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Introduction
 
The Olympics is the biggest sporting event on the planet. Athletes and superstars from all over the world come to compete and experience the global event. With such a massive sporting event which only takes place every four years it must live up to its expectation. When the Olympics started all the way back in 1896 graphic and brand designing wasn’t much of importance as it is in this day and age. Obviously, technology has advanced over the years and now we can create some amazing and impressive pieces of art work with relative ease. The Olympics is famed for its symbolism from the flame to the flag to the famous five ring brand identity. The Graphics and Brand is an integral part of the whole competition. Every four years and city is tasked with the mammoth task of hosting the Olympics. Alongside this is the anticipation of the brand, not only does the logo have to impress and satisfy the whole range of competing cultural interests, but it must keep the familiarity and the heritage that comes with Olympics. The host city creates a new logo and they create all the branding that comes with it. In the following dissertation, I will be discussing the positives and the negatives from three different Olympic games. I will look at the designers and all the variety of different branding. This will include the history of brand and design in the Olympic games showing the importance of design in the world of sport. 
Chapter 1: The history of the Olympic brand
Athens in Greece was the first ever country to host the Olympic games 1896. Bringing together a number of countries with over 241 athletes who competed in over 43 events. People from all over the world contributed revenue towards advertising for the first time ever. The mammoth event has evolved on every occasion and the revenue and popularity of the event has grown immensely. The Olympic logo has changed significantly over the years in every Olympic event. It follows the theme of whichever the host country has chosen. One thing that remains a constant is the 5 rings. The Olympic symbol consists of five interlocked rings of equal dimensions (Pierre de Coubertin, 2015). The Olympic Rings all have their different colors Blue, Yellow, Black, Green and Red. The five rings represent the five continents and the meeting of athletes from all around the globe. The biggest advance in the Olympic games in the last 30 years is wealth and financial gains and losses. The Olympics has had a positive effect on the host cities economy. (BBC 2013) More money means more popularity and the event has grown to be one of the biggest if not the biggest and most well-funded sporting event in the world. Economy is a missive factor in the Olympics when the host cities are placing their bit. They what their city to benefit from this event even years after the event has been.
The branding and design has evolved immensely. Every event, the top designers around the world are jumping at the opportunity to create the new brand design. This design account carries prestigious attachments and creates fame for the designer or design company. The selection process is a particular one because the Olympic committee want their brand and event to the best it can be. Being such a prestigious event The designers know that if they had the opportunity to be the creators their name would go down in history whether the design would be good or bad their name and company brand would be known worldwide and that is considered a positive endorsement. It could bring in some very new and exciting prospects for them to grow their brand even further. The summer Olympics is without a doubt the main event of the brand. 

Chapter 2 - Beijing
In August 2008 the Beijing Olympics started with 10,942 athletes participating in 28 sports and 302 events. This was the first time China had hosted the Olympics and the third time that the games were held in East Asia. The cost of the event was 1.4 billion and was a significant jump from the previous Olympic games in 2004. Although China are a wealthy country many people were sceptical on about the Olympic being held there. (Fig1.)
[image: mage result for 2008 olympic games]






Fig 1. Ellen Shapiro. (2008). Olympic Design Team. 
The positive of the Beijing 2008 brand
The Chinese are a very passionate and the people are all well involved with the cultures of the country. The Beijing logo was aimed to symbolize their culture and deliver it so that the world could see their country for what is really is. The white dancing man is a character called Jing. The word Jing in the Chinese language means capital which refers to the location of the Olympics. The given name of the design was dancing seal. (Chunning 2008) It’s a traditional part of their culture and a big part of their accident history of China. China were very committed to create a design that would show their country off to the world for being a successful host and educate people on their culture and way of life. The slogan for the Beijing games was ‘one world, one dream’, which has sense of unity and that’s what Olympics are all about. People from all cultures and all different races and backgrounds can come together and be one united family. All symbols have a story behind them. This story consists of culture, humanity and unity which have all been shown in that we all will remember the symbol and meaning of Beijing 2008 Olympic games.
The negative of the Beijing 2008 brand
We always knew that the 2008 Beijing games design and branding would be heavily involved with their culture. Their classic stereotypical colors of red, yellow. Also, their ancient symbols which have many mythical creatures. They were all involved in the design and branding of the Beijing games which was very much expected. Many people were concerned that this type of theme would not be suitable for the Olympics. Although the Olympics is a very joyful occasion it still has to remain a serious and a prestigious event. People would argue that the design looked a bit to cartoony and it didn’t show the heritage of the Olympic brand to its full potential. There were other concerns with having China host apart from the brand and designing. Although China is a country with a huge population, many people were skeptical about the Olympics being held there. Air pollution is a very serious issue in China who have a very high population and it is increasing at an alarming rate. It has become a very unhealthy country to live in. The Chinese government were extremely concerned and aware of this issue. They knew they had to address this problem before the Olympic games got under way. Thousands of travelling spectators from all over the world with strict procedures were put in place to try and improve air quality.

The Olympic design company
The 2008 Beijing design was created by a man called Guo Chunning (2008). Chunning is the vice president of the Beijing Armstrong international cooperate identify. Chunning was born in 1958 in the city of Shenyang in north china. In 1975, he studied art and design and found the passion for it the Tiasin school of art. He is best known for being the creator of dancing Beijing (Olympics). Although he has done many other magnificent projects the Olympic will always be one of his biggest and proudest projects and will be seen on a global scale.  (Shapiro 2008)
Many foreign designers perhaps were unable to tap into China’s traditional culture.” (Shapiro, 2008). 

Chunning (2008) was the perfect candidate for this project. Not only did he have the experience and the knowledge, he was heavily involved with his culture and understood exactly what it meant to be in that culture. In my opinion, I believe you have to fully understand something before can make any kind sense with it. Chunning was a man who knew fully well where to take this project to the next level and create something him and his people could be proud of.
Chapter 3 - London 
London 2012 is the first city in the world to host the Olympic games three times in its history 1908, 1948, and 2012. Also, London are expected to put in a bid for the Olympic games in 2036. The 2012 opening ceremony began on July 27 and London hosted once again. 204 countries and 10,768 athletes participated in the 2012 games with most gender equal games to date 46% being female competitors. Studies have shown that the total cost of the 2012 London games were estimated at 9.3 billon. Which is the most money ever spent on a sporting event. There was a 
tremendous amount of hard work and dedication put into the event. Years of planning and plenty of money spent to make sure London 2012 could be the best it could possibly be. 
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                                        Fig 2. Rob Alderson, (08/08/12). Designing London 2012

The positive of the London 2012 Brand
London is very passionate city and has a verity of cultures and communities. The objective of the 2012 branding (Fig 2.) was to engage with the younger generation whilst still satisfying other generations and cultures in this process. With the funding and the backing, London has if there is any city in the world that achieve such a challenge it surely has to be London. Sports and activity in UK schools has fallen drastically and in my opinion, it was a great opportunity to relight the flame than the Olympic games. The main feature in the 2012 branding was flexibility. Past Olympic logos were very rigid and has many restrictions and limitations. But in 2012 all of these restrictions and rules changed for the good. Linked companies could alter and make the logo their own. Such as sponsors could change the background colouring of the logo or use it with background images. Adidas would totally change the colour of the brand and make it their own. (Fig 3.)
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Fig 3. Black and white the classic trademark colours of the brand. (Adidas. (unknown). Adidas | London Olympics). 
This meant that people would see and connect with the logo in different ways and it had many different variations which was key because the target of the brand was to be more flexible than ever before. (Adidas 2019) Controversial was a big word upon the release of the brand. Original was also a word used countlessly. The logo would appear all over the world on TV screens. It carried the flag of every single nation. In every way, it was an inclusive brand. London Was never designed to be the most beautiful city in the world. It’s a mesh of naturally grown streets full of different cutlers. The logo represents the city well with its sharp angles and strong shapes it represents the traits of London.
The negative of the London 2012 brand
Along with creating the branding for the Olympics comes immense pressure. As did the criticism from the public on London branding and design. The cost of the branding was 400,000 thousand and people were demanding for the logo to be rebranded. Many people thought the logo didn’t look right. People thought that it looked like a disjointed puzzle. (Hurst 2012) The design caused a conflict of opinions and generally British people did not like it. The color variations of the logo a turquoise a burnt orange a not quite royal blue and a few others. Offset each other without being predictable. Strip everything away but the pink and purple as you’ll see most often and the question then becomes is disruption a worthy design principle for an event as iconic as the Olympic games. (Alderson 2012) The backlash was not unaccepted. However, the scale and the magnitude of it certainly was. The biggest complaints about the design were people thought it looked like something from the 1980s and should belong on an album cover. Not to be the fore front and face of the Olympic games. The logo was very different from past. People were to expect more of the same and weren’t prepared for change.

The Olympic design company - Wolff Olins
Every 4 years a city is tasked with the herculean task of hosting and branding the Olympic games. This requires the best designers that the chosen hosts country can offer. They must create something special and something that can please a variety of target audience all across the globe. It also has to keep the heritage and legacy of the Olympic games. The design company for the 2012 London Olympic games were Wolff Olins. Wolff Olin’s were first founded in Camden town in London in 1965. The founders were Michael Wolff and Wally Olins. Wolff Olins are best known for pushing the boundaries of design. 
Some of their work has come under criticism over the years but that hasn’t stopped them from growing the company and making it the juggernaut that it is today. Between the period of the late 90s to 2005 Wolf Olin’s opened up several offices all over the world. Madrid, Barcelona, New York, San Francisco and Tokyo. They push brand identity to new directions and continue to strive for excellence. Which made them the perfect company to take on the challenge of the Olympic games. Wolf Olin’s are one of the rare design companies which are determined to look towards the future rather than the past and always keep evolving. They have a young team and are always on the lookout from new up and coming designers who have a fresh outlook on the design industry.  


Chapter 4 - Rio 
The 2016 Rio De Janeiro games took place on the 5th of August. Rio was the first South American city to ever host the Olympic games and it would be the most colorful and unpredictable games to date. For the lead, up to the event Rio weren’t the most organized host that had been. Construction and cost overruns ran way behind schedule. To add to the pressure competitors and travelling fans were wary on making the journey. With the amount of crime and the outbreak of the Zika virus people were concerned and wondered if Rio were up to the task of hosting. Despite all of the problems Rio games began without to many issues and the mammoth event outshined the problems that occurred before hand. Two new events were added to the Rio games Golf and sevens Rugby and both were a major success. World records were broken and plenty of tears and smiles. Al of which is a sign of a successful Olympic games even the controversy that occurred before hand. Rio was a different city that had hosted before it had a very fun and playful theme to it.
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                                              Fig 4. Tatill. (2016). rio 2016 olympic brand. 





The positive of the Rio brand
There are many positives to the Rio branding. (Fig 4) Not only does the Olympic logo need to represent its self. It also needs to represent the culture and heritage of the chosen host country. The branding and design with the Rio games reflects well onto their culture. It has a very outgoing and fun feel to it. 
The visual identity of the Rio 2016 games is inspired by the hominic diversity and contagious energy of brazils people. (Amanda 2017). 
The color choices were a crucial part of the Rio brand. A lot of careful consideration and time went into the process of choosing the correct colors for the brand. Rio want to represent the here and now and also the future of their country. The colors each have their own meaning and purpose. Yellow represents the sun and the famous Brazilian weather which is a huge part of their everyday life. Blue represents the water surrounding the country and the easy flowing of their live style. Green represents the forests and also represents peace and health. All of these colors have their own individual meaning and purpose. The typeface is a little unorthodox from past designs. It’s a very free flowing signature type face. Very transparent and has a strong identity which fits and represents the country well. For Brazil, it was much more than just a logo. It represented togetherness and progress. A massive sense of culture which is the up most of importance to the people and the of the country 
The negative from the Rio brand
The Olympic games gave Rio the chance to rebrand and to give them self’s a new identity. Despite this the harsh reality of Rio is that it is one of the most dangerous cities in the world. Young children and people being killed every single day it’s not the ideal place to host an event like the Olympics and people were very concerned about this. Although the Rio games branding was something completely new it also came with its controversy. It didn’t follow the traditional design from past and people were concerned about this. People are afraid of change especially when it comes to the Olympic games. They have the mindset of if it isn’t broken then don’t fix it. People come to expect a certain type of style and consistent and when something new comes along it can come under some heavy criticism.
The Olympic design company - Tatil
The chosen design company for the Rio games were Tatil. Tatil are a Brazilian based company and are located in Rio De Janerio. (Tatil 2009). The company first started up in 1989 and are one of the biggest design companies in Brazil. They are a very passionate company they believe in making a difference in the world. They have described the self’s as being curious and relentless in their work and the core believe of their company is to be a force for good to make a difference. Brazil are known to be a very hostile country but also for being one of the most beautiful country’s in the world. Tatil have the mindset of making a difference and that can only be a positive for the people and their country. Tatil have a very good track record when it comes to big time projects. Such as the Olympics, Coca cola, Renault and PowerAde and many more. These companies are massive multimillion-pound companies. This very much shows as respect and the quality of the company. Inspirational is key word the employees use often. They believe in the strength of design, branding and innovation to create. They break down their tasked briefs. Firstly, the challenge they do the research and get an idea of where they are heading before starting the project. The solution breaking down every possible factor and making sure they leave no stone unturned. Finally, the result they look on how this has benefitted the company and if this has inspired and bettered the company. They have their own unique way of working and it is truly special the way they connect and deliver each time.

Chapter 5 – Discussion
Referring to the Beijing, London and Rio branding (Fig 1,2,3.) of the most recent Olympic games to date. They were the most funded, thought out and best executed Olympic games of the modern era. We all can compare and have our opinions but each city did it their own way. Beijing was different to London as was Rio was different to Beijing and so forth each design were complete different as for colors, shapes and typeface. They all had different meanings and all represented their city and cultures. Although every city had different designs one thing that remained the same that all three cities were successful and hosted a memorable and special Olympics. 
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Beijing had used their money more wisely than London with an overall lower cost of the event. The sense in Beijing that they weren’t under as much pressure as London were to deliver. Even though London isn’t the largest or the wealthiest city on the planet. It has always been under the spotlight and the center of attention. As soon as London won the bid to hosting the 2012 Olympic games there was an immediate anticipation and expectancy to deliver to be the biggest and best show in history. It simply could not fail. In my opinion, I believe that is why the London 2012 brand came under some heavy criticism.
 When the design was first released people did not believe in the brand it was something completely new and people thought it did not represent the city well. Misinterpreted and judged that a city with as much wealth and power people’s thoughts were that London could and should do far better. Once the dust settled and the Olympics got under way people started seeing the logo advertised on bill boards, Television screens and all over social media. People started to associate the brand with success and victory especially when athletes from Team GB were winning events and standing on the first-place podium with a gold medal and a tear in their eyes. In my opinion, the brand was unappreciated and was never meant to be the most beautiful and most eye-catching peace of art. It was meant to represent the city and all of the heritage that comes with it. Beijing and Rio were complete opposites of London. They were never under the pressure that London were under. Although there was some criticism with design work you never felt as that there was as much anticipation as London. They had more to prove and less to risk. (Capps 2009).  In my opinion, I do not believe that Rio placed a bid for the Olympics for the sole purpose of revenue and popularity. Of course, this a big factor but there are bigger issues in the hostile country. It was a perfect opportunity for Rio to unite people and try to bring peace and joy to their country.
[image: elated image]Melbourne Australia 1956 –The Past






                                               Fig 5. comitetul national. Melbourne 1956 (2007)
Throughout this dissertation I have researched about the last three Olympic games. These events are what they are today because of past events who have gave them the stepping stones and platform. (Fig 5.)  In 1956 Melbourne Australia hosted the Olympics. These were the first Olympics to be held in the Southern hemisphere. Three thousand, three hundred and fourteen athletes competed in over 150 events. Much has changed from then to now. Especially the design aspect. This was a time not long after the conflict in WWII and countries were still rebuilding from those dark times. Revenue wasn’t at its peak and the world weren’t fully emerged in technology. Designers were very limited with software and had to work with the best of what they had. Comparing two completely different generations of design. We can truly see how we have evolved and taken design to the next level. 
Tokyo Japan 2020 – The Future
[image: mage result for tokyo 2020 olympics logo]The next Olympic games is on the horizon. The city tasked with hosting is Tokyo Japan. Fig 6. A record 11,091 athletes are set to compete with 33 sports and 339 events. Japan is a beautiful country and much like China are very passionate friendly and heavily involved with their cultures. Tokyo is one of the wealthiest and technically advanced countries in the world. With massive companies such as Toyota and various other companies sponsoring the Tokyo games it has all the backing it could as for. Also growing nation of sport with a great desire to be better. They have recently hosted the rugby world cup and have shown the world they are more than capable of hosting a major event such as the Olympics. The logo has already been released and as expected has a traditional and stereotypical theme to it.





                           Fig 6. Best Choice Sports, (09/04/2019,). 


“checkered pattern and indigo hue meant to bring out the “refined elegance and sophistication” of Japanese culture.” (Tokolo. 2019)







Robot Village

With travelling spectators from all around the world coming to Tokyo. Japan are well prepared for every possible obstacle in their way. Japan are world leaders in robotics technology. They have created a program specifically for the Olympics. The Japanese are aware of different languages and nationalize visiting their country. They have developed a program called Robot Village. Robot village is created so that all international visitors can get the most out of their experiences whilst in the country. The robots will be located in the Olympic village and will be ready to provide assistance to any international visitors who may be finding it difficult with finding their feet in the city. Directions, transportation and translation. They will be at your assistance. Japan are raising the bar and pushing boundaries. Japan are a remarkable country and are the perfect hosts to take the Olympic brand and set new heights for years to come. They are truly showing the Olympics of the future. (Etherington 2019). 

Conclusion
In my dissertation, I have written in depth about three different modern Olympic games. I have compared Beijing, London and Rio. I have looked into the different types of design whether it’s a negative or a positive from all the brands. Also, have looked into detail on the creators of these brands and found research and evidence on how these brands were interpreted by different cultures around the world. Also, have spoken and covered about the history of the Olympics. Without the history and as I have mentioned the heritage, this event would not be possible. The people who put these Graphics and collaborative designs in place enables the audiences around the world to come together and unite through diversity and enjoy a wonderful event of competitive sport. All athletes who participate in the Olympic games past or present have reached the pinicicle of their career. Heroically sport isn’t the true meaning of the Olympics. We come to gather to enjoy sport but it has a far deeper meaning. It’s a very rare occasion in this world which brings people together and design plays an important factor in this community. Over the centuries the Olympics have overcome some challenging obstacles. 
Two world wars and some very dark times. The Olympics were able to be a symbol to people to not lose hope and to let people know that there is good in this world. Also, this world is full of people willing to help one another through tough times. Design brings people together, whether they like the designed outcome or not, they usually have an opinion and that alone is a conversation across the globe. 
Sport is so many different things. Primarily it is about biding humanity together. However different we are in looks, the food we eat, our opinions and our values. We all share a sense of society and a sense of culture. One of the leading countries that made sport truly organized was Great Britain. The working week was formalized and ground rules were put into place for most sports to be played on a Saturday or Sunday. Society’s creates sport and sports reflects on society.

Why is Graphic Design important?
The art and practice of planning and projecting ideas and experience with visual and textual content. Graphic design is something that drives advertising and attracts us to brands. Graphic design is present everywhere in today’s society. Newspapers, magazines, packaging, brands, websites, books, posters and signage. There is graphic design almost everywhere we look. Every successful brand or business (Olympics) needs a graphic design. Human begins are visual creators which is another reason graphic design is so important. What we see has a profound effect on what we do, how we feel and who we are. People can look at something and immediately decide if they like it or not. In today’s society, we are digital natives. Having a very eye-catching piece of graphic design can help strengthen people’s perspective on the brand or company. Ultimately make it successful or not successful.
What I have learned
Upon writing this dissertation, I have learned the true meaning of the Olympics. I’ve learned that branding and design have had such a positive effect on the Olympics. Without design we simply would not be able to witness and enjoy the global event on the scale that we do. People would not be able to view the event thousands of miles away in different countries. Social media has had a massive effect on the event also with athletes willing to communicate with their fans and giving them inspiration. We would not have the same connection without design and technology. Everyone has their own opinions whether they were positive or negative but the importance of having that opinion shows how far we have come.
 In past, we would not have any concern about the branding and design we would simply not notice the difference between a good design and bad design. Now we come to expect a certain level of satisfaction and a certain level of quality to the Olympics. People did not like the London branding and they expressed their feeling and made sure their voices were heard via social media etc. Although the Olympics is a sporting event a competition for athletes. It is also a competition designers. Designers from all around the world are competing for the opportunity to be a part of history. They are competing for revenue, popularity and for the sole purpose to be the best that the country has to offer. Cities are also competing against one another for the Olympic bid. 
Cities like London who have hosted a record three times and who have placed a bit to hast for a fourth time. Some would say its selfish of them but with such great success in past and a massive boost to the city’s economy. Why wouldn’t London choose to host once again. Less popular cities have different reasons for the bid such as Rio. Rio is a city with a lot less wealth than London. A city with a hostile environment with gangs and rebels running the street. Civilians scared to walk the streets and the simple things in life. For them to host an event such as the Olympics it gives inspiration to the people of Rio and around the world. To unite and bring joy to the people who are a lot less fortuned than ourselves. Each city has their own reasons to host the Olympics. No matter where the event takes place. It has a far deeper meaning of just a sporting event. It’s a combination of passion, culture and unity that carries through history and is the main reason why the Olympics is loved and respected all over the world. 

My opinions now
After writing in depth and researching and finding evidence that supports my dissertation. I am amazed on how design and sport are such importance to one another. It has truly changed my opinion on what is the meaning of the Olympics. I have learned so much on about how people’s perspective has changed on the Olympic brand. It is important for us to understand truly how design can change the world and our perspective. It can unite people the very same way the Olympics does. Going forward it has really opened my eyes on how I perceive design. 
As humans, we are attracted to what looks good and in return it makes us feel good. Design isn’t just that also, we can have our opinions voiced and speak our minds when we dislike something. Design can grow on us. At first something may not be as eye catching and beautiful to us but we cannot truly make sense of something without fully understanding it first. If our perspective cannot be changed then that is our opinion and we are all different. Growing up and admiring the world of the Olympics and competing in sport was a big part of my life. Now knowing that sport would not be the icon and as popular and as special without the influence of design. It has totally changed my opinion and I have learned a tremendous amount of the importance of design. Not only in sport but in our everyday life.
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