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2Executive Summary

Snapshot

Rights Owner / Event > IOC/LOCOG London 2012 Olympics

Rights Holder / Industry > British Airways / Travel & TransportRights Holder / Industry > British Airways / Travel & Transport

Sponsorship Level / Category > Tier One / Official Airline Partner

Agencies > BBH, Being, Cake, IMG, Synergy, Zenith

Other/Previous Sponsorships > BAFTA British & Irish LionsOther/Previous Sponsorships > BAFTA, British & Irish Lions, 

England Rugby, Natural History Museum, TasteLondon, Bond
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Why did BA sponsor London 2012?

Frank van der Post, MD Brand & Customer Experience, says:

“It was a once-in-a-lifetime opportunity”It was a once-in-a-lifetime opportunity

“As the national flag carrier, it's a shoe-in”

“An opportunity not to be missed since it is the biggest event in 

modern British sporting history and would capture national 

attention for five years”attention for five years
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BA’s London 2012 background

An Olympic supporter at various times since 1948

+

Part of the 2012 bid team (organised petitions flew team etc)Part of the 2012 bid team (organised petitions, flew team etc)

+

Feb 2008 signed £40-50m Tier One Official Airline Partner Deal

++

1 of 7 Tier 1 Partners: adidas, BMW, BP, BT, EDF & Lloyds TSB

+

BA’s London 2012 deal is its biggest ever sponsorshipBA s London 2012 deal is its biggest ever sponsorship
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BA’s London 2012 sponsorship objectives

Maximise Revenues

+

Build Morale & PrideBuild Morale & Pride

+

Reposition The Brand

BA says sponsoring London 2012 was ‘an opportunity not to be

missed since it is the biggest event in modern British sporting

history and would capture national attention for five years’history and would capture national attention for five years
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London 2012 sponsorship rights

Tier One sponsorship provided an integrated package deal

+

Including marketing rights BOA flights/travel expertise trainingIncluding marketing rights, BOA flights/travel, expertise, training

+

Use of Olympic rings, 2012 logo, tickets & volunteer scheme

++

Flies Team GB to training, Beijing 2008 & Vancouver 2010

+

BA also flies IOC members on inspection visits etcBA also flies IOC members on inspection visits etc
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BA leveraging rights with

Service elements: eg in-flight announcements & fleet livery etc

+

Director level ‘personal pledge initiative’ for London 2012Director level personal pledge initiative  for London 2012 

+

Internal employee ‘self-improvement challenge’ campaign

++

Relationship initiative with BA suppliers, partners & alliances

+

Integrated multi-phase marketing campaignIntegrated, multi-phase marketing campaign
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BA 2012 activation campaign combines

BA’s Core Service > Int’l Travel / Flights

+

BA’s Brand Values > British/Professional/Thoughtful/WarmBA s Brand Values > British/Professional/Thoughtful/Warm 

+

Olympic Goal > Place sport at the service of man’s harmonious 

development promote a peaceful society concerned with thedevelopment, promote a peaceful society concerned with the 

preservation of human dignity

+

London 2012 Focus > Youth LegacyLondon 2012 Focus > Youth Legacy
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Activation leverages the following trends

Consumer Generation & Celebrity Ambassadors

+

Utility/Usefulness & CSR/Brand CauseUtility/Usefulness & CSR/Brand Cause 

+

Integrated Multimedia/Multiphase Campaign

++

Longer Lasting / Campaign Stretch

+

Patriotic & SynergyPatriotic & Synergy
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Phase One > Great Britons
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O GPhase One > Great Britons

› Campaign aims to address a strategic brand position around BA as the most British of Olympic sponsors

› London 2012 partner BA launches its Olympic activation with a programme supporting young British talent

› The airline has created a £500,000 fund to help talented young people achieve their dreamsThe airline has created a £500,000 fund to help talented young people achieve their dreams

› The BA Great Britons programme will provide up to 180 free flights each year to help anyone over 16 years

To help s pport them to de elop their talent in an field incl ding sport m sic film and more› To help support them to develop their talent in any field - including sport, music, film and more

› Objective to demonstrate BA’s support for British talent and encourage people to ‘be the best they can be’ 

› An integrated, multi-platform , participatory, long term campaign that fits with the morals/ideals of the games

› Invites budding sport, fashion, community, art and design talent  to apply for up to 180 free flights

› Not limited to Olympic events/participants, flights given away every two months in build up to London 2012

›Applicants asked to explain why free flights would help their quest to reach the top in their chosen field

›Judges, inc Olympian Denise Lewis, selects 8 finalists per round & winners chosen by public via online vote

›Judging criteria is based on key Olympic values such as hope inspiration fair play and friendship›Judging criteria is based on key Olympic values such as hope, inspiration, fair play and friendship
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&Launch & Mechanics

› February 2009 launch unveils newly named 'Sir Chris Hoy' plane

› The Beijing cycling stars fronts campaign promotional ads/advertorials

› 'BA helped me achieve my dreams and I hope this can do the same for today’s UK's talent ,’ Sir Chris HoyBA helped me achieve my dreams and I hope this can do the same for today s UK s  talent ,  Sir Chris Hoy

› Print and online banners drive traffic to core site

Use moti ational cop eg ‘The search starts here’ & ‘British Air a s ants to gi e o the chance to shine’› Use motivational copy eg ‘The search starts here’ & ‘British Airways wants to give you the chance to shine’

› Dedicated site www.greatbritons.ba.com is hub of campaign

› Central place for information, application (submit videos and pics)

› Social media (Twitter / Facebook) updates and encourages dialogue 

› Advertorials in national papers focus on personal stories

› Subsequent ads showcase finalists and encourages consumers vote

› Winners unveiled via advertorials, social media and website activity
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LPR
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Press
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Press
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Advertorial
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Advertorial
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Website



19Phase One > Great Britons

Twitter
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Facebook
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Webfilm > Brand Created (Click Image To Link/Play)

http://www.youtube.com/watch?v=Gf9JOE01ZyM
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Webfilm > Consumer Created (Click Image To Link/Play)

http://www.youtube.com/watch?v=OaZhVGvCdPU
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Evolution > Partnerships

› In early 2010 BA partnered with BAFTA to support British talent

› Launch at invite-only event at London’s Silent Picturehouse (Vinopolis) hosted by Edith Bowman

› Showcased five "Outstanding British Films" nominated for BAFTA’s at Orange British Academy Film AwardsShowcased five Outstanding British Films  nominated for BAFTAs at Orange British Academy Film Awards

› Films played simultaneously on big screens with wireless headsets to tune in

The al e in kind partnership allo s BA access to BAFTA content for in flight entertainment› The value-in-kind partnership allows BA access to BAFTA content for in-flight entertainment

›Deal also gives BA presence at award ceremonies and support of the BA Great Britons Programme

› In return the airline will provide flights for nominees to attend BAFTA events

› Amanda Berry, CEO of BAFTA said: "We are delighted to be partnering with British Airways. The partnership 
will allow us to reach a truly global audience every day through their in flight networks and their support forwill allow us to reach a truly global audience every day through their in flight networks and their support for 
our Awards and Events will be invaluable“.

› This latest partnership reinforces the airline’s ongoing support for British talent



24British Airways > Great Britons

Partnership Experiences & Events
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Partnership Experiences & Events
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Phase Two > Brand Ambassadors
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SPhase Two > Brand Ambassadors – Part 1 Non Sport

› In May 2011 BA launched a new phase of its Great Britons sponsorship initiative

› Promoted via a major new multi-platform, integrated media campaign

› The work sees BA feature its 2012 ambassadors in paid media for the first timeThe work sees BA feature its 2012 ambassadors in paid media for the first time

› New aspect of ongoing scheme sees BA offer a series of career revolutionising collaboration opportunities

With brand ambassadors Heston Bl menthal (cooking) Richard E Grant (acting) and Trace Emin (art)› With brand ambassadors Heston Blumenthal (cooking), Richard E Grant (acting) and Tracey Emin (art)

› Each will offer up to five mentoring sessions to each of the winners.

› The three spaces will link up on a creative project with the airline in the run up to the London 2012 Games

› Three-month UK print (from May) and online (from August) work uses the tagline ‘We can help your talent fly’

› It actively invites aspiring chefs, scriptwriters and artists to apply at ba.com/greatbritons.com

› Each pair will create graphic designs that will appear on 12 British Airways jets

› Each pair will also make a 20 minute film shown on BA planes and at the London 2012 opening ceremony



28Phase Two > Brand Ambassadors

SPhase Two > Brand Ambassadors – Part 1 Non Sport

› British Airways’ head of brands, Abigail Comber, says: “With just over a year to go until the London 2012 
G it’ t ti t t t i ti f th t t iti ’ ff i llGames it’s a great time to start communicating some of the great opportunities we’re offering, as well as 
show our commitment to British sporting talent. We are very passionate about helping British talent take off 
and this campaign allows us to celebrate both the sporting and cultural side of the London 2012 Games.”

› The creative development was lead by BBH

› Digital activation was managed by BEING

› Media space secured by Zenith Optimedia

› The sponsorship strategy is led by IMG Consulting.p p gy y g
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PR Launch Event At London 2012 Stadium
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TV (Click Image To Link/Play)

http://www.youtube.com/watch?v=50n4Hn1d4uk
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Outdoor and Press
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Online
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Online
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Online
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Art Competition
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Art Competition
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Art Competition
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Art Competition
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SPhase Two > Brand Ambassadors – Part 2 Sport

› Followed by follow up executions featuring BA backed athletes

› These include:

Paralympian Shelly WoodsParalympian Shelly Woods
Sailor Ben Ainslie
Gymnast Louis Smith
Swimmers  Liz Johnson, Claire Cashmore & Susie Rodgers

› This phase consistent largely of outdoor billboard ads

› All executions featured the copy line “They will fly”py y y

› According to BA spokesperson Van der Post: "These have shown to be extremely good for us. We did 
research on the outdoor campaign and found that 95% of respondents liked it, and 75% feel more positively 
toward BA "toward BA.
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Print
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Print
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Print
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Phase Three > Heathrow T5 Ambient Art
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Phase Three > Heathrow T 5 Ambient Activity

› Heathrow is London 2012 ‘Host Airport’ and expects its busiest ever day after the closing ceremony in 2012

›Heathrow’ owner BAA, in partnership with Terminal 5 home airline BA partnered on an Olympic art project

› As part of this partnership, sculptures of 2012 athletes were placed in BA’s Heathrow home – Terminal 5As part of this partnership, sculptures of 2012 athletes were placed in BAs Heathrow home Terminal 5

› The objective is to showcase Britain’s sporting and creative talent to the world

In A g st/September 2011 T5 hosted these larger than life ire sc lpt res of Team GB athletes incl ding› In August/September 2011 T5 hosted these larger than life wire sculptures of Team GB athletes - including:
Diver Tom Daley
Sprinter Jason Gardner 

› A further eight athlete sculptures complete the exhibition at the west London airport

› Each artwork is designed to interpret a different Olympic or Paralympic sport

› They are part of the ’Sculpture and Sport: A Celebration For 2012’ exhibition

› This wider exhibition features 30 full-scale pieces of art

› In 2012 they will be in a larger collection at Oxford’s Ashmolean Museum & London’s Oxo Tower Gallery

› Each work will be available for purchase with profits donated to The Youth Sport Trust and ParalympicsGB› Each work will be available for purchase with profits donated to The Youth Sport Trust and ParalympicsGB
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Depature Lounge
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Check In



47Executive Summary

Phase Four > To Fly, To Serve
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SPhase Four > 2012. We‘re Ready. To Fly. To Serve

› In February 2012 BA launches a new strand of its 2012 work dovetailing with its late 2011 marcoms refresh

› As well as focusing on London 2012, the work feeds into BA's recent 'To Fly. To Serve' position/promise

› Led by a TVC tackling jokes about airline baggage and teething technical issues when T5 opened head ony g j gg g g p

› BA makes baggage handling the focus of a new Olympics-led TV ad featuring an international suitcase race

The spot features a girl's British bag racing luggage from other nations to the arrivals hall (and winning)› The spot features a girl's British bag racing luggage from other nations to the arrivals hall (and winning)

› BA staff including baggage handlers, customer service agents and cabin crew, are all featured in the spot

› TV debut on ITV flagship soap ‘Coronation Street, but premiered online on BA's Facebook/Google+ page

› Known as ‘The Race’, the TVC was accompanied online with a 'making of' video - 'The team behind the ad‘

› 60-second , light-hearted TVC leads a 2012 marketing phase focused on BA’s Olympic operations work

› As the official airline partner of London 2012 BA will transport many people to their London Games bases

› BBH ad ends with the line “2012. We’re Ready. To Fly. To Serve“ reflecting new “To Fly. To Serve” tagline
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TV (Click Image To Link/Play)

http://www.youtube.com/watch?v=NDM1OGoMWbk
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Making Of ‘The Race‘(Click Image To Link/Play)

http://www.youtube.com/watch?v=7KCF3lxcyMI
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SPhase Four > 2012. We‘re Ready. To Fly. To Serve

› Outdoor, print and online ads followed a week later  building the campaign via national and online media

› These also take a London 2012 theme, the fact-based ads give a sense of scale of BA’s operation

› One of the print ads advises the reader that in 2012 British Airways cabin crew will serve three Olympic size p y y p
swimming pools worth of tea

› Another describes how British Airways engineers will fit enough cable on board during 2012 to lap an 
Olympic track 80 timesOlympic track 80 times

› A third tells readers that British Airways will welcome on board enough customers to fill 400 London Olympic 
Stadiums during the year

› There is also one execution that echoes the TV ad simply featuring a gold medal emblazoned with the 
airline's 'To Fly. To Serve.' Coat of Arms and the tagline '2012. We're ready‘.

› This phase also includes live online and Facebook updates of BA 2012 operational data

› Abigail Comber, British Airways' head of brands and marketing, said: "This campaign builds on our new 'To 
Fly. To Serve.' promise. We have an amazing team at British Airways who work to deliver hundreds of flights 
a day, all over the world. Each team from check-in, baggage handling and 'dispatch', through catering and on 
to the flight and cabin crew effectively hands the baton on and it's that team spirit combined with the sheer 
scale of the British Airways operation that we wanted to convey "scale of the British Airways operation that we wanted to convey.
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Print & Outdoor
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Website (Click Image To Link/Play)

http://www.britishairways.com/travel/olympics-2012-flights/public/en_gb
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Facebook (Click Image To Link/Play)

http://www.facebook.com/britishairways
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Conclusions > Results
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Takeaways

1 To date Great Britons has been hugely success for British Airways with more than 2000 
entrants applied in first two weeks.

2 All contestants have been harnessing the social media space to increase their votes and 
thus virally spreading the campaign itself.

3 The competition has generated a huge amount of buzz and generated positive PR during a 
i d h BA h d d it t3 period when BA has needed it most.

44 Multi-phased approach enables brand to introduce fresh elements and new creative for a 
purpose to lengthen life and sustain interest.

5 According to BA Brand MD: "The campaign has shown to be extremely good for us to 
date. We did research on the outdoor campaign and found that 95% of respondents liked 
it, and 75% feel more positively toward BA."
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Takeaways

66 A smart way for the brand to align itself to the Olympics via the event’s widely held values 
– thus ensuring rights owner support

7 Supporting British talent in such a tangible way projects the brand as a genuine supporter 
of potential Olympic athletes in the home nation. Rather than simply saying the airline is a 
supporter or partner and ‘talking the talk’ BA seems to be genuinely ‘walking the walksupporter or partner and talking the talk  BA seems to be genuinely walking the walk.

8 Some Olympic marketing feels remote, but he active participation of Great Britons avoids 
thi8 this.

99 Underlying message backs core business aims - encourage the public to fly across the 
world in search of their dream – and dovetails with BA owned media and brand refresh

10 Helps BA to stand out away from the specific sports space which will inevitably become 
cluttered as the Games draw closer.
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