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The Sydney 2000 Olympic Games Experience 

Abstract 

This research project explored the means by which the global attention focused on Australia for the Sydney 2000 
Olympic Games was leveraged by various national, state and regional stakeholders to facilitate business and 
investment development in Australia. 

The key stakeholders involved in strategy formulation and implementation at each level are identified, as are 
the key tenets of the actual strategies employed. In addition, an indication of some of the potential longer-term 
business legacies for Australia and the wider international event sector are explored. 

Primary data consisted of 92 semi-structured interviews with actors from federal, state and regional 
governments' economic development agencies, tourism commissions, events agencies, regional marketers, sport 
and recreation departments, and elite sport development agencies. Other interviewees were from the Olympic 
movement, and represented National Olympic Committees, individual Olympic teams, and the Sydney 
Organising Committee for the Olympic Games. 

The findings of this research suggest a re-focus beyond the immediate impact of an event, and more towards 
the devotion of resources to the actual leveraging of the opportunities that a focal event presents. Strategic 

business leveraging around sport events presents very real opportunities for the generation of enduring event 
outcomes, and may be a new and permanent addition to the mega event landscape. 

Overall, the study produced four key findings that indicate that effective business leveraging requires: (1) 
strategic activity aimed at the a priori identification of sport tourists and the networks that these actors could 
potentially create access to; (2) attention to horizontal structures of integration that facilitate collaborative 
behaviour, exchanges of information-based resources, and regional ownership of leveraging strategies; (3) 
facilitation of an environment conducive to relationship development and organisational learning; and, (4) 
recognition of the complexity of event networks, and of the actual networking process as it pertains to mega 
events and business leveraging. 

As a result of the learning engendered by the Sydney 2000 business leveraging initiatives, this report argues 
that, as a learning community, a paradigm shift has taken place where the stakeholders of mega sport events 
should now approach their events from a more holistic, network-driven perspective, with an eye towards longer
term, sustainable business outcomes, in addition to the traditional emphasis on short-term, visitation-related 
impacts. With business leveraging an apparently new feature on the sport event landscape, further investigation 
on future events is warranted to further understand this phenomenon, and to build upon the findings of this 
largely exploratory study. 
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Summary 

Study Objectives 

STRATEGIC BUSINESS LEVERAGING OF A MEGA SPORT EVENT 

This research is part of a suite of studies that evolved out of earlier research by Bill Faulkner, Laurence Chalip 
and Christine Green, funded by the Sustainable Tourism Cooperative Research Centre (STCRC). This earlier 
research explored the leveraging of the Sydney 2000 Olympic Garnes for tourism positioning and development. 
The present study, also funded by the STCRC, extends the earlier tourism leveraging research and complements 
the other studies in the suite. Specifically, this research explores how the Sydney Games were leveraged by 
various national, state and regional stakeholders in Australia for business and investment development. The 
study identifies the key stakeholders that were involved in business leveraging at each level, and explicates the 
actual strategies they formulated and implemented. Based upon this analysis, implications for both the Australian 
and international sport event sectors are then explored. 

Methodology 
The scope of this study was quite large, and a qualitative research method was employed using both primary and 
secondary data. Primary data consisted of 92 semi-structured interviews with actors from federal, state and 
regional governments' economic development agencies, tourism commissions, events agencies, regional 
marketers, sport and recreation departments, and elite sport development agencies. Some interviewees were also 
on national level taskforces such as the Olympic Business Roundtable; state level taskforces such as Queensland 
Olympic 2000 Taskforce; and regional taskforces such as the Regional 2000 Taskforce (Queensland); the Hunter 
Olympic Business Taskforce (New South Wales); and Project 2000 (Australian Capital Territory). Still more 
interviewees were from the Olympic movement, and represented National Olympic Committees, individual 
Olympic teams, and the Sydney Organising Committee for the Olympic Games. 

Key Findings 

The findings of this study have implications for strategy and policy making in sport, sport events, tourism, 
economic development, and the synergistic leveraging of the opportunities presented by each. Mega events make 
considerable demands on the public purse that are often legitimised on the grounds that the economic benefits 
they generate will justify the often sizeable expenditure necessary to host them. Thus, the claim to the public 
purse depends on the capacity of each event to generate tangible benefits through related tourism, business and 
economic development. Most studies to date, however, have focused merely on the short-term - concentrating 
on immediate visitation-related event impacts. This research, however, suggests the need for a re-focus beyond 
the immediate impact of events, and more towards the devotion of resources to the actual leveraging of the 
opportunities that events present. 

Such a re-focus towards integrated strategic business leveraging recognises that the event itself is not the 
intervention, but rather, represents a temporally limited set of opportunities to foster and nurture the desired 
longer-term impacts. By enhancing the sustainability of these longer-term impacts, opportunities to make events 
more financially viable better justifies organisers' claims for public and private sector support. 

The findings of the research suggest that the strategic business leveraging of mega events presents clear 
opportunities for enduring event outcomes, and may be a new and permanent addition to the mega event 
landscape. At each level examined, there were positive returns on the resources devoted to business leveraging. 
Equally, however, there were instances where leveraging initiatives were not as effective as they perhaps could 
have been. Where this was the case, the problems were largely structural, and related to inadequate resource 
allocation and information flows. 

Overall, the study produced four key findings. These findings suggest that the effective business leveraging 
of a mega sport event requires: 

l .  A reconsideration of the sport tourist: Event hosts and managers need to reconsider traditional notions
of the sport tourist, and undertake concerted strategic activity aimed at the a priori identification of 
sport tourists. Specifically, intelligence needs to be gathered on leading corporate decision makers 
attending a focal event, as well as the networks that these actors could potentially create access to. Once 
identified, tactics to initiate and nurture relationships with these corporate actors must be implemented. 
The resource implications of this recommendation are considerable, and suggest the need for extensive 
institutional linkages, particularly among government, sport, tourism and the corporate sector. 

2. Emphasis on horizantal aspects of organisational structures: All of the business leveraging initiatives
explored in this study depended upon the successful creation and maintenance of inter-organisational
linkages among those institutions identified above. Positive outcomes from business relationship were
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achieved, and in some cases, could potentially have been even more significant. Indeed, some outcomes 
were achieved in spite of structural deficiencies in leveraging infrastructures. Specifically, more 
attention to horizontal mechanisms of integration would have facilitated more collaborative behaviour 
and exchanges of information-based resources, and more regional ownership of leveraging strategies. 
Admittedly, horizontal integration devices are notoriously time consuming and expensive to implement 
and maintain, but this study identified instances where potentially significant business opportunities 
went unrealised due to insufficient resource allocation to the maintenance of horizontal mechanisms of 
integration. 

3. Relationship development and organisational learning: Throughout all of the cases presented in this
study, the overriding theme was the notion of relationship development. Indeed, at all levels - national,
state, and regional - effective business leveraging was a function of the strength of existing and new
relationships created among the network of domestic and international Olympic stakeholders. The non
incremental nature of the 'jolt' provided by the Olympic Games focused the attention of Games
stakeholders, and accelerated policy and strategy formulation in relation to business leveraging. The
taskforce structures employed throughout Australia engendered an environment conducive to
organisational learning, and may be one of the key legacies of the Sydney Games. The cross
institutional nature of the taskforces facilitated learning in public and private sectors throughout the
Australian economy. Interestingly, learning also appears to have taken place in the international sport
event industry. Leveraging programs similar to those employed in association with the Sydney Games
have been employed at the 2001 Goodwill Games in Brisbane; the 2002 Manchester Commonwealth
Games; and the 2003 Rugby World Cup.

4. Recognition of event networks and networking: This report has facilitated the development of a deeper
understanding of the complexity of event networks, and also, of the actual networking process as it
pertains to mega events and business leveraging. At each level of leveraging, the actual event was
repeatedly revealed as a time to create and/or reinforce relationships, rather than a time to actually do
business. Interestingly, the complexity of the Olympic Games event network was used to advantage in
each of the leveraging programs investigated. Stakeholders acted as conduits to supplementary
networks, and thus, deepened the bonds among actors by facilitating access to multiple business
networks simultaneously.

Future Action 

As a result of the learning engendered by the Sydney 2000 business leveraging initiatives, this report argues that, 
as a learning community, a paradigm shift has taken place in the international event industry where the 
stakeholders of mega sport events will now approach their events from a more network-driven perspective, with 
an eye towards longer-term, sustainable business impacts, in addition to the traditional emphasis on short-term, 
visitation-related benefits. With business leveraging an apparently new feature on the sport event landscape, 
further investigation on future events is obviously warranted to further understand this phenomenon and build 
upon the findings of this largely exploratory study. 
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economic development, of the benefits that can accrue from the events they are called upon to promote or 
support. Further, as the quintessential case to understand these phenomena, this study provides the opportunity to 
examine what works and what did not work in business leveraging an event, and to establish what practical and 
theoretical lessons can be learnt and applied to other sport and non-sport event contexts. 

Clearly, this demands a move beyond the immediate impact of an event, and more towards addressing the 
actual leveraging of the opportunities that an event presents. Such a paradigm shift creates the opportunity to 
make events more viable by enhancing the durability and sustainability of their impacts, thus, better justifying 
organisers' claims for support. Therefore, a focus on integrated strategic leveraging initiatives recognises that the 
event itself is not the intervention, but rather, represents a temporally limited set of opportunities to foster and 
nurture the desired longer-term impacts. The temporal dimension is crucial here because any leverageable 
opportunities presented by a focal event should be capitalised upon while the event remains relatively fresh in 
the public consciousness. In the case of the Olympic Games, this would mean maximum activity by leveraging 
agencies in the ensuing Olympiad, that is, the four-year period preceding the next Olympic Games. Therefore, 
mega-events and the opportunities they present are merely the seed capital, what hosts do with that capital 
provides the longer-term legacies. 

As mentioned earlier, in the hopes of realising these longer-term legacies, in the lead-up to, during, and in the 
aftermath of the Sydney Games, numerous business leveraging strategies were employed at national, state, and 
regional levels in Australia. This study identifies the key stakeholders involved in the formulation and 
implementation of these strategies. In so doing, an explication of the actual strategies employed, the means by 
which they were carried out, and significantly, an indication of some of the potential longer-term business 
legacies for Australia, are explored. 

In interpreting the study's data, a number of significant theoretical issues emerged and are developed in the 
final section of the report. Perhaps the most glaring of these was the emergence of the incredible complexities 
inherent to effective business leveraging. Formerly disparate actors and competitors were brought together as 
part of the Sydney Games network to collaborate in taskforces, strategic alliances, and/or as critical conduits in 
networking and creating access for actors to supplementary networks. Recognition of the network characteristics 
of mega sport events, the latent relationship development both within and without the immediate event network, 
and the potential organisational learning engendered by this networking and relationship development activity, 
will help shape the longer-term legacies of the Sydney 2000 Olympic Games. 

In the next section, a discussion of the study' s theoretical foundations is presented. Following this, the 
methods utilised in the collection and analyses of data are explained. Then, using a case study approach, the 
results of the research are described. Following this description, a concluding section is presented that identifies 
and discusses some of the practical and theoretical implications of the study. 
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Chapter 2 

Theoretical Background 

A number of studies have addressed the short-term, tourism-related impacts of large-scale sport events on the 
cities and regions that stage them (Ahmed, Krohn & Heller 1996; French & Disher 1997; Putsis 1998; Roslow, 
Nicholls & Laskey 1992). Other studies have addressed mega events and urban policy development (Roche 
1994), and the effects of mega events on destination image and product-country images (Mossberg & Hallberg 
1999). Yet another related line ofresearch has focused more on social issues, such as Waitt's (2003) examination 
of the social impacts of the Sydney 2000 Olympic Games. By comparison, there has been relatively little 
research attention paid to the longer-term business opportunities presented by sport events. In the following 
pages, some of the literature germane to the generation of these longer-term, and potentially more sustainable, 
business outcomes of sport events is explored. 

Short-term Versus Long-term Event Impacts 

As explained above, there is a wide body of literature on event, and in particular, sport event impacts. However, 
relatively few studies have actually explored the strategic activities that derive these impacts. Still fewer studies 
have addressed the potential business outcomes for a host city or region to be derived from hosting a large spon 
event. This notwithstanding, Dwyer, Mellor, Mistilis and Mules (2000) proposed a framework for assessing the 
'tangible' and 'intangible' impacts of events and conventions. As they suggested: 

'Conventions and events have the capacity to create income and jobs in the short term and generate 
increased visitation and related investment in the longer term .... [ and] can also result in associated 
social and cultural benefits to a destination, enhance exchange of ideas, foster business contacts, 
provide fora for continuing education and training, facilitate technology transfer, etc.' (Dwyer et al. 
2000, p. 175). 

In the context of the Sydney 2000 Olympic Games, the main objective of the current research was to address 
the longer-term impacts generated through the 'fostering of business contacts' and the 'related investment' that 
Dwyer and his colleagues referred to above. Clearly, in terms of events, the Summer Olympic Games are 
unparalleled in terms of size, scale, and the opportunities presented for tourism and economic development. 
However, although Dwyer and his colleagues made reference to longer-term event impacts, their research is 
typical of traditional approaches to the subject in that they ignored precisely how such impacts have been or 
could be realised. 

Recently, however, Chalip (2001 b) provided a promising lead. He argued that the traditional short-term focus 
on event-related sport tourism does not go far enough in legitimating the considerable public investments 
necessary to stage such events. He contended that, in order to develop tangible returns on the substantial capital 
investment necessary to stage large-scale sport events, and hence, to contribute to the long-term economic 
development of the cities, regions and countries that host them, effective leveraging strategies need to be 
formulated and implemented. In this context, the term, 'leverage,' refers to, 'those activities which need to be 
undertaken around the event itself ... which seek to maximise the long-term benefits from events' (Chalip 2004, 
p. 5). However, as Chalip (2001b) argued, for such impacts to be realised, there needs to be a closer
institutionalisation of the linkages among agencies responsible for sport, tourism and economic policy
development.

Following Chalip's (2001b) lead, in leveraging mega events such as the Olympic Games, and for that matter, 
events such as soccer and rugby world cups, the formation of inter-organisational relationships among 
stakeholders responsible for sport, tourism and economic development is essential for cultivating long-term 
business outcomes. Therefore, inter-organisational phenomena such as business networks, the exchange of 
tangible and intangible resources, and in particular, fostering enduring business relationships, form the core of 
this analysis. Understanding of the structure and function of inter-organisational linkages is, therefore, 
fundamental to discerning how such activities are carried out. It is this subject of inter-organisational linkages to 
which we now turn. 

Inter-organisational Linkages 

The Sydney 2000 Olympic Games was the catalyst for significant shifts in the Australian business environment. 
Environmental change of this magnitude impacts upon organisations' institutional and competitive relationships, 
and can threaten the survival of those organisations that are unwilling or unable to make the necessary structural 
and strategic adjustments in line with the new environmental realities (Kondra & Hinings 1998; Miles & Snow 
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1978). Interestingly, Kraatz (1998) pointed out that, when organisations are faced with environmental changes 
that threaten survival, little is known about if, why, and how social structures, such as networks and partnerships, 
affect these organisations' efforts to transform themselves. However, Baum and Oliver (1991) showed how those 
organisations with stronger institutional linkages exhibited a significant survival advantage that increased with 
the intensity of competition. 

The term 'institutional linkage' refers to 'a direct and regularised relationship between an organisation and an 
institution in the organisation's environment' (Baum & Oliver 1991, p. 187). Institutions are government or 
community constituents in the organisational environment that possess uncontested social acceptance and/or 
legislative and administrative authority in the organisation's domain. In the context of this research, important 
institutions included the agencies of federal, state and local government responsible for tourism and economic 
development; sport organisations from the Olympic movement such as the International Olympic Committee 
(IOC), National Olympic Committees (NOCs), and, of course, the Sydney Organising Committee for the 
Olympic Games (SOCOG); and finally, private sector stakeholders such as business and professional 
associations, and regional chambers of commerce and economic development councils. 

The concerted effort required to bid for and host mega events such as the Olympic Games can act as a 
catalyst for tightening the relationships among the various institutional stakeholders (W esterbeek, Turner & 
Ingerson 2002). Interestingly, the work of Baum and Oliver (1991) demonstrated that institutional linkages 
bestow a variety of survival advantages on organisations such as increased stability, social approbation, 
enhanced legitimacy, access to resources, and invulnerability to questioning. Such inter-organisational linkages 
and networks can act as mechanisms for the diffusion of information and innovative practices (Haunschild 1993) 
that serve to reaffirm patterns of interdependence, cooperation, and competition (Abrahamson & Fombrun 
1994). Indeed, Haunschild (1993) pointed out that, as important conduits of normative information about 
business practices, inter-organisational networks may result in firms enacting similar strategies or innovations as 
their interlocked partners. 

Therefore, inter-organisational linkages among exchange partners, as Abrahamson and Fombrun (1994) 
pointed out, are also associated with an increasing homogeneity of beliefs among actors about their business 
domain. Such homogeneity can create resource dependencies and political and institutional pressures among 
other organisations to conform to these broadly-based sociocultural norms (Dacin 1997; DiMaggio & Powell 
1983 ). Dacin (1997) contended that, 'organisations are inextricably embedded in a dynamic system of 
interrelated, economic, institutional and ecological processes' (p. 47). 

Two related aspects of inter-organisational linkages are the degree of system coupling and the extent of 
multiplexity of ties in a focal environmental context (Abrahamson & Fombrun 1994; DiMaggio & Powell 1983; 
Scott, Mendel & Pollack 1996; Stern 1979). System coupling refers to the 'nature of connectedness between 
actors in a network' (Stern 1979, p. 245). In a tightly coupled network, actions in one part of the network greatly 
affect actors in other parts (Weick 1976). Related to system coupling, multiplexity of ties refers to the nature and 
number of linkages that connect actors in a network, and the amount of resource exchange these linkages 
facilitate (Stern 1979). Thus, with high multiplexity of ties, numerous formal and informal linkages among 
actors result in greater levels of tangible and intangible resources being exchanged (Stern 1979). Where the 
resources exchanged are tangible, they may, for example, include money, personnel, and technology. 
Conversely, resources such as reputation, knowledge and information may be intangible and normative in nature 
(Beamish 1985; Miner, Amburgey & Stearns 1990). 

Predictably, high multiplexity of ties and tight system coupling enhance predictability in a focal network and 
are characteristic of stable institutional environments (Stern 1979). Thus, in an uncertain institutional 
environment, actors will often seek to reduce potential shifts in resource dependencies by establishing new, and 
reinforcing existing, inter-organisational linkages (Miner et al. 1990). Galaskiewicz and Wasserman (1989) 
demonstrated that the flow of resources in a focal network, particularly intangible resources, is significantly 
enhanced by the development of interpersonal relationships and trust among network actors. Therefore, it would 
seem that a particularly effective way to reduce environmental uncertainty and enhance access to resources 
would be to cultivate networking activities and interpersonal relationships with exchange partners. Discussion 
will now turn to this issue of networking and relationship development in the context of international sport 
events. 

The Complexity of Sport Event Networks, Networking, and Relationship 
Development 
The literature on relationship development in sport organisations and events has largely reflected the mainstream 
relationship marketing literature ( cf. Comad, Brown & Harmon 1997; Hennig-Thurau & Klee 1997; Peck, 
Payne, Christopher & Clark 1999). This literature has principally been limited to discussions of customer service 
and, to some extent, business-to-business relationships, particularly with respect to sponsors (cf. McDonald & 
Milne 1997; Shani 1997). 
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Recently, however, Olkkonen (2001) moved discussion beyond the traditional interaction approach. An 
interaction approach to relationship development focuses on exchange processes and relationship formation 
purely between sellers and buyers. Olkkonen (2001) however, employed a network approach to explore not only 
the development of relationships between sellers and buyers in a sport event sponsorship arrangement, that is, 
the sponsor and the sponsored, but also among the network of associated stakeholders such as consultants, 
media, regulatory agencies, and suppliers of goods and services to the event. Thus, rather than a dyadic sponsor
sponsored relationship, Olkkonen demonstrated that sport event sponsorship arrangements actually represent a 
complex network of relationships among the event's major sponsor/s, the focal sport governing body, the sport 
marketing/management consultants that facilitated the sponsorship relationship, local event organisers, media 
stakeholders, and the various local suppliers to the event. 

Further, Olkkonen (2001) contended that consideration of relationship development in a sport event context 
should also include the additional external networks within which each individual stakeholder is embedded. 
Thus, a network approach goes beyond a dyadic conceptualisation of relationships, to networks of relationships. 
Olkkonen proposed that inter-organisational markets or networks are composed of three variables, or 'layers of 
substance.' These are: (i) actors; (ii) the activities that actors undertake; and, (iii) the resources that actors 
control. The potential for relationship development and the provision of reciprocal access to partners' additional 
networks can be viewed as a function of the network's 'layers of substance.' That is, a prospective relationship 
with an exchange partner is weighed against the attractiveness of the network/s that each actor brings to the 
relationship - what important actors are involved in each network? Is there complementarity of core 
competencies in the focal organisation's activities and those provided by actors in the new network? And, of 
course, does entry to the new network provide access to valuable resources? 

Obviously, most organisations interact with multiple buyers, suppliers, resource and product consumers, 
competitors, and regulatory agencies, and are, thus, involved in more than one inter-organisational network 
(DiMaggio & Powell 1983). Therefore, organisational actors can act as conduits to additional networks for 
exchange partners (Haunschild 1993; Olkkonen 2001). To gain the trust of important actors that hold the 'keys' to 
potentially fertile networks, relationship development, preferably of an interpersonal nature, is crucial 
(Galaskiewicz & Wasserman 1989). Indeed, Ahmed, Patterson and Styles (1999) suggested that the development 
of mutual trust lays the foundation for future exchanges of a financial nature. Olkkonen (2001) referred to the 
connections formed among actors as 'actor bonds,' which may include economic, social, legal, technical, 
informational and procedural features. Such bonds work to increase system coupling, and add to a network's 
multiplexity of ties (Stem 1979). Whether actors are organisations, groups of individuals inside organisations, or 
single individuals, actor bonds influence not only how actors behave, but also how they establish their identities 
and perceive one another within the network (Olkkonen, 2001). 

In the context of the Sydney Olympic Games business leveraging initiatives, the main actors included 
Australian federal, state and local governments; the IOC, SOCOG, and the NOCs, and national and international 
sport federations that make up the rest of the Olympic Movement. Key actors also included additional 
stakeholders such as Olympic sponsors; Australian sport, tourism, media, hospitality, and security organisations; 
and, of course, the Australian business community that supplied the goods and services required to stage the 
Games. Following Olkkonen's (2001) logic, this conglomeration of key actors surrounding the Sydney 2000 
Olympic Games represents an event network. Crucially, however, each individual actor within this network 
represents a conduit to additional networks. Individual actors in these additional networks, similarly represent 
further conduits to still more networks, and so on. This network approach to relationship development in the 
context of a mega sport event is inherently complex, but is crucial to developing an understanding of how the 
Sydney Games were leveraged for sustainable business outcomes and, also, how the lessons learnt from the 
Sydney experience might be applied to future sport events. 

Therefore, the creation of close relationships among the network of eve!)t stakeholders can create access to 
secondary networks that each stakeholder is also embedded in. The potential for positive business outcomes 
from these supplementary relationships creates the opportunity to achieve more enduring economic benefits from 
sport events and, thus, from a policy legitimation perspective, can act to alleviate uncertainty surrounding the 
actual returns on event investment. Nonetheless, actually achieving returns on event investment is dependent 
upon the implementation of integrated and strategic leveraging initiatives, a topic to which we now tum. 

Leveraging Sport Event Relationships for Business Outcomes 

As mentioned earlier, researchers such as French and Disher (1997), Getz (1997), and Judd (1995) have 
demonstrated that events can be leveraged to promote cities as tourism destinations, business locations, and 
attractive places to live and work. Moreover, the relatively few studies that have specifically addressed event
related leveraging have typically focused on tourism impacts on the host region (eg. Bramwell 1997; Ritchie & 
Smith 1991), or event impacts on destination awareness and/or international tourism behaviour (Green, Costa & 
Fitzgerald 2003; Woodside, Spurr, March & Clark 2002). Interestingly, however, a small but growing body of 
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literature has begun to explore the leveraging potentials of sport events for business development (cf. Brown 
2002; Chalip 2001b, 2002; Chalip & Leyns 2002). 

Rather than a single event focus, Chalip (2004) contended that a focal city or region should strategically 
develop a portfolio of events appropriate to its availability of resources and infrastructure. He explained that this 
portfolio of events presents a region with a potentially leverageable resource. In addition to the production of 
tourism outcomes, Chalip argued that effective sport event leveraging should also incorporate strategies to 
optimise total trade and revenue from an event. These outcomes are best achieved through the creation of 
opportunities for host community networking, and building and maintaining strategic alliances among 
stakeholders in the lead-up to, during, and after the actual event (Chalip 2004). As Chalip (2004) pointed out, 
however, 'there has been scant work on the matters that facilitate or impede networking and alliance formation 
for and through events' (p. 20). 

Interestingly, however, in their study of local business leveraging of the Gold Coast Honda Indy 300 in 
Australia, Chalip and Leyns (2002) found that many opportunities for leveraging the event went largely 
unrealised. Indeed, some local businesspeople expressed feelings of apathy toward the event and, moreover, did 
not even view the Indy as a leverageable opportunity. In addressing the question of how best to facilitate the 
coordination of leveraging efforts, Chalip and Leyns discovered that Gold Coast business leaders did not feel the 
need for the establishment of a new body to impose coordination. Rather, they felt that local business 
associations and the chamber of commerce provided adequate infrastructure to fill this role, and could persuade, 
rather than coerce, the level of inter-organisational cooperation required for coordinated business leveraging. 
However, Chalip and Leyns observed that apathy and inertia impeded these existing infrastructures from fully 
realising the event's leveraging potential. They concluded that overcoming this inertia was critical to 
institutionalising the leveraging initiative in the local business associations' standard agenda, thus helping local 
businesses 'help themselves to leverage' (Chalip & Leyns 2002, p. 152). 

Chalip and Leyns' (2002) findings were underpinned by the notion that, in order to fully realise the 
leveraging potentials of an event, durable relationships among event stakeholders need to be created, fostered 
and maintained. Principally, these stakeholders would include sport event owners and managers; local sport and 
tourism stakeholders; regional business leaders and chambers of commerce; and public sector agencies 
responsible for economic development ( Chalip 2001 b, 2004 ). In discussions of event legacies, such relationships 
created through the hosting of events have typically not been considered. Rather, post-event legacy evaluations 
have largely concentrated on the physical infrastructure and short-term visitation-related impacts of events. 

Moreover, the positions created and relationships formed to bid for and host sport events are often temporary 
in nature, and without intervention, only last as long as the event itself. Consequently, significant opportunities 
to institutionalise the learning and accrued knowledge generated from hosting sport events are typically lost 
(Chalip 2004). With this loss of intellectual capital, a related opportunity to help legitimise the considerable 
public subsidisation required to stage sport events to host communities is also lost (Chalip & Leyns 2002). 
Therefore, the individuals, networks, relationships, and strategic alliances cultivated as a result of staging a sport 
event, within which any associated learning will reside, should also be considered when evaluating post-event 
legacies (Chalip 2004). The actual nature of organisational learning in this context demands more scrutiny, and 
is explored in the next subsection. 

Organisational Learning and Sport Events 
Throughout the 1990s, the notion of the 'learning organisation' rose in prominence in the management literature. 
Initially stimulated by Peter Senge's (1990) book, The Fifth Discipline, this body of knowledge explores the 
processes by which learning takes place in organisations. Senge (1990) adopted a systems approach and 
incorporated organisation development strategies to extol a highly integrated and almost evangelical view of 
how organisations can create harmony, stability, and consensus as a platform-for system-wide learning. Senge's 
initial work has been roundly criticised for its perceived unrealistic treatment of organisational leadership and 
diversity, and for treating organisational politics and power as aberrant sources of unnecessary dysfunction rather 
than foundations of creative tension and innovation (Fulop & Rifkin 1999). Nonetheless, Senge's thesis has 
inspired a plethora of subsequent work. Much of this work has been, like the original Senge (1990) piece, quite 
normative and prescriptive in nature. Despite this, however, the notion of exploring how organisations learn and 
manage knowledge is a useful one, particularly, as in the sport event sector, where organisations operate in 
uncertain, turbulent environments. 

As Fulop and Rifkin (1999) noted, there is no consensus among scholars as to how organisations learn, and 
exactly what a learning organisation might look like. However, they explained that managers in learning 
organisations focus on managing chaos and uncertainty through flattening their organisational hierarchies; 
decentralising decision-making; empowering employees through teamwork, cross-functional teams and network 
relationships; and adopting innovative forms of leadership and mentoring. Similarly, Daft (2001, p. 25) 
suggested that the learning organisation is based on, 'equality, open information, little hierarchy, and a culture 
that encourages adaptability and participation, enabling ideas to bubble up from anywhere that can help the 
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Chapter3 

Method 

As mentioned in the Introduction, this study is one section of a suite of integrated studies funded by the STCRC 
on the impacts of the Sydney 2000 Olympic Games. Anecdotally, researchers responsible for other aspects of the 
overall study became aware of the Federal Government's role in allocating resources to business leveraging 
initiatives. This sparked interest in generating a separate investigative arm to research these initiatives; hence, the 
genesis of this study. 

Given the lack of empirical investigation on business leveraging in an Olympic or mega event context, this 
research was essentially exploratory in nature. Given this exploratory mandate, a qualitative multi-level case 
study approach seemed appropriate. By investigating examples of business leveraging initiatives at national, 
state and regional levels, insight into this significant addition to the mega event landscape was developed. 
Indeed, Arnould and Wallendorf (1994) proposed that case study fieldwork can illuminate social behaviours not 
evident previously; while Eisenhardt (1989) argued that case studies are most appropriate when the researcher 
seeks to understand the 'how' and 'why' of a phenomenon. In this case, the how and why of business leveraging a 
mega event was investigated. 

Data Collection Procedure 

The scope of this study was quite large. The interview phase encompassed the period from March 1999 through 
to April 2001. Interviews were conducted with Olympic stakeholders throughout Australia, and from all levels of 
government and many parts of the private sector. A preliminary scoping phase of the investigation generated 
promising data. These data consisted of fully transcribed interviews with key federal government stakeholders 
from Austrade, marketing collateral that respondents shared with interviewers, and media reports that pertained 
to the potential business impacts of the Sydney Games. These preliminary data helped researchers to develop 
what Spradley (1980) and Yin (1994) called an 'action plan' for research. This action plan was based on analyses 
of the preliminary primary and secondary data, and, although it was necessarily flexible to deal with any 
emergent issues, the action plan identified the need to include at least three levels of study - business leveraging 
initiatives at federal, state and regional levels. The action plan also articulated a need to conduct interviews with 
stakeholders from each level of investigation in the period leading up to and during the Games, and also in the 
weeks and months following the Games period. 

To keep the investigation manageable, it was decided to adopt a multiple case study approach that explicated 
leveraging initiatives at each level of analysis. The selection of case studies started logically at the level of the 
Australian Federal Government. However, the respective periods and sources of data collection for each level of 
analysis - federal, state and regional - very much overlapped and informed each other. The obvious starting 
point, however, was the federally sponsored Australia Open for Business initiative, and specifically, its Business 
Club Australia, Australian Technology Showcase, and Invest 2000 programs (although the data later revealed 
that these programs started out as New South Wales State Government initiatives). The selection of interviewees 
from these initial sites was based largely upon media reports where specific government departments or 
individuals were identified as being closely associated with particular leveraging activities. Visiting the Austrade 
Internet website, with its links to the programs under the Australia Open for Business banner, provided the 
contact details for individuals appropriate to inform the investigation on the Australian Federal Government's 
facilitation of Olympic business leveraging initiatives. 

From these initial contacts, a snowball sampling method (Oakes, Townley & Cooper 1998; Page & Meyer 
2000) was employed where interviewees identified further public or private sector stakeholders likely to inform 
the research. Donaldson and Preston (1995) defined a stakeholder as a group or individual that can influence or 
is influenced by the achievement of a focal set of objectives. In the case of this research, stakeholders included 
organisations and individuals from both public and private sectors, and represented the tourism, sport, arts, 
culture, hospitality and business communities. Hence, a chain of personal contacts from each of these 
stakeholder groups was obtained through previous respondents. 

Key planning dates were the Opening and Closing Ceremonies for the 2000 Olympic Games on September 
15, and October 1 2000, respectively. As leveraging initiatives were geared to coincide with peak activity around 
the Olympic period, these dates provided neat junctures with which to segment the data collection into phases. 
Phase One constituted the pre-event period from September 1999 through to September 15 2000. Phase Two 
took place during the actual Games period; and Phase Three was the post-event data collection period from 
September 2000 to April 2001. This period allowed researchers to revisit interviewees and ascertain the extent to 
which evaluation processes took place, and also to derive some notion of the success or otherwise of respective 
programs and initiatives. 
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Initially, secondary data were collected. This was ongoing throughout the course of the study. These data 
included marketing collateral from federal, state and regional government business leveraging initiatives, and 
included pamphlets, kits, brochures, magazines and videos. Other secondary data included private and public 
sector reports on estimated economic impacts of the Sydney Games; Austrade media releases and Internet 
websites; media releases from state and regional public sector agencies responsible for economic development; 
popular press articles from newspapers, on-line newspapers, and broadcast media; archival material and 
marketing collateral from regional and state taskforces charged with business leveraging of the Sydney Games; 
and finally, field notes, observations and photographs. These data were content analysed for words, phrases, 
images and incidents that indicated how stakeholders, structures, strategies, and processes related to business 
leveraging evolved in the lead-up to, during, and in the aftermath of the 2000 Olympic Games. 

Primary data were gathered from 92 semi-structured interviews of 60 to 120 minutes duration. Interviewees 
represented federal, state and regional governments' economic development agencies, tourism commissions, 
events agencies, regional marketers, sport and recreation departments, and elite sport development agencies. 
Some of these interviewees were on taskforces such as the Olympic Business Roundtable; Queensland Olympic 
2000 Taskforce; the Cairns 2000 Taskforce; the Hunter Olympic Business Taskforce; and Project 2000 
(Canberra). These taskforces were cross-institutional in nature, that is, the representatives on them were from 
diverse sectors such as local chambers of commerce, education, sport, the arts, local and regional economic 

development agencies, and tourism agencies. Still more interviewees were from the Olympic movement, and 
represented National Olympic Committees, individual Olympic teams, or SOCOG. Finally, one last group of 
interviewees were responsible for managing the various leveraging programs such as Business Club Australia, 
Australian Technology Showcase, and Invest 2000. 

As mentioned previously, in the scoping phase of the study, early interviewees identified individuals who 
would be knowledgeable on issues related to Games business leveraging initiatives. Thus, a 'snowball sampling' 
technique (Oakes et al. 1998; Page & Meyer 2000) was employed whereby previous respondents suggested 
further productive lines of enquiry, leading to additional respondents. However, notwithstanding the importance 
of gatekeepers in the research process, Hammersley and Atkinson (1995) suggested that gatekeepers may 
attempt to control the findings of an investigation by guiding the researcher in particular directions. This seemed 
particularly true in cases where certain public sector respondents only 'opened up' after interview recording 
devices were stopped, or spoke with obvious caution in extremely hushed tones. To overcome this potential bias 
in the data, rather than a total reliance on snowball sampling, certain respondents were approached purely 
through analyses of secondary data. Therefore, in the selection of interviewees, secondary data played a key role 
in guiding the researchers and helping to ascertain the identity of key actors, and how they could inform the 
study. 

Interviews were semi-structured. As a result, questions were not necessarily asked in any rigidly prescribed 
order. Questions were directed towards understanding the issues salient to the strategic planning, implementation 
and evaluation of the various initiatives aimed at leveraging the Sydney Games for favourable business 
outcomes. Each interview lasted between 45 minutes and 2 hours, and all, with permission, were tape recorded 
and later transcribed verbatim for analysis. 

Data Analysis 

Data, both primary and secondary, were analysed according to the suggestions of Miles and Huberman (1994a, 
1994b). These authors contended that during and after data collection, qualitative analyses should occur 
iteratively through three interlinked subprocesses. These subprocesses consist of data reduction, data display, 
and the drawing of verifiable conclusions. Data reduction refers to the way in which the 'potential universe of 
data is reduced in an anticipatory way' (Miles & Huberman 1994b, p. 429). In this case, after the verbatim 
transcription of interview data, these data, as well as secondary data, were reduced in the course of analysis as 
certain themes became manifest. There were four main themes that emerged from the data. These themes centred 
around the antecedents of effective business leveraging, and suggested that leveraging requires: (i) reconsidering 
traditional notions of the sport tourist; (ii) organisational structures of a horizontal nature; (iii) facilitating 
relationship development and organisational learning; and, (iv) recognising the complexity of event networks 
and networking. These four themes are explored in detail in the Concluding Discussion section. 

Both primary and secondary data were subjected to data display - the second of Miles and Huberman's 
subprocesses of data analysis. After data were content analysed and categorised manually according to the 
themes identified above, they were subsequently displayed in matrices as an 'organised, compressed assembly of 
information' (Miles & Huberman 1994b, p. 428). This process expedited data analyses so that particular phrases, 
incidents, images or words that were seen as indicative of, for example, the complexity of the networking 

process, could be readily categorised as such. 
As with most qualitative research, the analysis was an iterative process, constantly moving back and forth 

between extant theory and emerging data. This 'open coding' process facilitated the third of Miles and 
Huberman's analytical subprocesses - the drawing of verifiable conclusions. As explained above, particular 
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themes emerged in the course of data analysis. Although these themes were, by definition, discrete, close 
analysis nonetheless revealed a number of interconnections. For example, analysis of the interrelationship 
between Themes (ii) and (iii) allowed the researchers to make observations on the complexities of relationship 
development and organisational learning, and to draw conclusions on the structures that engendered 
organisational learning and the retention of relationships developed through business leveraging. These 
interrelationships among the data helped facilitate the formation of theoretical and practical conclusions, which 
are presented and discussed in the Concluding Discussion section. However, the next section, Results, is a purely 
descriptive account of the main business leveraging initiatives undertaken respectively at federal, state, and 
regional levels. 
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opted Austrade to ultimately lead the initiative. Leading corporate and public sector actors, as well as the Sydney 
Organising Committee for the Olympic Qames (SOCOG) were invited to participate in the forum where 
Australia Open for Business and its related initiatives were developed and further refined. Representatives from 
the various state and territory governments, and federal government departments such as Industry, Science and 
Resources (which incorporated the federal sport portfolio), the Agricultural Ministry, and the Environment 
Department, were invited to participate in the forum. In addition, leading private sector actors such as the 
Australian Tourism Commission, the Environmental Management Industry Association, the Australian Retailers 
Association, and actors from the Australian sport industry, were also invited. 

Ultimately, through this lobbying and coopting of key public and private sector stakeholders, the OBR 
represented a cross-institutional taskforce that resulted in sufficient public and private sector support for the 
proposed strategic business leveraging initiatives: Business Club Australia, Australia Technology Showcase, and 
Invest 2000. However, given the unprecedented nature of business leveraging, securing stakeholder support and 
convincing them to commit resources was not a straightforward task. 

Integral to the generation of institutional support for BCA was the strategic selection of partners for the 
initiative. Senior Austrade executives explained that they had two basic strategic priorities in their identification 
of both public and private sector partners. The first was a partner's ability to proffer resource support for the 
BCA concept through either contra sponsorship or direct funding. And the second equally important priority was 
the partner's capacity to reach private sector stakeholder groups, dignitaries and other potential members. 
Consequently, agencies such as the Environment Department; the Department of Industry, Science and 
Resources; and the Agricultural Ministry were approached and agreed to first, sit on the OBR. Then, through 
their involvement in the OBR, each agency agreed to become BCA partners. The private sector stakeholders 
mentioned earlier were similarly selected according to the same strategic priorities. Crucially, these federal 
agencies and private sector representatives then provided access to their respective networks to generate further 
support and membership for the initiative. Concomitantly, efforts were also made to cement the support of the 
respective Australian state governments, which presented its own set of difficulties. 

Traditionally, there has been a healthy rivalry among Australia's six states and two territories for tourism, 
business, and overall 'bragging rights' as to which state or territory is superior. These traditional rivalries became 
problematic in generating state government support of for the BCA concept. What was of particular concern was 
the widely held view that the Games would be of considerably more benefit to Sydney and New South Wales 
than to the rest of Australia. This was exacerbated by the fact that the Olympic Business Roundtable was a joint 
Austrade-New South Wales Government initiative. However, the presence of SOCOG representatives on the 
OBR added legitimacy to the claim that the BCA concept was not aimed solely at furthering impacts for Sydney 
and New South Wales. Indeed, SOCOG was publicly obligated to provide a Games for all of Australia, and thus, 
where possible, had the mandate to spread potential Games impacts beyond Sydney and New South Wales. 
Ultimately, through a lengthy process of lobbying and consensus building, all states except the Northern 
Territory and Victoria supported the BCA concept, although Victoria later decided to support BCA closer to 
Games time. 

As no other federal government in the country of an Olympic Games host city had had ever attempted such 
an ambitious and targeted strategic leveraging initiative, BCA was a world first. Therefore, in the eyes of 
potential partners and members, the concept carried with it considerable uncertainty. A method by which 
Austrade sought to decrease this uncertainty and foster more private sector interest in BCA was through 
cementing closer linkages to the primary sporting bodies responsible for staging the Games -SOCOG, and the 
International Olympic Committee (IOC). The official sanction of BCA by SOCOG and the IOC served two 
primary purposes: (i) it allowed use of the Olympic rings in any BCA promotional material, which bestowed a 
degree of legitimacy, or referent prestige, on the initiative; and, (ii), the access to Olympic sponsoring 
organisations created a further avenue of membership for BCA to exploit. 

The insignia of the five Olympic rings is the intellectual property of the IOC, and is one of the world's 
most widely recognised symbols. As such, it is a highly valued commodity that is used expressly by the Olympic 
'family' and those organisations that pay to be official sponsors of the Olympic movement. Hence, the IOC 
zealously guards official use of the Olympic rings so that sponsoring organisations can be guaranteed exclusivity 
in their use. This created an interesting dilemma for Austrade. For example, BCA executives explained that the 
iconic Australian airline, Qantas, would have 'leapt at' the prospect of sponsoring BCA. However, because 
Qantas was the main competitor of the smaller, struggling, and now defunct airline, Ansett, an official sponsor of 
SOCOG, Qantas was precluded as a potential partner, and as a consequence, so were the organisations making 
up Qantas' significant international network. 

Thus, while the sanction of the IOC and SOCOG was highly prized for the legitimacy it bestowed on BCA, it 
was also restrictive in terms of the organisations that could be approached to become BCA partners. As a result, 
only Olympic sponsors, or organisations that did not have a direct competitor that was an Olympic sponsor, 
could be approached as potential BCA partners. Compounding these difficulties was the fact that Olympic 
sponsors had already committed considerable resources to leveraging their Olympic sponsorship, and thus, had 

12 



STRATEGIC BUSINESS LEVERAGING OF A MEGA SPORT EVENT 

few resources, financial or otherwise, left for new and untested initiatives such as BCA. One BCA executive 
described the situation thus: 

'We strategically chose to be endorsed by SOCOG and after, the IOC, which gave us added profile .... 
What it also brought with it though, were all sorts of marketing restrictions. So, in terms of the partners or 
sponsors we got involved in the Club, we couldn't actually go outside the bounds of Olympic sponsors. 
The huge benefit of that was that it connected us with companies that had a direct stake in the Games with 
their hosting programs . . . . The negative was that you were dealing with companies that were cash
strapped because they'd been targeted and ripped apart by various others, especially by SOCOG.' 

Ultimately, considerable public and private sector support was secured. Sponsors, or what were referred to as 
'Club Partners' in BCA, were the governments of Western Australia, South Australia, Queensland, the Australian 
Capital Territory, New South Wales, Victoria and Tasmania; as well as Agriculture, Fisheries and Forestry 
Australia; Invest Australia (through the Department of Industry, Science and Resources); Environment Australia 
and the Environment Management Industry Association of Australia; Ansett Australia; BHP; Westpac; Shell; 
Panasonic; and News Limited. 

2. Development and implementation of a structured networking program
As mentioned previously, the central aim of BCA was to leverage off the international spotlight focused on
Australia for the Games to facilitate networking among visiting and domestic business identities. This
networking, it was hoped, would generate post-Games trade and investment into Australia. Austrade launched
BCA on September 15th 1998, exactly two years from the start of the Sydney Games. The launches were held at
events held throughout Australia and at Australian High Commissions, Embassies, and Consulates around the
world. The central purpose of these launches was to generate publicity for the BCA concept and to connect the
thousands of business people predicted to be in Sydney during Games time with the Australian business
community. As David Faulks, Austrade's Global Manager, Olympics and Sport, asserted, 'these people are the
world's business decision-makers and it's our job to show them why Australia is worth considering as a business
partner' (Australian Trade Commission 2000, p. 9). Thus, BCA was designed, as one executive described it, as a
'business dating agency' where international business people were to be 'matched up with' potential Australian
business partners in the hope of fostering export and/or investment relationships.

The general notion of a 'club' was chosen to emphasise the networking and relationship building functions of 
BCA. Thus, membership was offered strictly on an individual, rather than an organisational basis. In addition, to 
encourage international membership, a strategic decision was made to make membership for internationals free, 
while Australian members were charged a one-off fee of A$150. In the two years preceding the Games, BCA 
functioned as a global networking service where, upon acquiring membership, individuals were listed in an on
line database called the 'Virtual Club'. Crucially, Austrade executives emphasised that the Virtual Club was 
strategically designed to facilitate business contact between Australian members and international members, 
rather than international members with other international members. Pursuant to this, the Virtual Club was 
configured such that, as one Austrade executive explained: 

'internationals could only find Australian Club members, but the Australians could find any international 
members as well as each other ... We didn't want internationals doing business with each other, we 
wanted them doing business with Australians obviously.' 

Thus, the Virtual Club allowed BCA members to search new or existing contacts through the member 
database, issue tenders and news to interested BCA members, and receive regular email communiques and 
newsletters on relevant business opportunities from the BCA headquarters. 

In addition to the Virtual Club, an actual Club centre was provided during the period of the Olympic and 
Paralympic Games. The task of identifying a central Sydney location considered suitable for networking was 
actually one of the first aspects of the initiative to be actioned. This was an integral feature of the overall strategy 
considering that the primary purpose of visitors' presence in Sydney, and more generally, Australia, was to 
attend the Games. Therefore, the location had to be central to accommodation, transport, and of course, Olympic 
events. Securing a suitable location therefore, had to be done well in advance of the Games. This carried with it 
substantial expense and, due to the unprecedented nature of the BCA initiative, considerable risk. In fact, 
commitment was made to a central location on Sydney Harbour four years in advance of the Games, and two 
years before BCA was even launched. A senior BCA executive explained the strategic nature of securing a 
suitable location. As he stated: 

'some of the things we knew from research and from talking to people who had been involved in previous 
Games was that there were some real fundamentals ... if you are going to have a [ networking] centre at 
the time of the Games, it had to be well-located. The choice was that we had to commit to that almost four 
years out to get the price, and that scared the living daylights out of some people. But in my advice to 
others on those things, that [ choice oflocation] would always be high on the list. 

The location selected was at Darling Harbour, positioned centrally on Sydney Harbour and walking distance 
from the principal business, shopping, dining, and accommodation districts in Sydney. The actual venue was 
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constructed at Wharf 7 on Darling Harbour and was open in the immediate lead-up to and during the Olympic 
and Paralympic Games from August 1 through to October 31, 2000. The Club featured a 98-metre Incat 
catamaran that was berthed alongside the wharf during the Games period. Business facilities inside the centre 
included venues for meetings and informal networking, computer terminals, office equipment, and multilingual 
trade assistance from Austrade. The Incat vessel had a large function room that hosted breakfasts, lunches, 
dinners, and cocktail receptions, as well as a VIP suite for more private meetings. 

Both the BCA centre and the Incat featured multimedia displays designed to showcase the capabilities and 
innovativeness of Australian industry. In addition, during Games time these venues were the location for the 
Special Business Events program. This intensive program featured twice daily presentations and networking 
sessions that focused on Australian capability in key industry sectors such as environment; information and 
communication technology; agribusiness; biotechnology; and sports facilities, events and education. In addition, 
privately hosted breakfasts, lunches and dinners were organised for targeted guests from key export markets that 
included the United States, China, Brazil, France, Germany, South Africa, and New Zealand (Australian Trade 
Commission 2000). 

In an effort to spread the reach of BCA domestically, it was also considered important to provide regional 
satellite centres to the actual Darling Harbour hub. Thus, what were called 'Business Centres' were strategically 
located in capital cities throughout Australia in Adelaide, Brisbane, Canberra, Hobart, Melbourne, Perth, and two 
additional centres in Sydney at Parramatta and on George Street in Sydney's central business district. Thus, BCA 
members were afforded unlimited access to the Virtual Club, the Club Centre at Darling Harbour, and the 
regional Business Centres spread throughout the country. 

3. Identification of international business visitation
The Australian Federal Government's principal agency responsible for assisting Australians to take their goods
and services into overseas markets is the Australian Trade Cornrnission, more commonly referred to as Austrade.
Through its staff network of advisors throughout Australia and in over 90 cities globally, Austrade assists
Australians with overseas market entry, expansion of export activities, and the procurement of export and
investment opportunities.

One of the most crucial aspects of the BCA initiative was to identify international business leaders who were 
intending to visit Sydney for the Garnes, and to build a relationship with them well in advance of their arrival in 
Australia. This was facilitated primarily through Austrade's international network of trade advisors who were 
charged with the task of identifying and recruiting business leaders in their respective posts to become BCA 
members. As one former Austrade post manager described: 

'the message to me was, 'we're forming Business Club Australia - we need to get members.' In terms of 
looking for membership, we looked at companies that would be a suitable interface for Australian 
companies wishing to export principally, or to attract investment. So, as other Austrade post managers did 
right around the world, we recruited some companies, and provided details back to Australia on those 
individuals in basically importing companies or retail groups, or in companies that were traders or brokers 
or whatever it might be, who were recruited as members.' 

Therefore, the international 'recruitment drive' was led by Austrade post managers throughout the world who 
staged launches in their respective international posts. The launches were high profile media events held at 
Australian High Commissions or Embassies and attended by invited guests who were hosted not only by 
Austrade officials, but Australian High Commissioners, Ambassadors and visiting ministers; all of whom were 
seen as crucial to adding legitimacy to the BCA initiative. Importantly, as well as business and political leaders 
in the respective countries where launches were held, the invited guests also included local media agencies. 

It was in this area of international recruitment where the added legitimacy provided by the IOC's 
endorsement of BCA proved particularly helpful. As described earlier, Austrade managers approached official 
Olympic sponsors to become BCA partners. However, IOC endorsement also enabled Austrade to approach 
National Olympic Committees (NOCs) to offer their respective sponsors and their sponsors' guests and business 
partners, membership in BCA. This was positioned as an opportunity for NOCs to add value to their respective 
sponsors' commitments by offering them free membership in BCA and open access to its facilities and functions. 
As most NOCs also appoint official tour operators, Austrade advisors also created dialogue with NOCs' official 
tour operators throughout the world, offering them the same opportunity to add value to their clients' packages 
by bundling BCA membership into their respective tour packages. 

4. Marketing Business Club Australia
The marketing of BCA internationally and to Australian business leaders was carried out primarily via three
means: (i) an online Internet marketing initiative; (ii) a direct telemarketing and newsletter campaign; and, (iii)
through the hosting of formal functions dedicated to launching the initiative throughout Australia and the world.
The marketing message delivered internationally highlighted Australia's industrial, technological and
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commercial capabilities, and emphasised BCA membership as the ideal means to access this expertise. The 
excitement surrounding the Olympic Games provided a key selling point. The strategic decision to make 
membership free for internationals allowed Austrade's international post managers to 'sell' BCA membership as 
a complimentary means of adding value to the junkets that, in any case, many of their targets were taking to 
Sydney for the Games. 

In the lead-up to the actual Games period, the online aspect ofBCA was its primary marketing vehicle. When 
a member joined, their business details, a short company profile, and a hyperlink to their company website 
appeared on the BCA website. Therefore, initially, members joined a database of businesses (the 'Virtual Club' 
discussed earlier). Again, due to the high uncertainty that naturally stems from such an unprecedented initiative, 
and also owing to the success of the ATC's 'fun and Games' campaign, there was initial uncertainty as to how to 
position the Club. Indeed, one BCA executive explained that, in formulating their online strategy, the most 
critical issue was this question of how to position BCA, and hence, Australia, in the already cluttered 
international business tourism marketplace. To address this, focus groups were organised where representatives 
from the 16 BCA partners and sponsors assembled to decide on how the Club should be positioned. A BCA 
executive explained that the resolutions from these focus groups, 'then became the basis of our imaging and 
branding and everything we did.' 

It was decided that Australia had to be presented as a forward thinking, innovative, and sophisticated 
international business destination, and consequently, that an Internet presence had to be at the forefront of any 
marketing initiative. Due to the open access nature of the Internet however, this presented problems in that the 
whole object of BCA was that international firms do business with Australians, not each other. Therefore, as 
explained earlier, the Virtual Club was organised with separate membership categories for Australian and 
international firms. When Australian members logged on, they could access the whole Australian and 
international database, while international members could only access Australian members. Interestingly, many 
Australian members were initially far from proactive in utilising the online networking capabilities of their 
membership. As one BCA executive explained: 

'We were starting something where the main value we offered was being in a virtual network. Everyone 
knew what it was, but not everyone was practiced at doing it. And what I observed when I came back to 
Australia was a mindset which said 'we've joined the Club, we have our details registered, we're in the 
database, we can be found.' It was a passive attitude towards it, like being in the Yellow Pages. Whereas, 
the way I looked at it was just the reverse of that. You know who's out there now because you can search 
and find them and it's an opportunity to push your sales message and be communicating. So it was an 
indicator of the immaturity of the Australian business community in terms of using e-commerce and 
thinking through how, what, and when to be connecting to people.' 

Therefore, embedded within the marketing of BCA, particularly to Australian firms, was a pedagogical 
function. Indeed, the education of Australian business leaders, not only on leveraging the opportunities presented 
by hosting the Games, but also on how to better utilise the Internet in their marketing, was key to recruiting 
domestic BCA members. Initial uptake of BCA membership among the Australian business community was 
sluggish, and as of January 2000, there were only 1000 Australian members, as opposed to 9000 international 
members. In a retrospective interview after the Games, two key organisers of BCA cited two interrelated reasons 
for this. First, they considered that their drive for domestic members, which started in September 1998, was 
actually too early, and that the message had become somewhat 'stale' by early 2000. In addition, they suggested 
that there was general suspicion in the Australian business community that the benefits to be derived from 
hosting the Games would primarily accrue to Sydney and New South Wales businesses, as opposed to the rest of 
Australia. 

As alluded to earlier, the traditional rivalry among Australia's six states and two territories was recognised 
early on as potentially problematic in the international marketing ofBCA. Therefore, it was considered vital that, 
when marketing Australian innovation and expertise internationally, a united and congruous image of Australia 
was portrayed. As one executive explained: 

'We always saw it as critical that, if we were to project ourselves in the international market in an 
appropriate and forceful way, then we needed to get away from a fragmented 'Queensland versus South 
Australia' type of approach. So it was a fundamental premise of what we were doing to create a 'Team 
Australia' view - and to project that internationally so we looked like we were working together towards a 
common goal.' 

To facilitate this 'Team Australia' view, aggressive marketing campaigns involving telemarketing, monthly 
newsletters and widely publicised BCA 'roadshows' in Australian capital cities and regional centres were 
initiated in early 2000. Importantly, as well as marketing exercises, these ·initiatives involved a pedagogical 
component where BCA managers attempted to educate the Australian business community on how they could 
directly derive Olympic-related benefits from the networking opportunities presented by BCA membership. 
Thus, domestically, Australians had to be convinced that the business opportunities presented by the Games 
would accrue to businesses Australia-wide, not merely to Sydney and New South Wales. At functions held 
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with the remaining $1.34 billion coming from the Federal Government and the private sector (Carmody 2000). 
Of course, New South Wales derived significant legacies from the Games in terms of world-class sporting 
facilities; environmental and urban beautification; a comprehensive up-skilling of the New South Wales 
workforce, particularly in service, communications and technology sectors; and a projected increase in tourism 
revenue to around $700 million per annum between 1999 and 2002 (New South Wales State Government 2000; 
Owen 2001). What is examined in the ensuing pages are the business outcomes derived from the New South 
Wales State Government's attempts to strategically leverage the Games for business investment and 
development. Obviously, with the largest financial burden of the Games being borne by New South Wales 
taxpayers, such scrutiny of ongoing business legacies seems pertinent. 

The New South Wales State Government developed a number of leveraging strategies designed to accrue 
long-term business benefits from the Olympic Games. The Olympic Business Roundtable (OBR), a strategic 
planning forum between leading private and public sector actors (explained in the previous section), was 
originally an initiative of the New South Wales State Government. Interestingly, the OBR was not the only New 
South Wales State Government initiative that was later coopted by Austrade. Two other programs, developed 
largely through the agency of the New South Wales Department of State and Regional Development (DSRD), 
were Australia Technology Showcase and Investment 2000. Both initiatives were principally New South Wales 
leveraging programs, but were later coopted into Austrade's Australia Open for Business initiative. 

The DSRD also coordinated a program of miscellaneous events such as investment fora; specialised business 
briefings; and business breakfasts, luncheons and evening events. As one senior DSRD executive explained, 'we 
ran between 80 to 100 events ... luncheons and business receptions with all the international visitors and key 
local industry players.' These events were aimed simply at getting as many international business identities as 
possible into a networking situation with New South Wales business people, with the aim that these ostensibly 
casual networking opportunities would lead to more substantive post-Games business relationships. The DSRD 
was also instrumental in facilitating the hosting of visiting Olympic teams for pre-Games training in numerous 
New South Wales cities and regions. A more detailed analysis of pre-games training and regional leveraging is 
presented later in the study. The next section examines Australian Technology Showcase, and then, Investment
2000. 

Australian technology showcase 
The Australian Technology Showcase {ATS), launched in early 1998, was an initiative of the New South Wales 
State Government aimed at highlighting New South Wales technology and innovation in the spotlight of the 
Sydney Olympics. The New South Wales DSRD and the New South Wales Innovation Council led the ATS 
program jointly, with later involvement from Austrade. The vision for ATS came out of the OBR mentioned 
earlier, and was explained by one interviewee, a leading ATS strategist, as being, 'to promote Australia as an 
innovative and technologically advanced economy, and to promote specific technologies within the program.' 
Interestingly, although the executive quoted above referred to the national ambitions of ATS, and 
notwithstanding the later involvement of Austrade and the state governments of Queensland, South Australia and 
the ACT, the New South Wales State Government committed $6 million to the initiative over three years. 
Therefore, it was hardly surprising that ATS was primarily New South Wales-based. For example, in a pre
Games publication that profiled 221 approved ATS technologies, all but one were from New South Wales-based 
companies, with the one exception coming from the ACT (New South Wales State Government 2000a). 

The ATS targeted 'high-potential companies with innovative, commercially attractive technologies' 
(PriceWaterhouseCoopers 2001, p. 29). Thus, rather than an open inclusion policy, companies had to apply to 
the New South Wales Innovation Council to have their technologies approved for inclusion in the Showcase. 
Certification applied to technologies rather than to companies per se, which allowed some member companies to 
have several technologies certified for inclusion (PriceWaterhouseCoopers 2001). Once companies' technologies 
were certified by the Innovation Council, they became eligible for promotional assistance that came in the form 
of a website listing; matching grants of up to $20,000 per company to cover patent advice, export, promotion and 
education expenses; and the opportunity to take part in profiling and networking events held shortly before and 
during Games time (PriceWaterhouseCoopers 2001). Indeed, of the $6 million the New South Wales 
Government committed to ATS, $4 million went towards supporting the export and international business 
development activities of Showcase companies (New South Wales Government, 2000a). As its promotional 
literature suggested, A TS offered technology holders, 

' ... dedicated client manager support; promotional opportunities through media releases and the A TS 
website ... and opportunities to participate in a series of domestic and international promotional events, 
business missions, and networking events with incoming business delegations and international business 
chambers.' (New South Wales Government 2000a, p. 2). 

The core marketing feature of ATS was a database of its approved technologies. These were subdivided into 
categories that included: information technology; scientific instrumentation; environment; energy; 
biotechnology; medical/pharmaceutical; agriculture; food; transport; and building services. The companies that 
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owned the technologies on the database were profiled in ATS marketing collateral that included hard and 
electronic copies of promotional literature, and also a dedicated ATS Internet website. 

To promote relationship building, the ATS hosted five networking functions shortly before and during the 
Olympic Games. The attendees included not only A TS companies, but also ATS Patrons (12 private sector 
Olympic Sponsors, and professional services firms such as PriceWaterhouseCoopers, Newport Capital Group 
and the Australian Stock Exchange Enterprise Market); international business representatives; venture capital 
companies; and any of the invited parties' respective guests. One of the functions, held two days before the 
Games commenced, was an exhibition at Fox Studios in Sydney. A senior ATS manager reported that on the 
actual day of that exhibition, $120,000 worth of sales were completed, and negotiations on sales worth a further 
$4.5 million were commenced. Other events included a networking luncheon held in conjunction with Business 
Club Australia (BCA). Ultimately, the ATS exhibitions and networking functions attracted a total of 1,400 
people (PriceWaterhouseCoopers 2001), and a senior ATS representative maintained that collectively, these 
events generated new investment, licensing fees and export opportunities valued at approximately $160 million. 
Obviously, the sustainability of the economic benefits derived from the ATS initiative will depend on the 
strength and durability of the relationships created among ATS companies, Patrons, and their international 
counterparts. 

Investment 2000 

Investment 2000 was also a product of the OBR, and was an investment promotion strategy aimed specifically at 
leveraging the Olympic spotlight to attract new foreign direct investment into Australia. The New South Wales 
State Government initiated the scheme, and later coopted the Australian Federal Government (through Austrade 
and Invest Australia), and Olympic sponsors, Westpac Banking Corporation and Telstra Corporation Limited. 
Through the international networks of these partners, Investment 2000 was a forum to facilitate networking 
opportunities between international business leaders and heads of Australian companies in the lead-up to and 
during the Games period. It was hoped that this networking would result in future investment activity into 
Australia. 

Interestingly, the Investment 2000 scheme emerged from the observations of New South Wales State 
Government representatives who attended the 1996 Atlanta Olympic Games. In particular, the model for 
Investment 2000 was based on Atlanta's Operation Legacy. However, Operation Legacy had a primarily 
domestic focus, seeking to attract industry from the northern United States into the southern states, and in 
particular, Georgia. By contrast, the Investment 2000 strategy was international in perspective and sought to 
avoid what one interviewee referred to as, 'interstate bidding wars.' This same interviewee, a senior executive 
from New South Wales DSRD, further pointed out that Investment 2000 was, 'a unique initiative in the sense 
that, in company terms, it was the first company established between two Olympic sponsors and a state 
government.' 

Investment 2000 highlighted New South Wales's comparative advantages in commercial and technological 
competencies to key decision makers from international businesses, particularly those based in the Asia Pacific 
region. Indeed, the Investment 2000 page on Austrade's Australia Open for Business website made particular 
reference to the Asia Pacific region, and Australia's growing role in facilitating the strategic activities of 
multinationals based in the Asia Pacific. The specific advantages that it was claimed made New South Wales 
suitable for foreign direct investment were: 'a sophisticated, accessible and stable market; an environment that 
supports 21st century business; an ability to facilitate Asian regional business strategies; an ability to support 
lowest-cost business strategies; and, the quality of life bonus' (www.australiaopenforbusiness.com; accessed on 
October 12, 2000). 

Through the networks facilitated by Austrade's and the New South Wales government's international 
offices, as well as the considerable linkages accessed through Westpac and Telstra, the Investment 2000 program 
undertook fifty offshore briefings to 2000 potential investors, and subsequently managed 300 inbound visits. A 
New South Wales DSRD executive explained that the offshore briefings and seminars delivered a sophisticated, 
targeted message that addressed the respective value chains of international corporations. He explained that: 

'We looked at the value chain and basically argued that all international corporations ought to look at 
what element of their business could best be suited to location in Australia. So, whether that was call 
centres for banks or IT companies, or companies actually owning and developing properties in 
Australia, there is an element of their business that could be located here.' 

As a result of these offshore seminars and the subsequent hosting of inbound visitors and delegations, by 
December 2001, 39 overseas companies had undertaken $520m worth of foreign direct investment into New 
South Wales, generating 1,100 jobs in the local economy, with a further 30-40 investments pending. A private 
Austrade document evaluating the outcomes of the initiative indicated that, '[the] successful components of the 
program included the delivery of top class selling propositions in Australia and offshore; accurate targeting of 
potential new investors, often from non-traditional sectors; and valuable relationship management through 
external networks.' 
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Queensland 
The approach to maximising the business impacts of the Sydney Games in the state of Queensland made an 
interesting case study for two primary reasons. First, Queensland provided an exemplar of publicly funded 
efforts to divert Games-related business benefits away from the host city and state. Brisbane, the capital of 
Queensland, lies approximately 12 hours drive to the north of Sydney, or about 1 ½ hours of flying time. From 
Brisbane and the Gold Coast in the south-east comer of the state, to the top end of the Cape York Peninsula, and 
out to the western border, Queensland covers a geographic area of approximately i,734,190 square kilometres; 
and has a population, as at 30 June 2001, of 3,635,121 persons (Australian Bureau of Statistics 2001). While 
Games-related business benefits certainly did not accrue to all of Queensland, analysis of the strategies 
employed in that state can, nonetheless, shed light on how the business benefits from hallmark sport events need 
not be constrained to an immediate host region, but can, with appropriate leveraging, be more geographically 
dispersed. The second reason Queensland made an interesting state-level case for analysis was related to the 
challenges posed by this geographical separation from the epicentre of the Games in Sydney. Predictably, the 
strategies employed in Queensland to deriving Games-related business benefits exhibited fundamental 
differences to those employed in New South Wales, and therefore, provided a good counterpoint to the earlier 
description of the approaches employed in New Ssouth Wales. The following subsection outlines the chief 
structures that were developed in Queensland to facilitate that state's business leveraging of the Sydney Games. 

The structures 

To maximise economic benefits from the Sydney Games, in January 1994, the Queensland State Government 
established the Queensland Olympic 2000 Taskforce (the Taskforce). Sub-committees were established in the 
areas of tourism, sport, special events, business and culture, with the sport and special events sub-committees 
amalgamating in 1995. Eventually, however, in September 1997, the Taskforce was reconstituted and ultimately 
comprised of twelve individuals from agencies within state government, sport, tourism, transport, local 
government, and media. The Taskforce was divided into sub-groups to develop strategic, marketing and 
operational plans in five key functional areas: business, sport, major events, arts, and tourism sectors. 
Throughout its existence, the Taskforce received strategic and operational support from a seven-person 
secretariat that was established in the Department of Tourism, Sport and Racing. 

Beneath the Taskforce and its secretariat, two further groups, the Interdepartmental Working Group (IWG), 
and the Regional 2000 Taskforce, were established. The IWG was formed to provide operational and strategic 
support to the Taskforce and its secretariat. As the name suggests, the IWG included individuals representing 
numerous state government departments; though it later added a number of representatives from Federal 
Government departments and private sector agencies. The state government departments represented were: the 
Department of Economic Development and Trade; Office of Sport and Recreation; Education Queensland; 
Tourism Queensland; Queensland Events Corporation; Department of Emergency Services; Queensland Health; 
Arts Queensland; Department of the Premier and Cabinet; Department of Main Roads; Department of Transport; 
Bureau of Ethnic Affairs; Queensland Police Service; and the Department of Tourism, Small Business and 
Industry (Pulsford 2001). As the Games drew closer, Federal representatives from the Australian Quarantine and 
Inspection Service; the Department of Immigration and Multicultural Affairs; and the Australian Customs 
Service; as well as representatives from the Queensland Olympic Council; the Queensland Paralympic Council; 
SOCOG (football); and Ansett Australia, were added to the IWG as observers. 

Obviously, with so many departments and agencies represented on the IWG, communication, coordination 
and overall integration was problematic. Problems related to integration were addressed in two ways. First, the 
IWG held meetings every six weeks to disseminate information from the Taskforce, and to share Olympic
related opportunities, successes and problems arising. Second, the Taskforce secretariat also performed an 
integration role as its members mediated among the relevant state government departments to help expedite the 
implementation of strategic initiatives formulated at the Taskforce level. 

The second group formed under the state government's Queensland Olympic 2000 Taskforce was the 
Regional 2000 Taskforce (R2000). In the years leading up to the Sydney Games, throughout Queensland, local 
governments established their own regional taskforces to facilitate local Games-related benefits. Thus, R2000 
was established to encourage integration among the regional taskforces formed in Cairns, Townsville, Mackay, 
Rockhampton, Sunshine Coast, Toowoomba, Brisbane, Bundaberg, Ipswich, and the Gold Coast. The state 
government Taskforce convened R2000 for a twice yearly to expedite information sharing among the regions. 
These biannual for a also provided opportunities for regional representatives to be updated on strategies 
formulated and implemented at state level that had potential impacts for regional Queensland. 

According to a Queensland State Government document, the Taskforce was focused upon achieving the 
following strategic goals: 

• To promote and facilitate pre-Games training and competition in Queensland;
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• To maxnmse Olympic business opportumties for Queensland firms by identifying and promoting
procurement offers for goods and services;

• To maximise the participation by Queensland performing and visual artists in the Olympic Arts
Festivals and associated events;

• To capitalise on the promotional opportunity the Games presented to market Queensland's tourism
destinations to international media and travellers; and,

• To finalise negotiations with SOCOG for Brisbane to host six matches and one quarter final of the
Olympic football tournament (Pulsford 2001).

The Queensland Olympic 2000 business opportunities project (The Business Project) 
Each of the overarching strategic goals outlined above were developed at the state-level by the Taskforce. Each 
strategic goal, however, had an accompanying suite of strategies that were formulated and implemented, largely, 
through the agencies constituting the IWG. For example, with respect to the second strategic goal above, to 
maximise Olympic business-related opportunities for Queensland firms, an initiative called the Queensland 
Olympic 2000 Business Opportunities Project (the Business Project) was implemented through the Queensland 
Department of State Development (DSD). The Business Project comprised the following strategies: 

• Assisting Queensland firms to secure contracts and revenue through the provision of goods and services
to Games authorities;

• Assisting companies to undertake product development for new markets arising from the Olympics;
• Ensuring Queensland products and services were part of the various Olympic-related supply chain

agreements;
• Using the Olympic Games as a platform to promote Queensland's investment advantages, and trade and

export capabilities;
• Using the Sydney 2000 Games to showcase Queensland technologies;
• Facilitating business matching with overseas visitors; and,
• Working with state-based Olympic sponsors to undertake business activities in Queensland (Pulsford

2001).

The Business Project primarily focused on diffusing information to Queensland companies on Olympic 
tenders and expressions of interest, sponsorship and licensing opportunities, as well as acting as a source for 
more generic Games-related information (Queensland Olympic 2000 Taskforce). The initial aim of the Business 
Project was to help Queensland companies realise $50m in Games-related business through the provision of 
goods and services to Games organisers, Olympic authorities, major contractors, and Olympic sponsors. 
Ultimately, however, according to Pulsford (2001), the Business Project far exceeded this initial aim and helped 
Queensland companies win $408m worth of Olympic contracts, with small-to-medium sized enterprises winning 
$123m of this amount. In a final evaluative report on Queensland's Games-related strategies, the apparent 
success of the Business Program prompted Pulsford (2001, p. 11) to recommend that, 'clear linkages [be] 
maintained across the tourism, events, sporting and business agencies within government to ensure that the 
potential business benefits, which can accrue from special events, are identified and coordinated.' Probably the 
other main area of Games leveraging success for the Queensland State Government was the area of pre-Games 
training. We now tum to a discussion of how three regions, not only in Queensland, but also in New South 
Wales and the Australian Capital Territory, undertook strategies to host pre-Games training in their respective 
regions. 

Regional Leveraging Initiatives 

In addition to tendering for Games-related business through the provision of goods and services to Games 
organisers, for regional stakeholders, the pre-Games training of Olympic athletes also presented a key 
opportunity for spreading the impacts of the Olympic Games beyond Sydney. This section starts with a 
description of SOCOG's national facility audit, and then moves onto discussing regional pre-Games training 
attraction strategies, and how these changed as competition among regions increased. Following that, the ensuing 
sub-section addresses the key features of the more successful attraction strategies; before an explication of the 
approaches of three focal regions, Canberra, the Gold Coast, and the Hunter Valley, to strategically leveraging 
pre-Games training for business outcomes. 

The SOCOG National Facility Audit 
Pre-Games training provided a useful mechanism for SOCOG to fulfil its mandate to provide a Games for all of 
Australia, and thus, where possible, spread potential Games impacts beyond Sydney. However, to do this, 
SOCOG first had to actually establish the level of preparedness across Australia for hosting Olympic pre-Games 
training. Subsequently, it had to disseminate this information to National Olympic Committees (NOCs), National 
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the relationship between a local soccer administrator in Canberra was leveraged to create a relationship with the 
Brazilian NOC. A delegation from Project 2000 subsequently visited the Brazilian NOC in Brazil. Ultimately, 
the Brazilian NOC chose Canberra as the location for the majority of its Olympic team's preparation camps. 

Canberra eventually hosted Olympic teams from three countries in the pre-Games period: The Brazilian 
Olympic team (139 athletes and 91 officials); the French wrestling and weightlifting teams; and the Israeli swim 
team. According to Project 2000, the estimated short-term impact on the Canberra economy of pre-Games 
training was 4,500 bed nights and about A$1m worth of business to local companies (Project 2000). 
Interestingly, Project 2000 made the decision to outsource the management and coordination of its pre-Games 
training to a private finn. Thus, with no mandate to derive longer-term impacts for the Canberra community 
from pre-Games training, no additional leveraging of established or new relationships took place. 

The case of Canberra demonstrates the utility of a direct, personalised approach to securing pre-event training 
business. However, as Claycomb and Martin (2001, p. 385) contended, the practice of building and maintaining 
business relationships can be 'interwoven with the consequences of those relationships.' In Canberra, the 
'consequences' of the relationships cultivated for pre-event training were not achieved to the extent that they 
might have been because there was no coordinated or strategic effort mounted to do so. Alternatively, the 
taskforces in the Gold Coast and the Hunter Valley implemented strategic leveraging programmes to optimise 
these potentials. The ensuing sections examine the approaches to procuring and leveraging pre-Games training in 
these two regions. 

The Gold Coast 

As outlined earlier, as lead-time to the Games diminished, pre-Games trammg attraction strategies grew 
progressively more sophisticated and personalised. In response, some regional marketers undertook roadshows 
to attract pre-Games training to their regions. For example, in 1998, members of the Queensland 2000 Task 
Force, the cross-institutional alliance organised by the Queensland state government, attended NOC fora in 
Spain, Fiji, and Russia to build relationships with NOCs. The effort continued into 1999 with members attending 
the European General Assembly for Secretaries-General, the Chef de Mission Conference in Sydney, the Asian 
NOC Forum, and the European NOC Forum. These visits facilitated a more personalised approach, which 
focused upon establishing the pre-Games training needs of specific NOCs, NFs and NPCs. This proved to be 
eminently more effective than the earlier, fragmented mass marketing methods. 

A further example of the effectiveness of the personalised approach is illustrated in the case of the Gold 
Coast. The Gold Coast is located in the southern comer of the state of Queensland on the eastern seaboard of 
Australia, about one-and-a-half hours flying time north of Sydney. It was one of the first cities to secure pre
Games training business and the only city to secure an entire Olympic team - the British Olympic Association 
(BOA). With the support of the GCOT, a local sport event entrepreneur, who also happened to be a British ex
patriot, initiated a personal approach to the BOA by organising a meeting in England with BOA management. 
During this meeting, he personally invited the BOA to visit the Gold Coast when inspecting potential sites for its 
Olympic Games preparation camp. This personal invitation, and the subsequent inspection visits by BOA 
delegates, cultivated interpersonal relationships between individual GCOT members and BOA managers that, as 
one GCOT member described, were 'built on knowledge, delivering on what you say, and on trust.' The result of 
this relationship development was that the Gold Coast became the BOA's official headquarters in Australia in 
the lead-up to the Sydney 2000 Olympic Games. Ultimately, the Gold Coast hosted 66 squads, or 1,300 athletes, 
coaches and support staff, from 15 different countries. The immediate short-term impact on the local Gold Coast 
economy of pre-Games training was estimated at approximately 40,000 bed nights and A$15m (Gold Coast City 
Council 2002). 

The cross-institutional composition of regional Olympic taskforces in the Gold Coast, and also the Hunter 
Valley, meant that pre-Games training became an excellent vehicle by which to cultivate internal relationships 
among the stakeholders composing the actual taskforces. Crucially, however, the inherent resource ties on the 
taskforces also provided what one interviewee referred to as 'an early warning system' of potential opportunities 
for increasing regional Games impacts. For example, through the interpersonal networks and resource ties 
developed in pre-Games training procurement, individuals on the GCOT collated intelligence on the media 
agencies, Olympic sponsors, and foreign dignitaries that accompanied their respective countries' teams in the 
lead-up to the Games. This allowed regional planners to 'stage-manage' the visits of these actors' as they arrived 
in their respective regions. For example, on the Gold Coast, the GCOT leveraged the relationship with the BOA 
to undertake cross-promotional work with team sponsors. The relationship was also used to attract British media 
to visit the destination, which in turn, produced media stories about the British teams training on the Gold Coast. 
In addition to short news stories, this strategy also resulted in a 30-minute documentary on the British camp and 
the surrounding Gold Coast region that was screened in prime viewing time on the BBC. This was mutually 
beneficial to both the BOA and the GCOT. The BOA received publicity for its individual athletes and sponsors, 
while the Gold Coast received extensive exposure in one of its core tourism markets. 
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Further, to optimise outgoing stories and images depicting the Gold Coast, a media centre was established to 
host, entertain, and 'provide leads' for the considerable overseas media contingent that followed the pre-Games 
training of their respective countries' teams on the Gold Coast. In fact, in the immediate lead-up to the Games, 
Gold Coast tourism marketers hosted media delegations from not only the United Kingdom, but also from the 
other 14 countries that had teams training in the region. The delegations were shown training facilities, and 
crucially, were also taken to see and film other selected features of the Gold Coast and surrounds. One local 
tourism marketer explained the strategic nature of hosting the visiting pre-Games training media in this way. He 
explained that, 'it meant that we maximised the potential for any stories, and maximised our contact with the 
journalists.' Interestingly, this emphasis on leveraging for tourism development seemed to take precedence over 
actual business leveraging on the Gold Coast. Indeed, of the 15 countries that had teams training on the Gold 
Coast, no ongoing business relationships, aside from tourism, were established. Alternatively, the case of the 
Hunter Valley provides an exemplar where the relationships created through pre-Games training were leveraged 
not only for tourism development, but also for the maximisation of wider business outcomes for local industry. 

The Hunter Valley 
The Hunter Valley is situated about two-and-a-half hours drive north of Sydney. At its core is Newcastle, a city 
of approximately 560,000 people. The region is well known for its shipping port, heavy industry and steel 
production, as well as, somewhat paradoxically, its vineyards and wine production. 

As with the examples of Canberra and the Gold Coast, a regional cross-institutional taskforce was established 
in the Hunter region soon after Australia won the right to host the 2000 Games. The cross-institutional nature of 
the taskforce enabled the ready matching up of Olympic-related opportunities with regional capabilities. 
Crucially, in the Hunter Valley, the HOBT also utilised its inherent resource ties to facilitate exchanges of 
intangible, information-based resources. These resource ties acted to bestow regional ownership, and therefore, 
local institutional legitimacy, on the formulation and implementation of regional strategic initiatives by the 
HOBT. 

This legitimacy was integral in terms of recognising and enhancing regional capabilities to offer quality 
services to NOCs, NFs and PNCs for pre-Games training. For example, the challenge of maintaining a 
relationship with a partner from a country with different language and cultural requirements, sometimes referred 
to as 'psychic distance,' is considerable (Ahmed et al. 1999). In the Hunter Valley, by creating a relationship with 
the language department from the centrally located Newcastle University, the HOBT was able to offer 
translation services and demonstrate the region's cultural sensitivity to the visiting delegations from prospective 
NOCs, NFs and PNCs. 

Ultimately, the city of Newcastle and the Hunter region attracted 56 inspections with the outcome of 35 
teams from 21 countries, or 960 athletes and officials, locating their pre-Games training camps there. The 
immediate short-term injection into the local Hunter Valley economy was estimated at A$8.2 million; with a 
further A$145.3m worth of successful tendering by local firms for Games-related business (Hunter Olympic 
Business Taskforce 2000). 

What added to the sustainability of this impact, however, was that the HOBT effectively leveraged the 
relationships created through pre-Games training to market the region for further export and trade opportunities. 
For example, the HOBT facilitated business introductions between local companies and stakeholders from the 
visiting teams' countries of origin. The HOBT was not interested in 'buying' visiting teams' pre-Games training 
at a significant cost to the local community. Rather, a leading member of the Hunter business community 
suggested that the HOBT was more interested in attracting teams using the region's existing infrastructure. Then, 
by way of its business leveraging strategy, the HOBT used pre-Games training to create positive business 
benefits beyond the sport and tourism communities, and into other local industries. As he suggested: 

'When some regions discovered National Olympic Committees were coming for the Olympic Games, 
they said, 'We will put these benefits on the table [to attract their pre-Games training camps].' The 
business benefits may not have come into it, because they were sporting people, not business people ... 
. But we thought that, if we could start, through their delegations, to build relationships from a business 

point-of-view, we could then see where that went.' 

By means of the cross-institutional structure of HOBT, this relationship building was tied closely to local 
public economic development initiatives. The alliance between regional private sector stakeholders and the local 
government economic development agency enabled resource support for the employment of a regional business 
development manager. The regional business development manager acted in a boundary spanning role to create 
and maintain horizontal and vertical linkages among the HOBT; the New South Wales State Government; local 
government; Hunter Valley sport organisations and tourism agencies; the local Chamber of Commerce; and 
crucially, with stakeholders such as NOC's Chef de Missions, sponsors, and consular officials from the countries 
of visiting Olympic teams. 

The Hunter business development manager used formal events such as luncheons and dinners to welcome 
visiting international delegations and Consular Ambassadors to the region. More informal social networking 
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functions were also staged to facilitate relationship building between visiting NOC's sponsors or delegations and 
local corporate actors. Importantly these functions were held to achieve the same outcomes - to build potentially 
fruitful relationships for the region that could be capitalised upon after the Games period. For example, formal 
relationships were cultivated with visiting Consul Generals from the Netherlands, Ireland and Germany. In 
addition, social gatherings, such as team welcome receptions, created informal networking opportunities. This 
informal, social networking setting provided casual interactions that were used to identify common interests and 
build relationships between local Hunter business people and visiting international delegations. Crucially, 
however, the period leading up to and during the Games was not seen as a time to actually do business, but 
rather, more as an opportunity to initiate and build relationships. 

Thus, the Hunter region's business leveraging initiatives leading up to and during the Games period created 
very real opportunities for ongoing economic impacts. The conversion of these opportunities into actual and 
enduring economic gain for the region was, to some degree, dependent upon the post-Games maintenance and 
leverage of the relationships that had been developed. It would have seemed integral, therefore, from a human 
resources perspective, to maintain consistency in the personnel that had initiated these interpersonal 
relationships. However, the employment contract of the Hunter business development manager employed by the 
HOBT to initiate and help maintain these relationships, expired shortly after the Games. Obviously, it is difficult 
to assess the extent to which this stifled potential returns to the HOBT' s strategic leveraging initiatives. 
However, anecdotally, it would seem that this failure to make the necessary contractual arrangements was a 
critical mistake on the part of the HOBT. 

Nonetheless, subsequent to the Games, the Hunter's business leveraging strategy still resulted in reciprocal 
trade missions from Ireland, and separately from the German and Swiss Business Chambers. New relationships 
were also created with European consulates, particularly those of Ireland and the Netherlands, in addition to the 
United States and Mexico. Further, owing to relationships developed through the German Olympic team, wine 
producers in the Hunter secured a position in the World Trade Expo in March 2001 to exhibit their wines. 
Collectively, the relationships developed through pre-Games training in the Hunter region, and the HOBT's 
associated business leveraging initiatives, produced fresh opportunities for regional tourism marketing, as well as 
new sales of local wine, agriculture, dairy, heavy industry, and aquaculture. 
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Chapters 

Concluding Discussion 

The results of this study illuminated a number of important theoretical and conceptual issues related to the 
effective business leveraging of mega or hallmark sport events. The 'one-off nature of the Olympic Games being 
hosted in Sydney, and more generally, the global attention focussed on Australia for the Games, had a profound 
impact on the Australian business environment. As the hype surrounding the Games intensified, so too did levels 
of environmental uncertainty as actors scrambled to position themselves for the economic windfall that many 
believed the Games would produce. This non-incremental jolt to the Australian business environment that was 
generated by the Games set in motion phenomena that demand further examination. Chief among these 
phenomena were the central roles that networking and relationship development played in business leveraging at 
all levels. This relationship development revealed the intricate nature of sport event business networks and the 
actual networking process. Indeed, the Games emerged as a time not to actually do business, but more a good 
time for leverage, and the creation of the requisite networks and relationships to enable future business. This was 
a key lesson learnt from the Sydney Games business leveraging initiatives. Whether this organisational learning 
becomes institutionalised in the sport event psyche demands further scrutiny. In the ensuing discussion, we 
explore these issues, but first, we start the discussion by addressing what is really at the core of business 
leveraging - the sport tourist. 

Reconsidering the Sport Tourist 

Researchers such as Chalip and Leyns (2002), Gibson (1998), and Standeven and De Knop (1999), have adopted 
similar approaches to the sport tourist - individuals and groups who attend sport events as participants and/or 
spectators. While this generic approach is a good starting point, this research has indicated that getting to know 
exactly who the sport tourist is, and doing so a priori to the event, is integral to the business leveraging of any 
relationships subsequently developed. Clearly, database approaches have been employed in the context of 
professional sport and have been shown to be useful for gathering generic data such as demographic information 
on fans, for example (Leonard 1997). However, the results of this study illustrate that, in a sport event context, 
the generation of longer-term business impacts requires considerable strategic activity aimed at the a priori 
identification of sport tourists intending to attend an event, as well as the networks that these actors could 
potentially create access to. 

At the Sydney Games, the strategic activity referred to above was quite divorce from the event itself, and was 
information intensive in that not only were individual sport tourists identified by stakeholders such as Austrade 
agents stationed in key international markets, but equally important, the networks that these international actors 
could create access to for Australian actors was also established. Implicit here is the fact that a key tenet of all of 
the business leveraging initiatives explored in this study was the formalisation and solidification of cross
institutional linkages among domestic event stakeholders. These domestic relationships enabled information 
exchanges and the strategic identification of the leading international corporate decision-makers and visiting 
dignitaries from target offshore markets who were intending to visit Australia for the Games. Once identified, 
the development of deeper, more enduring relationships of an interpersonal nature became possible. Without this 
a priori identification, however, relationship development, and hence, the potential leverage of these 
relationships, would have been problematic. Therefore, the a priori identification of sport tourists was integral to 
later leveraging activity, and demanded considerable exchanges of information-based resources. These resource 
exchanges were, of course, facilitated by the establishment of strategically structured taskforces, a subject to 
which we now tum. 

Structural Aspects of Business Leveraging 

While all of the business leveraging initiatives explored in this study produced positive outcomes, these 
outcomes could potentially have been even more significant, and in some cases, were achieved in spite of certain 
structural deficiencies in the leveraging infrastructure. For example, in Queensland, there were three key 
taskforces: the Queensland Olympic 2000 Taskforce (the Taskforce); the Interdepartmental Working Group 
(IWG); and the Regional 2000 Taskforce (R2000), which was itself constituted of individuals from taskforces 
throughout regional Queensland. The relationship between the three taskforces was hierarchical, with the 
Taskforce at the top, followed by the IWG, and R2000 at the bottom. Obviously, integration among such a large 
and diverse group was always going to be problematic, but was nonetheless attempted through meetings 
convened every 4-6 weeks between the Taskforce and the IWG; and only bi-annually between the Taskforce and 
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stakeholders. Establishing the grounds for such a high and sustained level of cross-institutional policy and 
strategy formulation, without the focus provided by the Sydney Olympic Games, would have been almost 
impossible. Thus, although the Summer Olympics only take place every four years, in the countries that win the 
right to host them, the Games represent a massive, non-incremental jolt to their respective domestic business 
environments. And, as with any Olympic Games, the hype that characterised the build-up to Sydney 2000 was 
considerable. Indeed, Waitt (2003) explained that the national fervour for the Games built as the Opening 
Ceremony drew closer, and created an environment of extreme excitement and anticipation in Australia. 

In many sectors of the Australian business community, this fervour also contributed to disproportionate 
expectations of economic windfalls from the Games. Inherent to these high expectations was a sense of 
complacency that Games-related economic benefits would somehow 'naturally' accrue. Still, in other sectors, 
particularly those based outside of New South Wales, there was a sense of apathy that Games-related benefits 
would not expand beyond Sydney and New South Wales. Thus, it was important that these diverse expectations 
were managed such that the task of 'selling' the notion of leveraging to the collective Australian business sector 
became possible. To maximise Games impacts nationwide, it was critical that individual actors were encouraged 
to undertake individual strategic activity to facilitate these benefits. In this respect, the pedagogic role filled by 
the federal and state governments' respective Games roadshows was crucial to decreasing environmental 
uncertainty as corporate sector actors and individual small-to-medium sized enterprises struggled to find access 
to the Games' purported economic benefits. Therefore, before relationships with international stakeholders could 
be considered, domestic relationships in the Australian business context had to be addressed. 

As outlined in the Results section, these domestic relationships became manifest as taskforces at national, 
state and regional levels. Individuals that represented federal, and/or state, and/or local governments; emergency 
services; sport; tourism; and the corporate sector constituted the taskforces at each level. In some cases, actors 
from the arts, environment, rural, education, hospitality, construction, and retail sectors were also represented. 
Obviously, the tightening of system coupling and associated increases in the multiplexity of ties among such 
diverse institutions heightened the potential for conflict. However, another consequence of the non-incremental 
nature of the Games was that this potential for conflict and disharmony was, on the whole, averted. The Games 
bestowed legitimacy on the activities of the taskforces that allowed their cross-institutional nature to function as 
what March and his colleagues referred to as a 'garbage can' of potential decision outcomes (Cohen, March & 
Olsen 1972; Cohen & March 1974; March & Olsen 1976). The nature of the garbage can model suggests that in 
complex, uncertain environments, extraneous matters tend to get lumped into the decision making process, as do 
solutions to problems that may or not even have eventuated yet (March & Olsen 1976). Thus, rather than a 
rational process of a clear cut problem followed by a logical solution, under such conditions, various strategic 
choices are Jumped into a 'garbage can' full of possible problems and potential solutions. 

As the Olympic Games loomed, the various taskforces that had convened to derive economic benefits from 
the Games became complex 'garbage cans' into which problems, solutions, and even participants, were dumped. 
The horizontal structure and institutional linkages inherent to the taskforces facilitated information diffusion 
about leveraging-related business practices. As Abrahamson and Fombrun (1994) contended, such inter
organisational linkages can serve to reaffirm patterns of interdependence and cooperation, and can enhance 
stability, social approbation, and legitimacy in the focal network. This legitimacy was exemplified in the 
taskforces in the Hunter region and in Queensland. In both cases, taskforces were constituted and later 
reconstituted when members recognised dysfunction that could not be remedied without considerable 
reconfiguration of the actual collective. The one-off nature of the opportunities for Olympic leveraging produced 
a homogeneity of beliefs among actors that change was necessary. DiMaggio and Powell (1983) contended that 
such a homogeneity of beliefs among interlocked network partners can create institutional pressures for 
conformity among actors. Without the institutional pressure for change created by this homogeneity of beliefs in 
the Hunter and Queensland taskforces, it is highly unlikely that change of the magnitude required would have 
been achieved so quickly, indeed, if at all. This points to what could be a key benefit of hosting a mega event -
the event provides the necessary focus and legitimacy to achieve organisational change outcomes that would 
ordinarily require years of costly political activity and lobbying. 

The cross-institutionalism and horizontal structures of the taskforces at each level were appropriate to the 
uncertain, turbulent environment in which they operated. The very nature of such horizontal, organic structures 
predisposes them to a free flowing of information and a heightened sensitivity to environmental change (Daft 
2001). Cohen et al. (1972) referred to such uncertainty as 'organised anarchy,' where actors do not rely on the 
vertical hierarchy that typically characterises bureaucratic decision rules, but instead, attempt to make decisions 
in unclear and problematic conditions. Obviously, the conditions described above, where members of some 
taskforces accepted the need to 'fire' themselves from their own taskforces, suggests just these unclear and 
problematic conditions. What it also suggests, however, is the presence of some level of organisational learning 
where actors decoded environmental data and took appropriate action in the full knowledge that this action 
would result in the loss of individual position and privilege. 
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Where there is learning that 'changes the system' and requires the 'unlearning' of old ways of operating so that 
the new ones can be acquired, such as that described above, Argyris (1999) termed this 'double-loop learning.' 
Double-loop learning can produce profound change because it results in not only new decisions, but also new 
rules and methods for making decisions (Scott 1998). The results of this investigation suggest that one of the 
most profound legacies of the Sydney Games was that the potential for double-loop learning was created in the 
global sport event industry. Event owners and managers, particularly of mega and hallmark sport events, 
witnessed that public-private partnerships in business leveraging could indeed work at national, state and 
regional levels. 

Since the Sydney Games, it is interesting to note that the State Government of Queensland implemented 
business leveraging programs to coincide with both the 2001 Goodwill Games and the Commonwealth Heads of 
Government Meeting (CHOGM), both hosted in Brisbane. In addition, the 2002 Manchester Commonwealth 
Games was accompanied by an integrated business leveraging initiative that employed key consultants that had 
worked on Austrade's Business Club Australia program. Further, in March 2003 in the lead-up to the 2003 
Rugby World Cup in Australia, Austrade launched its 'Rugby Business Club Australia' program. These 
examples, and the fact that the IOC paid the Australian Federal Government for the right to replicate the 
Business Club Australia program at future Olympic Games, suggests that business leveraging may have become 
a permanent new feature of mega and hallmark (sport) events. 

The fact that a number of individuals that were involved in the formulation and implementation of the 
Sydney 2000 Games leveraging initiatives are also involved in leveraging initiatives associated with the events 
listed above, suggests that the intellectual capital and normative lessons developed through the Sydney 2000 
experience are being carried over. Thus, the potential for real double-loop learning to occur, as opposed to 
straight mimesis, has been created, as has the potential for the institutionalisation of the business leveraging 
knowledge developed through Sydney 2000. By monitoring the results of each event's associated business 
leveraging initiatives, the potential for ongoing double-loop learning by event stakeholders will be created. As 
alterations and improvements to business leveraging are made when and where appropriate in successive events, 
the underlying intellectual capital will hopefully become institutionalised. In particular, learning from Sydney, it 
would seem critical to put in place structures that facilitate integration among the respective leveraging 
programs. In tum, such integration should enhance the potential for exchanges of information-based resources 
and, thus, engender an even stronger basis for organisational learning. 

Event Networks and Networking 

Another key outcome of this report was the development of a deeper level of understanding of the complexity of 
event networks, and also of the actual networking process as it pertains to mega events and business leveraging. 
At each level of leveraging, the actual event was repeatedly revealed as a time to create and/or reinforce 
relationships, rather than a time to actually do business. As many of the 'targets' for the respective leveraging 
programs were in the country on junkets to see the Games and undertake leisure-based activities, any attempt at 
'hard sell' tactics would have been self-defeating. In Olkkonen's (2001) terms, of the three 'layers of substance' in 
an event network - actors, the activities actors undertake, and the resources that actors control - getting the first 
two layers right were clearly integral to gaining access to the third. Indeed, the challenge was to get across a 
message that positioned Australia as a forward-thinking, innovative place to do business, without scaring off 
potential business partners and investors with inappropriately forceful delivery. This challenge was handled 
similarly at each level - rather than traditional business meetings in corporate boardrooms, many of the meetings 
with international corporate actors were informal in nature, and were very much social occasions that featured 
picturesque surroundings, sumptuous meals, ready supplies of alcohol, and of course, had the drama and 
spectacle of the Olympic Games as a backdrop. 

Interestingly, the complexity of the Olympic Games event network was used to advantage in each of the 
leveraging programs investigated. For example, Business Club Australia bundled membership into packages 
offered to NOCs' sponsors and official suppliers of travel services. At any one time, these bundling tactics 
served to increase the raw numbers of people present in the Business Club Australia hub at Darling Harbour, 
thus adding to the hub's euphoria, sense of excitement and general atmospherics. However, more importantly, 
they also deepened the 'actor bonds' (Olkkonen 2001) among stakeholders by facilitating opportunities for access 
to multiple business networks simultaneously. 

Similarly, the cross-institutional taskforces formed to plan and implement leveraging strategies were 
themselves sources of valuable networking and learning. The non-incremental hit to the Australian business 
environment acted to thrust formerly disparate actors together in the various taskforces. Most of the individuals 
selected to join taskforces were selected because of their special skills and contacts. Such a conglomeration of 
individuals with access to highly valued skills and resources inevitably creates the potential for equally 
exceptional outcomes. In a sufficiently organic setting where innovation and information diffusion are highly 
prized, individual actors on taskforces represent conduits to still further networks. Indeed, the initial selection of 
actors to join the Olympic Business Roundtable (OBR) was an excellent example of this. The actors selected to 
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Jorn the OBR were selected because of the access to further networks and resources they represented. 
Essentially, this cross-institutional taskforce became the model emulated by state and regional taskforces 
throughout the rest of Australia. Some of the taskforces have survived beyond the Games and have been used to 
coordinate further sport and non-sport business facilitation and leveraging programs. For example, on the Gold 
Coast, the learning generated from hosting Olympic pre-Games training has been integrated into the local City 
Council's current tourism strategy. Gold Coast City Council now actively markets the region to international 
professional sport organisations as a pre-season training location. It has also begun negotiations with the English 
Commonwealth Games Association in connection with pre-event training for the 2006 Commonwealth Games. 

Though the Gold Coast example is encouraging, in terms of institutionalising the knowledge gained from the 
Sydney 2000 leveraging initiatives, one of the emerging challenges, as Chalip (2001a) noted, will be to convert 
the relationships formed among individuals throughout the leveraging process, into organisational ones. 
Although some of the taskforces formed at the various national, state and regional levels have survived post
Games, many of the individuals who were directly responsible for facilitating leveraging, like the Hunter 
business development manager discussed earlier, did not have their contracts renewed, or their temporary 
'Olympic units' were disbanded after the Games. 

To leverage off the October 2003 Rugby World Cup, Austrade have undertaken a business leveraging 
program that is modelled closely on Business Club Australia. This represents an interesting development. 

Perhaps this program will provide the opportunity for the accumulated knowledge developed from Sydney 2000 
to become anchored in the organisational memories of Australian companies (Chalip 2001a). Of course, further 
work examining this initiative is necessary to find out if this is the case. Such work will also go some way 
toward answering Chalip's (2001a) question pertaining to how much value is added to the economy of an 
Olympic Games host as a consequence of the learning that the event engenders. 

Clearly, putting an exact figure on that value is problematic. Nonetheless, the very presence of Austrade's 
Rugby World Cup initiative provides a rare opportunity to examine the extent to which the knowledge gleaned 
through the Sydney experience represents learning of a double-loop kind that has 'changed the system' 
(Olkkonen 2001). That is, perhaps one of the most profound impacts of the Sydney Games is that its associated 
strategic business leveraging initiatives have changed how the international sport event industry assesses the 
impacts of mega events. Clearly, continued research is required to verify this, but perhaps, as a learning 
community, a paradigm shift has taken place where the owners and managers of mega sport events will now 
approach their events from a more network-driven perspective, with more of an eye towards longer-term, 
sustainable business impacts rather than their traditional emphasis on short-term, visitation-related benefits. 
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