tourism, so  
many other destinations have  
switched to continental or annual  
world series events.

As part of Sportcal’s Global Sports 
Impact project Mike Laflin, chief 
executive of Sportcal, spoke to a range 
of destinations, national governing 
bodies and sports tourism organisations 
to see how they are using sport to drive 
their policies and how they are changing 
their hosting strategies.

F
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AUSTRALIA 
TOURISM AUSTRALIA

Australia was one of the pioneers of sports 
destination marketing in the late 1990s and early 
2000s, hosting the Olympic Games in Sydney 
in 2000, the Rugby World Cup in 2003 and the 
Commonwealth Games in Melbourne in 2006.

Key strategies for Tourism Australia include:
•  Driving awareness of the sporting calendar 

in Australia
•  Attracting international visitors to  

those events
•  Encouraging extended stays for  

those visitors
•  Increasing Australia’s global reputation for 

hosting good events
John O’Sullivan, chief executive of Tourism 

Australia, says: “Seventeen per cent of 
international visitors (approximately 1.1million 
visitors per year) attend a cultural or sporting 
event during their stay, with 10 per cent visiting 
to attend a specific event.”

These international visitors tend to generate a 
higher yield for the economy, spending twice the 
average of other international visitors and often 
extending their stays around sporting events.

As competition has increased and the costs of 
these events has escalated so the strategy has 
changed to focus on annual regular events like 
Formula 1’s Australian Grand Prix in Melbourne, 
cycling’s Tour Down Under in Adelaide and the 
Ironman long-distance triathlon in Queensland.

The focus of bidding to host major 
sports events has shifted to tourism 
from Asia as the recent hosting of 
the 2015 Cricket World Cup shows. 
This sparked a 46-per-cent spike in 
the number of visitors from India, the 
largest number of Indian visitors ever to 
visit Australia.

Soccer’s AFC Asian Cup, also hosted 
by Australia last year, also benefited 
from tourism from Asia with the event 
generating an estimated A$81 million 
($60 million) of direct expenditure and 
an A$7.3-million boost to GDP.

While tourism is the key driver in Australia, 
O’Sullivan recognises that sports tourism brings 
with it “a much wider range of impacts than  
just visitors.”

Volunteering was a key legacy from the 
Olympic Games in 2000 and it established a 
culture of volunteering that is still visible in many 
airports and visitor centres throughout Australia.

The Commonwealth Games in 2018 is being 
used as a catalyst to regenerate business on the 
Gold Coast at a time of challenging economic 
conditions, and to increase consumer confidence 
and visitor numbers.

One of the new initiatives around sport is that 
tourism is trying to work more closely with other 
government departments like health to tackle the 
growing problem of obesity and inactivity  
in Australia.

TOURISM WESTERN AUSTRALIA
Tourism Western Australia was one of the first 

agencies established in the Australian market 
to attract major sporting events to Australia. 
Its initial brief was focused on bringing large-
scale international sporting events like sailing’s 
America’s Cup and the FINA World Swimming 
Championships to Perth and Western Australia, 
and with them tourists and their dollars. 

The philosophy was simple: attract major 
sporting events, and athletes, officials and 
spectators would travel to Australia to  
participate or watch the event and would  
then holiday in Australia

Tourism and media exposure are still key 
drivers for Australia’s sports events strategy in 
2016, according to Gwyn Dolphin, executive 
director of tourism for Western Australia, who 
said: “Australia is so far away that if you are 
going to come here you are going to stay  
for a while.

“Major sports events are a great way of 
bringing people to Australia and invariably they 
extend their stay after a major event. Spectators, 
athletes and officials alike all take the opportunity 
to explore Australia after the event finishes.”

But the focus in Western Australia has shifted 
from attracting major world events that would 
bring tourists from Europe and North America to 
continental events and sports that are attractive 
to Asian visitors. 

AFC ASIAN CUP 2015 

A$81m direct impact

A$7.3[bn] boost to GDP

650,000 tickets sold

8 sold-out games

300 jobs created

150,000 overseas tourists

30,000 inter-state tourists
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This is partly because of the 
spiralling costs of hosting major world 
championships, with some hosting fees 
increasing tenfold in the last five to 10 
years, fuelled, it is claimed, by oil-and 
gas-rich nations eager to gain global 
exposure.

Unable to justify these huge fees from 
the public purse Australia’s focus has 
moved to continental events like the 
AFC Asian Cup, international one day 
cricket matches, and national events like 
cricket’s Big Bash league.

The Western Australian government is 
investing in the development of a new 
60,000-seat stadium in Perth to support 
the continuing interest in hosting major 
continental, national, regional and local 
events. The stadium will have an anchor 
Australian Rules football tenant and will 
also be frequently used by other sports, 
including cricket. This is supported by 
the creation of 2,000 more hotel rooms 
within the city in recent years

Mass participation and ‘masters’ 
events are also increasingly attracting 
the region’s interest, with Perth set to 
host cycling’s UCI Amateur Road World 
Championships in October  
2016. Organisers believe this event  
will generate huge benefits for the 
region, with most participants  
extending their stays to visit other  
parts of Western Australia.

While tourism and media exposure 
were the main drivers behind the sports 
strategy there is a growing awareness of 
the social dividends that events provide. 
Events create a vibrant atmosphere in a 
city and a ‘feel-good’ factor for the local 
population. Politicians are becoming 
increasingly interested in the intangible 
benefits of sport. Community benefits 
and the need to promote healthier 
lifestyles are rapidly becoming  
major drivers.

SINGAPORE 
SINGAPORE

Singapore has been positioning itself as an international 
sports hub for many years and sport is at the heart of the 
government’s strategy, both for destination marketing and 
for generating a happy and healthy population.

In 2010 Singapore hosted the first Youth Olympic 
Games, which was used as a major branding exercise 
to put Singapore on the sporting map. The cost of the 
games was around $387 million, substantially higher than 
the original budget, but the first ever Youth Olympic 
Games did generate significant media coverage for the 
city and nation.

However, Singapore hosts very few world 
championships. Instead it has developed an impressive 
range of annual major sporting events, spearheaded by 
Formula 1’s Singapore Grand Prix, the HSBC Sevens World 
Series (rugby sevens), the Singapore Open (badminton), 
the BNP Paribas WTA Finals (tennis) and the Standard 
Chartered Marathon Singapore (athletics). 

In 2014 the Singapore Sports Hub 
opened, a S$1.3-billion ($939-million) 
sports complex that took four years to 
complete. It provides facilities for a wide 
range of sports, including the National 
Stadium with a capacity of 60,000 and an 
indoor facility seating 13,000.

Sport is at the heart of Singapore’s 
strategy for the future and in 2012 the 
Singapore Sports Council published its 
‘Live Better Through Sports’ vision  
for 2030.

The Vision 2030 Project aims to try to 
use sport in the best ways possible to 
develop “healthy resilient people and 
strong united communities.”

The focus of the strategy is around 
sports participation, helping people lead 
healthier, happier lives. The thinking is 
that sport needs to be inclusive, with 
opportunities for everyone, and can act 
as a bridge among communities, creating 
stronger bonds within them.

Singapore’s tourism strategy is aimed 
at Asian visitors, particularly those from China. Annually, 
Singapore attracts around 15 million overseas visitors, with 
sport a key part of the strategy.
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SOUTH AFRICA 
WESTERN CAPE PROVINCE

Cape Town, like so many areas of South Africa, 
has been hit badly by the recent devaluation 
of the South African rand. That was great for 
tourism, but not so good for importing goods 
and sporting events

Laurine Platzky, deputy director-general – 
strategic programmes, of the Western Cape 
government, said: “Cape Town would welcome 
the opportunity to host more major events. It has 
excellent facilities, a sport-mad population, and 
an excellent climate - but just no funds to pay for 
hosting fees.”

Nevertheless, the Fifa World Cup in 2010 
was hugely important for Cape Town and South 
Africa, according to Platzky, who said: “Before 
the event there was a huge amount of skepticism 
about South Africa’s ability to host a mega event, 
but the country showed it had the capacity to 
host events of that size and nature.”

This resulted in increased business confidence 
in South Africa and a much improved image for 
the country, helping to improve external trade 
relations after the country came together in a 
huge celebration of sport.

But without the funds for bidding, sports 
strategy has focused around home-grown 
mass-participation events that are attractive to 
overseas visitors and locals alike. These have the 
benefit of meeting the province’s wider strategic 
plans and helping to attract international tourists.

AFRICA
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CAPE TOWN
2016 OLD MUTUAL TWO OCEANS MARATHON

Participants 30,000
Ultra Marathon 11,000
Half Marathon 16,000
Trail Runs 1,000
Friendship & Fun Runs 1,000+
Source: Old Mutual Two Oceans Marathon

2016 CAPE TOWN CYCLE TOUR

Participants 35,000
Distance (km) 109
Volunteers 2,500
Source: Cape Town Cycle Tour

The Old Mutual Two Oceans Marathon 
and the Cape Town Cycle Tour have been at 
the heart of this strategy with the marathon 
attracting over 30,000 runners and the cycle 
tour over 35,000 participants.

China is a particular target for these events, 
with the travelling Chinese now showing a 
keen interest in healthy eating and lifestyle, 
and the Cape is looking to develop a focus on 
‘wellness’, promoting fresh fruit and back-to-
nature products.
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UNITED ARAB 
EMIRATES
DUBAI

The government of Dubai recently published its 
five-year plan, the Dubai Plan 2021, focusing on 
six pillars of society and seeking to achieve a wide 
range of holistic and complementary objectives.

At the core of the plan is sport and the 
government is seeking to create a happy and 
healthy population, who are “creative and 
empowered.” It wants an “inclusive and cohesive 
society” and a “smart and sustainable city” which 
is a “Pivotal Hub in the Global Economy.”

Dubai sports events policy is based around 
hosting a series of major events through its core 
season of October to April. 

The seven ‘majors’ are:
• Omega Dubai Desert Classic (golf)
•  Standard Chartered Dubai Marathon
• Dubai Tour (cycling)
•  Dubai Duty Free Tennis Championships
• Dubai World Cup (horse racing)
• DP World Tour Championship (golf)
•  Emirate Airlines Dubai Rugby Sevens
In a report entitled the ‘Economic Impact of 

Sport in Dubai’ Deloitte recently estimated the 
economic impact of sport on the region at $670 
million a year. This economic impact is spread 
across three main groups ‘Events, Facilities 
and People’, with ‘Events’ generating the most 
impact at $359 million a year.

Dubai has a very well-developed sponsorship 
market both domestically and internationally. 
Domestic sponsorship generates around 
$100million a year while organisations like 
Emirates are very active internationally in driving 
awareness of Dubai through sponsorship.

Dubai has experienced a huge growth in 
cycling and running in the last few years and 
has focused on these two sports to develop 
mass-participation events and facilities. The 
government has installed over 900 kilometres of 
dedicated cycling lanes around the region and 
Deloitte estimates that over 85,000 people take 
part in mass-participation events every year.

Despite bidding for some major international 
events in the last few years and successfully 
hosting the recent World Air Games, the Dubai 
government has become extremely cautious 
about spending large sums of money on  
hosting fees for major events when annual  
events can attract more tourists and generate 
more global awareness.

For example, X Dubai has been launched to 
create a global capital of action sports in the 
Middle East, with a focus on community-driven 
events like the recent Spartan Race Arabia 
which attracted 5,000 participants to a gruelling 
obstacle course, including the Crown Prince, 
Shaikh Hamdan Bin Mohammad Bin Rashid  
Al Maktoum.

Dubai Sports Council recently approved an 
annual budget for sport of AED526 million ($143 
million) for 2016, up from AED492 million in 2015.
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FINLAND 
FINNISH OLYMPIC COMMITTEE

Finland’s main sport strategy is focused around 
physical activity for all age groups, young and 
old, as well as elite sport. 

The strategy was developed by the Finnish 
Olympic Committee together with the entire 
sports community in Finland in 2015. 

“Finland is a true sports nation” says Kati 
Malkki, special adviser to the Finnish Olympic 
Committee. “Finns know how to organize 
successful, world-class sporting events. We 
are working to ensure Finland will be known 
and remembered as an ideal place to host 
memorable events. We are committed to 
promoting and furthering a common goal to 
create sustainable sporting events worldwide.”

Finland is in the process of developing its 
international strategy. Its long-term strategic 
goal is to attract more international major sport 
events, organised successfully according to 
ethical and sustainable principles. 

The vision for Finland is to be the “most 
physically active sports nation in the world” and 
the “most successful Nordic Country in Elite 
Sports” by 2020. 

The state-owned lottery company called 
Veikkaus is the main source for sports funding 
in Finland. The state governments distributes 
around €170 million ($186 million) a year to 
sport. In addition to lottery funds, sponsors, 
municipalities, and private families fund sport.  

NORWAY 
NORWEGIAN OLYMPIC COMMITTEE 

Norway has a strong ‘sports for all’ philosophy, 
according to Inge Andeson, general secretary 
of the Norwegian Olympic Committee, who 
explains: “With a total population of 5 million 
people, nearly 50 per cent of the population, 
2.2 million people, are members of sports 
clubs. There are nearly 12,000 clubs in Norway 
representing 54 national sports spread across the 
19 counties of Norway. The sports strategy is that 
everyone can participate.”

Mass participation events attract high numbers 
of participants, while Paralympic sports are 
equally well supported.

Young people do not, on the whole, participate 
in sport at schools, but instead belong to clubs, 
with 80 per cent of children between the ages of 
six and 12 being members of a sports club. The 
figure drops to 60 per cent from 13 to 19.

Volunteering is also very strong in Norway 
with over 3,200 young volunteers involved in the 
recent winter Youth Olympics in Lillehammer.

Winter sports dominate the sports scene in 
Norway but soccer is hugely popular among 
young people in Norway, and the Norway Cup 
attracts over 50,000 young players every year  
in Oslo. 

Ninety per cent of the Youth Olympics 
was funded by the IOC and the Norwegian 
government, with only 10 per cent of the costs 
being met by sponsors.
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DENMARK
SPORT EVENT DENMARK

In Denmark, the ministry of culture is 
responsible for funding and supporting sport. 
Both elite and recreational sports are considered 
to be important parts of the cultural picture 
in Denmark. The Danish government invests 
roughly DKr810 million ($119 million) a year  
in sport some of which is derived from the  
state lottery.

The government invests about DKr24 million 
a year in funding Sport Event Denmark, the 
dedicated agency established to attract major 
sporting events to Denmark.

Lars Lundov, chief executive of Sport Event 
Denmark, says that its main objectives are 
to develop tourism, global exposure, social 
inclusion and a healthy lifestyle with a strategy 
primarily focused on sports that have a strong 
foundation within Denmark, either at the elite or 
‘sport for all’ level.

Sport Event Denmark has been very active 
in bidding to host major international events, 
winning over 80 per cent of its international 
bid campaigns, but those events must make 
economic sense for Denmark. Sports events are 
seen as important drivers for driving international 
relations and exposure, in a small country  
like Denmark.

The Danes have a reputation for doing 
something special with their events, enabling 
them to demonstrate the uniqueness of the 
host city or country. For example, the 2014 IAAF 
World Half Marathon Championships, hosted 
in Copenhagen, were transformed from an elite 
race for 400 athletes into a mass-participation 
event for 30,000 athletes. This fulfilled several key 
objectives for Denmark, highlighting its focus on 
social inclusion and a healthy lifestyle, in addition 
to hosting a world-class elite event.
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The Norwegian state lottery 
is one of the key sources of 
funding for sport, providing 
over NKr660 million ($77 
million) for sports in 2016 out of 
total funding worth over NKr2.2 
billion kroner. Two thirds of this 
is invested in sports facilities, 
with the remaining third 
supporting sports organisations.

Norway, unlike its neighbour 
Denmark, has not developed 
a centralised sports events 
agency. Norway’s cities tend 
to bid for their own events 
and work to their own agenda. 
While the ‘sports for all’ policy 
is consistent throughout 
Norwegian society, the event 
hosting policy is not.

Oslo paid NKr42 million 
($4.9 million) to host the X 
Games in January 2016, just 
ahead of the winter Youth 
Olympic Games in Lillehammer. 
Both events targeted young 
people but were poles apart 
in their approaches. While the 
Youth Olympics attracted over 
250,000 spectators and the 
X Games only 42,000, many 
people in Norway perceived the 
X Games to be more successful 
because they attracted greater 
media exposure. CANADA
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UK
UK SPORT

UK Sport, the government agency tasked with 
managing elite performance and events, has 
been at the heart of the sports strategy of the UK 
for many years.

Simon Morton, director of major events and 
international relations at UK Sport, says that the 
agency initially aimed to bring events to the  
UK in which domestic athletes stood the best 
chance of winning medals and qualifying for  
the Olympics.

“Post-Olympics, however,” Morton says, “it 
was recognised this was a pretty blunt instrument 
and was only a means to an end and not an end 
in itself.”

Now the strategy has evolved from a ‘medals 
and hosting’ focus to take in a much wider remit:

1. Physical wellbeing
2. Mental wellbeing
3. Individual development
4. Social and community development
5. Economic development
These are still underpinned by the need to 

attract events and win medals but the objectives 
are designed to build stronger relationships with 
other government departments like health, where 
the need to increase physical activity among the 
general population is a growing concern.

The shift from focusing on elite athletes to 
getting more people active is likely to result in a 
change in event hosting strategy in the future.

Moreover, some arena-based sporting 
events are starting to struggle to compete 
with other forms of entertainment, like music 
concerts, according to Morton. Music events 
have developed a slick and smooth operational 
process that minimizes the ‘down-time’ around 
events, an approach that sport has yet to 
emulate. Sports events frequently take far too 

EUROPE  
(CONTD.)

long, with long periods of down-time, says 
Morton. The need to improve the delivery and 
efficiency of sporting events is high on the 
agenda of UK Sport.

EVENTSCOTLAND
Paul Bush, director of events for VisitScotland, 

the country’s tourism agency, says: “Sustainability 
is at the heart of sports strategy for Scotland,” 
which has been left with an enviable list of 
world-class venues like the Emirates Arena 
and the Hydro in Glasgow, after hosting the 
Commonwealth Games in 2014. These venues 
will host major sporting events in sports like 
badminton, athletics, judo and gymnastics  
in future.

But the strategy adopted by EventScotland, 
the events arm of VisitScotland, is not just about 
developing world-class venues in Glasgow 
and Edinburgh, but distributing the benefits 
of sport throughout the country through mass-
participation events like the Great Scottish 
Run and some major cycling races, including 
mountain biking events.

EventScotland is now looking beyond the 
simple economic and tourism benefits of 
attracting sports events. “A holistic view of these 
benefits is urgently needed to ensure that sport 
is meeting the demands of organisations like the 
Scottish government, who are principally funding 
sports strategy in Scotland,” says Bush.

Social cohesion is a theme running throughout 
the whole of the UK. Officials take the view that 
sport has an ability to bring people together 
in a way that nothing else does. It gets people 
talking to each other, swapping stories, sharing 
experiences. Sport is a vital part of society 
and sports governance needs to do more to 
recognise this role through the hosting of  
major events.
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After the Commonwealth Games in 2014 
there were 60 post-games programmes aimed at 
ensuring that the wider impacts of the event will 
be felt for many years throughout Scotland. 

EventScotland recognises that inspiration 
should start in schools and should engage 
children of all ages and abilities. One programme 
involves elite athletes visiting over 600 schools in 
Scotland, inspiring children to get involved  
in sport.

Budgets are getting tighter throughout 
Western Europe and Scotland is no exception. 
Every pound spent is carefully scrutinized to 
ensure that sport delivers real benefits for 
Scotland and the Scottish government which is 
increasingly underwriting sport in Scotland.

GREATER LONDON AUTHORITY
Until 2013, London had two key strategic 

priorities, according to Simon Cooper, head of 
sport at the Greater London Authority:

1.  Attracting UK and international visitors to 
the capital

2.  Generating international exposure through 
TV coverage. 

From 2013 onwards the London authorities 
added a third priority:

3. Social Benefits
In 2015 a new agency was created to deliver 

this new objective called London Sport, with 
a remit to, “Make London the most physically 
active sporting city in the world.”

The target is to get 1 million more people 
physically active by 2020 and the GLA has set 
aside £3 million ($4.25 million) to support this 
campaign since 2013. Funds still remain for future 
programmes, while Sport England, the national 
sports funding and administration body, has 
made its own contribution to the programme.

But the GLA’s priorities extend beyond just 
getting people active and involve developing 
one of the other key legacies of the London 
Olympics, the volunteering programme, that 
continues today under the ‘Team London 
Ambassadors’ banner. 

Another legacy of the 2012 Olympic Games is 
Ride London, the annual weekend of bike riding 
that now attracts almost 100,000 participants 
a year. Ride London has been one of the great 
success stories of the games, with over 70,000 
people riding through the streets of London  
on the Saturday and 25,000 following the  
Olympic road route used during the  
Games on the Sunday.

Before 2012 the strategy focused on tourism 
and the economic benefits generated from 
hosting major events. Today the remit is much 
wider, with a much stronger focus on the social 
benefits of hosting major sporting events.

Iain Edmondson, head of major events at 
London & Partners, said: “London has achieved 
its objective of being recognised as one of the 
leading global sports cities in the world and 
whilst there is a strong desire to maintain this 
position sport is no longer one of the 
top three priorities for London.”

These key objectives are now:
1. Technology
2. Culture 
3. Life sciences
London will continue to focus on 

attracting major sporting events but 
much of the strategy is now moving 
to secure regular annual events like 
American football’s NFL World Series.

2015 PRUDENTIAL RIDELONDON FESTIVAL

Spectators 207,207
Participants 96,600
TV Coverage (Hours) 37
 Global TV Audience (m) 4.21
 Social Media Reach (m) 662.1
Fundraising (£m) 12
Source: London & Partners
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USA
LOS ANGELES

With the exception of mega-events like the 
Olympic Games and the Fifa World Cup, funding 
for sports events in Los Angeles comes from 
private investors and not from the public pocket.

David Simon, president of the Los Angeles 
Sports Council, says: “Since the 1994 Olympic 
Games almost all major events have been funded 
by private institutions, including the construction 
of major facilities. This puts the city in a unique 
place for hosting major events.”

Competition is strong among the various 
stakeholders in Los Angeles to secure national 
events, like NCAA championships or the Super 
Bowl, not to mention the various continental 
championships and occasional world event.

However, the city has hosted very few 
international events in the last few years with the 
ISU World Figure Skating Championships and 
the UCI Para-Cycling Track World Championships 
being the most recent in 2009 and 2012, 
respectively. But with the city’s bid to host the 
2024 Olympic Games in mind, Los Angeles’ 
venues are starting to consider bidding for more 
international events.

A sign of the growing importance of the social 
impact of sport in in the city was the hosting of 
the Special Olympics World Games in 2015. 

Over 164 nations participated in the event, 
a record number for an event hosted by Los 
Angeles, with 6,163 athletes competing for 8,060 
medals supported by 2,651 officials.

The Games budget was $66 million, 37 per 
cent below the projected level and was funded 
entirely from private sources. There were eight 
principal partners, 187 supporting companies 
and $1.5 million was raised from a ‘Support an 
Athlete’ campaign.

AMERICAS

Over 247,000 spectators attended the games 
with over 5,000 family members supporting  
the athletes.

The organizing committee comprised just 
338 paid staff, while 8,560 volunteers made the 
Games possible.

The key feature of the Games was that no  
new facilities were built and all infrastructure  
was pre-existing. 

A study by the LA Sports Council and Chamber 
of Commerce found that in 2012, the sporting 
events industry in Greater Los Angeles generated 
$4.1 billion in overall economic impact for  
the region.

Approximately 18.5 million people attended 
sports events in 2012, with 82 per cent of 
available tickets sold for all major league team-
sporting events.
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CANADA
CANADIAN SPORT TOURISM ALLIANCE

The Canadian Sport Tourism Alliance (CSTA) is 
a non-governmental agency that promotes sport 
tourism as a grassroots economic development 
initiative at the community level within Canada

Rick Traer, chief executive of CSTA, says that 
sport tourism has become a huge industry in 
Canada, contributing C$5.2 billion ($3.9 billion) 
to the Canadian economy each year, and is the 
fastest growing segment of the tourism industry 
on a year-on-year basis since 2006.

While Canada has a strong reputation for 
attracting international events, the sport tourism 
industry in Canada is driven primarily by inter-
community events that occur throughout the 
year, usually on weekends, involving families 
travelling with their children as participants  
or spectators.

International events, however, are an important 
part of the industry and attract visitors from 
around the world, who tend to stay longer and 
spend more during their visits than Canadians. 

Canada is predominantly known for its 
hosting of winter sports but, as shown by the 
Fifa Women’s World Cup and the Pan American 
Games in 2015, it performs strongly across a 
wide range of sports. 

Major sport events are often pursued by cities 
to develop sport infrastructure, help brand 
a community and for economic and tourism 
benefits, but increasingly CSTA is seeing a 
greater emphasis on sustainability practices 
related to sport event hosting, particularly as they 
are aligned with public policy objectives.

CSTA recently launched a Sustainable Sport 
Event Template that promotes the creation and 
monitoring of basic targets towards increasing 
social inclusion, volunteerism, accessibility, 
respect for human rights and reducing risks 
such as waste and emissions through better 
environmental management.

 
VANCOUVER

Nearly six years after hosting the winter 
Olympic and Paralympic Games in 2010 
Vancouver announced the launch of its ‘Sport 
Hosting Vancouver Action Plan’ in December 
2015, aiming to improve its ability to attract and 
host major sporting events, alongside a wider 
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VANCOUVER

remit to promote a healthier, greener, more 
engaged city.

The plan includes a C$2.5-million cash fund, in 
addition to C$650,000 worth of in-kind support, 
which is to be created in partnership with various 
local governmental and private organisations.

Canada’s domestic sport tourism industry is 
worth an estimated C$5.2 billion, and with over 
200,000 professional and amateur sporting 
events occurring annually, Vancouver will be 
looking to tap into this lucrative market.

Michelle Collens, manager of Sport Hosting 
Vancouver, says: “Modern Vancouver has 
become a solitary place where people frequently 
eat on their own and very rarely know who their 
neighbours are. Sport offers the chance to bring 
neighbourhoods together, to create a sense of 
togetherness and to create a sense of identity.”

One experiment during the recent Fifa 
Women’s World Cup involved groups of young 
local New Zealand-born residents meeting up 
in fan zones during the event, recognising each 
other through wearing the national jersey of their 
home country. 

Another element of the plan focuses on 
Vancouver becoming a recognised ‘Bike City’, 
an initiative being driven by the UCI, the world 
governing body for cycling, that aims to get 
more people cycling in cities and making cities 
more bike-friendly.

Out of the budget of C$2.5 million, C$500,000 
will be contributed by the city to the sports plan. 
Compare that to the C$10.4 million spent on 
art by the city and you get a sense of how much 
sport still has to prove its worth in Vancouver

The new strategy plans for sport are aligned 
with the thinking of the new federal government 
of Canada which wants a broader scope for 
its sports hosting policy beyond the purely 
economic and tourism numbers.

Free-spending tourists from all over USA 
generated in excess of C$100 million of 
economic benefit without major investment or 
high hosting fees when the NBA All Star game 
was hosted in Toronto in February this year, 
representing a low-risk alternative to the hosting 
of major sporting events like the Olympic Games.

Vancouver seems set to continue its interest in 
hosting major international sporting events, but 
will seek to build a base of more viable annual 
events before engaging in the pursuit of the 
blue-riband events of the international calendar. Source: Statistics Canada
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