For the purpose of this essay the structure of the Olympics within the sports sector of events will be critically assessed. This will include looking at the different aspects that have formed the industry and event of the Olympics we see today as well as different elements that have helped to form the Olympic Games.
Over the years sporting events have changed and developed from its origins. It has been argued that there are a variety of ways sporting events first occurred in many different places over the world. A widely acknowledged festival to be a defining point in history for sporting events is the ancient games of Olympia in Greece as early as the tenth or ninth Century BC. It was a part of a religious festival in honour of Zeus. These games were stopped in 393 AD due to the Roman Empire. They were bought back in 1896 by Baron Piere de Coubertin as the modern games with the first games being held in Greece and continued with the games being held every 4 years (Materman, 2014). The Olympia in Greece was the foundation which has shaped the Olympics that we see today through many developments from the event being held every four years to the attendance of the event. 
Getz (2005) suggests events that are sometimes referred to as special events need to be looked at from the perspective of both the organiser and the customer. For an organisation a special event is ‘a one time or infrequently occurring event outside normal programmes or activities of the sponsoring or organising body’ but ‘To the customer or guest a special event is an opportunity for a leisure, social or cultural experience outside the normal range of choices or beyond everyday experience’. This shows the definition of an event can be subjective to the personal experience. By using this definition it is clear that the Olympics is an event.  There are a variety of different types of sporting events from small local events with only a few people to mega events that are available to billions of people around the world (Bladen et al. 2012). As the size of events have a vast variation it is important to be able to classify events to see the effects they will have on the community and economy (Bill, 2009). Even though the Olympics is an event there can be disagreement over the classification of the event, as it can be classed as a Hallmark or mega event. By looking at Ritchie (1984, p.2) description of a hallmark event, the Olympics is a ‘recurring event of limited duration’ and it increases the ‘awareness, appeal and profitability of a tourism destination’. Compared to Getz (2005 p.18) description of a mega event, the Olympics receives ‘extraordinarily high levels of tourism and media coverage’ it also has a great impact on the host community.
The effect a mega event can have on a host community can be used as a catalyst according to Getz (2005) where major redevelopments and investments have occurred. Since 2003 legacy was included in the Olympic Charter (International Olympic Committee, 2017). This shows how the Olympic committee have recognised the importance of leaving a legacy in the host community. For the London 2012 games a legacy company was created in 2009 to ensure and be responsible for the long term development of the Olympic park (Bladen et al, 2012). The stadium for the London 2012 games was built with legacy in mind and the needs for the community were considered that looked at the long term regeneration of the area. This resulted in the stadium being built with a capacity for 80,000 people during the Olympics but then transformed to a smaller 25,000 capacity once the games had finished (Crockford et al. 2011). This is compared to the stadiums built for the Sydney 2000 games where the post Olympic use was not fully considered. The stadiums are too large to be used for events, resulting in lots of competition from surrounding stadiums that has lead to revenue shortfalls (Searle, 2002). The stadium in London was able to leave a positive legacy, as it is able to be adapted for future use. This shows how the structure of the Olympics has developed and improved over time to include looking and considering the future use of the stadiums to positively benefit the community.
Another development is the view on the economic impact the Olympic Games can achieve. Sporting events were started to be seen as a profitable business in the 1984 Olympics in Los Angeles, it was the first modern games that didn’t create a huge loss for the host city. This was achieved by increasing sponsors, broadcasting and other investments. (Bladen et al, 2012). There are three key sectors that support sporting events that is the private, public and not for profit. For the London 2012 Olympics all three sectors were used through the use of sponsorship, partnership, Government support and volunteers (Bill, 2009).
 The public sector funding was £9.298 billion for London 2012. This shows the UK governments support for the Olympics, not just to ensure the event itself is a success but also to continue the legacy to East London and the national economy. The private sector was also involved with the future of the Olympic Village with private investors helping to ensure the legacy of providing affordable homes in east London after the games (Department for culture, media and sport, 2011). 
An important part of funding for the Olympics is done through sponsorship. According to Allen et al (2008) large companies use sponsorship to help with public relations and used as a marketing tool. The Olympics have different levels of Sponsorship, they have The Olympic Partners programme that include the highest level of sponsorship over all Olympic events that represent multinational companies around the world. For each host nation the organising committees then also manages their own negotiated sponsorships for their 4 year games period (International Olympic Committee, 2021).  The amount of sponsorship raised for the London Olympics was £700 million this was done through business partnerships. A new approach was taken that was different to previous sponsorships where potential sponsors were encouraged to look at the return the sponsorship would provide them over 5 years and look beyond the short term revenue gains (Cave, 2015). As each organising committee has control over how they run their negotiated sponsors for their games. Through introducing sponsorship to an event it is able to provide much needed funds that are crucial to the running of the event as costs continue to increase (Parent and Ruetsch, 2021). It is beneficial that the Olympics have acknowledged the importance of sponsorship to assist in costs of running the event. As costs have continued to rise sponsorship has been developed into their structure by introducing the Olympic partners programme.  
As stated by Bill (2009) the Olympics used volunteers to help run the event. Without volunteers contributions these events would not be able to take place in the same way due to the amount of capital that would be needed for employment (Bladen et al, 2012). Volunteers were first introduced to the Olympic structure during the 1948 games in London and the number of volunteers needed have been growing ever since, with up to 70,000 volunteers needed in 2012 and these volunteers would be called Games Makers (International Olympic Committee, 2012). This shows the importance of volunteers in the structure of the Olympics to help the event to run successfully and be financially viable. 
Another change in the structure of the Olympics that needs to be considered since the modern games were introduced is the importance of sustainability. As stated by Bowdin et al (2011) there has been an increase in concerns for the environment and minimising the negative environmental impact that can occur from events. The companies need to be considering their corporate social responsibility. They have argued that the Olympics has the most developed approach to sustainable development, through taking many steps to update their practices and policies in line with changes going on in the world. A turning point for the Olympic movement was the 1994 Lillehammer Olympic Games where they were described as the first green Olympic Games, this resulted in environmental guidelines to be put in place for bidding cities. Overtime this concept has developed with London 2012 developing the One Planet Olympics concept with the aim for London 2012 to achieve the first sustainable Olympics. The majority of bid promises were kept but there were some setbacks (London 2012, WWF and Bioregional, 2012). The developments of sustainability shows it is vital for the Olympics to be considering and acting on these changes. Through incorporating sustainability in the structure it demonstrates that the Olympics are aware of global changes and wanting to improve in the future.
In conclusion it can be seen that the structure of the Olympics has been adapted and changed over time by considering previous events as learning points and moving in line with global changes, practices and policies. As each Olympics is run by its own organising committee they are able to bring new ideas and developments to help the structure of the Olympics in the future. For example, the new model of sponsorship introduced by London 2012. It is positive to see the development of the importance of legacy and sustainability being incorporated to the games which will have a lasting effect beyond the games itself and into the next generation.
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