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A celebrAtion thAt lifts the nation 
and boosts its profile around the world. 
these were the aims and achievements 
of the Festival of britain whose 60th 
anniversary has been remembered across 
this year. Six decades later there are many 
parallels between that national occasion 
and the forthcoming calendar of regal and 
sporting events in london 2012. 

like the Southbank-based festival of 
1951, the 2012 olympics and Paralympics 
have been a catalyst for some controversial 
regeneration projects. And like that post-
war party for the nation they will also 
celebrate great feats of determination and 
endurance (we could cheekily include the 
Queen’s Diamond Jubilee in this definition, 
too). 

however, where these landmark events 
differ is in the national mindset. the 
Festival of britain created such excitement 
and enjoyment that visitors wept at its 
closing ceremony, but the potential of 
2012  has not yet been grasped.it seems 
that events organisers and large corporates 
are only just waking up to the possibilities. 

Adviser to the events sector and former 
president of the international Special 
events Society, Arthur Somerset has 
anecdotal evidence that the olympic sites 
have received more visitors on school trips 
and blue badge tours (primarily retired 
people) than from the industry itself.

Mayor boris Johnson is waving the flag 
(p5) but, as Somerset points out, it’s time 
for the rest of the country to realise that 
events in 2012 will be a global showcase 
for britain. this is the best-ever moment to 
entertain global clients, promote products 
and motivate staff. 

Money may be too tight to mention at 
the moment, but according to the Golden 
opportunity report recently released by 
olympic sponsor Visa, the seven-week 
period of the Games could create an 18.5 
per cent uplift to the economy

it’s time to harness that possibility 
and to think creatively this supplement 
offers ideas and practical advice. it looks 
at whether london is ready to welcome 
the world, and how to brand and manage 
themed events. And it considers how to 
harness social media and networking to 
sustain the legacy of your own events and 
assess the return on investment. 

Let the games begin 
Harness the opportunities 2012 can offer,  
or face being left behind

Foreword
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By Stephanie Sparrow
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is the project cost of hosting 
the Games. Time to get  
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The possible uplift in the value 
of UK tourism in the five years 
after the Olympics.
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The proportion of donations  
to Team 2012 that go directly  
to British athletes.
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tweeting from the World 
Economic Forum this year.
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For An eVent venue with a 
difference, fabric could be the place.

Well-known london music venue, 
fabric, hosts club nights every Friday, 
Saturday and Sunday. but the rest of 
the week it is a venue for corporate 
hospitality used by companies such as 
Goldman Sachs, the bbc, MtV, Virgin 
Mobile and the london business 
Forum.

events manager Jessica reilly says: 
“fabric is a lot more than a nightclub. it 
is highly versatile, easy to theme and 
can accommodate almost any kind of 
event. it’s an urban jungle, glamorous 
lounge and high-tech wonderland all 
in one place.”

it can host events such as corporate 
conferences, parties, fashion shows, 
formal dinners and presentations for 
up to 1,800 guests.

the venue has already had games 
experience, having recently hosted a 
quintessentially british event for an 
international energy company. “it 
took london’s participation in the 
games as the theme and included 
a party for 1,500 people which 
capitalised on the multimedia screens 
throughout the venue,” says reilly.

Something most other venues 
can only envy, fabric offers: award-
winning sound and lighting systems, 
with giant screens that can be used to 
show live sports action. reilly says: 
“fabric is a feast for the eyes – and 
ears. it is equipped with a network 

Refreshing 
approach to 
corporate 
entertainment
Impressive range of spaces inside revered music 
venue can be transformed to suit your event needs

which means music can be fed from 
any one of its spaces into any other, 
and all rooms have separate lighting 
controllers and smoke machines.”

t he in-house product ion 
depar tment inc ludes sound 
technicians, lighting engineers and 
live sound specialists, well versed 
in delivering corporate messages in 
standout style. 

First impressions count, so the 
foyer and front of the building can 
be used for projections and ambient 
lighting – a way to welcome guests 
and make a statement from the outset.

the raw bricks, wood and steel 
interior space of fabric is striking. 
“the combination of modern lighting 
and the Victorian building’s exposed 
brickwork and arches create dramatic 
effects,” says reilly. “large areas 
of wall space mean it can be easily 
transformed to suit all needs.”

opened in 1999, fabric occupies 
the large Victorian building that 
was formerly the Metropolitan cold 
Stores, directly opposite london’s 
famous early-morning Smithfield 
market. it is a short step from the 
tube and national rail services at 
Farringdon station. “this is just one 
stop away from King’s cross, where 
games visitors can catch the high-
speed train straight to the games 
park – only a short journey away,” 
says reilly

being close to the city boosts 

f a b r i c ’ s 
p o p u l a r i t y 
with top city 
companies, and it 
is well connected with 
the West end. clients can 
choose to hire the whole venue, 
or select one or more of the varied 
interior areas. 

room one – offering a capacity 
of 800 – boasts europe’s first bass-
loaded bodysonic system beneath the 
dance floor, bringing bass sensations 
directly into the body – literally 
sensational.

the venue also of fers an 
extendable stage and a DJ booth, 
and includes a mezzanine ViP lounge, 
with a capacity for 250 people, and its 
own bar that can be hired separately. 

room two, with space for 500, 
includes a tiMax imageMaker 
system, similar to that used by the 
bolshoi ballet, which creates a 
surround-sound effect and allows 
voices and sound effects to come 
from any part of the room. it also 
has a deep stage area that can be 
converted into a catwalk for live acts 
and presentations, plus a light and 
sound gallery and a laser system.

room three, with space for 200, 
is a club-within-a-club, a smaller 
space for more intimate gatherings, 
with dedicated entrance points from 
the lobby and a separate bar and 
mini-balcony lounge. there is also 

a sunken bar 
with banquet 

seating, couches 
and a dedicated 

bar area for relaxed 
meetings and events.

“it’s a flexible complex of spaces 
that can be used for all kinds of events, 
including exhibitions, conferences 
with break-out workshops, showcases 
and product launches,” says reilly, 
who has 12 years of experience in 
the events industry.

examples of its versatility include 
an eighties-themed night organised 
by fabric and enigma events for the 
25th anniversary of financial trading 
systems supplier Fidessa, with neon 
lights, colourful cocktails and roller-
skate dancers, and a night for cinema 
company Future cinema based on 
the film Metropolis. 

here the lower levels were 
transformed into a worker ’s 
‘underworld’ and the mezzanines 
into upper class venues, while live 
performers rescored the main movie 
and short films were shown in corners 
of the club.

“As a venue, fabric is distinctive. 
it’s a more enlightened approach to 
corporate entertainment,” says reilly.

to discuss private hire call Jessica 
reilly on +44 207 549 4844, or email 
events@fabriclondon.com
www.fabricevents.com



Boris Johnson, the Mayor of london, 
and one of the few politicians to be on 
first name terms with the public, has tall 
hopes indeed for the 2012 Olympics.

“we will be ready to stage the most 
spectacular and memorable games 
ever held,” he says, before being 
whisked off to yet another planning 
meeting on the event he hopes will 
showcase the best of Britain.

 “we have iconic games venues 
that have been delivered on time and 
under budget; we are making vital 
improvements to infrastructure and the 
transport system and we are building 
a volunteer army through our team 
london initiative that will harness the 
good will of londoners across the city,’ 
he says. “As the international focus 
turns towards london, we have this 
once-in-a-lifetime chance to show the 
world why it is the number one place on 
the planet to do business,” he said.

to date, 145,000 businesses have 
registered with Competefor, a website 
that allows businesses to apply for 
opportunities linked to the games.  
More than 8,900 business 
opportunities have been made available 
under the scheme aimed at small and 

medium-sized firms, he says.
the Mayor also plans to use the 

Olympics to draw multi-national 
business leaders and showcase the 
capital as a business centre. 

through an initiative called london 
house he will invite leading figures from 
companies such as Amazon, Apple, 
China Mobile Communications and the 
tata group to join in the celebrations.

Boris admits that the riots in August 
were “a real knock” for his beloved 
city. “But londoners responded 
magnificently in their aftermath. i 
have been genuinely moved at how 
communities rallied in the wake of what 
happened,” he says. “what occurred on 
our streets was deplorable, but i do not 
believe that people will shun our great 
city as a result.” think of paris, he says. 
“it suffered terribly in the aftermath 
of rioting in 2005. no one i know is 
frightened of strolling down the Champs 
elysees or whiling away an afternoon in 
Montmartre.”

“london remains, without doubt, 
the most enchanting, exciting and 
welcoming capital city in the world. 
the experience of 2012 will cement 
those qualities in the minds of all those 
who visit. i urge every business, big 
and small, to act now and get ready for 
london 2012.”
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the stadium is up, the chairs have been 
ordered and the giant shopping centre 
on the olympic site has started trading. 
the £9 billion project to host the Games 
is supposed to be good for britain 
and good for the economy. but what 
exactly will it mean for businesses, 
other than those fortunate enough to 
have secured major contracts or rich 
enough to fund sponsorships?

it’s an important question but one 
that only four in 10 businesses in the 
UK have started to ask, according to 
research by financial consultancy 
Deloitte. of the 42 per cent that have 
started the process of planning for 
london 2012, nearly four in 10 say they 
are running behind because there was 
more to do than they had anticipated.

the Games are an opportunity that 
could pass business by or, worse, lead 
to a drop in revenue unless companies 
plan ahead, says rick cudworth, head 
of Deloitte’s business continuity and 
resilience team. 

“if you are coming to london or 
bringing in additional staff, have you 
planned where they are going to stay 
when hotel room availability will be 
limited? have you thought about the 
impact of transport disruption on 
moving your staff around the city  
or potential disruption to your  
supply chains?” he says.

With 500,000 extra visitors 
descending on the capital and other 
olympic hotspots, Visa europe is 
predicting a £750m boost to consumer 
spending, but where will it land? the 

Ready, steady, go
The success of 2012 rests on London’s ability to 
become the host with the most. But with only  
42 per cent of businesses planning for the  
Games, will London be up to the job?

olympic influx is likely to force out 
some of the usual tourists, put off 
by the fear of crowds and transport 
disruption. 

Sports tourists are different from 
regular ones because they are not 
coming to see london but for the 
Games that happen to be in london, 
says cudworth. “Assuming they stay 
for a few days either side of a ticketed 
event, then other london attractions 
will have to work hard to compete 
with specific olympic orientated 
entertainment, such as the cultural 
olympics or,” he says. 

“if you are running a pub or a leisure 
attraction such as the london Dungeon 
or london eye, what are you going to 
do to attract visitors who are interested 
in sport, not tourism?”

A major concern among companies 
in Deloitte’s survey was the availability 
of staff. More than a fifth of senior 
executives planned to take time 
off work during the Games period. 
“Surprisingly, executives from 
tourism, hospitality and leisure were 
the most likely to be planning to take 
holiday,” cudworth says.

“in the Sydney Games we saw quite 
a significant change in the workforce. 
Around 27 per cent took annual leave 
and 22 per cent worked remotely. 
eighteen per cent travelled to and 
from work at different times and 15 
per cent changed the number of hours 
they worked.”

the question of whether the UK is 
prepared  for 2012 is also reflected in 
a survey of 500 firms carried out by 
professional services company Pwc. 
nearly two-thirds of managers ➤  

As the world descends on the capital next summer, the Mayor  
will be waiting with open arms, a trusty supply of bons mots  
and a seemingly irrepressible desire to shock, just a little

By Liz Lightfoot

London needs you

By Liz Lightfoot

Influx: London will see 500,000 extra visitors next year
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What legacy will the Olympics bring to London’s tourist trade?
Evidence from other cities suggests 2012 could bring different types of visitors

in thiS AGe of austerity corporate and 
agency event planners are naturally 
concerned about paying through the 
nose during next year’s celebrations 
and sporting events.

With the support of the Mayor of 
london, the GlA (Greater london 
Authority) and the london 2012 
organising committee, locoG, 
a voluntary code of practice was 
launched at the end of 2008 in a bid to 
eradicate the perception that london 
would suffer the same fate as past 
olympic host cities and fail to control 
pricing. the 2012 UK events industry 
Fair Pricing and Practice charter 
has since attracted 500 signatories 
including businesses and venues.  

Zanine Adams, head of event 
solutions at london & Partners, 
the official agency for promoting 

london says: “the charter 
has provided the means by 
which event stakeholders 
can readi ly ident i f y 

Will greed bleed London dry?
Pricing charters set London apart from other host cities, but do they have teeth or are they symbolic? 

➤ it surveyed said they had not 
started to consider the threat of staff 
absenteeism during the Games, 
through holiday or sick days. 

of those already drawing up 
plans, 36 per cent were considering 
flexible working hours, a quarter home 
working and a third were considering 
the installation of television screens 
in the workplace.

hospitality, travel, leisure and 
tourism, sectors dominated by smaller 
businesses, will be at the heart of the 
provision for visitors. Yet according 
to the State of the nation 2011 report 
from sector skills council People 1st, 
86 per cent of businesses in these key 
areas have taken no steps to plan for 
the Games. british firms must wake 
up if they are to make the most of 
extra spending next year, says Sharon 
Glancy, director of People 1st training 
company.“it is not too strong to say 
that london 2012 will be deemed a 
success or failure on the strength of 
how well we welcome and look after 
our international guests,’ she said.  

People1st has adapted Worldhost, a 
customer service training programme 
developed in canada and used to train 
39,000 tourism staff and volunteers 
at the successful Vancouver Winter 
olympics last year. it has also launched 
a campaign to train 200,000 people in 
key jobs before the start of the Games.

By Mike Fletcher
venues, destination management 
companies, producers and suppliers 
that have made a firm commitment to 
reasonable and fair trading terms in 
the run up to and during the olympic 
and Paralympic Games period of 
2012.” Signatories are listed on the 
london & Partners website and are 
part of Adams’ sell when she advises 
national olympic committees and 
sponsors on sourcing hospitality hubs 
and event spaces.

Fair pricing for 2012 received a 
further boost in July this year with 
the launch of the Mayor’s london 
Visitor charter. Signatories vow to 
maintain their prices during the period 
of the london Games and deliver their 
goods and services in an ethical, 
environmental and sustainable way. 

to date, they include eurostar, 
Addison lee, the new West end 
company representing businesses 

in bond Street, oxford 
Street and regent Street, 
as well as a host of visitor 
attractions such as the tower 
of london, hampton court 

and Kensington Palace.
however, the problem with both 

2012 charters is that they’re largely 
symbolic. london & Partners admits 
that if anyone breaks the terms of 
the charter, the most they can do is 
investigate a complaint, act as an 
intermediary and, if no resolution 
could be found, remove the company’s 
name from the list.

rick Stainton, managing director 
of event production agency Smyle 
and a fair pricing and practice 
charter signatory thinks it unlikely 
that signatories will break 
their pledge. “the legacy 
for suppliers and 
agencies 

such as us should be to build stronger 
relationships with our london 2012 
clients and ensure repeat business in 
the long term,” he says. 

however, Stainton has experienced 
hotels and venues that have historically 
provided a heavily discounted rate for 
a 30-day hire, now sticking to their 
published prices because it’s during the 
Games. “is that fair pricing?” he asks. 

For Jayson Weston, in-house events 
manager at kitchen appliances firm 
indesit company, the issue is too many 
parties in the chain – including locoG 
– which drives up prices. “instead 
of unenforceable charters, what we 
need is a way of policing inflated price 
rises,” he says. 

“it is vital for the reputation of 
the british tourism industry that 
fair pricing and business practice is 
carried out, but while there’s too many 
parties looking to make a profit from 
the Games and there’s nothing in place 
to properly police practices, london is 
always going to be an expensive place 
to stay in and host events throughout 
2012.”

A study by Oxford economics, the 
forecasting consultancy, predicts that a 
significant number of the usual tourists 
will be displaced by visitors to the london 
2012. theme park owners in los Angeles 
saw a decline in revenue in 1984, the 
Costa Brava resorts lost trade during the 
1992 Barcelona games and in sydney the 
normal tourist attractions experienced a 
downturn in business, it says.

it found little evidence that hosting 
the games boosted tourism in later 

years. On a more optimistic note, 
however, Oxford economics suggests 
there are special circumstances that 
could create the conditions for a 
significant legacy effect of london 
2012. the games represent a unique 
opportunity to increase awareness 
of what the uK can offer to people in 
China, india and russia – countries 
that currently account for less than 3 
per cent of spend by inbound tourists, 
it says. Between 2012-17 there could 

be an extra £1.27 billion for the uK and 
£0.88 billion for london. 

“these gains are largely to be 
generated by higher numbers of 
visitors from emerging markets who 
decide to visit the uK as a consequence 
of the media exposure and publicity 
associated with the games,” it says.

But it warns: “this central projection 
assumes that a number of effective 
marketing and planning practices are 
successfully implemented.”
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it’S noW or never. the media frenzy 
about to hit london for the olympics 
and the Queen’s Diamond Jubilee, 
means there’s arguably never been 
a better time to put your company on 
the map with a product launch, gala 
or corporate event. 

According to director of business 
and major events at london & 
Partners, tracy halliwell says: “every 
bit of land available will have been 
considered for brand or hospitality 
activity, from pop-up pavilions to 
private members’ clubs that rarely 
open their doors to non-members.”

the grim reality, of course, is that 
while it’s an unmissable opportunity 
to get your product or company brand 
out there, times are tough. therefore, 
it’s imperative to get maximum 
benefit from your venue in terms 
of publicity and building business. 
Johnny roxburgh, founder of events 
company the Admirable crichton 
whose clients range from bank of 
America to Jimmy choo, advises: “if 
you want kudos internationally, you 
can get it. but events need to be held 
in iconic or historic venues. You can 
pitch a tent along the Serpentine, but 
it’s got to be instantly recognisable.” 

one of the most unusual and 
versatile locations he’s working 
with at the moment is horse Guards 
Parade, which can accommodate 
1,300 people for dinner. “it’s iconic, 
you can put up a glass tent and you 
have an amazing historic backdrop 
behind you. there’s even a link to 
the olympics as it’s the venue for 
volleyball,” says roxburgh.

For something more off-the-grid, 
he suggests the old Vic tunnels under 
Waterloo Station, which offer 25,000 
sq ft of raw, urban space for uber-
trendy entertainment or exhibitions.

Quirky certainly suits the london 
mood. “A year ago i would have 
said corporate events were dead, 
but companies now want creativity 
and fun ideas,” says roxburgh. to 
that end he rates the boiler house 
at battersea Power Station in gritty 
south london, where appropriate 
lighting and dressing  can create 
any mood. 

laura bayford, managing director 
of venue co-ordinator industri 
Management agrees that battersea 

Location, location, location
Whether you want to stage a show-stopping product launch 
or be creative with a budget-sized campaign, there are 
plenty of options to make the most of London’s big year 

By Rosalind Mullen Power Station’s versatility is on-trend. 
the seven-acre site has hosted such 
diverse events as space-age film 
preview parties and green motoring 
festival, ecoVelocity. 

“it’s a powerful london landmark 
that’s not open to the public, so it is 
a novel experience for people,” says 
bayford. 

For experient ial, look no 
further than the increasingly arty, 
regenerated east end of london, 
home of the olympic Park. the 
£7.5m official hospitality venue will 
comprise a state-of-the-art, three-
storey glass atrium catering for 3,000 
covers across six restaurants. there 
will be an emphasis on providing the 
best of british dishes, with corporate 
packages offered by Prestige ticketing 
from £450 to £4,500 a head. 

one venue that is dining out on 
having the best views of the stadium 
is Forman’s Fish island, the hospitality 
venue attached to salmon-curing 
factory h Forman & Son. two 
existing hospitality spaces seating 
100 guests and 480 respectively are 
already hosting fashion shows and 
launches, but owner lance Forman 
has earmarked 5,500 sq metres of 
spare land for a temporary hospitality 
facility that could host up to 8,000 
guests. one off-the-wall idea being 
mooted is to construct a giant sofa-
shaped building in front of a massive 
screen as a nod to the way most people 
around the world will be watching the 
olympics. the temporary “sofa” will 
offer 7,000 sq metres of hospitality 
suites and concert space in the 
run-up to July. Forman speculates 

that it could also attract a single 
multinational wanting to take the 
whole site during the Games. 

“before the olympic Park started to 
take shape, this area was a wasteland 
and people were looking at West end 
venues. now they want to be here,” 
says Forman. 

back in town, organisers on a 
tighter budget can create a splash 
by using a historic london site in a 
famous setting. Almost every tourist 
hotspot is up for grabs, from the 
Science Museum, which can host 
2,000 people, to the royal Albert 
hall which holds 500, to a private 
capsule for 25 guests on board the 
london eye.

“Stunning events can be hosted 
without the need for excessive venue 
dressing, significantly reducing the 
cost,” says Moya Maxwell, head of 
commercial programming at the 
royal opera house and acting 
chairman of Unique Venues of 
london.

envisage, for instance, the great Pr 
opportunities that Kensington Palace, 
which seats up to 2,000, provides as 
a regal backdrop for international 
product launches. or the british 
Museum, where there are eight rooms 
for hire the largest of which is the 
sleek bP lecture theatre, seating 

up to 323 people and including four 
translation booths. 

Many venues insist that to stay 
competitive, they won’t be putting 
prices up for 2012. At lord’s cricket 
ground, which is hosting the olympic 
archery fixture, marketing manager 
elly Ford says: “We’ll add value in 
terms of better service and being 
flexible about how the client wants 
to design an event.” 

the USP of holding an event at 
lord’s is that it opens the door to the 
prestigious members-only facilities. 
its venues include the eighteenth 
century Pavilion which houses the 
long room, famous in world cricket 
as every great player has walked 
through it to get onto the pitch.

one fresh face on the events circuit 
is luxury store harrods. the newly 
created bespoke events department is 
now hosting quintessentially british 
events including breakfast packages 
and behind-the-scenes tours. it’s also 
hosting wine tastings for up to 250 
people in the wine shop and opening 
up the world- famous tiled food halls 
after hours. 

roxburgh at the Admirable 
crichton sums it up: “it’s time to 
reassess what’s british and make it 
seem different and new.”

Popular: tourist hotspots such as the London Eye can be used as a venue



noVUS leiSUre iS the UK’s largest 
private bar and event space operator, 
with its sites dominating london’s 
West end and city districts, as well 
as operating its tigertiger brand in 
nine locations across the country. 
having such a large footprint in 
london gives the brand a fantastic 
perspective with regard to preparing 
for and ensuring that every event, 
from private to corporate, is one to 
remember.

the business was established in 
1999 and continues to develop sales 
through its existing sites – a total of 
52 at present – new joint venture 
opportunities, and seeking to expand 
the number of sites it operates.
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Going for gold
Ensure your corporate event meets the gold standard 
in one of 52 exclusive venues across the country

the key brand is latenightlondon, 
with a dedicated events team that 
manages its corporate events and 
private functions to cater for ten 
to 2,500 people. latenightlondon 
continues to focus on driving sales 
in a challenging market.

breaking news in the industry 
is that balls brothers restaurants 
are now also part of this “one to 
watch” brand, thereby giving 
latenightlondon the edge on 
corporate private dining as well.

latenightlondon’s focus on  
pre-booked events, both corporate 
and private, large and small- scale, 
puts them in a unique position during 
2012.The Sterling, Gherkin

Balls Brothers, Lime Street Exchange
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Novus Leisure’s CEO Steve Richards reveals how the  
prospect of games-generated business is shaping  
plans for the Latenightlondon brand

Q. What spaces do you have free for the 
games?
A. we have 52 venues across numerous 
locations, both in london and across the 
country. this puts us in a strong position 
to offer our corporate and private client-
base the opportunity of securing at least 
one of them for their specific event.

Q. Are there location issues? Can 
a venue be used as a company’s 
headquarters during the games?
A. we are perfectly located in the heart 
of london to soak up all the atmosphere 
of the games, whether you want to 
entertain clients or host your own 
sporting event. having such a wide range 
of venue capacities really gives us the 
edge in the market place. we have venue 
capabilities that would suit all corporate 
needs, either as a staging post for a one-
off meeting, or as a games venue.

Q. When are you available for hire 
during the games?
A. Clients can hire a specific venue  
for the full games period or for just  
a day. there will be no disruption to  
our offering; we are very focused on 
ensuring customer satisfaction is  
high, including those focused on 2012. 

Q. What does 2012 business  
mean to you?
A. the opportunity of being part of the 
amazing legacy that will be left after the 
games is incredible. 

i am passionate about raising 
awareness in the corporate arena, and  
to highlight the fact that latenightlondon 
as a brand isn’t always about late  
nights. 

it’s also about product launches, board 
meetings and exhibitions. Above all, it’s 
about a fantastic experience.

Latenightlondon as 
a brand isn’t always 
about late nights

Jewel, St Pauls

CEO Steve Richards

Scan to find your perfect venue for 2012
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Fast and furious
It’s not just sprinters who need world-class timing. We look at the key 
decisions you must take for your event to come in first next year

By Paul Bray

the london Olympics will be a one-off chance for 
businesses to entertain clients, reward staff and 
show their support for the games. But take care: 
all official names, phrases, trademarks, logos and 
designs relating to the 2012 games and the Olympic 
and paralympic Movements are protected by law. 
Only official sponsors can use them in marketing or 
promotional activities. 

this includes words and phrases such as london 
2012, Olympic, Olympiad, Olympian and paralympic. 

All of these games’ marks are protected by a 

Give yourself a sporting chance Don’t fall foul of the Olympic branding rules 

By Simon Townley
combination of trademarks, copyright, registered 
community designs, and common law. in the uK, many 
are even protected by special Acts of parliament. 

however, there are still ways for a business to show 
its enthusiasm for the games without falling foul of the 
rules. One is to back British athletes through the official 
support programme team 2012. the organisation 
runs two company programmes and offers bespoke 
packages. 

the programmes provide access to athletes and 
a logo for use on email signatures and company 
websites. programmes for smaller firms start at 
£15,000 over two years, with bespoke packages 
ranging from £25,000 to £1m. And 90 per cent of each 

company’s donation goes direct to supporting British 
athletes.

Companies can still buy into official events. there 
are tickets and hospitality packages available, through 
prestige tickets, and companies such as thomas 
Cook. furthermore, the paralympics, which started 
in Britain in the 1960s, are likely to generate lots of 
interest. however, avoid ambush marketing in any 
form, warns london & partners. the laws protecting 
the Olympic brands even include restrictions around 
the sight lines near to Olympic venues. 

for detailed information on using games’ marks, visit
 www.london2012.com/about-us/our-brand  

AS lonDon StArtS to buzz with 
anticipation, many businesses will 
be tempted to hitch their wagon to 
the olympic star.

“one thing we’ll certainly see 
is more companies promoting 
themselves on the basis of authentic 
brand attributes that are related to the 
olympics – speed, agility, flexibility, 
teamwork and so on,” says Mike 
Symes, managing director of financial 
marketing agency Strand Financial.

the operative word is “authentic”. 
trying to bolt a totally inappropriate 
sporting metaphor on to your company 
or product is about as convincing 
as squeezing into lycra shorts and 
pretending you’re the anchor in the 
100 metres relay.

“We don’t create a sporting theme 
around the business showcases 
we produce,” says Mike Sharrock, 
partnership director for london 2012 
at bP, an official sponsor of the Games. 
“We try to make sure what we do is 
real and grounded.”

one legitimate way of including 

sport in an event is to hire a successful 
athlete or member of team 2012 as a 
guest speaker. Motivation, dedication 
and excellence are their way of life, 
and many are inspiring speakers who 
also understand how their experiences 
can be made relevant to the objectives 
of a business event, says Sharrock.

“A few months before the Games 
is an excellent time for your event 
because you’ll be seen as a leader and 
an early adopter,” says Symes. “it’s 
an opportunity to stand out from the 
crowd and be seen to pave the way for 
the olympics and share its values.”

but while there will be plenty 
of opportunity to ride the wave 
of olympic interest, don’t expect 
enthusiasm on every street corner.

“london itself won’t be any 
different unless you make it different,” 
says nigel cooper, managing 
director of event management group 
Motivcom. “You need to weave into 
your programme something that will 
produce an extra memory for your 
guests.” the olympic venues are an 
obvious starting point. And events will 
be held all over london. “When the 
next American swimmer wins nine 

gold medals and appears at a press 
conference, your customers will be 
able to say, ‘We’ve been there!’” says 
cooper. “You’ll get that reminder about 
your brand so you’ll be getting a second 
bite of the cherry.”

once the Games get under way, 
attention-seeking events such 
as product launches or strategy 
announcements will mostly be a waste 
of time. “Unless it’s absolutely 100 
per cent relevant, people will pay no 
attention,” says charlotte Graham-
cumming, a director at marketing and 
communications agency ice blue Sky.

hospitality is a different matter, 
of course, but it must be approached 
objectively, says Graham-cumming. 
“if you want to attract c-suite 
executives it’s no longer enough to 
say, ‘i’ve got tickets to the olympics.’ 
You need to give them something of 
business value as well. nor do you 
want to fall foul of the bribery Act.”

“Whenever we bring business 
partners to an event there’s always a 
business focus to it and it’s built around 
some real business discussions,” 
says Sharrock. So while bP’s guests 
are at the Games they will meet the 

company’s senior leaders and see 
demonstrations of its latest technology.

how long the olympic legacy effect 
lasts for business may depend on how 
team Gb performs. if our athletes 
deliver the gongs, there will be a legacy 
effect, says Sharrock. “i can remember 
after beijing when the british team did 
so well, the interest continued for at 
least the rest of the year.”

the Games aftermath could also be 
an ideal time to launch legacy projects. 
For example, as part of its Games 
sponsorship bP will be partnering with 
business in the community to support 
social enterprises in east london and 
create 1,000 jobs by 2015.

event organisers are not yet 
reporting an upswing in bookings in 
london before or after the olympics. 
but during the Games themselves 
demand is already intense for venues, 
hospitality and ancillary services such 
as limos or executive coaches. And if 
you’re planning to invite senior clients 
and customers, remember that yours 
probably won’t be their only offer. 

“the earlier you get it into the diary 
the better,” says Symes. “being first 
pays off, even if you’re not Usain bolt.”
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Give your guests the best of British
Host your event at one of 64 historic and contemporary venues close to games locations 

FroM coAl cellArS to courtrooms, 
Alexandra norris has a solution for 
events managers seeking to give 
guests a taste of british tradition, 
history and hospitality.

norris, of restaurant and pub 
company Mitchells & butlers,  says: 
“We offer 64 historic pubs, british 
brasseries, contemporary bars, gastro 
pubs and restaurants close to games 
venues and 1,600 venues throughout 
the UK where i can help companies 
plan their events.”

in london, guests can visit historic 
gems such as the coal hole – a pub on 
the Strand which was originally the 
Savoy hotel’s coal cellar. “in Victorian 
times it became a song and supper 
club where regulars sang comic songs, 
and Gilbert and Sullivan occasionally 
performed there,” says norris. 

there are eight venues available 
along the river thames, which include 
the old thameside inn, a former spice 
warehouse situated by london bridge 
next to Sir Francis Drake’s ship, the 
Golden hind. the old thameside inn 
and the coal hole – both nicholson’s 

pubs – offer traditional british food 
such as fish and chips hand-battered 
with ale, roast Shropshire chicken 
and 21-day aged ribeye steak. this 
fine food is matched with cask ales 
from award-winning breweries and 
a selection from their stunning wine 
cellars. 

At browns courtrooms covent 
Garden, based in the former 
Westminster county courts, guests 
can enjoy high quality food and a 
large variety of 
cocktails. “the 
cou r t room s, 
bui lt in 1908, 
still have mosaic 
tiled floors and even 
the polished mahogany 
judge’s benches, plus court 
records dating back to 1950,” 
says norris. there are seven 
historic browns brasseries in 
london, including browns butler’s 
Wharf overlooking the thames and 
browns old Jewry in the heart of 
the city. 

near Greenwich Park, home to 

the games’ equestrian events, is the 
Gipsy Moth – a quirky characterful 
pub opposite the cutty Sark. As well 
as five cask ales, seven speciality  
lagers and a wide range of wines and 
ciders, it also sells Meantime Pale 
Ale – brewed just around the corner. 

All bar one bishopsgate is a 
contemporary, airy bar, famous 
for its huge wine displays. “it offers 
direct access to Stratford, home to the 
games arenas, on the central line and 

is a great venue 
for networking 
event s  a nd 

dinners,” says 
norris. Up to 350 

people can enjoy 
wines, cocktails and 

freshly prepared food.
close to the rowing 

venue eton Dorney, you can 
find one of Mitchells & butler’s 
finest gastro pubs, the red lion 
at cookham. “it’s a 17th century 
coaching house with stone floors 
and a large beer garden, and the 
restaurant caters for up to 90 

people,” says norris. this stunning 
pub is part of a collection of boutique 
country pubs located all around the 
UK.

Many of Mitchells & butlers’ 
venues also offer activities such as 
wine tastings and tutored cask ale 
tastings where guests can learn about 
the traditional art of brewing – and 
taste the result. At browns brasseries 
and All bar one contemporary bars, 
cocktail experts can teach guests how 
to shake cocktails.

As the main point of contact for 
busy events managers, Alexandra 
norris can arrange corporate 
events for up to 1,000 people. Many 
of Mitchells & butlers’ pubs and 
restaurants offer private rooms, 
separate floors and cellar bars, or 
a whole venue can be exclusively 
booked.

for more information email  
enquiries2012@mbplc.com  
for a full list of venues close  
to the games visit 
www.venuesaheadofthegames.com
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MArKetinG AnD hoSPitAlitY 
activities are increasingly based 
around a fusion of face-to-face and 
social media, and with london 
2012 billed to be the first truly 
digital games, it will offer plenty of 
opportunities to extend this trend. 

“Most people expect any real-life 
experience to have a digital element 
or channel linked to it, whether it’s 
shopping or going to a conference,” 
says robin Wilson, director of 
social media at advertising agency 
Mccann erickson. he adds that the 
rise in popularity in location-based 
social networks and apps such as 
Foursquare and Facebook Places, is 
further linking people’s social-media 
world with their real one. 

“no marketer can differentiate 
between the online and offline 
experience for the customer any 
more. the two worlds have to be 
fully integrated to be successful,” 
Wilson says.

tiffany St James was formerly the 
head of public participation (social 

Socially app-ceptable
When heads of state met at Davos this year, they used social 
media to propel their ideas around the globe. Organisers of 
2012 events would be mad not to follow suit

By Sue Weekes
media) for the UK government but 
now runs her own digital services 
company Stimulation. She believes 
social media can help events 
organisers make an impact “before, 
during and after the event”.

She points to the World economic 
Forum annual meeting in Davos, 
Switzerland, this year as one of 
the best examples of social media 
being used to enhance an event. the 
organisers had an official twitter list 
which included 400 active micro-
bloggers who would be among those 
tweeting insight and news from the 
meeting. Meanwhile, questions for 
russian president Dmitry Medvedev 
in the plenary session were sourced 
from members of the public via a 
weblink. And a social media corner 
further reached out to those who 
weren’t there, enabling discussion 
on a range of topics across different 
social networks.

More events organisers should be 
following the World economic Forum 
lead, St James believes. Attendance 
can be increased by using channels 
such as Facebook, twitter and 
linkedin to disseminate messages ➤ 

Martin Brudnizki – interior designer whose work at  
Le Caprice, Rib Room and 34 will open this autumn

london is a great melting pot of cultures and is so 
receptive to new ideas. But anyone who is looking 
to host an event here in 2012 needs to start working 
on it now so they are not caught out. And it has to be 
either on a large scale or niche so that it captures the 
attention of the media and its targeted audience when 
so many other major events are happening.

Gareth Wynn – director of the London 2012 
Programme at EDF

london is one of the world’s few global cities. As a 
major media and financial centre, london has an 
appeal for top Vips and consumers alike.  Being an 
official partner of london 2012, the most international 
sporting event on the planet, provides eDf with a 
tremendous platform for raising understanding of our 
expertise in low carbon electricity.

Mark Roper – American Express general manager, 
Merchant Services UK

there has never been a better time to visit this great 
city. london has some of the world’s best hotels and 
facilities to host events and conferences, yet it’s the 
hidden gems that make the difference . Adding brunch 
at Broadway Market, shopping in the side streets of 
the west end, or an afternoon at the Bfi to the london 
itinerary can make a visit truly inspirational.

Della Tinsley – director of London Jewellery Week, 
Treasure, East London Design Show

good events are the result of a great team. london 
has provided london Jewellery week, treasure and 
east london Design show with the best creative talent 
in craft and design. there is such an eclectic mix of 
innovative designers and inspiring cultural venues, 
such as shoreditch town hall and somerset house, to 
showcase and celebrate those talents.

William Knight – deputy director, London Design 
Festival

london is an extraordinary city in which to stage events 
and launches. not only do we have an array of places 
and spaces to play with but the variety of cultures and 
interests across the city means our events will appeal 
to a cross-section of londoners. london is also blessed 
with world class design and production teams with 
limitless ambition to make each event unforgettable.

Peter Murray – founder, London Festival of 
Architecture

the london festival of Architecture 2012 will take 
place three weeks before the Olympics, when all 
the buildings will be finished. what better time to 
look around the changes that have taken place in the 
capital, the new buildings, the stadia, the new public 
spaces, and participate in events that are related to the 
festival’s theme – the playful City. 

Top tips for 2012
How can you make the most of the capital?
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Playing on a bigger pitch
social media allows organisers to create a sense of shared experience during an 
event which can live on afterwards. 

Car firm Vauxhall has successfully used social media to promote its 
sponsorship of home nations football – that is the national football associations 
for england, scotland, northern ireland and wales.

using facebook, it invited england fans to say in up to 100 words why they 
should be picked to play a football match at wembley stadium.  
A total of 30 people were selected to play, and afterwards a DVD of the event was 
created. pictures and other content were posted online. the Vauxhall football 
facebook page attracted 5,000 fans in two weeks and following the event there is 
still plenty of momentum to build on. 

tim Corden, account director at Vauxhall’s creative agency skive, says: 
“those who took part posted comments like: ‘thanks Vauxhall, it was an amazing 
experience i’ll remember for the rest of my life’. 

“Vauxhall want to be seen as the type of sponsor that does surprising and 
engaging things, bringing football and people closer together.”

➤ and generate a buzz before the 
event.  As well as setting up official 
pages on Facebook and groups 
on linkedin, organisers should 
connect with key influencers in the 
sector, such as industry experts and 
journalists and engage them in the 
online conversation to create more 
word-of-mouth activity. 

During the event, a whole raft 
of tools from blogs, twitter walls, 
Youtube videos and Flickr photograph 
collections can enrich the experience 
for those present, as well as extend 
its reach to those who can’t attend in 
person. After the event, content can 
be posted to provide a legacy, while 
online networks and communities 
built in the run-up make it easier for 
people to stay in touch and build on 
relationships. Will broome, ceo of 
londonlaunch.com, which is staging 
the londonlaunch:live show for 
event planners this month, says: 
“Depending on how interesting the 
content is, a face-to-face event can roll 
around the world and be amplified 
10,000 times.

“today events are as much about 
who isn’t there as who is there. by 
making the event exist in the digital 
space you can attract those in other 
countries or people who perhaps 
didn’t want to pay, or whose company 

didn’t want to pay for them to attend. 
Afterwards, you can build on the 
global community you’ve created.” 

Alongside social media, a number 
of apps are emerging to help improve 
the visitor experience or address some 
of the traditional problems associated 
with attending events. For example, 
at londonlaunch:live, attendees can 
use a facility on its website called 
Who’s in the room? before the event 
to find out who will be there and so 
arrange meetings with them. on the 
day, the Who’s in the room? mobile 
app will tell participants when the 
people they are meeting have arrived 
at the event and vice versa. 

While everything about social 
media is informal in nature, 
organisers must ensure they plan their 
activity carefully. this means being 
sure of what content you are sending 
out, when and to which platform.

organisers should also be wary 
of letting social media dominate an 
event. twitter walls are a great way to 
involve both attendee and those who 
can’t make it but robin Wilson has 
also seen them take precedence over 
what is going on in the room. “While 
it’s not right to control opinion, it also 
isn’t right to insult a speaker,” he says. 
“People have paid to see that person 
and for their expertise.”

Criterion Restaurant
224 Piccadilly London W1J 9HP     
www.criterionrestaurant.com  

 020 7930 0488

The Criterion, situated in the heart of Piccadilly Circus, is an elegant 
and breathtakingly beautiful restaurant. Originally opened in 1874, the 
Grade II listed lavish space has undergone a gentle and sympathetic 

restoration of its spectacular interiors, adding warmth and softness to 
the space. With its irresistible combination of style, location, cuisine 
and exemplary service, the Criterion Restaurant is the perfect choice  

of venue if you are looking to create an unforgettable event.  
Flexible, accommodating and professional, our dedicated team will 

work with you to ensure that your event runs flawlessly. 
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Luxury venue will have you hooked
Add a touch of extravagance and exclusivity to your event at the venue closest to the games stadium 

the MoSt StriKinG place to 
entertain clients at the games? look 
for the fish. 

Forman’s Fish island, a stunning 
silver and pink building deliberately 
reminiscent of a darne of salmon, is the 
venue closest to the games stadium. 

“For press meetings, or hosting 
athletes, celebrities, dignitaries and 
observers, Forman’s is just five minutes’ 
walk from the stadium or a ten-minute 
boat ride to the velodrome,” says 
Arthur Somerset, director of events 
at Forman’s. “it solves the problem of 
how to entertain your guests before 
or after the 100-metre final.”

Guests may also meet athletes at the 
on-site nightclub, where all athletes 
will be offered free entry.

not content with offering 
hospitality space for up to 950 guests 
in the main building and gourmet 
in-house catering, Forman’s riverside  
site offers companies the opportunity 
to hire space in a three-storey structure 
for hospitality and entertaining. “All 
the important people are in the park 
– there is a real opportunity to show 

your products or just party on the 
edge of the stadium,” says Forman’s 
managing director, lance Forman.

to add to the glamour of the 
occasion, a fleet of Sunseeker yachts 
– an iconic example of great british 
manufacturing – will be moored on 
the river lea that runs alongside the 
site. “For smaller events these can be 
hired, rather like a box at the theatre,” 
Somerset says. 

Forman’s also offers several 
significant sponsorships, including 
a Muhammad Ali exhibition with 
photographs, his poetry, philosophy, 
and quotes. organisers are hoping Ali 
will open the exhibition himself if he is 
well enough. this offers sponsors the 
chance to be associated with the man 
argued to be “the greatest”.

the legacy list, a new charity 
bringing art to the games stadium, is 
holding its 2012 opening ceremony 
after-party at Forman’s Fish island. 
“this will be like the Vanity Fair party 
at the oscars – but only a one-off,” 
says Forman. “it is going to be the 
party of 2012.”

Sponsors’ personal guests can 
mingle with celebrities from fashion, 
sport, art and music – plus politicians 
such as london Mayor boris Johnson 
– and can benefit from publicity and 
branding opportunities at the entrance 
where the celebrities arrive. this event 
is about the future and the legacy of 
2012.

For ViPs transport is going to be the 
most important part of the experience. 
Guests can arrive at Forman’s by 
boat either from central london or 
tottenham (park and ride). having 
had a delicious gourmet meal, the 

2012 stadium is a five-minute walk 
away and the velodrome a ten minute 
boat ride - that is luxury.

Forman’s has a gourmet food 
heritage of 106 years, as an east end 
family-run smokery, and has two 
venues and a restaurant. clients have 
included locoG, Visa, coca-cola, 
and the Mayor of beijing. the venue 
is within easy reach by rail, road, air 
and boat.

Call Arthur somerset or lance forman on 
0208 5252370 or visit
wwwformansfishisland.com

eVent orGAniSerS looKinG 
to give guests a taste of life in an 
exclusive london club can find the 
answer in Fulham.

broadway house is a london 
members club offering 5,000 sq ft 
of luxury, including two terraces 
providing stunning views over 
bustling Fulham broadway. An 
adjacent barbecue serves food in the 
summer months, and guests can enjoy 
tapas-style food and cocktails – mixed 
using homemade infused spirits.

“it’s a perfect summer sanctuary 
for entertaining guests after a visit 
to the games,” says brenhan Magee, 
owner of broadway house club. 
normally reserved for members, the 
club is available to events organisers. 
So for the duration of the event, 
organisers’ guests can enjoy the 
privileges usually reserved for club 
members.

the members club is part of a 
bigger venue. broadway house offers 
four floors of hospitality totalling 
15,000 sq ft, including a selection of 
private function rooms suitable for 
events such as meetings, conferences, 

A feast for the senses all under one roof 
Indulge your guests in decadent dining and drinks at an exclusive members club during the games period 

parties and celebrations.
there has been a hostelry site since 

the 1680s. “it was formerly the King’s 
head pub. Maybe kings stopped here 
for a refresher on their way between 
hampton court and london,” says 
Magee. 

A successful bar and restaurant 
owner and operator, Magee was 
instrumental in setting up venues 
such as Jerusalem and Salvador & 
Amanda, before building and owning 
award-winning the club bar and 

Dining in Soho. the newly opened 
broadway house occupies the top two 
floors of the building. Downstairs 
is the broadway bar and Grill, a 
300-capacity venue where exposed 
brickwork and 1930s-inspired tiling, 
mirror panels and green leather 
banquettes give a new York loft-style 
feel. the mahogany bar runs the 
length of the room and sports fans 
can enjoy games action on the nine 
screens provided.

the bar and Grill offers a wide 
selection of international wines plus 
a range of homemade infused spirits 
devised by James ridgwell, whose 
specialities include chilli-infused 
vodka, pink grapefruit-infused 
tequila and rum infused with 
lemongrass and ginger.

broadway house also offers 
luxury grill restaurant brasa, where a  
team headed by Marco Pierre  
White-trained head chef Danny 
MacGechan can be seen preparing 
food over the Asador grill, imported 
from the basque Mountains area of 
Spain. 

MacGechan’s rustic-inspired food 

includes potted rabbit and sourdough 
toast, while the grill produces dishes 
such as Mersham pheasant, longhorn 
t-bone and sea bass. MacGechan has 
also devised a Spanish-style Pintxos 
menu, including organic oysters and 
merlot vinegar and York ham and 
quail egg.

the venue offers in-house events 
management and is available 
throughout the games period. “but 
why wait until then?” asks Magee. 
“the whole venue is available for any 
kind of event, including christmas 
parties.”

Situated close to Fulham broadway 
underground station, it is within 
easy reach of the games and offers 
good connections for other sporting 
venues. 

Membership of the broadway 
house members club is usually £300, 
but those who mention this piece 
in london launch will have £150 
credited to their membership account 
to spend in the bar or restaurant.

Call: 0207 610 3137 or visit
www.brasalondon.com 






