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Abstract 

The year 2000 sees the world's largest sporting event, the Olympic Games, held in the 

Southern Hemisphere for only the second time. Proponents of the Olympics believe 

them to be a recipe for urban (re )development, escalating tourist numbers, and 

economic growth. There is general consensus that a wide variety of Olympic impacts 

will occur (specifically economic, social, environmental and tourism). Recent 

research, however, has contested the notion that large sporting events mean tourism 

benefits and meaningful economic development for the host city. 

The relative proximity of Sydney 2000 suggests it is unlikely the impacts of the 

Olympic Games will bypass New Zealand. The principal aim of this study is to 

investigate the wider ramifications of the Sydney Olympics from a New Zealand 

perspective. This has been accomplished through a comprehensive literature review 

and the undertaking of complementary primary research. The primary research 

involved a nation-wide survey of regional tourism organisations and territorial local 

authorities. It examined the perceived impacts and opportunities Sydney 2000 may 

have on New Zealand at both a national and regional level. Other opportunities from 

Sydney 2000 available to New Zealand were also investigated. In addition the survey 

considered the relevance of sport to regional tourism development in New Zealand. 

Findings from the study indicated New Zealand should expect a wide range of 

benefits from the Sydney Olympics. These include tourism, sporting and commercial 

opportunities. The main beneficiary will be the New Zealand tourism industry. A 

wide range of initiatives have been undertaken at a national level, although the overall 

extent to which Olympic opportunities have been pursued on a regional scale has been 

limited. 

Sport and tourism have become increasingly important to both the New Zealand 

lifestyle and the nation's economy. The integration of sport and tourism has transpired 

at a national level, and is slowly being realised at a regional level with sport becoming 

increasingly important to both local economies and tourism industries. Most regions 

throughout New Zealand have man-made sports resources to attract sporting events. 

These facilities alongside New Zealand's natural sports resources indicate the 

potential for sport tourism in New Zealand is substantial. 
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Chapter One: Introduction 

1.1 Thesis Background 

Sport and tourism are two of the largest industries and social phenomena in the world. 

Both date back to the dawn of civilisation (Standeven and De Knop 1999). The World 

Tourism Organisation (WTO) estimates 663 million people spending US$453 billion 

stayed at least one night in a foreign country during 1999. They add that by the year 

2020, the number of international travellers will have reached 1.6 billion (World 

Tourism Organisation 2000). Participation in sport which has fewer time and cost 

constraints than tourism is even greater. The motivations of enjoyment, well being, 

and satisfaction through physical activity will see sport continue to grow at a similar 

rate to that of tourism (Kurtzman and Zauhar 1998). 

Both sport and tourism in New Zealand are equally as significant. During 1999, 1.6 

million tourists visited New Zealand. Despite accounting for a mere 0.2 percent of the 

world's tourism trade, tourism has become New Zealand's single largest export earner 

generating approximately NZ$4.36 billion in foreign exchange (Pennell 2000). 

Additionally, one in every twelve jobs is believed to be directly reliant on tourism 

(Burton 2000). Domestic tourism in New Zealand represents half of the country's 

tourist trade and generates approximately NZ$4.8 billion a year (Coughlan 2000). 

Although the tourism barriers of distance and cost remain, New Zealand has become a 

genuine destination for an increasing number of the world's travellers. Collier 

(1999:486) suggests: 

in recent years New Zealand has attempted to position itself within 

some markets as a one-stop destination, approximately 64% of 

international tourists visiting New Zealand also travel on to Australia, 

or come to New Zealand via Australia. This means that New Zealand 

is probably considered by many tourists as a part of a 'circuit' trip 

rather than a 'destination' in its own right, with the South Pacific 

region being perceived as the true destination. 
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By international standards New Zealand is an active nation. Sport and leisure have 

helped to create and shape New Zealand's national image and is now an extremely 

important sector to the nation's economy (table 1.1.1). New Zealanders of all ages 

take part in sport (individual and team sports) and active leisure (for example walking, 

gardening, and jogging). Almost all New Zealand adults (2.55 million - 97%) 

participate in some form of sport or active leisure over a year (Hillary Commission 

1998). 

Table 1.1.1: The Physical Leisure Sector in the New Zealand Economy 

4\r~3 
A 

1;91 1?,6 % lncre3§~ 
Total Sector Impact $1,520m* $1,758m 16 
Net Spending by Local Authorities $315m $338m 7 
Spending on Goods and Services $769m* $967m 26 
Export of Goods $29m $93m 220 
Taxes from Sector $300m $339m 135 
Direct and Indirect Employment 24,700 jobs 31,000 jobs 26 
Direct Employment 15,300 jobs 19,200 jobs 25 
* Figures are adjusted for inflation and show real change over the period 1991-1996 

Source: Hillary Commission (1998) 

The gradual alliance of sport and tourism has given rise to the term 'sport tourism'. 

Sport tourism contributes substantially to regions that host sport events, promote 

sporting attractions, and cater to tourist demands by way of resorts, tours and cruises 

(Redmond 1990; Kutzman and Zauhar 1995). Sport tourism also assists in the 

justification for urban development and the generation of new industry (Glyptis 1991; 

Delpy 1998). One of the major reasons for the growth of sport tourism has been the 

escalating popularity of sports events (Hall 1992a; Weed and Bull 1997). Events are 

increasingly used by destinations as a tourist lure and although not touristic in nature, 

Getz (1989) describes there is a general trend to exploit events for touristic purposes. 

Events bring a range of both positive and negative impacts (Ritchie 1984; Hall 1992a; 

Getz 1997; Getz 1998a). The event's scale will dictate the types and level of impacts 

the host will receive (Higham 1999). 

The Olympic Games are arguably the largest sporting event in the world. Recently the 

Games have become as much a political and commercial tool than just a sporting 

event (Seppanan 1984; Taylor and Gratton 1988; Findling and Pelle 1996; Hill 1996). 

The Games of the XXVIIth Olympiad to be hosted by Sydney, Australia, are being 
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held in the Southern Hemisphere for only the second time. Previously, Melbourne was 

awarded the 1956 Olympics among adverse criticism from the Northern Hemisphere 

over the necessary travel distance and the Games having to be staged out of season. 

Australian Prime Minister at the time Robert Menzies proclaimed their importance, by 

stating: 

Four years of international publicity, a record of accomplishment and 

not of disorder, crime, violence, or warfare, brought not only 

Australia, but also the entire South Seas area, from the Antipodes into 

the world, with tremendous economic, touristic and social benefits 

(Brundage 1969). 

New Zealand and its tourism industry will again welcome the benefits identified. 

Despite a 1991 New Zealand Tourism Board (NZTB) estimate of three million 

visitors to New Zealand by the year 2000, the industry has achieved little over half 

that figure. Continual changes in tourism policy and the frequent external factors 

affecting tourism patterns have hindered that target. To boost visitor numbers, New 

Zealand tourism has recently focused on a number of mega-events that have occurred 

around the turn of the millennium. Former Minister of Tourism, Murray McCully, 

perceives the Sydney Games to be New Zealand's final event in its millennium 

celebrations (Williams 1998). 

1.2 Research Rationale and Study Area 

The primary aim of this study is to examine New Zealand's expectations, 

opportunities and perceived impacts from the Olympics being held in Sydney, 

Australia. To date, a great depth of research has been committed to studying the 

impacts of events particularly from an economic viewpoint (Taylor and Gratton 1988; 

Burgan and Mules 1992; Turco and Navarro 1993; Smith and Jenner 1998). Event 

research has also tended to focus upon the host destination. There is an absence of 

research into event impacts from a 'neighbouring' perspective. Although Hall 

(1992a:68) notes the "majority of research focuses on the effects of large scale and 

mega-events", it would be impracticable to correct this imbalance by attempting this 

research on smaller events. Impacts that are felt outside the immediate host region of 

smaller local events would be minimal. When investigating larger events (specifically 
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mega and hallmark events), it is possible that impacts spread beyond the host city and 

even host country. One of the few people to highlight this issue, was Sacher (1987 in 

Marris 1987) who stressed the importance of examining the impacts on the 

surrounding region and the country as a whole. The term 'ripple effect' addresses the 

impact of events upon neighbouring regions. Hall and Selwood (1989: 113) use this 

term in reference to "the generation of activity immediately associated with 

participants in the Hallmark event but who are located externally to the focus of the 

activity". 

This thesis primarily investigates the ripple effect of the Olympic Games on New 

Zealand as a result of the Olympics Games being hosted by Sydney, Australia. The 

study is exploratory in that it aims to address the lack of research of event impacts 

upon adjacent regions. It is the author's belief that the impacts of larger events such as 

the Sydney 2000 Olympic Games will impact upon those regions 'advantaged by 

proximity'. As sport tourism is the underlying theme to this study, it also examines 

the importance of sport and sporting events to New Zealand's regional economies and 

tourism industries. Overall the research seeks to achieve an understanding of the 

impacts of major sporting events, and the importance of the growing association 

between sport and tourism. In highlighting the importance of sport tourism, this study 

is deemed important in helping realise its development potential in New Zealand. 

1.3 Thesis Objectives 

The aim of this study is to examine New Zealand's expectations, opportunities and 

perceived impacts from the Olympics being held in Sydney, Australia. The thesis also 

examines the importance of sport tourism to economic development in New Zealand. 

The literature review endeavours to provide a clear indication of the possible impacts 

that sport tourism and event tourism, in particular the Olympic Games, can have. This 

study's primary research objectives are as follows: 

1. Examine whether or not the New Zealand tourism industry stands 

to benefit from the 2000 Olympic Games being held in Sydney, 

Australia; 
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2. Identify the tourism and non-tourism impacts and opportunities in 

New Zealand (at both a regional and national level) associated 

with the 2000 Olympic Games being held in Sydney, Australia; 

3. Examine the extent to which central government and regional 

organisations (RTOs and TLAs) have pursued the opportunities 

identified in objective two; and 

4. Assess the importance placed on sport and sporting events to 

regional economic development, and examine the potential for 

sport tourism in New Zealand. 

1.4 Thesis Structure 

Chapter Two presents the literature review and forms the theoretical basis for the 

thesis. The chapter is divided into five sections. It begins by reviewing literature on 

the study of sport tourism, providing definitions, reasons for its recent growth, and 

various classifications. It also investigates sport tourists, and the government' s 

increasing role in utilising sport tourism. Secondly, the wider body of literature on 

event tourism is examined. Distinguishing the various levels of event tourism allows 

event characteristics, roles and possible impacts to be examined. The increasingly 

important role of sporting events in attracting international visitors to New Zealand is 

also noted. The third section in this literature review concerns the Olympic Games. 

The section covers the Olympics from a sociological, economic and most importantly, 

for the auspices of this study, from a touristic viewpoint. The fourth section addresses 

similar themes from the perspective of the Sydney 2000 Olympic Games. The last 

section in the literature review examines New Zealand's involvement with the 

Olympics, and focuses on the opportunities that the Sydney Games may afford New 

Zealand. 

The methods employed to collect primary research data are detailed in Chapter Three. 

It reviews the steps taken in preparing and administrating the study's questionnaire. It 

begins with an analysis of the questionnaire's design and content before examining 

the pre-testing and administration process. The questionnaire's response rate and the 
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procedure for coding and analysis follows. The chapter concludes with a critique of 

the questionnaire discussing amendments, and limitations. 

Chapter Four presents the results via descriptive and univariate analysis of each 

question. The chapter follows the format of the survey and is divided into three 

sections. As with the questionnaire, the chapter firstly looks at the Sydney Olympics 

from a New Zealand perspective. This is followed by an examination of Sydney 2000 

from a New Zealand regional perspective. The third section in the results chapter 

covers the relevance of sport with regard to economic development in regional New 

Zealand. 

Chapter Five discusses the key findings of the primary research data. Together with 

the research results, the most pertinent literature is tied into the discussion. The 

chapter is divided into four separate sections relating to each research objective 

detailed in section 1.3. Firstly, the chapter discusses the extent to which New Zealand 

tourism will benefit from the Sydney Olympics. The second section examines the 

types of impacts and opportunities that the Games being so close afford New Zealand. 

Thirdly, the extent to which these opportunities have been pursued is investigated. 

Whilst the fourth section aims to bring the thesis back to the underlying theme of 

sport tourism by stressing the importance of sports and sporting events to regional 

economies and tourism industries throughout New Zealand. The chapter finishes with 

discussion on the potential for sport tourism growth in New Zealand. The thesis is 

concluded in Chapter Six, which offers a brief overview of the key findings and 

makes a number of recommendations for further research. 

1.5 Concluding Statement 

This chapter has briefly introduced a number of themes common throughout this 

thesis. It has also provided an outline to the thesis' objectives and overall structure. 

Before proceeding, three important points concerning the thesis will be made. Firstly, 

although the Olympic Games is the study's main focus, the growing importance of 

sports and sporting events are central aspects of this thesis. Secondly, throughout the 

thesis a number of organisations (important to this study) are referred to. For reasons 

of fluency and readability, a brief overview of each organisation is included in 

Appendix A. Thirdly, this thesis has been submitted at an extremely dynamic time in 
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terms of the research subject. Material relevant to this thesis has appeared daily in the 

media during the lead up to the Sydney Games. The continual flood of information 

confirms the importance of this topic and provides justification for the study. The 

timing of the submission is deliberate, as earlier submission would exclude a 

significant quantity of important information, causing the results to lose their 

relevancy and credence. 
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Chapter Two: Literature Review 

2.1 Chapter Outline 

This chapter addresses the literature upon which this study has placed its foundation. 

By starting with the broad domain of sport tourism it is possible to work down 

through the various fields of research to reach the main focus of this study - New 

Zealand's association with the Olympic Games (specifically from a touristic 

perspective). The chapter is divided into five distinct sections (figure 2.1.1). The first 

section begins by defining sport and tourism as separate disciplines, before combining 

the two and discussing their association. Despite a long mutual history, the section 

will show how only recently the two have been successfully brought together and 

examined as one activity. It investigates further the various classifications and 

categories of sport tourism, the defining characteristics of sport tourists, and the 

government's increasing role in harnessing and exploiting this growing field. From 

exploring the various categories of sport tourism, the next section concerning event 

tourism is discovered. 

Sport Tourism 

Event Tourism 

Modern Olympic Games 

Sydney 2000 
Olympic Games 

Ramifications of Sydney 2000 for New Zealand 

v 
Figure 2.1.1: Literature Review Outline 
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Event tourism has become an important tool for destinations eager to create additional 

lures for prospective tourists. Distinguishing the various levels of event tourism 

allows event characteristics, roles and possible impacts to be examined. The section 

also contains a brief overview of event tourism in New Zealand. The third section in 

the literature review concerns the Olympic Games, which successfully maintain its 

reputation as one of the world's largest and most important events. It does not purport 

to be a complete account of the Games, but aims to cover the most relevant aspects to 

this study. This includes the use of the Olympics as both a political and urban 

(re)development tool, the current commercialism of the Olympics, and a 

comprehensive overview of the Games from a tourism perspective. The Sydney 2000 

Olympic Games, covered in the fourth section, is examined from a sociological, 

environmental and economic viewpoint. Its main focus is the possible tourism impacts 

on Sydney as a result of hosting the Games. The Olympics offer benefits not only to 

Australia but also the entire South Pacific region. The last section in this chapter 

examines New Zealand's association with the Olympics, by focusing on the 

opportunities that the Sydney Games afford New Zealand. Besides the obvious 

prospects offered to New Zealand athletes competing in the Games, the major 

opportunities available to New Zealand are seen as commercial, sporting (as a pre

Games training venue), and touristic. This chapter provides a review of the literature 

required to precede and give background to the primary research and discussion 

covered in the subsequent chapters. 
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2.2 Sport Tourism 

2.2.1 Introduction 

The links between sport and tourism are well established. Sport sociologists have 

identified as far back as the ancient Olympic Games in Greece, a clear association 

between these fields 1. Despite this, Glyptis (1991: 165) points out they "have been 

treated by academic and practitioner alike as separate bodies of activity". This section 

covers the growing literature base on the domain of sport tourism. It first defines sport 

and tourism as separate disciplines, and by integrating their definitions makes it 

possible to discuss their emerging association and the importance sport is having on 

tourism and vice-versa. It then provides analysis of sport tourists, their varying types 

and their characteristics. This is followed by an examination of government's 

increasing role in this area, from stadia development to the establishment of 

organisations looking specifically at the relationship between sport and tourism. The 

section ends with an insight into sport tourism in New Zealand, reviewing 

contemporary developments in this emerging field. 

In recent times both tourism and sport have become major industries in their own 

right. The introduction of passenger jet aircraft and other technologies, combined with 

the rise of discretionary income has accelerated the growth of tourism in the later half 

of the twentieth century. Sports has experienced a similar revolution in terms of time 

and scale, such that the respective paths of modern development in sport and tourism 

are surely driven by similar factors . The concept of healthy living, sport as an 

important social phenomenon, and technological advancement are some of the reasons 

given for the growth in the sports industry. The gradual alliance of these two activities 

has given rise to the term 'sport tourism'. The task of defining this term is made 

difficult however due to the marriage of two very ambiguous words. Although both 

sport and tourism have been extensively documented, their terms and definitions have 

been broadly applied. Both definitions have been constructed by various academics to 

accommodate their particular disciplines, and there now exists a wide array from 

which to choose. 

1 The history of travel and the Olympic Games is covered in-depth in Appendix B. 
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2.2.1.1 Sport: a definition 

The term 'sport' derives itself from the word 'disport' meaning to divert oneself from 

everyday life (Delpy 1998). Through sport being seen as a form of diversion, a 

similarity and apparent link with tourism can already be seen. Sport has become the 

largest social phenomenon on earth, and as Nauright (1996:69) points out, "Sport is 

one of the most significant shapers of collective or group identity in the contemporary 

world". Nevertheless, what constitutes sport and how it is defined have long been 

debated. Edwards (1973:57-58 in Hall 1992b:147) defines sport as " . .. involving 

activities having formally recorded histories and traditions, stressing physical exertion 

through competition within limits set in explicit and formal rules governing role and 

position relationships". McPherson, Curtis and Loy's (1989:15) concise definition 

places sport as being a "structured, goal-oriented, competitive, contest-based, ludic 

physical activity". While the Council of Europe (1992: 1, in Standeven and De Knop 

1999) broadly state sport as "all forms of physical activity, which through casual or 

organized participation, aim at improving physical fitness and mental well being, 

forming social relationships, or obtaining results in competition at all levels". From 

these definitions, threads of commonality can be drawn together. Sport must be 

physical in nature, have some level of competition and some form of organisation. 

The involvement within sport can be either active or passive. Active involvement 

refers to a physical participation in the sport, while passive involvement usually refers 

to the spectator-ship· of sport (Standeven and De Knop 1999). Both forms of sporting 

involvement may include a travel component. 

2.2.1.2 Tourism: a definition 

A similarly wide range of definitions exists in the disciplinary study of tourism. 

However there are, as in sport, commonalities that exist within the majority of 

definitions. Most definitions of tourism tend to contain spatial, motivational and 

temporal dimensions. The World Tourism Organisation (WTO), define tourism as 

"the activities of persons travelling to and staying in places outside their usual 

environment for not more than one consecutive year for leisure, business, and other 

purposes" (WTO 1997). Mathieson and Wall (1982: 1) in a broader application define 

tourism as the "temporary movement to destinations outside the normal home and 

workplace, the activities undertaken during the stay and the facilities created to cater 
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for the needs of tourists". When examining the reasons why people participate in 

tourism, the WTO (1997) found five categories into which each tourist's purpose of 

visit could be placed. They are: 

• 

• 

• 

• 

• 

Leisure, recreation, and holidays; 

Business and professional; 

Visiting friends and relatives; 

Religion/pilgrimages; and 

Other . 

The WTO includes sport as a subset in two of these forms of tourism. The attendance 

at sporting events and the participation in non-professional active sports are included 

in the category of leisure, recreation and holidays, while the participation in 

professional sports is included within business and professional (WTO 1997). This 

shows the obvious association between sport and tourism. 

2.2.1.3 Sport and Tourism: their amalgamation and subsequent growth 

Standeven and De Knop (1999) believe the reason for the growth in sport and tourism 

is due to the process of democratisation - increased opportunities for more members 

of the community. They in turn give four conditions that have favoured the 

democratisation of these two activities. They are: 

1. Economic forces - increased leisure time and discretionary 

income; 

2. Technological innovations 

assistance to sport development; 

transport advances; media's 

3. Political movements - removal of travel barriers; growth in civil 

rights and women's movements; and 

4. Attitudinal and value changes - healthy living; and a shift in the 

work ethic. 

Redmond (1990:158) gives the reasons for the growth in sport tourism, as "the 

inexorable emergence of a world-wide mass production, recreation, and leisure 

industry replete with specialised paraphernalia catering to a well-advertised and 

expanding market". New facilities, government-assisted programs, and modern 
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technology have also served to create a global playground for the sports-minded 

tourist (Redmond 1990). Kurtzman and Zauhar (1995) augment this by giving five 

reasons for sport tourism's recent growth. First, the growth in popularity of sports 

events. Second, the concept of healthy living renewing interest in physical activity. 

Third, the development of sport to promote friendship and understanding. Fourth, 

people enjoying different community sporting offerings due to more frequent breaks 

from work. Fifth, today's communication, infrastructure and technology making sport 

global, contributing to the mobility of sports-minded people regardless of previous 

barriers (for example, language, culture, beliefs and geographical location). 

Tourism and sport have long co-existed in mutual partnership. "Sport is an important 

motivation for tourism and tourism is a fundamental characteristic of sport" (Hinch 

and Higham 2000:5). According to Delpy (1998), sport has always been used by the 

tourism industry as a catalyst for business and infrastructure development, and as 

Stevens and van den Broek (1997: 1) state "the contribution of sporting activities to 

tourism development seems an obvious partnership". The relationship between the 

two is clearly shown in figure 2.2.1. Although sport and tourism have had a long

standing relationship, it is only now beginning to receive appropriate commercial and 

academic attention and as such has developed rapidly over recent years. 

Sport Tourism 

Source: Hinch and Higham 2000 

Figure 2.2.1: Relationship between Sport and Tourism 

Local, regional, and national governments have identified the associated benefits sport 

tourism can bring. The two are becoming increasingly amalgamated in tourism 

strategies, while astute entrepreneurs have begun to cater to the demand of tourists 

through the introduction of sports tours, sport-specific resorts and cruises, sports 

attractions, and the promotion of travel to sporting events (Redmond 1991; Kurtzman 
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and Zauhar 1997). Although major sporting events are often seen as the flagship for 

this growth, recent research has concluded that events are now only one of the many 

components to the growing field of sport tourism. 

Although as separate terms sport and tourism have been well published, together they 

are only now beginning to receive the appropriate attention. Other disciplines (for 

example, Sport Sociology) have examined each field individually, but a lack of 

literature addresses the links between the two. To help correct this deficiency the 

Tourism Sport International Council (TSIC) was formed in 1990, with the function to: 

foster research and identify information on the role of sport in 

tourism, to provide career-oriented tourism individuals with a 

'particular reference group', and to interlink tourism and sport 

organisations, groups, and other sectors directly and indirectly related 

to tourism sport (Kurtzman and Zauhar 1995:707). 

Other advancements include the establishment of an electronic Journal of Sport 

Tourism, and Standeven and De Knop's (1999) comprehensive text dealing solely on 

the issues of sport tourism. From the preponderance of research undertaken on sport 

tourism there has appeared a common dilemma; "As in the case of other sub-fields of 

tourism, the economics of sport tourism has been the focus of much academic 

attention" (Hinch and Higham 1999:10). This is most evident in the amount of study 

on event tourism and in particular sporting events. Recently however, as with most 

emergent fields of study, this is slowly being rectified with the scope of research and 

information on this topic broadening considerably. From this background it is now 

possible to further investigate the definitions and characteristics of sport tourism. 

2.2.2 Sport Tourism 

Sport at any level can be undertaken during any part of the travel expenence. 

Literature has contested the notion that this means any sport involvement (active and 

passive), whilst on holiday can be termed sport tourism. When considering the term 

sport tourism, there are two separate and obvious starting points. It can be viewed 

from either a sporting, or a touristic perspective. When viewed from a sporting 

perspective, sport is the prime motivation of travel while the touristic element acts as 

a secondary reinforcement. Sport tourism viewed from a touristic perspective 
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concerns travel as the main point of interest with sport being seen as an incidental part 

of the visit (Kurtzman and Zauhar 1997). Both perspectives may reveal significantly 

different marketing, economic, psychological and sociological viewpoints, and so 

require separate investigation. This study concentrates on viewing sport tourism from 

a sporting perspective, where sport is seen as the primary motivation for travel. 

2.2.2.1 Sport Tourism: a definition 

Due to the relatively recent emergence of this field of study there has been a number 

of definitions eagerly proposed by different academics. One of the earliest is provided 

by Ruskin (1987:26), whose recreational definition was of sport tourism being "an 

expression of a pattern of behaviour of people during certain periods of leisure time -

such as vacation time, which is done partly in specially attractive natural settings and 

partly in artificial man-made sports and physical recreation facilities in the outdoors". 

Weed and Bull (1997b:5) broadly define it as "holidays involving sporting activities 

either as spectator or participant". This reflects the approach taken by Hall (1992) 

who believes travel to participate in sport, and travel to observe sport are the two 

categories into which sport tourism fall. He proceeds to define sport tourism as "travel 

for non-commercial reasons, to participate or observe sporting activities away from 

the home range" (Hall 1992b:147). A slightly wider perspective is taken by Delpy 

(1998:23), who defines sport tourism as "travel away from home to play sport, watch 

sport, or to visit a sport attraction including both competitive and non-competitive 

activities". Standeven and De Knop (1999: 12) extensively define sport tourism as 

"All forms of active and passive involvement in sporting activity, participated in 

casually or in an organized way for non-commercial or business/commercial reasons, 

that necessitate travel away from home and work locality". 

A critical examination of these definitions confirms that the travel component is 

generally defined more rigorously than that of sport. While the temporal, motivational 

and spatial dimensions that exist in tourism definitions come to the fore, the concept 

of what constitutes sport remains vague. By including a more formalised view of 

sport, this deficiency has been addressed by Hinch and Higham's (1999:6) definition 

of sport tourism being "sport motivated travel away from the home environment for a 

limited time where sport is characterised by unique rule sets, competition related to 

physical prowess, and a ludic or playful nature". 
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2.2.2.2 Sport Tourism: a classification 

Gibson's (1998) analysis on sport tourism uncovers three domains. She labels them 

Active sport tourism, Event sport tourism and Nostalgia sport tourism. People either 

travel to participate in sport, travel to watch sport, or travel to visit sporting attractions 

(which include museums, halls of fame, venues, and cruises). Gammon and Robinson 

(1997) provide a consumer classification of sport and tourism (figure 2.2.2). By 

dividing sport tourism (sport as a primary motivator for travel), from that of tourism 

sport (sport being an incidental part of the visit), additional definitions are presented. 

Analysis of current literature indicates the largest amount of research has been on the 

left-hand side of the figure (specifically event tourism), under the hard definition of 

sport tourism. 

SPORT AND TOURISM 
I 

I I 

I Sport Tourism Tourism Sport I 
I I 

I I I I 
Hard Definition Soft Definition Soft Definition Hard Definition 

I I I I 
passive or active participation primarily active recreational visitors who engage in some tourists who as a secondary 
at a comJX!titive SIXJrting event participation in SIXJrts minor form of sport or leisure; reinforcement passively or 

their participation is purely actively participate in sport 
incidental 

Source: Gammon and Robinson 1997 

Figure 2.2.2: A Consumer Classification of Sport and Tourism 

Faulkner, Tideswell and Weston (1998:4) deem this model to be over-simplistic, and 

suggest a three dimensional model for classifying variants of sport tourism. The 

dimensions proposed are: 

• The place of sport activity in the motivation for travel (primary, 

secondary or incidental); 

• The level of involvement in the sport activity (active or passive); 

and 

• Whether the sport is competitive or non-competitive (or 

recreational). 
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Standeven and De Knop ( 1999) are also not fully satisfied with Gammon and 

Robinson's model and instead propose a two dimensional classification with regard to 

the experience of sport tourism (figure 2.2.3). 

Environ
Mental 

SPORT 
EXPERIENCE 

Inter
Personal 

TOURISTIC EXPERIENCE 

Natural Manmade 

COSTAL 

Natural Surfing 
Fishing 
Sailing 
Scuba Diving 

Artificial Water Skiing 
Jet Skiing 

Combat 

LANDSCAPE 

Walking/Hiking 
Cycling 
Skiing 
Hunting 

Equestrian 
Luge 
Bobsleigh 

HISTORIC 

Trips to historic 
sites (i.e. Olympia) 

Sports Museums 
Halls of Fame 

Jousting 

Contest Beach Volleyball Traditional Games Tennis 

CULTURAL/ 
ENTERTAIMENT 

Ice Skating 
Skateboarding 

Athletics 
Gymnastics 
Fitness Retreats 

Fencing 
Boxing 
Martial Arts 

Football 
Cricket 
Basketball 
Golf 

Source: De Knop and Standeven 1999:64 

Figure 2.2.3: A Conceptual Classification of Sport Tourism 

They believe that when undertaking sport tourism, the dominant experience can be 

that of either tourism or sport. Standeven and De Knop's (1999:75) broad 

classification aims to focus "on the inherent nature of sport tourism experiences, not 

on the participants or the forms of participation". While a notable lack of definitional 

consensus exists, the various frameworks assist in conceptualising the broad scope of 

this field of study. 

2.2.2.3 Sport Tourism: a categorisation 

Although as Weed and Bull (1997a) correctly surmise sporting events and fixtures are 

probably the most visible areas of the sport tourism link, there are a number of 

classifications within the sport tourism domain that can be distinguished by way of 
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tourist's activities (figure 2.2.4). Attractions relate to destinations providing natural 

and/or man-made sport related attractions for tourists including contemporary/unique 

facilities, museums, theme parks, hiking trails, and stores. Boat related trips that have 

sports or sporting activities as their principal market strategy are incorporated under 

cruises. 

Attractions - sports related facilities 

Tours- interest groups and 
sports team travels 

Resorts - complexes/villas with 
sport as their primary focus 

Cruises - boat trips with sport as 
their principal marketing strategy 

Events - activities that attract both 
spectators and participants 

Adapted from Kurtzman and Zauhar 1997 

Figure 2.2.4: Sport Tourism Categories according to Specific Touristic Endeavours 

Events refer to sporting activities attracting a sizeable number of visiting participants 

or spectators. Resorts can be educational and/or social complexes with sports and 

health as their primary focus and marketing strategy. They include spas, 

golf/tennis/ski resorts, sports camps, or nature retreats. Tours may be self-guided or 

organised, and bring visitors to their favourite sport event, facility or destination from 

around the world (Redmond 1991; Kurtzman and Zauhar 1997; Delpy 1998). The 

method of sport tourism undertaken will fit into one of these five categories whether 

the involvement is passive or active. 

2.2.3 Sport Tourists 

With a greater understanding of what constitutes sport tourism, it is possible to 

examine those people undertaking this form of tourism. They are aptly named 'sport 

tourists'. Leiper (1979:396) defines a tourist as "a person making a discretionary, 

temporary tour which involves at least one overnight stay away from the normal place 

of residence, excepting tours made for the primary purpose of earning remuneration 

from points en route". While 'sportists' are defined by Standeven and De Knop 

(1999:70), as "those who engage actively or passively in sport". As with sport, 
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tourism, and sport tourism there is no general consensus on what defines a sport 

tourist. 

2.2.3.1 Sport Tourist: a definition 

One of the first definitions put forward was by De Knop (1987) who broadly stated a 

sport tourist as an individual who participates in sport on holiday. Nogawa, 

Yamaguchi and Hagi (1996:47) also believed participation to be the key when 

defining a sport tourist as "a temporary visitor staying at least 24 hours in the event 

area and whose primary purpose is to participate in a sports event, with the area 

visited being a secondary attraction". They also importantly define 'sports 

excursionists' who differ from sport tourists in that they "are day-trippers not staying 

overnight at the event" (Nogawa et al 1996:47). Yiannakis and Gibson (1992) in their 

typology of leisure-based tourists include the 'sport lover' as one of their fourteen 

roles. They note that the sport lover's primary emphasis while on vacation is to 

remain active engaging in favourite sports. These definitions however exclude from 

the sport tourist framework the important segment of visitors with a passive sporting 

involvement. Gammon and Robinson (1997) rectify this problem by defining sport 

tourists as individuals and/or groups of people who actively or passively participate in 

competitive or recreational sport, whilst travelling to and/or staying in places outside 

their usual environment (sport as the primary motivation of travel). 

2.2.3.2 Sport Tourist: a classification 

Examination of sport tourism literature produced a dearth of information on the 

various classifications of sport tourists. While some studies examined characteristics, 

others seemed to confuse the terms sport tourism, and sport tourist by including them 

in the same framework. A broad classification was given by Nogawa et al (1996:47) 

who define three divisions of sport tourists on the basis of travel purpose. They are: 

1. Event participants: main purpose of travel is to participate in an 

organised sports event, either competitive or non-competitive; 

2. Event spectators: main purpose of travel is to attend an organised 

sports event; and 

3. Sport lovers: main purpose of travel is to participate m self

organised sports. 
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Again however this classification is generalised. While it outlines distinctions 

between tourists who engage in sports on the basis of trip purpose, it does little to 

actually articulate the parameters of sport tourism. For the purpose of this literature 

review therefore, the author proposes an original classification of sport tourists (table 

2.2.1), and a framework in which to differentiate sport tourists on their level and type 

of sporting involvement (figure 2.2.5). 

Table 2.2.1: Classification of Sport Tourists 

Participants 

Players/ Athletes Team, Dual and/or Self 

Arbitrators Referees, Umpires, Officials, Judges, Timekeepers 

Personnel 
...... 

Coaches Coaches, Trainers, Assistant Coaches 

Medical Team Doctors, Masseurs, Nutritionists, Physicians 

Management Chef-de Mission, Managers, Media Liaison, Agents 

ProdJncers/Administrators 

Media Reporters, Broadcasters, Journalists, Television Crews 

Promoters/Sponsors Advertisers, Clients, Investors, Patrons 

Consumers 

Spectators- Connoisseurs* Fans, Supporters, Followers 

Entourage Family, Relatives, Friends 

Travelling Non-Viewers Scalpers, Touts, Hooligans 

* Standeven and De Knop (1999) note spectators can be differentiated between connOisseurs and casual 
spectators. Connoisseurs travel with sport watching as their primary motive, while casual spectators 
include the sports event as an incident part of their trip. 

The type and level of involvement of each sport tourist (in figure 2.2.5) relates to the 

activity of sport. When examining sport tourists, the travel component would be 

naturally active and there would be a primary level of travel involvement. The 

framework is rudimentary and each sport tourist classification requires further 

analysis to determine precise levels and types of involvement and their exact positions 

within the framework. Both table 2.2.1 and figure 2.2.5 include only those 'true' sport 

tourists who have sport as their primary purpose for travel, as emphasised by Nogawa 

( et al 1996) in their threefold classification. It excludes for example those people that 

happen to play a round of golf while on holiday. Although these people are an 

important segment of sport tourism, the author feels the need to limit the scope of 

sport tourist classification, and therefore the frameworks differentiate those people 
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who are 'genuine' sport tourists from those whom merely partake in sporting activity 

incidental to their trip. Each segment has different motives for undertaking sport 

tourism and may therefore require different promotional appeals (Getz 1998b). 

Level of Sporting Involvement 

Primary 

Players/ Athletes 

Arbitrators 

Coaches 

Active 
Me ia 

Medical 

Management 

Secondary 

Spectators 
- Connoisseurs 

Entourage 

Promoters/Sponsors 

Type of 
Involvement 

Passive 

Travelling Non-Viewers 

Figure 2.2.5: Classification of Sport Tourists by Level and Type oflnvolvement 

2.2.3.3 Sport Tourist: characteristics 

Limited studies have examined whether it is possible to distinguish sport tourists from 

general tourists when it comes to patterns of behaviour. Of those studies attempting to 

do so, Nogawa et al (1996:53) concluded sport tourists "were somewhat different 

from general tourists in terms of patterns of expenditure", in that they appeared more 

conscious about spending money. They also concluded that sport tourists have the 

potential to become general tourists in terms of activities and spending, but often 

lacked time and money rather than interest and motivation. Nogawa (1992 in Nogawa 

et al 1996:47) surveying Japanese sport tourists participating in the Honolulu 

Marathon, "indicates they were tight budgeted, atypical souvenir shoppers, less 

tourism-orientated, less competitive, and once in a lifetime participants". Similar 

research by Kudo, Nogawa and Aida (1993 in Nogawa et al 1996) showed 

comparable traits. Their analysis concluded that sport tourists should be treated 

differently by local business than that of normal tourists. Pyo, Cook and Howell 
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(1988: 144) also contend that "sport enthusiasts are less affluent than the usual tourists 

and not big spenders". In profiling sport tourists, a Washington Recreational 

Roundtable (1995 in Delpy 1998) summarised that sport tourists were active, college 

educated, relatively affluent, 18-44 years old. When examining sport tourists, who 

attended sporting events, Mazitelli (1989:197-8) concluded that the fundamental 

characteristics were that visitors to major sporting events tend to: 

1. Equal or exceed the average length of stay of other holiday

makers; 

2. Use accommodation options that equal or exceed the cost of those 

options used by average visitors (both domestic and international); 

and 

3. Incur a level of per diem expenditure equalling or exceeding that 

of average visitors (both domestic and international). 

It appears further research is needed to support these studies before sport tourists are 

considered separate from general visitors. Nevertheless, anecdotal evidence suggest 

sport tourists should be catered and promoted toward as a distinct and growing 

segment within the travel market. 

2.2.4 Sport Tourism and the Government 

Although the relationship between sport and tourism is obvious there has in most 

countries been a lack of integration at an administrative level. However, due to the 

potential benefits that can accrue, governments are now starting to take a closer 

interest in this association (figure 2.2.6). Glyptis (1991) provides a comprehensive 

overview of the existing and potential roles that government's can play in the 

integration of sport and tourism, including administrative issues such as policy, 

planning, and the development of facilities and services. 

--SPORT I +I TOURISM 
Economic Gain 
Social Benefits 
Generation of Tourism 

Adapted from Glyptis 1991 

Figure 2.2.6: Government Rationale in Developing Sport and Tourism 
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One of the earliest integration of sport and tourism at an administrative level was the 

Portuguese Commission for Sport and Tourism, established in 1983. Its aim was to 

"prevent the duplication of effort which separate departments can engender, and to 

develop sport as a tool to attract tourism" (Glyptis 1991: 167). This approach to sport 

and tourism has since been adopted by a number of nations including Australia, 

England and New Zealand. 

Closer examination of the rationale in figure 2.2.6, provides more specific reasons 

why governments are involving themselves in the development of sport and tourism. 

Possible economic reasons include tax revenue, employment, and the generation of 

new industry through relocation and establishment. Social benefits include prestige 

for the local community; recreational opportunities for locals; a beneficial effect on 

people's physical health and well-being; and the encouragement of interest in sports 

among the young (Okner 1974 in Hall 1992b). The generation of tourism has also 

substantiated the need for closer relations between sport and tourism. Sport has played 

an important role in assisting tourism development and literature has shown that if 

policies are put in place to link sport and tourism they may benefit economies greatly 

(Collins 1991; Bramwell 1997; Stevens and van den Broek 1997; Weed and Bull 

1997a). Anderton (1995:21) adds that "Sport is inextricably mixed with travel, and the 

revenue generated by this type of tourism supports or contributes greatly towards the 

economies of many countries". 

One of the more obvious signs of government involvement has been the construction 

of sports stadia to help generate tourism and assist urban redevelopment. "In the 

1990s sports tourism has reached new heights in the development of large-scale 

stadium not only for sporting clubs but also for major-one off events". (Hall 

1992b:150) This is supported by Stevens and Wootton (1992:52) who state that "the 

realisation of stadiums as a tourist asset is primarily founded upon the economic 

impact generated by mega-events e.g. Olympic Games or Super-bowl, and by the 

regular sporting occasions that take place in them ... ". Apart from their ability to 

attract major events they also have enormous local benefit, can enhance the 

destination's image, and be used as a catalyst for surrounding development. "These 

facilities provide a platform for fresh tourism marketing initiatives. They also create a 

stimulus for other commercial investment such as hotels, restaurants and themed 
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bars". (Stevens and Wootton 1992:49) Governments and authorities are now realising 

the potential role of sport tourism in contributing economically and socially to their 

region and are taking measures to encourage these benefits. 

2.2.5 Sport Tourism in New Zealand 

New Zealand, in terms of its proximity to the world's major tourism generating 

markets, is relatively isolated. The general reduction of tourism barriers such as travel 

time and cost, from major Northern Hemisphere markets, has meant increased 

opportunities for more tourists to partake in New Zealand's sporting activities and 

events. New Zealand, according to Tow (1994), is uniquely positioned to promote 

itself as a sports tourism destination. It has more golf courses per head of population 

than any other country, some of the best skiing in the world between May and 

October, and has more coastline per square kilometre of land than any other nation. 

Urban sporting facilities have also become tourist attractions within New Zealand. 

Their use for regional, national and international competitions are one of the many 

examples of sport bringing economic and touristic benefits to the host community. 

The development of sport tourism in New Zealand relies on suitable sporting facilities 

for national and international visitors, whether they are spectators or participants. A 

number of major developments and upgrades have taken place in New Zealand in 

recent years. These include Westpac Trust Stadium in Wellington, Westpac Trust 

Centre in Christchurch, and major ground redevelopment at Carisbrook in Dunedin 

and Eden Park in Auckland. Table 2.2.2 presents the recent indoor developments that 

have taken place outside of New Zealand's major centres. 

Table 2.2.2: Indoor Multi-Use Stadiums/Events Centres 

North Shore Events Taka puna 6 3200 1992 
TSB Stadium New Plymouth 4.7 2600 1992 
Events Centre Queenstown 6.5 2000 1997 
Events Centre Taupo 9.7 2000 1998 
Stadium Southland Invercargill 11 2800 2000 

Source: Goodger 2000 

Sport and travel are an integral part of the New Zealand lifestyle. Opportunities in 

New Zealand for sport tourism exist at a variety of levels, from visitors playing golf, 

fishing, walking in national parks, and experiencing other outdoor adventure 
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activities. New Zealand is home to Queenstown, the self-titled 'adventure capital of 

the world', with a large number of various outdoor sporting activities. The hosting of 

major sports events and the growth in various festivals of sport (for example, Golden 

Oldies Tournaments, Master Games) are also attracting increased numbers of visitors 

(Tow 1994). Although larger sporting events attracting international visitors and 

attention are often seen as the flagship for the development of sport and tourism in 

this country, other activities that involve sport tourists should not be overlooked. 

The importance of 'sport tourists' on both our domestic and international tourism 

industries is beginning to be recognised. Nearly four percent of tourists come to New 

Zealand specifically to take part in or watch sports and active leisure spending 

NZ$120 million a year. These visitors generate NZ$111 million for the economy and 

support around 1600 jobs. The New Zealand Tourism Board's (NZTB) International 

Visitor Survey found that more than three-quarters took part in some form of sport 

and active leisure during their stay in New Zealand (Hillary Commission 1998). 

A travel lifestyles study of New Zealand domestic tourists found that twenty one 

percent (the second largest group) could be labelled as 'sports devotees'. This group 

has sport as their primary reason for travelling (specifically, travel was planned 

around the sporting event), whether as a spectator and/or participant (Lawson, Thyne, 

and Young 1997). This study demonstrates the importance of the domestic sport 

tourist. The international sport tourist has also become significant, in light of the 

former Minister for Tourism Murray McCully's statement that event visitors spend 

three times more than the average daily visitor (The Dominion 1997). 

The important integration of sport and tourism at an administrative level is also 

occurring. As Hall (1997a:63) states" ... sports and tourism organisations, such as the 

New Zealand Tourism Board (NZTB), are increasingly looking to sport as a means of 

raising the tourism profile of New Zealand overseas ... ". New Zealand organisations 

such as the Office of Tourism and Sport, and Major Events New Zealand have been 

established. The later formed as a partnership between NZTB and the Hillary 

Commission to attract major sporting and cultural events to New Zealand, while the 

Office of Sport and Tourism's mission is to: 
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Champion the cause of tourism and sport within Government as key 

vehicles for promoting New Zealand's unique 'brand values' and as 

significant contributors to the economy and society in order to 

maximise the benefits and opportunities that can be obtained from 

these important activities for New Zealand" (New Zealand Audit 

Office 1999:96). 

As on a global scale, New Zealand's sport tourism future appears to provide similar 

development potential. 

2.2.6 Summary 

The amalgamation of common interests in sport and tourism has developed 

dramatically over recent years and has become an important industry in its own right. 

The main shortcomings of this industry are still a lack of co-ordination between 

sporting and tourism bodies. Gibson (1998) believes there is a lack of integration of 

sport and tourism at three levels. They are in: 

1. Policy development and implementation; between tourism and 

sport agencies; 

2. Academia with a lack of inter-disciplinary research; and 

3. Education of future sport tourism practitioners due to separation of 

sport and tourism departments. 

As Stevens and van den Broek (1997: 1) note there are "mutual benefits for both 

industries with participation in sport becoming an increasingly important tourist 

motivation, whilst simultaneously the sport industry is experiencing the significance 

of tourists as potential consumers of their products". It is obvious that sport tourists at 

all levels can contribute substantially to regions that host sports events, promote 

sporting attractions, and cater to tourist demands by way of resorts, tours and cruises. 

Sport tourism can also assist in the justification for urban development and the 

generation of new industry. The scope of research and information on this topic has 

begun to broaden considerably and is now encompassing such diverse disciplines as 

psychology, history, sociology and geography. The relationship between sport and 

tourism has been identified, it is now time to integrate the studies. 
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2.3 Event Tourism 

2.3.1 Introduction 

As introduced in the previous section, governments are increasingly using sporting 

events for a number of benefits including tourism. Ritchie (1984) states that while 

some tourism destinations depend on natural resources as their lure, others are forced 

to create and/or develop permanent or temporary facilities and attractions to enhance 

their destination. One example of the temporary attraction is the event. The number 

and variety of events has increased substantially over recent years and the study of 

their association with tourism has developed into one of the most popular forms of 

travel research. Getz (1989: 125) notes that: 

Although the majority of events have probably arisen for non-touristic 

reasons, such as religious holidays, competitions, community leisure, 

or cultural celebrations, there is clearly a trend to exploit them for 

tourism and to create new events deliberately as tourist attractions. 

Over the last decade, event tourism has become one of the fastest growing segments 

of the tourism industry, and is now seen as a significant component at all levels of 

tourism development and planning. This section begins by defining the field of event 

tourism and more specifically the various terms that have emerged from its definition 

(specifically, special events, community events, hallmark events, and mega-events). 

Event characteristics are examined, followed by a brief overview of the roles events 

play. The latter predominantly covers their role as a tourism development tool. It is 

widely acknowledged that impacts will occur with any form of tourism, therefore a 

summary of the potential positive and negative impacts that events can generate is 

presented. This is followed by a classification of events, before concluding with a 

consideration of event tourism from a New Zealand perspective. 

2.3.2 Event Tourism: a categorisation 

The New Zealand Oxford Dictionary (1995:261) defines an event as a "thing that 

happens or takes place, esp. one of importance ... ". Although a general consensus has 
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not yet developed concerning the definitions and differences between the varying 

scales of events, the author proposes a framework of the possible categories into 

which events fall (figure 2.3 .1). The great variety of events and the relative youth of 

tourism research into special events results in a distinct lack of unified terminology 

when examining this field (Shultis, Johnston, and Twynam 1996). Getz (1988:252) 

however concisely describes event tourism as "the systematic development and 

marketing of special events as tourist attractions and as image-builders for 

destinations". The different sections of the below figure will be discussed forthwith. 

Hallmark 

Mega
Events 

;----------
1 

I 

Events : 
[Special] ! Festivals 

.... ~.Y.~.~~ ................................................................... +···· ............ 1 

Community Events 

Figure 2.3.1: Event Categories 

"Defining event is a straightforward matter, determining what makes one special is 

problematic." (Getz 1991:43) This is perhaps due in part to the definition of 'special' 

being very individualistic; that is to say, what is special to one person may not be to 

another. Getz (1989: 125) believes the appeal of special events "stems from the innate 

uniqueness of each event which differentiates them from fixed attractions, and their 

'ambience', which elevates them above ordinary life". Sonmez, Backman and Allen 

(1993:111-112) suggest special events can take on various forms including "contests, 

concerts, exhibitions, dancing, theatre, sports, children's events, parades, beauty 

contests, flea markets, raffles or lotteries, races and tours". Getz (1997:4) states "it 

will never be possible to come up with a universal, standardised definition, nor a 

classification of which types of events are exceptional or special". Therefore the 

author suggests that the term 'special events' be used interchangeably and as a generic 

term to cover the entire spectrum of events. The wide application of the term 'special 

event' arises from the presupposition that if an event is not special then it can scarcely 
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be considered an event. By the same reasoning however no event should be required 

to carry the prefix 'special'. This suggests that events are or are not considered special 

in relation to other events rather that other community happenings, and all this 

suggests the irrationality of the term special event. 

Community events and festivals are often seen as subsets of events and are commonly 

referred in the same breath. Very rarely will community events become large enough 

to be termed hallmark events, although as Hall (1989d:264) notes several studies 

"have identified short-term staged events, such as carnivals, festivals and fetes in 

small towns and villages as hallmark events". If the event continually increased in 

scale it would be unlikely for them to retain the title of being a community event. 

Community events by nature tend to be of smaller scale unlike festivals that can 

sometimes be termed mega (for example the New Orleans Mardi Gras). Getz (1997) 

describes festivals as public, themed celebrations, and Meyer 1970 (in Getz 1989:126) 

identifies festivals "by reference to their themes or key activities, including those 

pertaining to crafts, sports, drama, film, dance, music and agriculture". 

The middle tier in the framework applies to those events of a significant scale. Ritchie 

(1984:2) defmes hallmark events as: 

Major, one-time or recurring events of limited duration, developed 

primarily to enhance the awareness, appeal and profitability of a 

tourism destination in the short and/or long term. Such events rely for 

their success on uniqueness, status, or timely significance to create 

interest and attract attention. 

Getz (1998a) prefers them to be recurring rather than once-off events, with the goal to 

provide the host with a competitive advantage in the tourism marketplace. Hallmark 

events may include national sporting occasions for example. Despite Ritchie (1984), 

and Getz's (1998a) emphasis on tourism, it must be remembered that a number of 

events have been developed primarily for non-touristic purposes. 

The final tier includes a select group termed mega-events. Held on either a regular or 

one-off basis, mega-events usually require substantial financial support and/or public 

funding (Roche 1992). The Association Internationale d'Experts Scientifiques du 

Tourisme (AIEST) determined that mega-events could be identified in three different 
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ways. They are by volume (1 million visitors); by a money measure ($500 million -

Canadian); and/or by reputation (must see) (Marris 1987). Hall (1992a:5) defines 

mega-events as being: 

Expressly targeted at the international tourism market and may be 

suitability described as 'mega' by virtue of their size in terms of 

attendance, target market, level of public financial involvement, 

political effects, extent of television coverage, construction of 

facilities and impact on economic and social fabric of the host 

community. 

Due to the subjective nature of defming mega-events, Getz (1998a:418-419) believes 

the term should be used in a "relativistic sense pertaining to the degree of potential 

impacts on a destination ... Mega-event describes a relative condition, not a type of 

event". While Jafari (1988) notes that the term mega, when examining events, could 

simply refer to the mega onslaught of visitors to the host destination. 

Depending on its scale, sporting events as a component of sport tourism can fit into 

any of these event categorisations. As this study specifically examines the Olympic 

Games, during the discussion on event tourism, a noticeable emphasis occurs toward 

hallmark and mega-events rather than smaller community events and festivals. 

2.3.3 Events: a classification 

Within the field of event tourism, there are various classifications (table 2.3.1). The 

first recognised event to assisted in focusing attention on a particular destination were 

world fairs and expositions. They were also quickly seen as an effective tool for urban 

development. Unique carnivals and festivals differ from the above in that they re

occur in the same region and develop a reputation over time. Cultural and religious 

events along with historical milestones are not necessarily developed for touristic 

reasons but are nonetheless fully exploited by the tourism industry. Commercial and 

agricultural events are usually traditional events that have been re-found/enlarged due 

to local and tourist demand. Political personage events, again non-touristic in nature, 

are usually accompanied by large groups of dignitaries, and media who broadcast 

regional or national images resulting in an increased awareness and promotion 

(Ritchie 1984). 
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Table 2.3.1: Event Classifications 

Classfficaiiion "E~anlples 

World Fairs/Expositions Brisbane Expo 1988 

Carnivals and Festivals Munich Oktoberfest; New Orleans Mardi Gras 

Cultural and Religious Events Royal weddings/funerals; Papal visits; The Haj 

Historical Milestones Australian Bicentennial; New Zealand 150 years 

Commercial and Agricultural Events Australian Royal Agricultural shows 

Political Personage Events APEC meetings; World Trade Organisation meetings 

Sports Events Olympic Games; World Cup Football 

Source: Ritchie 1984 

Most important to this study is the category of sports events. Hall's ( 1992a) 

examination of sport tourism, found the most widely researched contextual domain to 

be hallmark events, and further stated that sporting events probably constitute the 

most well-known form of hallmark' event. This is supported by Gibson (1998), who 

includes events as one of her three sport tourism domains, and by Shultis, Johnston, 

and Twynam ( 1996) who state sporting events are the most familiar types of special 

events. Smith and Jenner (1998:77) add that "Sport involves the largest volumes of 

spectators and the largest revenues of all special events and festivals". The sizeable 

revenue is normally attributed to the sponsorship and television rights that accompany 

sporting events. Mazitelli (1989) also concludes that sporting events can have a 

significant economic impact and will attract sport tourists to the host regions. Collins 

(1991: 199) adds that "Sports events can provide a tourist focus where nature has 

failed to do so, or can spread the use of accommodation into off-peak periods or 

stimulate accommodation provision". 

2.3.4 Event Characteristics 

Examining events from a demand side perspective, Burns and Mules (1989) 

recognised four key characteristics. They were: 

1. The majority of demand due to the event, is demand for auxiliary 

services (i.e. accommodation, food, and transport) and not the 

event itself; 
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2. Demand is condensed into a short time period and due to an 

inability of storing the event, can often lead to 'peaking' problems 

in the auxiliary service industry; 

3. This 'peaking' will influence the level and distribution of benefits 

received; and 

4. The major benefit of hosting the event will come from new funds 

received from outside the region; the redirection of local funds 

towards the special event achieves little net impact. 

Smith and Jenner ( 1998) believe the defining characteristic of events or festivals are 

their transient nature. Without this they claim the event's appeal and excitement 

would become monotonous. Nonetheless, most events have a distinct product life 

cycle and should be developed over time to retain appeal. This is true even of the 

more 'appealing' events such as the America's Cup and the Olympic Games. To assist 

in an event's success, Ritchie (1984) states it should be unique, have a theme, of high 

status, and be well marketed. When comparing events to other tourism products, Getz 

( 1989) found a number of distinguishing features. They included an infrequent 

occurrence; predetermined opening and closing dates; an inability to be stored or 

inspected in advance; and all activities taking place in the same tourist region. J ago 

and Shaw's (1998a) extensive study on event literature showed that the key attributes 

of a special event were: an ability to attract tourism development; being of limited 

duration; being a one-off or infrequent occurrence; raising a region's awareness, 

image or profile; offering a social experience; and being out of the ordinary. This was 

supported further when later examining consumers beliefs regarding special event key 

attributes and finding them to be; the number of attendees; the international attention; 

improvement to the image and pride of the host region; and the exciting experience 

(Jago and Shaw 1998b). These studies clearly illustrate an important reciprocal 

relationship. Events function as a tourist attraction, and tourism plays a part in the 

success of events (particularly from a financial perspective). 

2.3.5 The Role of Events 

To help justify their hosting, developers and planners generally proclaim that events 

can boost the economy, stimulate the local tourism industry, build the region's image, 

improve local infrastructure, and strengthen local pride (Ritchie 1984; Burgan and 
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Mules 1992; Hall 1992a; Roche 1992; Roche 1994; Hall 1997b). Additionally, the 

objectives for hosting events can include developing community participation and 

involvement; promotion of political/cultural exchanges; strengthening of community 

goodwill; utilisation of facilities during the off-season; and earning revenue for 

otherwise unattainable community social benefits (Canadian Government Office of 

Tourism 1982 in Hall 1992a). From a touristic viewpoint Getz (1989: 134) states the 

typical goals of events are to: 

• Expand the traditional tourist season; 

• Spread tourist demand more widely throughout the area; 

• Attract foreign visitors; and 

• Create a favourable image for a destination. 

The introduction of events is commonly seen as a way of reducing tourism 

seasonality. Higham and Ritchie's (1996:137) study illustrates event tourism "may be 

strategically developed to complement high season tourism patterns as well as 

mitigate tourist inactivity during the low season". Despite this, many larger events are 

held during peak tourist seasons, mainly due to the sponsor's interests. Sponsors 

prefer guaranteed audiences rather than taking a risk on supporting events in the low 

season (Smith and Jenner 1998). Also by dispersing events and their associated 

activities, benefits can be spread throughout the host region. The nature and scale of 

the event will normally dictate this level of dispersal. 

The overall ability to achieve an event's objectives can depend on the "uniqueness of 

the event, the status of the event, and the extent to which it is successfully marketed 

within tourism-generating regions" (Ritchie 1984:2). Getz (1998a:428) states that "All 

the publicity and marketing surrounding a mega-event can potentially influence 

visitor demand before, during and after the event". Figure 2.3.2 illustrates the levels of 

demand directly attributable to the event. The centre of the figure shows those visitors 

motivated to travel by the event (specifically participants and spectators), while to 

either side is the demand induced through the event's corresponding publicity and 

awareness. Getz (1998a) describes post event awareness and enhanced image as the 

'Halo Effect'. Unlike event motivated tourists who remain in and around the event 

venue(s), there may in fact be greater benefits from those induced visitors before and 
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after the event, who may have quite different travel and spending patterns which can 

benefit the region as a whole. 

It is important to note that even cultural or religious events held for non-commercial 

reasons still provide a significant input to the local tourism industry (Buck 1977 in 

Ritchie 1984). Apart from those tourists attending the event, the input includes the 

long-term benefits a large media presence provides by passing images onto a global 

broadcast audience. This publicity usually involves an enhancement of region's 

awareness and the chance " ... to secure a position of prominence in the tourism market 

for a short well defined period of time" (Hall and Selwood 1987 in Hall1989a:4). 

Pre-Event Induced 
Demand generated 

by preliminary 
events, construction, 

publicity 

Ancillary Demand 
pre and post tours; seminars, exhibits, trade 

shows linked to mega-event 

Event
Motivated 
Travellers 

Broadcast 
Audience 

Post-Event Induced Demand 
generated by 'Halo Effect' of 

publicity, new facilities and new 
events, organisational capability, 

improved marketing 

Source: Getz 1998a:423 

Figure 2.3.2: Travel-Generating Elements of Mega-Events 

Hall (1992a:155) adds that "events may be regarded as the image makers of modern 

tourism [ ... ] The attachment of the city's name to the event enhances not only global 

recognition but suggests that the success or failure of the global event itself reflects on 

the city". This recognition is not necessarily global. Depending on the scale of the 

event the recognition while still contextually significant may only be local and/or 

national. 

Ritchie and Smith (1991) state the primary function of a mega event is to provide the 

host region with an opportunity to secure high prominence in the tourist marketplace. 

This was not originally the case regarding sporting events such as the Olympic Games 

and the World Cup of Football, where nation's sporting success was the primary 
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reason the event began. This latter notion now seems slightly antiquated when 

examining the lengths and costs cities go to when bidding for prestigious events. 

Achieving a higher level of prominence in the tourism and commercial world seems a 

more likely reason for the attempts to become host to these events. Indeed this has 

become the case to the point of outrageous corruption associated with many event 

bidding processes (particularly for the Olympic Games). 

Hall (1992a) suggests that maximising public participation in the planning, 

management, and development of the event will assist communities in meeting their 

objectives in hosting the event. To help facilitate this public support, Hall (1998:6-7) 

states "the more an event is seen by the impacted public as emerging from the local 

community, rather than being imposed on them, the greater will be that community's 

acceptance of the event". Despite this, local involvement in the event's planning and 

development is often kept to a minimum as stakeholders and governments maximise 

their own benefits while concerns by residents are quietly ignored. Nevertheless there 

is a need to ensure the community accepts the event as a legitimate institution. 

"However legitimacy is not confirmed by politicians or developers, but rather by the 

local community that will be impacted by the event. Hence in their quest for viability 

and legitimacy, developers and politicians will need to involve the public within the 

overall decision making process relative to the hosting of a hallmark event" (Heenan 

1978; Murphy 1985 in Hall 1989b:32). Sparrow (1989) also believes that obvious 

public support and participation will enhance the quality of the experience for event 

participants. This in turn will assist in positive word of mouth and subsequent long

term tourism benefits. 

2.3.6 Event Impacts 

Okrant (1988:91) states that "Unfortunately there can be no prior guarantee that 

benefits will entirely outweigh the costs accompanying mega-events". The impacts of 

mega-events will also vary depending on the nature and scale of the event, often 

beginning with the bidding process and lasting years after the event has concluded 

(Olds 1998). When assessing the impact of mega-events, Hiller (1998) distinguished 

between three types of linkages. The linkages are: 

1. Forward - effects caused by the event itself; 
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2. Backward - powerful background objectives that justify or 

rationalise the event; and 

3. Parallel - side effects residual to the event itself and not directly 

under the control of event organisers. 

He adds these links are not exclusive and while the forward linkages dominate, the 

others provide a more balanced and comprehensive perspective. Within these linkages 

the impacts of events are numerous and varied (table 2.3.2). Ritchie (1984) lists six 

categories of both positive and negative impacts that need to be assessed when 

planning and developing events. They are Economic; Tourism/Commercial; Physical; 

Socio-cultural; Psychological; and Political. It should also be stressed that these 

impacts can occur before, during and after the event and are not mutually exclusive. 

Table 2.3.2: Event Impacts 

lmua~tt f9Si'l¥e lNe2~ti¥e 
Economic Increased expenditure Price increases/inflation 

Increased revenue Seasonal effects on revenue and expenditure 
Increased money in circulation Seasonal low wages, un/semi skilled part-time 
Job creation employment 
Stimulation of property market Property price increases 
Increased investment Cost of extra law enforcement 
Increased government revenue Leakage through taxation 

Expenditure switching 
Tourism I Promoting investment opportunities Image detraction 

Commercial Image making and enhancement Temporal displacement of travelers 
Destination awareness/publicity Displacement of locals 
Increased visitation Expenditure switching 
Creation of tourist facilities and Over-capacity in accommodation sector 
attractions, accommodation 
Reduced seasonality 

Physical! Improved infrastructure Pressure on natural resources 

Environmental Heritage preservation Environmental damage 
Environmental awareness Overcrowding and Traffic congestion 

Noise, air, pollution 
Heritage destruction 
Architectural pollution 

Socio-Cultural Community involvement/participation Increased crime 
Strengthen local traditions/values Resident alienation 
Cultural enrichment Culture shock 
Positive Host-Resident interaction Commercialisation of culture 
Improved quality of life Loss of community identity 

Psychological Creates sense of civic pride Cultural misunderstanding 
Event enjoyment Host/Visitor misunderstanding 
Personal interaction Stress through event failure 
Enhanced community spirit Loss of sense of place 
Increase voluntarism Culture shock 

Political/ Promotion of region and values Propagation of political values 

Administrative Promotion of political values/ideology Exploitation of local population by political elite 
Diplomatic relations Overriding of existing legislation and planning 
Increased planning skills processes 

Skewed decision making process 

Sources: Ritchie 1984; Pyo, Cook and Howell 1988; Hall 1992a; Kang and Perdue 1994; 
Ritchie, B 1996; Ha111996b; Shultis, Johnston and Twynam 1996; Getz 1997. 
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One of the major reasons for the growth of events has been the perceived positive 

economic impact that can accrue to the host region's government, event organisers 

and the local residents. It is the economic impact that ultimately justifies the event. 

Hiller (1998:47-8) supports this by stating " ... the contribution to economic growth 

becomes the dominant rationale for hosting the event", however adds that "Negative 

impacts are either ignored or hidden under the table". It is also important to note that 

usually only select groups experience economic benefits as well as other positive 

impacts. There is a tendency for event impacts, especially from hallmark and mega

events, to be unevenly distributed, and unfortunately as Hall (1997b:81) states the 

people who are often lumped with these negative impacts "are typically those who are 

least able to form community groups and protect their interests". To avoid negative 

publicity through resident protests and demonstrations that may tarnish the region's 

image, the importance of gaining and maintaining public support by showing how the 

entire community can benefit is validated. 

When it comes to larger events the rewards are usually greater but so too are the 

negative consequences. This is clearly illustrated in Higham's (1999) study which 

contrasts sport events at a variety of scales, and concludes that the criticisms and 

potential negative impacts that surround mega-events are seldom seen with events of a 

smaller scale. Although smaller events cost less, use existing facilities and generally 

cause less negative impacts, they rarely meet the interests of key elites and the 

government. Hall (1997b:85) notes that: 

Appropriately scaled and planned events can revitalise, redevelop, and 

re-image communities and destinations. However mega-events 

generally only serve a narrow range of interests, with their hosting 

having the potential to be but a chimera in the search for sustainable 

forms of tourism development. 

Due to the perceived social impacts of events, organisers and governments are now 

paying additional attention toward the attitudes and opinions of the local community. 

Just as there are economic impact assessments made for events, there are now social 

evaluations to satisfy the community and answer important questions pertaining to the 

impacts the event may cause. A closer examination of impacts from a tourism 

perspective shows mega-events can be extremely beneficial (figure 2.3.3). 
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The initial impacts of hosting a mega-event include participation (both passive and 

active), media coverage, promotion, and improvement to service and infrastructure. 

Due to variations in an event's duration and the host's capacity, the immediate 

tourism impact may or may not be substantial. Visitor satisfaction and positive word 

of mouth are seen as essential for the long-term positive impact of the event. Although 

Ritchie and Smith ( 1991) show that image decays over time, promotion can be used to 

offset this. The external factors on the right hand side of figure 2.3.3, although not a 

direct consequence of hosting the mega-event, will indirectly affect visitation to the 

host region (Kang and Perdue 1994). 

This model however tends to be overly optimistic and fails to take into account the 

possible negative tourism impacts that can occur. Expenditure switching and 

displacement are two examples of negative tourism impacts. Burgen and Mules 

(1992) believe there are two types of expenditure switching important for the analysis 

of sporting events. The first type is switching by spectators, that is if the visitor had 

already planned his/her visit, but simply switched the time of their visit in order to 

take advantage of sporting event(s), then their expenditure cannot be regarded as 

being attributable to the event. Shown at the bottom of figure 2.3.4, Burgen and Mules 

(1992) believe that expenditure by this group should be netted out of the analysis. 

What they fail to take into account however is the possibility of any change in these 

visitors spending and/or length of stay due to the event being present. 

Residents 
Retained by 

Event 
(Positive Impact) 

Core Target 
Markets and 

Induced 
Demand 

(Positive Impact) 

Time 
Switchers 

(No Impact) 

Displacement of 
Resident and 

Regular/Other 
Visitors 

(Negative Impact) 

Source: Getz 1998a:425 

Figure 2.3.4: Special Impact Consideration Related to Event Demand 
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Studies from the Adelaide Festival found event tourists spent more per day than 

average tourists (Getz 1997). Backman, Backman, Uysal and Sunshine's (1995:24) 

research "points to the fact that event tourists are a segment of travellers that is a 

diverse group ... ". This is supported by anecdotal evidence in the last section, 

examining sport tourism, that claim sport tourists may differ from general tourists in 

their spending patterns. This suggests a need for further analysis of 'expenditure

switchers' before they are excluded from economic assessments. 

The second type is the switching of public capital expenditure. This is a classic 

example of opportunity cost, whereas money could be spent elsewhere in the 

community, for example health, education and/or infrastructure. Unless the income 

and tax revenues generated from the event (by visitors from outside the region), are 

greater than the capital expenditure spent on the event, there is obvious expenditure 

switching. However as Faulkner (1993:9) states, "Often the effect of an event is 

simply to bring planned construction programs forward rather than being the reason 

for the construction". Turco and Navarro (1993) note a third type of switching. 

Although the real economic benefit comes from visitors from outside the region 

injecting money into the local community the retention of locals is also advantageous. 

Shown on the left-hand side of figure 2.3.4, this switching prevents 'leakage' of local 

dollars from the region. Nonetheless, this often proves too difficult for most studies to 

include as a valid measure, and therefore Getz ( 1998a) suggests most impact 

evaluations should only be visitor oriented. 

Events can produce three possible forms of displacement. Firstly, the displacement 

with the largest social consequence is locals having to be moved permanently or 

temporarily outside the project areas due to site development. Secondly, locals 

'escaping' the region during the event. This may be due for example, to crowds, 

traffic congestion, and noise. Thirdly, displacement can occur when potential visitors 

are discouraged from visiting the region because of price increases in accommodation, 

entertainment and travel costs due to the event being held. This is also known as the 

'avarice cost'. Roche (1992) believes that those events occurring at peak season times 

are more likely to displace business travellers, tourists and locals who have no interest 

in the event. 
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2.3. 7 Event Tourism in New Zealand 

Events in New Zealand have grown dramatically over the past decade. The turn of the 

millennium has brought a number of mega-events to New Zealand. The World Cup of 

Golf in 1998, the World Championship of Netball, and the APEC leader's meeting 

both in 1999, and the Millennium celebrations have attracted overseas visitors and 

helped increase New Zealand's prominence in the global tourism market. New 

Zealand's largest sporting event to date in terms of tourism receipts and exposure was 

the America's Cup (October 1999 to March 2000). 

The impact of the America's Cup in Auckland in 2000 has been substantial both for 

the host city Auckland where it represented a significant hallmark event for the city, 

and comprised a significant generator of tourism and visitor spending (Barker, Page 

and Meyer forthcoming). An additional 120,000 overseas and 300,000 domestic 

visitors were forecast to visit Auckland during the America's Cup (Auckland 

Regional Services Trust 1996), and the additional expenditure will have generated 

significant benefits for the region's economy. According to consultancy forecasts the 

2000 America's Cup was expected to generate NZ$500-800 million for Auckland and 

NZ$1.3 billion for New Zealand (Collier 1999). Furthermore, the marketing impact 

for the 2000 America's Cup was expected to be in the region of NZ$100 million 

(Orams and Brons 1999). The employment impact from the Cup was expected to 

generate 959 full-time equivalent jobs for Auckland and 3,530 for New Zealand over 

two years (Auckland Regional Services Trust 1996). 

New Zealand was at the forefront of countries undertaking specific event tourism 

programmes in order to spread the tourism benefits around the country and combat the 

problem of seasonality (Getz 1997). Higham and Ritchie (1997: 132) state: 

the New Zealand Tourism Board has promoted the development of 

events with particular emphasis given to the potential for event 

tourism to generate regional economic activity. [In 1997] the NZTB 

has proclaimed that sporting, cultural and community events in the 

next five years will reap $NZ2 billion in revenue. 

Collier (1999:237) notes "Special events within New Zealand have always given rise 

to domestic travel and tourism and, despite New Zealand's geographical position, 
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recent years have seen it play host to an increasing number of international sporting 

events". Much research on New Zealand sporting events have concentrated on 

economic impacts (table 2.3.3). While sporting events appear to hold prominence, 

New Zealand can claim host to a number of other successful events outside the sports 

arena, for example Wellington's International Festival of Arts, and the Queenstown 

Winter Festival. 

Table 2.3.3: Economic Research on New Zealand Sporting Events (selected examples) 

Higham and 
Devlin (1993) 

Garnllam 
(1996) 

Ritchie (1998) 

Collier (1999) 

Langley 
(2000) 

Bledisloe 
Cup Rugby 

Ramurly 
•eld 

New Zealand 
Masters 
Games 

1995 Golden 
Oldies 
Rugby 
To\lmftna~nt 
New Zealand 
Masters 
Games 

Dunedin 

Taranaki 

Dunedin 

Canterbury 

Dunedin 

Total direct economic impact on the host 
economy of $6.73m. Total economic output 
with multipliers was $12.79m. Food and 
beverage and shopping accounted for over 
50% of expenditure. 
Service ousiness profited (pnbs., restaurants) 
whrle retail felt no impact. Another bene:fit to 
stem ftom this was the community's morale 
and "'ride which buo••ed tb~ local "'O"'ulation. ~·""·""·'·'-'" .. J?:·l w:·.·.·,· ····<' - ·.-.·.-.·.-......... ,, •.-.- · . ·d·~ -~-_, _. ' .· . .-J:i' , ·.·.· , .. .. ..... _ Jr.V¥'1, ·-... .,.,.... ,,.,, 

2679 visitors made a direct impact of $2.33m. 
Total economic output was $4.43m Shopping, 
Food and beverage, and accommodation were 
the highest expenditure groups. 
Generated an estimated $:Hm ror the local 
economw and was broadcast on international 
cable televi:sion to approximately 344 millilion 
hQmes .. 
3,798 visitors brought an additional $4.87m 
into the local economy further generating an 
output total of $10.35m. 

The growth in event tourism in New Zealand is also evidenced by the establishment 

of Major Events New Zealand, and the restructuring of the Tourism Policy Group 

(TPG) into the Office of Tourism and Sport. Other factors in the emergence of events 

include the launch of the New Zealand Events and Sponsorship Association - to 

provide a voice for the events industry and formulate industry standards, and the 

introduction of an annual New Zealand Event Management and Event Marketing 

Conference (Collier 1999). The New Zealand Tourism Board (NZTB) has also 

created an events database to provide "a consumer service to both tourists and the 

formal structures of tourism organisation within New Zealand" (Ryan, Smee, Murphy 

and Getz 1998). Although events are dispersed throughout the country, the database 

shows that six regions accounted for two thirds of all events. The database also shows 

that a large majority of the events are of recent origin. "This might reflect the growing 
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interest of tourist organisations to develop new products to attract higher numbers of 

tourists and additional tourist spending." (Ryan, Smee, Murphy and Getz 1998:71) 

2.3.8 Summary 

This section has sought to review the literature pertaining to event tourism. It 

demonstrates that events have great importance for not only the region's tourism 

industry but from a wider perspective. The event's importance to tourism 

development has also been clearly shown. Rooney (1988:97) summarises by stating: 

Mega-sporting events are a powerful travel lure. The biggest draw 

large international audiences to the host site. Television provides free 

advertising and promotion to places that regularly stage mega-sports 

events. And this exposure attracts tourists to these places on a year

round basis. 

Event literature, until recently, has tended to concentrate on an event's economic 

impact. The real benefits of events, from a financial perspective, are derived from 

visitors from outside the host region injecting new money into the local economy 

(Getz 1991, Turco and Navarro 1993). However, just as in sport tourism, event 

tourism research has broadened considerably. Questions are now asked on the 

possible social, political, and environmental impacts that events can cause. Events do 

present a dilemma "because the strategy for getting the maximum local benefit will 

not necessarily generate the maximum national benefit" (Marris 1987:4). However 

there is no set solution or general proposal when analysing impacts, and, as Burgen 

and Mules (1992) believe each event should be analysed and assessed individually. Of 

the various events that have received attention in tourism literature the most common 

although by no means comprehensive, has been the Olympic Games. 
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2.4 The Modern Olympic Games 

2.4.1 Introduction 

Examination of event tourism provides evidence the Olympic Games hold court as 

one of the most significant events of any kind in the world. "The Olympics are 

multidimensional in that they can simultaneously provide a work experience for the 

participants, an unusual leisure experience for local spectators, a tourism experience 

for visiting spectators and a media phenomenon for media professionals and viewers." 

(Ritchie, B. 1996:12) Although many believe the Olympics to be the world's largest 

sporting event, the Federal Internationale de Football Association (FIF A) estimates 

both the income generated and the global viewing figures from the Football World 

Cup doubles that of the Olympics (Smith and Jenner 1998). Despite these claims the 

Olympics maintain a larger global sporting reputation, and unlike the Football World 

Cup all participating countries are represented at the event. In recent years cities have 

vehemently bid for the right to host the Modern Olympics, however due to the 

financial costs and underlying social and environmental impacts of staging the 

Games, an increasing number are questioning its feasibility. As shown, there are both 

positive and negative ramifications for any destination holding an event of significant 

scale and the Olympic Games are no exception. Despite the potential negative impacts 

associated with the Games, Hall (1992a) lists the major goals of the Olympic host city 

as the: 

1. Sporting legacy; 

2. Honour and global recognition of being chosen among other cities; 

3. Infusion of external projects justified by the event; and 

4. Economic stimulus from the events preparation and the tourism 

opportunities after the event. 

The quantity of literature on the Olympic Games is substantial and reaches across 

many disciplines. This section provides an overview of the most important and 

relevant Olympic issues to this study. Whilst supporting the literature on both sport 

and event tourism, it builds upon the preceding sections by providing Olympic 
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specific examples. The section begins with a historical summary of the Modern 

Olympics from their uncertain beginnings through to the present day. Sociological 

and environmental issues associated with the Olympics are examined prior to 

exploring the use of the Games as an urban (re)development tool. This is followed by 

an explanation of the recent extraordinary commercial growth in the Olympics and the 

attributing roles played by sponsorship and the media. Tourism issues directly related 

to the Olympic Games are considered in the latter part of this section. 

2.4.2 The Revival of the Modern Olympic Games 

The revival of the Modern Olympic Games has been attributed to the work of Baron 

Pierre de Courbetin. Commissioned by the French government to investigate physical 

culture in the world, from his studies publicly advanced the idea of reviving the 

Ancient Olympic Games (McWhirter and McWhirter 1976). An 1894 Paris 

conference convened by the Baron produced two important outcomes; the formation 

of the International Olympic Committee (IOC), and the decision to stage the first 

Modern Olympics in Athens, Greece. Although 34 nations supported these proposals, 

only thirteen countries, watched by over 80,000 spectators, were represented in the 

first Modern Games in 1896 (Holmes 1984). The next two Games were held 

unsuccessfully in conjunction with international expositions. Due to fears the 1900 

Paris Games would rival the adjacent World Exhibition, Olympic events were spread 

out over five months and the Games turned out to be nothing more than a side-show 

to the exhibition. At St. Louis, U.S.A (1904) a record crowd of only 2000 watched 

twelve countries compete in 85 events, with the Games again being an appendage to 

the neighbouring World Fair. The Games had almost folded in their infancy (Findling 

and Pelle 1996). 

Away from the fairs and exhibitions, Athens again played hosts to the 1906 Games. 

Realising the Games were faltering in their formative years, Athens disregarded the 

four-year interval and attempted to breathe new life into the Olympics. Considered 

unofficial by the IOC, these inter-calculated Games helped consolidate the belief that 

the Modern Olympics were a global event of significant worth. Great crowds 

including royalty watched 884 competitors representing twenty nations. Two years 

later at the London Games (1908), involving 2035 competitors from 22 countries, the 
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Olympics broke through as a world event. The fact that White City Stadium could 

hold 100,000, a vast schedule was offered and there was good publicity helped 

enormously. The Games in Stockholm, Sweden (1912) confirmed and cemented a 

global interest in the Olympics. However this was short lived as the onset of World 

War I saw the 1916 Games to be held in Berlin, Germany, cancelled. The period 

between the First and Second World Wars was a time of growth for the Olympic 

Games as new events were introduced. The Games resumed in Antwerp, Belgium 

( 1920) without the Central and Eastern European countries. The prominent feature 

during the inter-war period was the Berlin Games (1936) in which the Nazi 

government attempted to turn the Olympic movement into a propaganda vehicle 

(Mandell 1971). Fortunately the strong internationalism of the Games prevented 

complete subversion. The Winter Olympics were also introduced during the inter-war 

period, first being held at Chamonix, France (1924). After two cancellations due to 

World War II, London (1948) hosted the first post war Games. The Olympics 

travelled south of the equator for the first time in 1956 to Melbourne, Australia. 

Nevertheless, difficulties of season, distance and expense reduced entries but only 

slightly (Findling and Pelle 1996). 

From the 1960s on, the Games became known as much for their political utilization 

than for their athletic achievements. Governments and Olympic organisers used the 

Games for personal and political gains while both the public and competing athletes 

orchestrated protests and demonstrations once realising the Olympics were the perfect 

platform on which to stage their views. To date, 60 percent of the Olympics have been 

held in Europe and as a result the early development of the Games tended to be Euro

centric in nature. It was not until the Games began to be held outside of Europe and 

North America, and the IOC introduced a greater number of sports (not only popular 

in Europe), that the people of Asia, Africa, and Latin America began to embrace them 

(Cashman 1999). This is supported by the continuing expansion of the Games in the 

way of increasing events, participating countries, and competitors (Appendix C). The 

constant growth in media numbers, on-site spectators and television audiences 

demonstrate the truly global nature of the Olympics. 
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2.4.3 A Sociological Viewpoint of the Olympic Games 

Larson and Park (1993:34) note "the study of the relationship between sport and 

politics has a long history, traceable in the Western world to the ruminations of early 

philosophers about the ancient Olympics". Being the world's premier sporting event, 

the Olympics are often seen as an opportune event to politically exploit. The use of 

the Games as a political tool has taken many forms (table 2.4.1). Seppanen (1984) 

believes the Olympics, and sport in general have become such widely used political 

tools because they: 

• Are cross cultural and cross national activities that are inherently 

neutral; 

• Attract high interest to spectators/athletes through various media; 

• Are a risk-free tool which is socially approved; 

• Give the public an exceptionally good possibility for national 

identification through athletes representing their own nationally; 

and 

• Are the only activity in which the measuring and comparison of 

national achievements is made in an indisputable manner. 

Cashmore (1990 in Cameron 1996) believes the Olympics have become the perfect 

theatre on which political demonstrations and dramas can be played out upon. While 

Hall (1992a:94) notes they have "become a medium for the communication of 

political discontent, diplomacy, and disagreement". Seppanen (1984: 118) adds, "The 

ideals of the Games have not been rejected but they have been utilised not so much 

for international fair play, peace and understanding as for national self-interest and 

pride". This despite the Olympic Charter (Clause 3) stating "The Games are contests 

between individual and teams, not between countries" (International Olympic 

Committee 1989). Political interjection may also be at the expense of local resident 

opinions, interests and welfare. Olds (1998:41) states the "dominant state and private 

sector goals are to bring new people, new facilities, and new money to cities at a rapid 

pace, and this goal is rarely evaluated in an open democratic manner". 
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Year(&) 

1908 

1920-1952 

1948 

1956 

I964rt9S8 

1968 

1976 

1984 

1992 

f996 

2000 

Table 2.4.1: The Summer Olympics as a Political Tool 

Host City 

London 

Berlin 

London 

Melbourne 

Mexico 

Montreal 

Moscow 

Los Angeles 

Seoul 

Barcelona 

Atlanta 

Sydney 

Method of Political Use 
Lowering of the American Flag (by the U.S.A. team) during ceremony to 

protest England's occupation of Northern Ireland -there was a large contingent 

of American-Irish in the US team. 

Exclusion of Germany in the Cllympics due to their p,art in WWI. 
~ ~ " 

Exclusion of Eastern European countries in the Olympics due to their part in 

WWI. 

Hitler's us.e o~ the Games as a Nazi propagrtnda tooL 

Germany and Japan were not invited to participate in the Games due to their 

part in WWII. 

Penple'& Republic of China cPRC) p<:ll\mitted to eompete aitftough . its Na tional 

OJ'YJ)lpic Commi~te~ €NOC) was not yet recognised. As a result Taiwan 

withdraws in protest 

Egypt, Iraq and Lebanon withdrew to protest Israeli led take-over of Suez canal; 

and the boycott by Holland, Spain and Switzerland to protest the Soviet 

invasion of Hungary. 

PRC withdraws in protest at continuing recognition of separate NOC in Taiwan. 

Expulsion, of South Africa due to their a,partherd stance 

Black Power Salute by American Athletes to demonstrate human rights issues 

for Black Americans. 

ll!1glit memb~rs of the Black September 'tert oO:swgroup broke intO tfte'' fsraell 

0\ympic team dormitory,, killed two, took nine hostages, . and demanded 200 

prisoners be released from Israeli prisons. During their escape at the Munich 

airport a shoot•out left all nine hostages, five terrorists, and one policeman dead. 

The withdrawal of several African countries protesting the inclusion of New 

Zealand, who they believed were condoning the apartheid policies through their 

continuing sporting association with South Africa. 

t:.l.S.A. boycott due to Russia's invasion of Afghanistan., 

USSR boycotts due to security fears. 

Bo¥cott by North Korea; and subsequently supported ny Cuba, Ethiopia, and 

Nicaragua. 

Yugoslavia banned from entering team sports due to their military aggression 

toward Croatia and Bosnia-Herzegovina. 

Centennial Rark p~pe bornh kllis two and injures over 100. 

Threats of Aboriginal demonstrations and protests over human rights. 

Reports of Islamic Terrorists planning to target the 2000 Games 

Sources: Espy 1979; Hoberman 1986; Hall 1989c, Findling and Pelle 1996; Hill 1996; Otago 
Daily Times 2000c; Otago Daily Times 2000d. 

Olympic politics have not always been used for personal or private gain. The use of 

sport and sporting events has long been utilized in the encouragement of positive 

international ties between individuals and countries. As Seppanen (1984: 114) states 
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"the Olympics organisation is envisioned as a most favourable setting in which 

peaceful internationalism with friendship and mutual understanding can be brought 

into being". There is no doubt this has been achieved to some degree, but at what 

expense can be questioned. 

2.4.3.1 Issues involving the Olympic Movement 

Recent Olympic political unrest has not so much involved the countries that partake in 

the Games but rather the organisation given responsibility of their administration - the 

IOC. In academic circles the Olympic movement has received both criticism (Brohm 

1978; Seppanen 1984; Jennings 1996) and support (Killian 1983; Lucas 1992). The 

current turmoil has been the corruption involved with IOC decisions concerning 

which city should host the Games. With cities now receiving significant income from 

television rights and sponsorships, scandals have become increasingly prevalent. After 

the financial success of the 1984 Los Angeles Games which only two cities bid for, a 

dozen bids were received for the 1992 Winter Games and six vied for the 1992 

summer event. To assist the likelihood of being chosen, prospective host cities (during 

the bidding process), began to give small gifts (for example pens, knifes) to IOC 

members. As the fight to host the Games got tougher, gifts quickly escalated to trips, 

furs and jewellery (Sullivan 1999). Jennings (1998) accuse the front rank of sport's 

moral guardians of receiving favours for favouritism. In late 1998, after investigations 

into Salt Lake City's 2002 Winter Games successful bid, the bribery scandal was 

exposed. Ten IOC members were expelled or forced to resign for accepting cash, 

lavish gifts, free travel, scholarships or other inducements (Sports Illustrated 1999). In 

an attempt to restore some IOC credibility a decision was subsequently made to ban 

members from visiting bid cities. 

In chronicling the corruption, and scandal associated with the Olympics since their re

introduction, Jennings ( 1996) considers the Games have become an efficient machine 

for transferring wealth from the public to the private sector. He notes that Olympic 

facilities are usually publicly funded but the profit generated by the Games is diverted 

into the accounts of the IOC, sponsors and commercial networks. He also believes the 

IOC are unsuited in dealing with the moral issues facing sport in the next century and 

that they may in fact cause the Olympics ruin. Another Olympic issue drawing 

criticism has been the problem of 'gigantism'; or the continual addition of events to 
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the Olympic schedule. Despite the need to cutback on the number of Olympic events, 

the IOC seem content to allow the Games continual growth ultimately leading to a 

larger power base for them (Wallechinsky 1996). Another problem confronting the 

Games is the issue of drug use in sport. Performance enhancing drugs have long been 

associated with the Olympics, but were never genuinely exposed until Ben Johnson's 

positive testing for stanozolol after winning the lOOm final at Seoul (1988). The IOC 

currently conducts drug tests, which are limited to competition times. This stance has 

drawn criticism from U.S.A. drug chief Barry McCaffrey who believes the Olympics 

need year-round, independent drug testing and tougher sanctions if the Games are 

ever to be free from doping (US Embassy 1999). 

2.4.3.2 Residential Olympic Support 

An important key in hosting successful events is local community support. Aside from 

significant intangible effects such as civic pride, if the community captures the spirit 

of the event local support assists in minimising costs due to the involvement of 

volunteers. The Los Angeles Olympics' (1984) eventual profit no doubt benefited 

from the 40,000 volunteer workers (Rooney 1988). Widespread support was also 

evident for the next Games, as from the time Seoul was announced as the host city for 

1988 until the Games closing ceremony, the entire Republic of Korea population 

devoted itself to preparation (Ricquart 1988 in Ahn and McGahey 1997). A 

longitudinal study (Ritchie and Aitken 1984; Ritchie and Lyons 1987; Ritchie and 

Lyons 1990; Ritchie and Smith 1991) examined, among other issues, changes in the 

level of resident support in the years preceding the 1988 Calgary Winter Games 

through to just after their completion (table 2.4.2). The study clearly shows at no point 

a lack of local support, and in fact the last study taken the month after the Games 

shows almost a consensus of agreement that the Games were worth staging. French 

and Disher (1997) note that in order to create and maintain public support at the 1996 

Atlanta Olympics, local residents were given the assurance that Games development 

would be privately funded. Host city organisers and governments have increasingly 

come to recognise that local support is critical. Mihalik and Simonetta (1999) note the 

level of host resident support preceding the Olympics decreases over time, as the 

perceived level of liabilities increase. They conclude the "Olympic organising 

committees need to secure and commit funding for most of their major Olympic 
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Games capital improvement projects in the early stages of Games euphoria" (Mihalik 

and Simonetta 1999:248). 

Table 2.4.2: Resident Support for Hosting of the Calgary 1988 Winter Games 

Ol)l~pulSe Study 

#. "rear 

1 (1983) 

2 (1984) 

3 (1985) 

4 (1986) 

5 (1987 Mar.) 

6 (1987 Oct.) 

7 (1988) 

84.7 

87.6 

86.6 

85.6 

88.0 

88.7 

97.8 

Pereen~gi! of Re$pondepts 

]\io/Do Not Supp;ort Uncertain 

8.8 6.5 

7.9 4.4 

5.3 8.1 

5.8 8.7 

9.0 3.0 

8.8 2.5 

1.0 1.2 

"l'otal 

100 

100 

100 

100 

100 

100 

100 

Source: Ritchie and Lyons 1990 

Without residential support there is a real possibility the event will be marred by 

protests, attacks and poor attendance which subsequently cause the city's image to be 

negatively portrayed to the rest of the world. Support is critical even during the 

bidding stage. The failure to gain and maintain local support has even led to the 

transfer of venue, as was the case when the 1976 Winter Olympics were moved from 

Denver, U.S.A to Innsbruck, Austria. A 1972 Colorado referendum indicated 

residents feared possible negative environmental impacts and did not wish to host the 

Olympics, subsequently the Games were moved (Buchanan and Mallon 1995). In 

Stockholm, Sweden, where a survey revealed less than half of its residents were in 

favour of their bid for the 2006 Summer Games, reports of residents bombing sports 

facilities in protest helped ensure an unsuccessful bid (Detroit News 1997). 

2.4.4 An Environmental Assessment of the Olympic Games 

As with all forms of tourism, there is a growing concern for the detrimental 

environmental impacts that tourists and tourism development cause. Olympic 

environmental research to date has chiefly concentrated on the Winter Games. This no 

doubt stems from their need to be held in ecological fragile areas, specifically 

mountains. May's (1995) study on the 1992 Albertville Winter Games found several 

environmental impacts. From a positive viewpoint, there was design and site selection 

minimising harmful impact; improvements in river water quality; road improvement 

reducing air pollution; reduced downstream eutrophication; and extensive tree 
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planting. Negative impacts included scarred landscape due to deforestation for the 

introduction of pistes; disruption of animal migration routes; increased visitor 

numbers bringing increased impact; and destruction of river and wetland habitats. 

Chernushenko (1994 in Getz 1997:48) was not so kind on the French organisers, 

describing the Games as demonstrating "inappropriate, destructive, and unfeasible 

developments, including the creation of hazards for residents, increasing air pollution, 

wetland destruction and erosion". Chernushenk:o (1996:65) believes that by: 

protecting the natural features which attract tourists, by preserving 

healthy local environmental conditions, by keeping local residents in 

favour of on-going sports/recreational activities and by saving money 

through efficiency conservation you can guarantee a sustainable future 

for sport-based tourism in your region. 

Myrholt (1992 cited in Haugsjaa and Stromo 1993) suggested several guidelines for 

the reduction of Olympic Games environmental impact. They were the: 

• Need to make a total assessment of the environmental impact of 

the Olympic Games, and identify obstacles to environment

friendly solutions; 

• Creation of an environmental strategy for the IOC; 

• Establishment of environmental objectives for the IOC; 

• Establishment of environmental criteria for planning, location, 

construction and operation of sport venues; 

• Inclusion of environmental impact analyses and assessments in the 

selection process and application procedure, to be introduced as 

soon as possible; and 

• Establishment by the IOC of an integrated, yet independent 

environmental institution to handle issues relating to impact 

analyses, environmental criteria selection and developments for 

the IOC. 

The IOC has gone someway to adhere to these suggestions and are becoming 

increasingly proactive rather than reactive in their environmental stance. "In keeping 

with broader community perceptions, the IOC has now also accepted the environment 
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as a third dimension of Olympism" (Prasad 1999:83-84). A 1993 issue of the official 

IOC magazine, Olympic Message, devoted itself entirely to Olympic environment 

matters (Comite International Olympique 1993). Furthermore, cities vying for the 

rights to host the Olympics are receiving support for their bids when presenting an 

environmental component in their proposals. While these examples of environmental 

concern seem superficial, they do show the IOC are taking environment impacts into 

consideration rather than simply ignoring them. 

2.4.5 The Olympic Games as a Tool for Urban (Re)Development 

As world fairs and expositions lost their appeal, the Olympics became the major event 

which cities could use as a catalyst for urban development. Improved image and 

infrastructure, economic development, and the ability to host further events have all 

been directly attributed to hosting the Olympics (Hall 1992a; Getz 1997; Hall 1997b; 

Faulkner, Tideswell and Weston 1998). The Olympic Games require as a necessity, 

large facilities for hosting a wide range of sporting events and accommodation for 

thousands of athletes, officials, media personnel and spectators. Consequently, there 

are numerous examples of urban regeneration or development as a result of the 

Olympics. 

Of the US$688m spent on the 1972 Sapporo Winter Games, nearly 90 percent was 

used in the construction of highways, a subway system and an underground shopping 

centre. Without the Games, the Mayor believed these developments would not have 

happened for at least another 15 years (Ahmed, Krohn and Heller 1996). Whitson and 

Macintosh (1993:231) note Calgary used the 1988 Winter Games to "extend its transit 

system [ ... ] achieve more student accommodation and auxiliary facilities at the 

university, and to construct and landscape the Olympic Plaza in the heart of the city". 

Lee and Kim (1998: 158) believe the 1988 Seoul Olympics, "helped Korea not only 

enhance its image abroad, but also build up infrastructure and open new air routes, 

which were crucial steps for the development of tourism in Korea". Four years later in 

Barcelona, the Games "provided a deadline for the hundred and one things which had 

been on the cards to be done in the city for years but for which there was neither a 

time schedule nor the necessary budget" (Eames 1993:97). Due to Barcelona's 

accommodation shortage, "the first major change associated with the Olympic Games 

was the construction of a larger number of hotels and the refurbishing of many more" 
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(Priestley 1996: 144). However once the Games were over, an excessive supply of 

luxury accommodation, saw many downgrading their status in order to appeal to a 

larger share of the tourist market (Priestley 1996). The Atlanta Olympics (1996), 

"resulted in more than one billion dollars being invested in new and refurbished sport 

facilities and improved infrastructure" (French and Disher 1997:390). This resulted in 

a revitalised downtown bringing in suburban residents, and assisting the city when 

competing for conventions. For the 1998 Winter Games in Nagano, the Japanese 

government spend US$19 billion on highways, tunnels, bridges and a new bullet train 

from Tokyo which stops, as Jennings ( 1998) sardonically states, conveniently at a 

series of hotels, and a number of golf courses and ski runs which Y oshiaki Tstsumi 

president of Japan's NOC owns. Furthermore the host of the 2004 Olympics, Athens 

has already begun work on their metro system and a new international airport (Smith 

and Jenner 1998). 

Hall (1994) notes many cities have used their Olympic Games bids as a component of 

their urban imaging strategies, for example Denver 1976, London 1988, Brisbane 

1992, Melbourne 1996, and Toronto 1996. Even without the eventual success of 

hosting the Games, the bidding process has sometimes provided the impetus for 

development. Originally awarded the Games and them subsequently being moved, 

Denver's bid for the 1976 Winter Games provided the stimulus for airport 

improvements and the completion of a tunnel and highway system providing 

accessibility between Denver and the mountain resorts of Aspen and Vail. The bid 

was withdrawn, but these expansions went ahead and became a crucial factor in the 

development of the Colorado ski industry (Whitson and Macintosh 1993). Hughes 

(1993:161) suggests: 

Any permanent addition to capacity will need to be utilised fully after 

the Olympics, otherwise there will be costly long-term consequences. 

The full usage of roads, airports, housing etc afterwards is as critical 

as it is for hotels and restaurants. The sporting facilities themselves 

may be little used after the hallmark event. 

He adds that any form of tourism will have limited urban regeneration potential, and 

in the case of the Olympic Games, whose tourism is short-term and highly 

concentrated, the contribution would be even more limited. "The hopes for 
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regeneration lie largely in the belief that inward investment in other industries and 

increased long-term tourist flows will result." (Hughes 1993:162) There is also a hope 

that the legacy of world class facilities will stimulate athletic development and foster 

the goals of competitive sport (Hiller 1989). However, it is often asked if the 

community or a limited number of elite athletes use these facilities after the Games 

conclude. 

2.4.5.1 Olympic Housing Issues 

Housing is a major factor in any form of urban development. The Olympic Games 

require "considerable short-term housing for persons connected with the event 

whether they be exhibitors, foreign workers on assignment, athletes, administrators, 

officials, media or others" (Hiller 1998:53). The athlete's village must also be secure 

and thus requires a separate housing project. Housing is an important Olympic issue 

to be looked at during all phases of a host city's Olympic development. It has also 

become an important component of the bidding process, as bids receive support when 

promising affordable social housing for post-event usage. To avoid displacement and 

relocation, the most appropriate but most expensive method from a social standpoint 

is to build new housing. The Barcelona Olympic village is a successful example of a 

well-planned venture. Now a dynamic middle-class suburb, the village has added a 

new dimension and dramatically changed the shape of Barcelona. Its creation 

included the reconstruction of the inner-city drainage system and the re-routing of the 

railway. With the expropriation of 250 acres of land only 300 residents had to be 

moved (Eames 1993). 

The scale of Olympic development will have substantial impact on local communities. 

Olds (1998) found that due to the necessary urban restructuring of the Olympics, 

forced evictions were a very likely outcome. Hall (1997b) observes that the eviction 

of tenants occurred in Seoul (1988), simply because they were adjacent to the path of 

the Olympic torch, and authorities did not want these communities visible to the 

media following the torch. In total the Asian Coalition for Housing Rights ( 1989 in 

Olds 1998) believe that approximately 750,000 people were forcibly relocated due to 

pressures from the Seoul Games. In the case of the Calgary Winter Games that same 

year, Olds (1998) observed four impacts on housing. First the stadium construction 

phase resulted in a destabilisation of the nearby community. Second, in an attempt to 
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obtain short-term Olympic economic gain, landlords evicted 740 tenants from two 

apartment buildings. Thirdly, to make room for Olympic visitors, several long-term 

residential hotel tenants were displaced. And forth, the local university offered 

temporary residence resulting in approximately 1450 students being relocated. 

Although these people were given assistance, a distinct lack of choice was available to 

them. Hiller's (1998) examination of housing issues associated with the Cape Town 

2004 Olympic bid produced separate potential problems had they won the rights. The 

IOC standards set for accommodation would have been too pricey for the poor to 

afford after the Games, as well as the added problem of selecting which of the million 

or so people would move in. 

2.4.6 The Commercialism of the Olympic Games 

Rooney (1988:97) states "The Olympic Games have been both rousing successes and 

total busts where tourism and economic impact are concerned". Montreal (1976) is 

frequently cited as the Olympics still being paid for, while the 1984 Los Angeles 

Games were the first to announce a profit from staging the Olympics. The main 

reason for this reversal in fortunes has been the increasing commercialism of the 

Games, which has taken two major forms: the sale of television rights and corporate 

sponsorship (figure 2.4.1 ). It is this commercialism that has maintained the Olympics 

viability. 

TICkets, coins, 
rredals 

11% 

Star11JS 
22% 

Games Funding Plan (1896 Athens) 

32% 

licensing 
Other 

8% Tickets 
26% 

34% 

Games Funding Plan (1996 Atlanta) 

Source: Johnston 1999:133 

Figure 2.4.1: The Games Money Go-round 

Media and marketing revenue have taken over the position that profits from ticket 

sales once held. Rather than the attraction of people being the main aim of Games 
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organisers, it has become increasingly important to entice sponsors, advertisers, 

television companies and other forms of media to their city as a way to attract the 'big 

dollars'. Nonetheless, Taylor and Gratton's (1988) study of the Los Angeles Games 

concluded that all avenues of finance should be explored. 

2.4.6.1 Olympic Sponsorship 

The growth in Olympic sponsorship is directly correlated to the popularity and reach 

of Olympic television coverage around the world. "Because of the nature of the 

Olympic Games as 'more' than just a sporting event, sponsorship and advertising 

exposure is highly desirable for companies interested in reaching as wide a profile of 

the public as possible." (de Moragas, Rivenburgh and Larson 1995:26) The first 

genuine form of Olympic sponsorship was in Rome (1960) when several companies 

contributed materials and resources at no cost (de Moragas, et al 1995). It was not 

until the 1984 Los Angeles Games that commercial use of the Games became vital to 

their successful staging and subsequent profit. de Moragas et al (1995:25) note that: 

Sensitive to an over reliance on television rights income, the IOC has 

made a conscious effort to expand the revenue base for the Olympic 

Games. Barcelona '92 represented the first Olympic Games where 

revenue from sponsorship and licensing outstripped broadcast rights 

fees. 

An increased number of companies are now paying large amounts of money for the 

use of various Olympic trademarks and slogans in their product advertising and 

promotion. For the exchange of cash and in-kind services, companies obtain the right 

to become 'official merchandisers' of the Olympic Games (Dungan 1984). Major 

sponsors "Coca-Cola, Visa, IBM, and Time Inc ... kicks in approximately $50 million 

over a four-year period for the 'festoon' - the right to use the Olympic rings in 

corporate promotions" (Sullivan 1999:48). Due to the perceived competitive 

advantage Olympic slogans give to official sponsored products and services, there 

becomes the potential for companies to illegally use the Games trademarks and 

slogans to assist their own product or service's appeal. This offence labelled 'ambush 

marketing' occurs when companies without sponsorship rights use promotional 

techniques to create some association between their product or company and the 
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Olympic Games. Ambush marketing has become increasingly widespread and as such 

there are now serious fines and penalties for those caught abusing these laws 

(Parliament of the Commonwealth of Australia 1995). 

2.4.6.2 Olympic Television 

The first television rights were brought by the British Broadcasting Company (BBC) 

for £1,500 to broadcast the 1948 London Games (Alaskiewicz and McPhail 1986). 

United States television rights have since become the largest single source of revenue 

for Olympic organisations (table 2.4.3). The Games have become so financially 

dependent on US networks that networks have even requested and succeeded in 

changing event schedules to suit their television prime time (Min 1987). 

Table 2.4.3: US Television Broadcast Rights Fees (as a percentage of world-wide fees) 

Y'ear Hos~ Network 'Cost {OS$ million) % Change % of World-wide fees 

1960 Rome CBS 0.394 - 13.7 

1964 Tokyo NBC 1.5 280 N/A 

1968 Mexico ABC 4.5 200 46.1 

1972 Munich ABC 13.5 200 76.7 

1976 Montreal ABC 25 85 76.6 

1980 Moscow NBC 87 248 86.1 

1984 Los Angeles ABC 225 158.6 78.3 

1988 Seoul NBC 300 33.3 74.4 

1992 Barcelona NBC 401 33.6 63 

1996 Atlanta NBC 456 13.7 50.9 

2000 Sydney NBC 705 54.6 64.1 

2004 Athens NBC 793 12.5 64.1 

2008 TBA NBC 894 12.7 63.8 

Source: Slater 1998 (in Cashman 1999:11) 

The National Broadcasting Company (NBC) recently spent more than US$3.5 billion 

for the rights to cover all Winter and Summer Games from 2000 to 2008, after their 

studies estimated that 200 million Americans and three billion people world-wide 

watched some part of the 1996 Atlanta Games (Billings, Eastman and Newton 1998). 

Chen (1993 in Brownell 1995) expected by the year 2000, approximately one billion 

Chinese people alone would be watching the Olympics. 
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A study by de Moragas et al (1995) concludes that audience estimation figures such as 

these in their billions are for now impossible. They cite as their reasons, the 

availability of televisions in the world, and the contributing factors of competing 

channels, timing, local relevance, technology and promotion. These exaggerated 

figures are frequently used by networks in attracting potential companies for the right 

to advertise their products and services to such a huge audience. Despite the continual 

increase in broadcast fees, the network share is decreasing due to cable, pay-TV, 

satellite, and videos, and consequently the advertising industry are spreading their 

advertising dollars. The network bids may therefore diminish presenting "financial 

problems for future host cities who are counting on US network television to deliver a 

significant portion of operating revenue" (Alaskiewicz and McPhail 1986:223). This 

will undoubtedly result in a decreased number of cities bidding to host the Olympics 

due exclusively to a lack of financial assistance that the networks would have 

provided. 

Seppanen ( 1984) believes that commercialism of sport has become the major thorn in 

the side of the Olympic movement. Ever since television entered the Games, he 

suggests two important changes have taken place. They are that the: 

1. Games have become a forum of mass exposure and mass 

audiences have offered an alluring opportunity to use them not 

only for purposes of Governments but also for business; and 

2. Revenues from the sale of TV rights have given the chance for the 

Games to make profits (Seppanen 1984:123). 

MacAloon (1984) also expressed concern by suggesting television has cheapened the 

Games. This was supported by Min (1987:141) who, in a harsh summary of the 

influence of the US networks states that "commercialism is overriding the 

fundamental goals of peace, harmony, and athletic competition between countries". 

Emerson and Perse (1995:96) do not however believe "the original purpose of the 

Games is being lost due to over-commercialisation from US television networks". 

Their research indicates the Olympics still bring people together on an individual and 

national level just as de Courbetin hoped when he founded the Modern Olympics. 



~~------------------~C~h~ap~t~er~T~w~o~:~L~ire~r~at~u~~~R~e~v~ie~w~ __ --_______________ 60 

2.4.6.3 The Olympic Media as Image-makers 

The media has become an integral part of the Olympic mix. Gordon and Sibson 

(1998) note the Olympic Games opening ceremony to be arguably the largest 

recurring media event in the world. One of the primary reasons in justifying the large 

costs of hosting the Olympics is the adjacent publicity that goes hand in hand with its 

staging. This publicity begins well in advance, peaking during the Games period, and 

tapering off slowly after the Games have finished (Ritchie and Smith 1991). With the 

vast majority of countries in the world represented, and an estimated audience of near 

to half that of earth's population, the Olympic Games have grown into a spectacle 

worthy of global commitment and attention. Hall (1987:44) notes that: 

Because of limitations on spectators and the short duration of the 

event, the media become the key to helping the city to redefine itself 

and to transmit a new image to the world. Consequently support for 

the Olympics is high owing to perceptions of long term positive 

effects as well as multiplier effects on the city. 

Whitson and Macintosh (1993:232) also note that apart from prospective tourists "an 

important audience for this promotional imagery is the international tourism industry; 

the hotel chains and tour companies and airlines whose decisions to invest in and 

promote an area are what turn a good local destination into an international resort". 

2.4. 7 The Olympic Games: A Tourism Perspective 

Aside from television and sponsorship, host cities aim to generate revenue through the 

attraction of tourists. The tourism impacts associated with the Olympics are still 

relatively uncertain, as "Research on previous Games has not been sufficiently 

systematic or comprehensive to enable tourism impacts to be quantified with any 

degree of confidence" (Tourism Forecasting Council 1998:22). As Ritchie and Lyons 

(1990:23) state: 

In certain cases (e.g. St. Moritz) the Olympics appear to have assisted 

in the creation of an international tourism mecca. In other cases the 

positive impacts are less obvious- and in certain instances the Games 

have come and gone without any substantial lasting impact. 
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Hall (1989d) notes that mega events such as the Olympic Games are events expressly 

targeted at the international tourist. While Rooney (1988:94) adds that "International 

and intercontinental movements are the rule where these powerful travel lures are 

concerned". Armstrong ( 1986 in Hall 1992a) argues however that international 

sporting events often do not have a net positive impact on tourism, and Witt and 

Martin ( 1987 cited in Faulkner et al. 1998) note that mega-events impact on 

international tourism flows is negligible. Schulmeister (1986 in Hall 1992a) has also 

criticised the assumption that hosting the Olympics will automatically have a positive 

effect on attracting tourists. From a study of the five Olympics in Europe between 

1960 and 1984 he found that: 

• Before, and during an Olympiad there was an increase in demand 

for expensive accommodation, but [a] sharp decline for lower cost 

hotels; and 

• People changed their travel patterns, staying away by the 

thousands; local vacationers go elsewhere (Armstrong 1986:24 in 

Hall1992a). 

Getz (1998a:423) notes that the Olympic "impact on tourist volume is constrained by 

a relatively short length (10 to 15 days) and fixed spectator capacity at most venues". 

Nevertheless, the impact the media generates can result in a long-term increase in 

tourist numbers. Kang and Perdue's (1994) study supports evidence that mega-events 

do have a long-term impact on international tourism to the host country; and that 

impact is greatest in the year following the mega-event and diminishes over time, 

perhaps as long as ten years. Lee, Var, and Blaine (1996) found that the effects of the 

1988 Olympic Games on the demand for Korean tourism to be insignificant, although 

they did attribute to the creation of a favourable image and an increased global 

awareness. Chalip, Green and VanderVelden (1998a:8) also found "reliable evidence 

that the Games are an effective means for promoting the Olympic site as a potential 

holiday destination". Hughes (1993) states however that the Olympics are a disruption 

to the normal development of tourism, and it is unclear if this is a successful way of 

stimulating long-term tourism demand. 

A Tourism Forecasting Council (1998) study examining the tourism impacts on the 

Olympics from Moscow (1980) through to Atlanta (1996) concluded that, "Host 
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countries do not invariably experience a marked increase in international visitor 

arrivals in the year of the event" (Tourism Forecasting Council 1998:22). With 

regards to pre and post event tourism impact, the situation varies. Los Angeles ( 1984) 

experienced a decline in the following two years implying significant switching 

effects; Seoul experienced tourism benefits after the Games, whereas Atlanta officials 

believe the main tourism benefits of the 1996 Games were experienced in the three to 

four years prior to the event. Examination of host city's visitor numbers has shown a 

similar variation. Atlanta and Seoul's increases are in line with longer term trends 

while Barcelona experienced a decline in the year of the Games, and Los Angeles lost 

out before during and after the Games. "The Los Angeles and Barcelona experiences 

suggest that significant aversion effects might have been generated by the actual 

and/or perceived impacts of the event on the quality of the destination and the 

availability of services." (Tourism Forecasting Council 1998:23) 

2.4. 7.1 Olympic Host City Awareness and Image 

"The attendant publicity provides the Olympic host-city with a unique opportunity to 

build a positive image in the minds of the world's people, which can be favourably 

extended to the city's future benefit." (Pyo, Cook and Howell 1988: 137) This view 

has been supported by many sources (Ritchie 1984; Hall 1987; Kang and Perdue 

1994; Getz 1998a). The Games can increase levels of awareness, global visibility, and 

substantially modify the image of the host city. However, Ritchie and Smith (1991:9) 

believe that for "certain well known cities (such as Los Angeles) there may in fact be 

very little increase in awareness or change in image due to the high degree of 

exposure it enjoys on a regular basis". In the case of an 'emerging country' such as 

Korea, the tourism impact of the 1988 Games would have been greater. Studies have 

shown that the awareness of the host-city grows as the Olympics approach and 

interest to travel to the host city peaks the year of the Games, and then wanes after the 

event (Ritchie and Smith 1991, Kang and Perdue 1994). A recent exception to this has 

been the host of the 2002 Winter Games, Salt Lake City. Due to the bribery scandals, 

explained previously in section 2.4.3.1, an unforeseen level of awareness and interest 

was received from potential visitors as the city's image was broadcast nationally and 

internationally. Consequently, tourism reports showed increased visitors to the region, 
' 

attributed to the scandal and subsequent pictures of the area being publicised (Cates 
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1999; Salt Lake Tribune 1999). This example gives weight to the adage that 'any 

publicity is good publicity'. 

The Olympic Games provides a number of examples of host-cities altering their 

image in view of the worldwide audience. Seoul (1988), as did Tokyo in 1964, saw 

the hosting of the Olympics as its coming of age. Tokyo used the Games as an 

opportunity to show how the country has grown and developed since the devastating 

war and exhibit its culture and traditions (Colman 1988). Chalip (1990 in Chalip et al 

1998a) found New Zealand attitudes toward Korea improved substantially and that 

Korea was more attractive to New Zealanders' as a consequence of Seoul hosting the 

1988 Games. Priestley ( 1996) believes the Barcelona Games provided an important 

stimulus not only to tourism but to the promotion of city tourism (architecture, 

history, art and museums), as potential visitors began to realise that Spain had 

something more to offer than sun, sea, and sand. These Olympics helped to change 

not only the image of the city hosting the event but also the nation's image. 

"While this attention has the potential to yield significant tourism promotion benefits, 

it also exposes the destination to intense scrutiny which can be counterproductive." 

(Tourism Forecasting Council1998:23) Higham (1999:84,86) notes that: 

Capacity constraints, financial costs, the displacement and, in some 

cases, physical removal of host residents, political activism and 

terrorism offer huge potential for negative publicity. Crowding and 

congestion are often associated with the staging of events with local 

residents often excluded from participating in their event for reasons 

of ticket allocation and cost. 

It is for these reasons that security and organisation Issues must be undertaken 

effectively and efficiently to ensure a positive destination image is obtained 

(Thompson 1999). "If the primary long-term goal in the tourism sector during the 

Olympic Games is to build a positive image in the tourist's mind, the dominant short

term objective should be generating a large amount of tourist expenditures." (Pyo et al 

1988:139) Despite FIFA's claim the Football World Cup is larger in terms of income 

and viewer-ship, the Olympic Games draws the most spectators on site (Smith and 

Jenner 1998). 
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2.4. 7.2 The Olympic Tourist 

Today the trip to the Olympic Games is no longer an experience of travel as it was for 

the Ancient Greeks; it is a touristic experience. The travel has become a commodity. 

The Greek world suffered hardships on long and difficult journeys to arrive at 

Olympia, while today there is little danger related to Olympic travel except the 

seldom threat of terrorism. Authenticity is still however a key motivation to travel to 

the Olympics (Hall 1992a). Slowikowski and Loy (1993:36) state "For the world's 

billion sport fans Olympic Games attendance is the ultimate authentic act of 

spectatorship proved or commodified by securing 'the' authentic souvenir". These 

souvenirs include for example flags, pins, shirts, programmes and coins. Pyo et al 

(1988) found further evidence that visitors to the Seoul Olympics were seeking 

authenticity. The various factors that may encourage/discourage attendance at the 

Olympics are summarised in table 2.4.4. Mules and McDonald (1994) also reported 

that the greater number of athletes competing from a country will directly impact 

upon the number of spectators who visit from that same country. 

Table 2.4.4: Factors influencing attendance at the Summer Olympic Games 

Encouraging Factors Discounaging Eiactors 

• Housing arrangements • Boycott of Games 

• Simplified entry procedure • Tightened entry 

• Tax exemption • Unfavourable exchange rate 

• Block ticket sales • Suspect feasibility of the Games 

• Confusing ticket distribution system 

• Price gouging 

• Overcrowding 

• Traffic congestion, parking problems 

• Incomprehensible road signs 

• Smog 

• Language difficulties 

• Inefficiency/unavailability of relevant 
information 

Source: Pyo et al. 1988 

Pyo, et al (1988) note, the 'Olympic tourist' is now being used as a significant source 

of revenue to help offset the costs involved in staging the Games. They contend that 

two kinds of tourists visit Olympic host cities - the usual tourist and the sports 

enthusiast. Additionally, "the Games will be attended by a large number of athletes, 

officials, media representatives, security personnel, organising committee staff, 
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volunteers and various entertainment performers" (Ritchie and Aitken 1984:20). de 

Moragas et al (1995) believe the media to be the 'largest on-site community' at the 

Olympics. Table 2.4.5 provides some idea to visitor numbers, with the tourist figures 

in brackets being the oft over-estimated forecasts. Benefits may also be generated 

through the retention of local residents who remain in the city rather than travel and 

spend money outside the region. Locals can account for a vast majority of those 

tickets sold. Over 70 percent of the 1984 Los Angeles Games spectators were local as 

were the majority at the 1988 Calgary Winter Games (Rooney 1988). As table 2.4.5 

demonstrates, "Forecasts of the tourism impacts of past Olympic Games have 

generally exceeded the actual outcome. It seems that in some instances inflated 

forecasts are possibly self-defeating because they fuel preconceptions which produce 

aversion and switching effects in the markets" (Tourism Forecasting Council 

1998:23). 

Table 2.4.5: Olympic Visitor Numbers 

City YeaF Tourists Com.oetitol's :Media 

Tokyo 1964 70,000 (130,000) 5,140 3,984 

Mexico 1968 Not found (200,000) 5,531 Not found 

Munich 1972 Not found (1,800,000) 7,123 8,000 

Montreal 1976 Not Found (1,500,000) 6,028 10,000 

Moscow 1980 30,000 (30,000 - 300,000) 5,217 Not found 

Los Angeles 1984 400,000- 608,000 (625,000) 6,797 8,200 

Seoul 1988 240,000-250,000 8,465 11,700- 15,740 

Barcelona 1992 100,000 9,367 12,831 

Atlanta 1996 2,000,000 10,310 20,543 

Sources: Pyo et al1988; Rooney 1988; Kang and Perdue 1994; Downey 1993; de Moragas et 
al1995; Ahmed, Krohn and Heller 1996; Getz 1998a; Smith and Jenner 1998. 

The most recent Olympics in Atlanta ( 1996) give further evidence as to the magnitude 

of this event (table 2.4.6). Nine million tickets were sold at an average price of 

US$39.72, and Atlanta's downtown area and Centennial Park on their busiest days 

saw 600,000 and 350,000 people respectively (Smith and Jenner 1998). 
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Table 2.4.6: Out-of-state Visitor Forecasts for the 1996 Summer Olympics in Atlanta 

VtsJtqrs Vi~it9r Pl<l¥~ 
Olympic Games 818,642 5,376,031 
Sponsors 67,894 407,364 
Broadcast 20,543 326,642 
International 65,000 650,000 
General Public 603,705 3,016,025 
Olympic Family 35,000 639,000 
Athletes/officials 16,500 297,000 
Yachting spectators 10,000 40,000 

Pre-and Post-Olympic Games 273,519 2,943,498 
Broadcast 6,245 661,680 
Cultural Olympiad 50,200 50,200 
Marketing 14,180 113,803 
Olympic Family 8,965 44,207 
Press 7,850 164,250 
Purchasing 2,288 6,864 
Security 8,075 153,425 
Sports programme 112,012 610,709 
Training 12,146 1,025,430 
Other 51,558 112,930 

--
T<Jtal t,.OPZ,l6l 8,;,19,$~9 

Source: Smith and Jenner 1998:81 

Access Economics notes that the 1988 Seoul Games caused only a temporary blip if it 

had any positive impact at all on the longer-term trend of Korean inbound tourism 

(Brooke 1988). Nonetheless the Korean Ministry of Transportation (1990 in Lee and 

Kim 1998) stated that Olympic tourists generated US$259 million in foreign tourism 

receipts during the Games. Hyun's (1990) study concluded that due to the 1988 Seoul 

Olympics, Korean visitor numbers and visitor spending were up 37 percent and 133 

percent respectively. Ahn and McGahey (1997) believed the 'halo effect' of the Seoul 

Games produced significant inbound benefits for the Korean tourism industry. 

Some tourist figures do not reflect the short-term effects of the Games on inbound 

tourism. At Seoul, the Games period fell within the peak season of Korean tourism 

meaning Olympic visitors may have 'crowded out' or replaced a large number of 

potential tourists who would have otherwise visited Korea during the event period 

(Ahn 1989 in Kang and Perdue 1994). Furthermore a significant negative aspect of 

the Olympics may be the potential short-term increase in travel prices, particularly for 

accommodation, discouraging non-event tourists from visiting. French and Disher 

( 1997) found that visitor spending at Atlanta was concentrated in areas that were 

immediately adjacent to the venues. Lazer (1986 cited in Getz 1998a) stated that due 
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to the 1984 Los Angeles Olympics, 70 percent of usual business visitors stayed away 

and normal business and leisure attractions fell by between 20-35 percent. Thirlwell 

( 1997 in Hall 1998) believes people travel to the Olympics for the sports events, and 

as a consequence other attractions tend to lose out. There is also the guarantee that 

some local spending will be shifted away from other forms of entertainment toward 

the Games. Groome (1976) studied the Olympic effect on the Queen Elizabeth Hotel 

(IOC headquarters) during the 1976 Montreal Games. He found the Olympics brought 

extra security costs, a loss of convention business (resulting in a loss of food and 

beverage trade), and it's restaurants and bars lost regular patrons who feared they 

would be full from hotel guests. 

2.4.8 Summary 

"The Olympic Games have become the world's greatest peacetime event because it is 

an evolving and dynamic festival that has adapted to the needs of a changing society, 

and world political structure and changing expectations of what sport should be." 

(Cashman 1999:16) Seppanen (1984:124-125) states that "Contrary to the ideas and 

goals of the Olympic movement to stand above and act as an independent force in the 

world, the Olympics have become an instrument in the hands of external and 

extraneous forces". The Games have been through various facades from those of a 

peaceful sporting event to a stage for murderous protest. It continues to remain, 

however, the most significant sporting event on the globe and will continue to be so, 

provided the negative external forces that threaten its existence are restrained. Since 

the earlier Games, the involvement of both political and commercial powers have 

grown to such a state that the Games have become dependent on both of them for a 

source of endorsement and financial aid. 

From a touristic viewpoint, the short-term objectives of the host city should be a large 

number of Olympic visitors, while in the long-term the goals should be to enhance its 

image and generate global attention toward their destination, resulting in tourist 

arrivals in subsequent years. "Above all, the Olympic Games should be recognised as 

an investment for the future and an image building event rather than a profit 

generating opportunity." (Pyo et al. 1988) The Olympics as a spectacle has received 

sufficient coverage through different disciplines. Despite the prospect of economic 

gain, global attention, and tourism booms, this section has shown that the impacts of 
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the Olympic Games are far reaching and can just as likely cause serious negative 

impacts. French and Disher (1997:391) state in their study on Atlanta (1996), "that 

large-scale events provide only limited opportunities to remake a city". It may be 

therefore unrealistic to expect these events to solve any developmental and/or social 

problems the city may have. 

The future of the Olympic Games, provided the threats of drugs, gigantism, and 

corruption are kept in check, appears in good health. Cashman (1999: 17) warns 

however if the Games are not maintained properly the "once-grand spectacle and 

pageantry of the Olympic Games, like the institution of the British monarchy, could 

be reduced to mere soap opera". The next act in the Olympic stage show will be 

written, when Sydney becomes host to the XXVIIth Olympiad on 15 September 2000. 
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2.5 Sydney 2000 Olympic Games 

2.5.1 Introduction 

Sydney, host of the XVIIth Olympiad, is the largest city in Australia with a population 

of 3,986,700 (Australian Bureau of Statistics 2000). A multicultural city, the capital of 

New South Wales (NSW) is seen as the gateway to Australia. In an effort to position 

itself as a world-class city and become the major commercial centre in the South 

Pacific, the Sydney and NSW governments "have embarked on urban redevelopment 

and re-imaging strategies, including the development of waterfront revitalisation 

projects, festival marketplaces, casinos, convention and exhibition centers, heritage 

precincts, museums and art galleries" (Hall 1996b:369-370). Tourism and mega

events have also been used as part of this redevelopment strategy, with a key element 

being the 2000 Olympic Games. The Australia Tourism Council (ATC 1997 in Rowe 

1998:82), in their document entitled 'Sydney, Australia Towards 2000', emphasis the 

importance the Olympic Games have by stating: 

As the host country, Australia stands to benefit from business, sport 

and tourism prospects. It is the greatest single marketing opportunity 

ever presented to Australia, and our intention is to ensure that the 

economic benefits generated will be spread across the entire country. 

Our challenge is to take full advantage of the unprecedented global 

media attention to showcase our natural environment, cultural 

diversity, lifestyle, food and wines. This will create a umque 

opportunity to add dimension to the current image of Australia. 

The section begins by presenting an overview of the successful Sydney 2000 bid. This 

is followed by an investigation into the possible impacts from a range of perspectives. 

The effect of the Olympics from a social, environmental, and economic viewpoint are 

considered before a more comprehensive view of Sydney 2000 from a tourism 

perspective is presented. It then looks at the benefits of the Games for other Australian 

states before concluding with an insight into Sydney's Cultural Olympiad and 

Paralympic Games. 
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2.5.2 Winning the Rights to Host the Olympic Games 

In becoming the Olympic host, Sydney went through two rounds of bidding. Firstly, 

the Australian Olympic Committee (AOC) chose between the bids of Sydney and 

Melbourne in order to decide the Australian submission. Having won that round, 

Sydney then faced competition from the cities of Beijing, Berlin, Brasilia, Istanbul, 

Manchester, Milan, and Tashkent (Milan and Tashkent withdrew their bids before 

voting began) (International Olympic Committee 2000). The Sydney bid was put 

together by Sydney Olympiad 2000 Bid Limited (SOBL) and was modelled on 

Atlanta's ( 1996) winning bid. The Sydney bid cost A$24 million, with the funding 

coming largely from corporate interests. Both the federal and state governments also 

contributed, with the taxpayer paying approximately 29 cents of every dollar involved 

with the bid (Lenskyj 1996). In 1993 as part of a KPMG study commissioned by the 

SOBL, a number of costs and benefits were foreseen, and are summarised in table 

2.5.1. 

Table 2.5.1: Sydney Olympics Cost Benefit Items 

JelJei~~ (;Q~~~ 
Housing 
• Increased capital appreciation • Reduced housing affordability for first time 
• Increased rate of revenue buyers and low cost rent accommodation 

• Urban consolidation • Urban consolidation leading to increased 

• Increased low cost housing close to city centre congestion 

• Regeneration of Homebush Bay site and 
improved site amenity 

Transport 
• Increased utilisation of existing transport • Cost of provision 

infrastructure leading to improved 
revenue/capital 

• Increased public transport leading to reduced 
pollution/congestion and increased accessibility 

Sports Facilities 
• Better distribution of facilities • Operating costs 
• Better located show grounds in terms of access • Under-utilised facilities i.e., potential operating 
• Increased range of venues to host wider range losses as demand less than supply 

of national and international sporting and other 
recreational events 

• Better standard and range of facilities leading to 
improved sporting standards amongst 
Sydneysiders 

• Increased recreational amenity at Penrith 
Economic 
• Business development as the profile of Sydney • Inflationary impact of increased tourism 

as a place to do business is enhanced through • Investment in Olympics 'crowd out' investment 
Olympic exposure (overseas business people in other productive enterprises 
attending the Games identifying investment 
opportunities) 

Table 2.5.1 Contmued Overleaf 
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Tourism 
• Increased international exposure of Australia • 

and Sydney • 
• Greater number of jobs in the tourism industry, 

particularly benefits for the low skilled 
unemployed • 

• Increased number of tourism related services • 
(e.g. restaurants, shops) which are also available 
to residents 

• Increased level of accommodation which 
thereby allows Sydney to tender for other major • 
events, with consequent economic spin-offs 

Technology 
• Knowledge gained from rejuvenating • 

Homebush Bay site could be applied to other 
degraded sites 

• Increased communication infrastructure and 
know-how 

• Systems development leading to internationally 
marketable service 

• More rapid deployment of new media 
technologies i.e. high density TV 

Human Capital 

Table 2.5.1 Continued 

Environmental costs from increased visitation 
Short term waste management issues associated 
with Olympics and generally with sustained 
increased visitation 
Increased congestion 
Pecuniary externality of increased demand 
leading to increased costs imposed on locals, 
particularly in popular tourist destinations (e.g. 
Circular Quay) 
Potential over supply of accommodation after 
Games 

None Mentioned 

• large scale employment associated with the • Post Games demobilisation 
Games 

• reduced employment leading to reduced social 
problems associated with unemployment 

• Technology transfer form visiting Olympic 
Support staff e.g. production, event staging, 
computing etc. 

• improved sporting prowess through increased 
exposure to international standard competition 

National Identity 
• Increased national pride through increased • None Mentioned 

international exposure 
• Increased awareness of Australian culture 

following from Olympics Cultural Program 
Source: KPMG 1993 (m Darcy and Veal1994) 

The strengths of Sydney's bid were the concentration of most sports in two locations, 

all athletes being housed in the same village opposite the main venue, strong 

community support, Australia's strong and consistent Olympic record, and the 

environmental component (Darcy and Veal 1994). "Sydney's geographic location, in 

terms of it's isolation and the distance and cost involved in travelling to Australia, 

were considered to be the major weaknesses of the bid." (Burroughs 1999:41) To 

combat this, Sydney announced they would cover the travel expenses of all athletes 

and officials. The final International Olympic Committee (IOC) voting took place in 

Monaco during September 1993. The announcement that Sydney had won came at 

4.27am Friday 24 September 1993; Australian time (McGeoch and Korporal1994). 
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Since the announcement however, a number of criticisms and concerns have emerged. 

Despite showing a net surplus of Aus$6 million (table 2.5.2) questions were asked on 

a number of projects to be used in the Olympics not included in the main budget. 

Totalling Aus$1.5 billion, they included the athletics and aquatic centres, 

environmental rehabilitation of the Homebush area, numerous infrastructure 

improvements and/or developments, and the construction of the media and athletes 

village. The government and bid committee justified this by claiming these projects 

would have occurred regardless of the whether the bid was successful or not. The 

success of the bid meant they were merely brought forward in time (Darcy and Veal 

1994). 

Table 2.5.2: Sydney 2000 Games Budget 

J x;peqqftgpe 
Events and Ceremonies (including 
main stadium and other facilities) 
Media 

Catering 
Transport 
Security 
Medical 
Olympic organisation 
Administration Personnel 
Advertising and Promotion 
Contingencies 
Other 
TQtal 

AY§$m 
870 

268 

11 
60 
43 
11 
20 
69 
40 
153 
146 

l!!£()gte 
Television Fees 

The Olympic Program 
organised through the IOC 
Local Sponsorship 
Coin Royalties 
Licensing Fees 
Interest 
Tickets 
Sale of RAS, Moore Park 
Promotions 
Federal Government grants 

Sponsorship 

41J§$gt 
679 

128 

296 
26 
47 
46 
199 
74 
27 
163 

1;()97 T()tal 1703 
Adapted from SOBL Report 1993 (in Darcy and Veal1994) 

Despite the state government's promise of communities having more involvement in 

the planning process, the bid and its perceived impacts were seldom put toward public 

debate. Hall (1994:161-162) adds that the "Media scrutiny of the costs of hosting the 

event or the voicing of negative opinions of the Games were subject to harsh criticism 

from the government and from members of the bidding team". People opposed to the 

bid were quickly labelled unpatriotic. Lenskyj (1996:401), who notes the SOBL "was 

an independent, incorporated company that did not even make a pretext of being 

representative or accountable to the community" supports this notion. Hall (1998:7) 

suggests the bid "had as much to do with Sydney and state (New South Wales) 

politics than a rational assessment of the economic and tourism benefits of hosting the 

Games". Due to a lack of critical media concerning the bid there was a belief that the 

state government had successfully straitjacketed media coverage. There was 

surprisingly little opposition, with the Aborigines being one of the few groups to 
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oppose the bid. Lenskyj (1996:407) describes how "Aboriginals threatened to 

organise a boycott of the Games to force the government to rewrite the land rights 

legislation". The media in turn portrayed Aborigines as trying to undermine the 

'Australian dream'. Essentially there was no organised criticism of Sydney's bid. 

Booth and Tatz (1994) believe this can be put down to scepticism and hope. 

On the one hand, many people dismissed Sydney's chances: failed 

bids by Brisbane and Melbourne, Australia's geographic isolation, 

small domestic markets (for sponsors) and active lobbying for Beijing 

by prominent IOC members, all seemed to conspire against Sydney. 

On the other hand, deceived about the full costs of the Games, 

SOBC's seductive promise of a Games-led economic recovery 

engendered hope (Booth and Tatz 1994:10). 

2.5.3 Forecasted Impacts of the Sydney Olympics 

Unlike other events that can be monitored and therefore planning amended over time, 

it is extremely difficult for the Olympic Games, due to its transient nature, to 

accurately forecast the range and number of impacts (Ritchie and Lyons 1990). 

Despite this difficulty, numerous reports and articles (covered in the subsequent 

sections) have been released with regard to the possible social, environmental, 

economic and tourism impacts of Sydney 2000. 

2.5.3.1 Social Impacts 

Hodges and Hall (1996: 163) believe social dimensions to be the most significant 

impact of mega-events. With regard to Sydney 2000, they claim there has been 

inadequate social strategies, and an ignorance of the most effective way to distribute 

costs and benefits throughout the community. They also believe a "substantial case 

could be put forward that the Olympics has in fact deflected Sydney's planners and 

developers away from the longer term to concentrate on the target year 2000" 

(Hodges and Hall 1996:163). Hall (1996b:376) observes the Sydney Olympics 

"generally serve a narrow range of interests. These events reflect imaging and 

marketing concerns as opposed to the search for sustainable forms of tourism 

development and improvements to the welfare of impacted urban populations". 

Despite a lack of public consultation and no social impact study undertaken during the 
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bidding process, the NSW government maintain it is committed to managing the 

Games possible social impacts. To assist the minimisation of negative impacts, 

distribute positive impacts around the region and provide advice on a broad range of 

matters relating to the social impacts of the Games, the Olympic Co-ordination 

Authority (OCA) established a Social Impact Advisory Committee (SIAC) (Olympic 

Co-ordination Authority 2000). Furthermore, Hodges and Hall (1996) investigating 

housing issues associated with Sydney 2000 suggest the possibility of: 

1. Increased rental costs on lower socio-economic groups. Coles 

(1994 in Hodges and Hall 1996) predicts that those living in low 

cost accommodation will experience the greatest potential 

negative impact of the Sydney Olympics. 

2. Increased conversion of boarding houses to tourist 

accommodation. Property-owners could dislodge tenants and 

boarders in order to make a 'quick buck'. 

3. Accelerating Gentrification. Most development will be aimed at 

the upper end of the housing market. An increase in the cost of 

private housing in these areas will force many of the lower socio

economic tenants to relocate. 

4. A tendency for low-income renters to be forced out of their homes. 

Expectations the Games will exacerbate the problems of homeless 

people. 

There is also concern that Sydney's homeless (approximately 100,000) will be 

targeted and their civil liberties will not be protected. Sydney's mayors have requested 

from local government, increased powers in forcing the removal of beggars and 

homeless people from the city streets (Donaldson 1998). 

2.5.3.2 Environmental Impacts 

Sydney's successful bid was, according to the IOC President, partly due to the 

inclusion of a comprehensive environmental plan. The plan included environmental 

guidelines addressing, energy conservation; water conservation; waste avoidance and 

minimisation; pollution management; and protection of the natural and cultural 

environment (SOBL 1993 in Lenskyj 1998). Additionally all Olympic projects have 
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been guided by the concept of Ecologically Sustainable Development (ESD), which 

involves the use of innovative environmentally sensitive design and construction 

solutions. Other Sydney 2000 environmental measures include: 

• Green transport - all spectators use public transport, buses 

powered by CNG, most sporting venues located very close to 

Olympic Park, no spectator parking; 

• Environmentally safe materials - used in venue design, 

construction and fitout; 

• Recycling buildings - one third of sporting competitions, the 

SOCOG headquarters, media and technical officials village - all 

using existing venues; 

• Green merchandise - products made environmentally friendly; and 

• A general policy of reuse and recycle. 

Additionally, environmental legacies from the Games will include, new 

environmental benchmarks; increased community awareness; greater capability to 

integrate environmental considerations into business; and state of the art 

environmental design features in Sydney's sports venues (Sydney 2000 Official Site, 

2000). The Games are clearly being used as a catalyst for environmental change. 

Prasad (1999:92) believes: 

The release of information on processes, environmental 

strategies/guidelines, benchmarks, and environmental measurement 

and reporting will be of great value to the professions and the 

industry. The Games will have left a better-informed community 

about environmental issues. 

The Games will be mainly held in the Homebush Bay area with an overall site of 

approximately 760 hectares. During the 1960s and 1970s areas of Homebush Bay 

became contaminated through uncontrolled dumping of household and industrial 

waste. After an investment of Aus$137m the dumping ground for more than nine 

million tonnes of Sydney's industrial waste was transformed into sporting facilities 

and parkland. The Millennium parklands now encompass more than 180 hectares of 

wetlands, woodlands and grasslands, offering the people of NSW a range of leisure 
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activities from picnicking to guided tours, bird watching, cycling and educational 

programs (OCA 1997). 

2.5.3.3 Economic Impacts 

A KPMG study (1993 in Chow 1996) estimate the Games will boost Australia's gross 

domestic product (GDP) by Aus$7.3 billion. While an Arthur Andersen economic 

impact study concludes the Games will generate Aus$6.5 billion in extra economic 

benefits, spanning a twelve year period that began in 1994-95 (Ham 1999:71). This 

revenue along with that gained through extra taxation (table 2.5.3) help explain the 

approval and support given by governments in hosting the Games. 

Table 2.5.3: The Olympic Games: extra taxation revenue expected, 1991-2004 

Commonwealth 

New South Wales 

Local Government 

336 

65 

1934 

376 

73 

393 

76 

Source: KPMG 1993 (in Richardson 1995) 

The KPMG study also concluded that economic benefits would far outweigh any 

envisaged disadvantages, adding further the Games: 

• Will have a small effect on the general price level; 

• Will have a positive and significant effect on the balance of trade, 

adding more than Aus$3.5 billion (most likely scenario) to 

Australia's net export earnings between 1994 and 2004; 

• 

• 

Are unlikely to affect the exchange rate; and 

Are unlikely to create labour shortages, although it is conceivable 

that certain skill shortages may arise (Richardson 1995:60). 

It has been estimated that "65% of the cost of staging the Olympics (including stadia 

construction) will be received from outside of Australia and 76% from outside NSW" 

(Mules and McDonald 1994:49). A considerable portion will be from television rights 

(table 2.5.4). "There has been a boost for the Games organisers with an unexpectedly 

high price, (US$715m) obtained from the sale to NBC of US television rights." 

(Sydney Organising Committee for the Olympic Games 1997 in Cashman and Hughes 

1998:218) 
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Table 2.5.4: Broadcast Fees for the Atlanta 1996 and Sydney 2000 Olympics 

Countcy 

USA 

Europe 

Japan 

Australia 

New Zealand 

Atlanta !1.'9.96 - value of broatlcasf Sydney 2000 - value of broadcast 

Netl\!ork contract (US$ million) contract (US$ million) 

NBC 456 

EBU 

NHK 

Channel? 

TVNZ 

247.5 

99.5 

30 

5.4 

715 (56.8 %) 

350 (41.4 %) 

135 (35.7 %) 

45 (50%) 

10 (85.2 %) 

Note: Percentages in brackets represent increase in broadcast fees from the Atlanta Games 

Source: Tourism Forecasting Council1998 

KPMG's study (1993 in Chow 1996) also estimate the Games will 'most likely' create 

around 150,000 new jobs over a 14-year period (table 2.5.5). Richardson (1995) 

suggests job distribution would be concentrated in the period from 1998-2000, while 

Ham ( 1999) adds, most employment would be casual or temporary. The Sydney 

Organising Committee for the Olympic Games (SOCOG) itself will employ "some 

1,400 people during the staging of the Games, handling sport, marketing, 

communications, community relations, administration and planning" (Head 1995: 10). 

Additionally 40,000 volunteers will work as interpreters, drivers, ushers, guides and 

officials during the Games, and gain excellent skills and experience. 

Table 2.5.5: Sydney 2000 Olympic Games: annual jobs expected (1991-2004) 

Australia 

New South Wales 

Sydney 

Low case 

133,123 

78,613 

64,846 

89,504 

73,089 

Nigh Case 

175,006 

93,860 

77,551 

Source: KPMG 1993 (in Richardson 1995) 

Booth and Tatz (1994) conclude that despite KPMG's most likely economic scenario 

of Aus$7.3 billion into the national economy, the Games will not be an economic 

boon. They note this amount "represents a minuscule average annual increase in 

national output of A$500m - one eight of one percent of an Australian economy 

worth $400bn per annum. Moreover, NSW Treasury officials estimate that local 

taxpayers will face a $1 bn debt for Games related infrastructure" (Booth and Tatz 

1994: 11). Another economic issue forewarned is the government's financial 

assistance toward some sports over others. The promotion of elite sport appears to be 

at the expense of mass participation, and non-Olympic sports. Cashman and Hughes 
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(1998:221) add this "policy appears to favour big and established sports at the 

expense of minor or fringe sports". 

2.5.3.4 Tourism Impacts 

In their strategy to maximise tourism benefits from the Sydney Olympics, the ATC 

(1996) stated their major goals were to: 

• Increase global awareness of Australia as an exciting, desirable 
destination; 

• Broaden perceptions of Australia from a mono destination image 
to a multidimensional image; 

• Increase arrival numbers and market share from high yield 
markets; 

• Improve Australia's position in an increasingly competitive 
tourism market; 

• Assist dispersion of tourism arrivals to diverse destinations within 
Australia; 

• Increase employment opportunities within Australia; and 
• Boost export earnings and enhance Australia's balance of 

payments (Brown 1997 in Getz 1998:420). 

The largest perceptible impact accruing to the Australian tourism industry will be 

through the arrival of international visitors. These Olympic visitors will fall into two 

categories: specific, and induced. 

2.5.3.4.1 Games Specific Tourists 

The composition of this group include: the IOC executive, International Federations 

and NOC representatives, sponsors, pre-Olympic athletes, team officials, official 

media, non-accredited media, Olympic family, judges, referees, guests, athletes, 

cultural visitors, volunteers, and international spectators (Ritchie and Aitken 1984; 

Hall 1992a; Mules and McDonald 1994). Sydney's international broadcast centre will 

house around 180 organisations with more than 11,000 rights-holding broadcasters 

(Bloxham 1998). There will also be 15,000 non-accredited members of the media 

(Williams 1998). The forecasted totals for Games-specific tourists in the years leading 

up to and including 2000 are shown in table 2.5.6, while Mules and McDonald's 

(1994) breakdown of Games-specific tourists during the year 2000 from a 

international, nation and regional perspective is presented in table 2.5.7. 
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Table 2.5.6: International Olympic Games Specific Tourists Forecasts (OOO's) 

Year 

1994 

1995 

1996 

1997 

1998 

1999 

2000 

Totals 

1 

1.5 

1.5 

7 

14 

100-124 

126-JSO 

DU.eet and Pre-games 
'<Jlympic related' Visitors 
~NS'\V rtfJ?,Qrtim' .S-P~ff ~~99') 

20.4 a 

20.4 a 

20.4 a 

20.4 a 

20.4 a 

20.4 a 

84,000 

206.4 

TF1C 19,98 
Direct Impacts 

C'l'PC R~R9rt t99~) 

3 

6 

12 

111 

132 

a- 20,400 per annum, spread over the period 1994/95-2000. 

Eventual Games-specific numbers will be determined by ticketing allocation, 

accommodation and airline routing and capacities. Although nine million tickets were 

sold for the 1996 Atlanta Olympics, Smith and Jenner (1998) suggest Sydney due to 

the smaller domestic audience and distance from the main tourism generating 

countries will probably sell around five million, with sales expected to bring in around 

Aus$500 million. 

Table 2.5.7: Sydney 2000 Olympic Games: Olympic Specific Visitors 

Visitor CategoFY Overseas Interstate Intrastate 'Futal 
/ 

Olympic Family 13,500 250 100 3,500 (sic) 

Judges and Referees 1,000 200 300 1,500 

Media 11,500 2,00 500 14,000 

Guests 2,000 100 100 2,200 

Sponsors 2,200 300 200 2,700 

Athletes and Officials 14,200 500 100 14,800 

Observers 500 - - 500 

Cultural 600 200 - 800 

Security - 500 500 1,000 

Volunteers - 2,000 2,000 4,000 

Host broadcasters 250 1,125 125 1,500 

Spectators 75,000 115,000 60,000 250,000 

"Nett' Spectators 48,750 97,750 51,000 197,500 

Note: Nett Spectators- would not have visited Sydney had it not been for the Games 

Source: Mules and McDonald 1994:49 
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2.5.3.4.2 Games Induced Tourists 

Due to the global spotlight on Sydney m the years, leading up to, during and 

following the Olympics, destination promotion, enormous exposure and a resultant 

increased profile occurs. The Sydney Olympic Broadcasting Organisation (SOBO) "is 

estimating a cumulative audience of over 25 billion and an estimated peak of about 

four billion for the opening and closing ceremonies" (Gratton 1999:130). This 

coverage will help in promoting images of Sydney as well as the host country, 

although Gratton (1999) reiterates the need for a 'happy' media, as they not only 

judge the Olympic sports, but also the Games organisation, and the host city which 

ultimately reflects on the host country. Additionally the ATC have arranged co

operative marketing arrangements with Olympic partners and sponsors; media kits 

distributed to non-accredited media; and a visiting journalist program (VJP) to cope 

with Olympic interest (Faulkner, Tideswell and Weston 1998). 

The induced tourism impact is the increase in visitors resulting from this additional 

publicity and awareness generated by the Olympics (Mules And McDonald 1994). 

Faulkner, Tideswell and Weston (1998) view induced demand as potentially the most 

significant tourism benefit, with numbers having substantial potential (table 2.5.8). A 

NSW Treasury Report (1997 in Spurr 1999) stated induced arrivals for the eleven year 

period could reach as high as 2.3 million. While the extra 2.1 million overseas visitors 

targeted by the ATC between 1994 and 2004, would put about Aus$4 billion into the 

local economy (Williams 1998). One of the earliest forecasts, by McGeoch (1991 in 

Hall 1992a), estimated the total impact on net international arrivals in Sydney as a 

result of the Games to be between 1,703,000-2604,000. While the extra 1.6 million 

that the Tourism Forecasting Council (1998) have predicted (between 1997-2004) will 

generate an additional Aus$6.1 billion in tourism earnings. 
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Table 2.5.8: Forecast Reports of Extra Visitors as a Result of Sydney 2000 

Year McGeooh 1991 KPMG1'993 KPMG1993 KPMG1993 ATC Targets TFC:t99s 
(Low Scenariq) (.Most l-ikely Scenario) (!i!gh Scenano) CW94"2004) ' Promotional 

lmD!!Qt$ 

1994 30,000 15,557 20,743 22,808 7,287 -

1995 33,000-65,000 33,615 44,820 51,460 11,071 -

1996 71,000-141,000 54,397 72,529 86,951 15,548 - ~ 

1997 113,000-151,000 78,067 104,089 
~ 

130,144 34,557 - (; 

1998 160,000-240,000 104,829 139,772 181,936 125,518 70,000 ~ 

~ 

1999 213,000"340,000 112,324 149,765 203,350 207,439 161,000 ~ 

t 
2000 224,000-448,000 120,118 160,157 225,760 449,199 231,000 (i 

2001 241,000-335,000 128,260 171,013 
E 

250,594 482,589 335,000 ~ 
<I 

2002 207,000-311,000 109,563 146,084 222,527 386,614 350,000 
... ... 
<I 
;:: 

2003 167,000"223,000 87,743 116,990 185,254 241,004 236,000 <I 
~ 

2004 120,000 62,460 83,280 137,087 159,017 106,000 

Totals 1;578,000-2,455,000 906,933 1,209,242 1,697,871 2,119,843 1,489;000 

Sources: Richardson 1995; Ha111992a; Tourism Forecasting Council1998; Mules and McDonald 1994 

Note: KPMG Study- For the low and most likely scenarios, BTR projections of international visitor numbers in the years 1994-2004 were used. The low scenario assumes 

75% of induced international visitors of the most likely scenario. For the high case, ATC targets and not forecasts for international visitor arrivals were used to calculate the 

final figures (Mules and McDonald 1994). 

00 
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After tourist numbers are established, visitor's length of stay (table 2.5.9) is analysed 

to assist economic calculations. Mules and McDonald (1994) found the duration of 

stay for Australia's international tourists travelling to a specific event, is more than 

twice the length of the event itself. They conclude "that international spectators at 

both the Olympics and pre-Olympic Games would spend longer in Australia than the 

duration of the Games they attend" (Mules and McDonald 1994:51). Despite 

Atlanta's (1996) disappointment of Games-related tourism not eventuating, Australian 

travel companies plan to hire extra staff and increase services. According to an Arthur 

Andersen report, travel firms believe that unlike Atlanta, Australia is remote and 

relatively undiscovered and therefore spectators' curiosity to explore will be greater 

(Ham 1999). 

Table 2.5.9: Sydney Olympics: Length of Stay by International Visitors (Number of 
Nights) 

\ii~1tQr CategorY Sycbt§Y Ng\y Ai~t!13Jja 

Pre-Olympic Visitors 
Olympic Family 5 5 5 
Media 5 5 5 
Sponsors 5 5 5 
Athletes and team Officials 7 7 7 
Spectators 11 12 23 

Olympic Visitors 
Olympic Family 16 16 16 
Judges and Referees 16 16 16 
Media 16 16 16 
Guests 16 16 16 
Sponsors 16 16 16 
Athletes and team Officials 16 16 16 
Observers 20 20 20 
Cultural 20 20 20 
Host Broadcaster 45 45 45 
Spectators 11 12 23 

Induced Visitors 14 16 30 

Source: Mules and McDonald 1994:51 

2.5.3.4.3 Domestic tourism 

The scale of the Games also means domestic tourism patterns will be affected. An 

unlikely scenario was revealed by a Sydney Morning Herald survey which stated one 

in three Australians living outside Sydney intends to visit the Games, equating to 

approximately four million (Coultan 1997 cited in Wilson 1998). From another study 
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Hall (1998) reports that a survey undertaken outside of Sydney revealed 39 percent of 

respondents would definitely or probably travel to Sydney for the event, and 73 

percent of Sydneysiders were interested in attending the Garnes. However recent 

Olympic scandals, and concerns over ticket pricing and allocation, may be eroding 

local enthusiasm for the Garnes. Despite "opinion polling by the SOCOG shows that 

Australians have strong positive feelings toward the Garnes, only 1 in 12 say they are 

likely to attend an event" (Dusevic 1999:35). The Tourism Forecasting Council 

(1998: 12) suggests the "impact on domestic tourism is expected to be neutral, with an 

increasing number of visitors to Sydney in 2000 offset by a decline in visitors to other 

domestic markets and a decline in activity in all destinations in the following year". 

2.5.3.4.4 Additional Tourism Benefits 

Additional opportunities exist to leverage tourism benefits from the Sydney Olympics. 

They include an added impetus to the convention and incentive markets. Dwyer and 

Mistilis (1997:229) believe the Games to be an "unparalleled opportunity to market 

MICE (Meetings, Incentives, Conventions and Exhibitions) tourism to Australia". 

Head (1995:8) adds that "reportedly Sydney has scored an 80% strike rate in winning 

conventions since it won the right to stage the 2000 Olympics". There is also the 

opportunity of a stimulus to tourism through infrastructure improvements and 

additions which enhance destination image. Hornebush Bay will become the major 

sporting and recreational centre in Sydney resulting in increased tourism to visit the 

facilities and additional events. While sport tourism has the opportunity to "become a 

significant element of Sydney's tourism profile in the future" (Faulkner, Tideswell 

and Weston 1998: 18). Peisley (1999) also believes the Sydney Olympics will not only 

bring more focus to the country but also the lucrative cruising industry, where at least 

ten ships will be used as hotels during the Garnes. Furthermore, results of Sydney 

2000 serving as a catalyst for greater co-operation among regional, state and national 

government agencies should have lasting effects on the Australian tourism industry 

(Faulkner, Tideswell and Weston 1998). Brown (1997 cited in Getz 1998a:429) also 

observes "that the winning of the 2000 Olympic summer Garnes for Sydney resulted 

in higher awareness of the role of tourism in Australian society, and greater support 

for the industry from governments." 
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2.5.3.4.5 Reservations concerning Olympic tourism 

On a more cautious note, Leiper and Hall (1993:2 in Hall 1998) observed, in their 

submission to the House of Representatives Inquiry into implications for Australian 

industry as a result of the 2000 Olympics, that: 

A major outcome could be the 'tourist boom' imagined by many 

commentators might be just that - imagination. The Olympics will 

attract certain types of tourists, but it will certainly repel other tourists 

who, in normal circumstances, would have visited Sydney and other 

regions of Australia. The net effect could be negative. Other 

Australian cities would not be more attractive as venues for the 

Olympics, but would certainly be less repulsive in this respect. Thus 

in terms of tourism related benefits, Sydney is not the best place in 

Australia for the Olympics and Australian tourism is at risk because 

this city will be the host. Moreover, there is no certainty that publicity 

around the Olympics, broadcast internationally about Australia, will 

lead to any significant increase in inbound tourism in the months and 

years afterwards. 

They upset tourism and Olympic officials by suggesting the Garnes would not be the 

tourism boom some people were hoping. Their main contention was together with the 

attraction effect of the Olympics, there is also a repulsion effect. "The repulsive image 

has components of excessive crowds, traffic congestion, long delays, higher than 

usual prices, lower standards of service, inconvenience from security policing, extra 

risks and uncertainty, unnecessary stress." (Leiper 1997:230) This they believe will 

cause Olympic tourism to be negligible. Their argument was dismissed as rather light, 

unsubstantiated and superficial by government and tourism agencies. Leiper 

(1997:228) predicted the Olympics to "create, over a month or two, great turbulence 

in tourist markets and industries and that the probable net effect will be a small slump, 

not a big wave, in the trend line of gross tourism activity". 

2.5.4 Olympic Benefits: Outside of Sydney and New South Wales 

New South Wales will be the main beneficiary of the boom in international tourist 

arrivals but the spin-offs will also be significant for the rest of Australia (figure 2.5.1). 
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Higham (1999:88) believes in terms of the Sydney Olympics, "those who escape the 

bidding and hosting costs of the event, but are geographically advantaged by 

proximity are those most likely to benefit". A number of regions have established 

taskforces to harness Olympic opportunities, with one such example presented in 

Appendix D. 

Western 
Australia 

Northern 
Territory 

South 
Australia 

Queensland 

Adapted from Charles Sturt University 2000 

Figure 2.5.1: Map of Australia (States, Territories and Main Centres) 

Over half of Olympic tourists are expected to visit Queensland, 25 percent will visit 

Victoria, and thirteen percent Western Australia (table 2.5.10). Of the extra visitors to 

Queensland, tourism officials note the best year for tourism will not be 2000, but 2001 

and 2002 (Ham 1999). Despite Atlanta Olympic (1996) studies finding visitors in the 

most part not venturing outside the city during their stay, it is believed that "the long

haul nature of travel to Sydney will ensure international visitors seek out other 

destinations to maximise their Olympic visit" (Faulkner, Tideswell and Weston 

1998:16). The more diversified tourism product Australia offers, and an Olympic 

marketing campaign that has a more national focus than Atlanta's will ensure this. 

One major tourism concern from some regions however is the possible changes in 
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transport infrastructure (for example airline services) to meet additional demands 

focused on Sydney (Faulkner, Tideswell and Weston 1998). 

Table 2.5.10: Statefferritory international visitor arrivals (direct and induced visitors, OOOs) 

N'sw AC'T VIc QLD SA WA TAS NT A1ustralia 

1,101 1 13 407 812 1 13 21 1 33 147 1,621 

Note: due to some visitors visiting more than one state/territory, numbers sum to more than total. 

Adapted from KPMG and Griffith University (in TFC 1998) 

Diversion and aversion effects will also create opportunities for destinations other 

than Sydney. Nevertheless, the Tourism Forecasting Council (1998: 12) state 

"aversion effects, people leaving Sydney to 'escape' the Olympics, are anticipated to 

be negligible". Tourism Victoria has developed an 'Escape to Melbourne ' strategy 

which targets Sydneysiders keen to rent their homes and leave the city during the 

Olympics. Ham (1999:68) notes that: 

With some 5,000 Sydneysiders expected to rent out their homes to 

Olympic visitors and leave town for the Games, Sydney real estate 

agents are being co-opted by the Victorian government to become 

travel agents on behalf of the state, offering Olympics escapees 

attractive Melbourne holiday packages. 

Pre-Games training and acclimatisation camps are another opportunity available to 

destinations beyond NSW. Because of insufficient sporting facilities in Sydney for all 

Olympic teams to have exclusive access, some teams must base their training camps 

elsewhere. Although direct benefit from pre-Games training is minimal, there is some 

promotional leverage through the home country's media coverage of the team's 

preparation (Faulkner, Tideswell and Weston 1998). "The Victorian government has 

in-principle agreements with 63 sporting teams from 21 countries, promising 

economic benefits to the state of $10m." (Ham 1999:68) Queensland, the most 

successful Australian state in securing pre-Games training teams, has set up a centre 

in Brisbane which will enable accreditation by athletes and teams to take place prior 

to departing for Sydney (TradeNZ 1998c). Queensland to date has secured 151 sports 

teams from 31 nations in such places as Brisbane, Gold Coast, Cairns, Bundaberg, 

Toowoomba and the Sunshine Coast (Tourism Queensland 2000a). The teams are 
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expected to contribute Aus$80-$100 million to the state's economy. South Australia 

expects Aus$20 million to be pumped into the local economy as a result of hosting 

more than 60 teams from fifteen nations (Ham 1999). 

The cities of Melbourne, Brisbane, Adelaide and Canberra will also host Olympic 

football - the only Olympic sport to be held outside of Sydney. Tourism Victoria 

"counts on luring 2000 international journalists, overseas guests without fixed 

itineraries, and soccer fans for the 12 Olympic soccer matches to be played at the 

Melbourne Cricket Ground. The Victorian government estimates the soccer fixtures 

will generate between $30m and $70m" (Ham 1999:68). Additionally the scale of the 

Games means a number of commercial opportunities for firms outside of Sydney. To 

date, "small and medium businesses in Queensland have won Olympic contracts 

worth $80, while national companies based in Queensland have notched up $120m in 

contracts" (Ham 1999:68-69). South Australian Premier John Olsen, "notes that 

companies in his state have so far secured $82m worth of Olympic business ... with 

another $50m in deals under negotiation" (Ham 1999:69). 

2.5.5 Olympic Augmentations 

''The Paralympics and the Cultural Olympiad tend to be the poor relations of the 

Olympics, both in terms of resources and public interest." (Cashman and Hughes 

1998:223) 

2.5.5.1 The Cultural Olympiad 

"The charter of the IOC prescribes that a 'fine arts' event to be held in conjunction 

with the sporting programme as an equally important aspect of the official Olympic 

Games calendar." (Stevenson 1997:227) SOCOG has appointed a National 

Indigenous Advisory committee to monitor SOCOG's progress on projects; provide 

advice on correct indigenous protocol requirements; and make recommendations to 

SOCOG on issues and projects that should include indigenous involvement 

(Stevenson 1997). The Games provides a chance to showcase to the world the rich 

culture of Australia's indigenous Aboriginal and Torres Strait people. This is 

tempered however with Good's (1999:167) statement that "the modern cultural 

Olympiad has remained one of the least known of international arts festivals among 

art world professionals and the general public". Stevenson (1997:236) believes "the 
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Sydney 2000 Cultural Olympiad to be principally concerned with "constructing and 

promoting images and representations of Australianess that will assist the symbolic 

and material sale of the games, Sydney and Australia as centres of artistic excellence". 

The Sydney Olympiad has a distinct theme for each of the four years leading up to the 

Olympics. 

1997 The Dreaming- focuses on Australia' s indigenous cultures. 

1998 A Sea of Change - is about exploration, migration and 

resettlement 

1999 Reaching the world - a touring programme featuring the 

work of elite Australian artists and performers. This will also 

double as an international marketing tool for the Games. 

2000 Harbour of Life - involves participants of the highest quality 

from Australia and around the world (Good 1999). 

2.5.5.2 The Paralympics 

First held in Rome ( 1960) and involving 400 athletes, the Paralympics are now a 

major sports event (Findling and Pelle 1996). Given the responsibility of running the 

Paralympics, the Sydney Paralympics Organising Committee (SPOC) goals are to 

make the event successful by ensuring high public interest and awareness. It also aims 

to bring a more co-ordinated approach between the Olympics and the Paralympics, 

with added determination to ensure Paralympians are treated equally with Olympians. 

"The New South Wales and Federal Governments have each committed $25 million 

to the staging of the Paralympics." (Cashman and Hughes 1998:223) The Sydney 

2000 Paralympics will be larger (in terms of athletes and countries represented) , than 

the 1998 Kuala Lumpur Commonwealth Games (Hughes 1999). The Paralympics 

will host a further 4,000 athletes using the same venues and accommodation at 

Homebush Bay as the Olympic athletes (Paralympic Games Sydney 2000 

Promotional pamphlet). There will also be in attendance "2000 coaches and officials 

and 1000 technical officials from 125 countries. Worldwide coverage will be provided 

by over 2000 visiting media personnel" (Cashman and Hughes 1998:223). 
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2.5.6 Summary 

While the Sydney Olympics will no doubt prove a sporting success, there has been 

doubts raised over their actual social and economic contribution. The tourism sector 

appears to be at the forefront of receiving the greatest benefit from the event (Darcy 

and Veal 1994), while Mules and McDonald (1994) believe the transport, 

communication, recreation, and construction industries will experience the largest 

impact. The Garnes are for Sydney a unique marketing opportunity. To avoid 

unfavourable images of Sydney, both accredited and non-accredited media will be 

given special attention during the Garnes to prevent negative experiences being 

conveyed to the rest of the world (Rowe 1998). Olympic exposure will result in a 

growth of induced tourism demand. There will also be a number of other tourism 

opportunities presented to Sydney and Australia, and it will be up to tourism and 

government agencies to ensure these are not overlooked. The commercial activity 

spurred by the Garnes should also extend well beyond the Garnes closing ceremony. 

The Garnes are unlikely to return to the Oceanic region in the near future, so Birch 

(1996:294) states the year 2000 should be seen an "opportunity not just for Australia 

but also for the South Pacific region to introduce the Olympics to the world in the 

third millennium". The next chapter will examine New Zealand's involvement with 

Sydney 2000, while chiefly concentrating on the Olympic opportunities provided to a 

country so close. 
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2.6 Ramifications of Sydney 2000 for New Zealand 

2.6.1 Introduction 

New Zealand's Olympic association can be traced back to the early stages of the 

modern movement when it became one of the first countries to support the idea of 

reviving the Ancient Games. Christchurch man, Leonard Albert Cuff became the first 

International Olympic Committee (IOC) member for both New Zealand and Australia 

and was instrumental in helping to form the New Zealand Olympic Council (NZOC) 

in 1911. Despite New Zealand first being represented as part of the Australiasian team 

at the London 1908 Games, the NZOC was not recognised by the IOC until 1919 and 

it wasn't until a year later at the Antwerp Olympics that it first took part as a separate 

nation (NZOC 1999). Since that time New Zealand has achieved considerable 

Olympic success for such a small country (Appendix E). This section initially 

investigates New Zealand's early association with the Sydney bid. It then examines 

the possible Olympic impacts upon New Zealand, excluding the obvious sporting 

prospects for New Zealand athletes that the Games being so close represent. There are 

three key opportunities that should accrue to New Zealand as a result of Sydney being 

the Olympic host. To be analysed individually they are: 

1. Commercial; 

2. Sporting (New Zealand as a pre-Games training destination); and 

3. Tourism. 

2.6.2 New Zealand and the Sydney 2000 Bid 

Despite the 2000 Olympics being Australian, from the outset the New Zealand 

government supported Sydney's bid for the Games believing it would bring both short 

and long-term benefits for the region. In his address to a Sydney 2000 luncheon, two 

months prior to Sydney winning the rights, Prime Minister at the time, Jim Bolger 

(1993:46-47) stated: 

We have an opportunity over the corning period to support Sydney's 

admirable ambitions to host the Olympic Games [ ... ] The general 

way in which the world views New Zealand will be enormously 
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enhanced by Sydney hosting the Olympic Games. For a concentrated 

period the cameras of the world will be pointing in this 

direction ... The exciting opportunity for us is that we will be right 

next door - and we will be able to participate in the project in a 

number of very important ways [ ... ] the tourism implications for 

New Zealand are enormous. The Tourism Board estimates that we 

could receive an extra 400,000 visitors to this country as a 

consequence of a successful bid and that would give an almost $1 

billion bonus to the economy. I also believe it would give us a new 

position in the international tourism market- we'd be put firmly on 

the map as the cameras of the international media focus on us [ ... ] If 

Sydney is successful we shall be successful too. It's a great project in 

which sporting excellence, commercial success and national pride 

combine for the benefit of us all. 

This view was supported by SOBL chairman, Rod McGeoch (McGeoch and Korporal 

1994:119) who noted "New Zealand had quickly become conscious that there were 

real spin-offs for them if Sydney won". Sydney Organising Committee for the 

Olympic Games (SOCOG) media adviser Greg Thomas believes New Zealand played 

an integral part in Australia winning the bid to host the Olympics and would definitely 

play a future part in the event. He states "We're not calling it the Sydney Games' here, 

we're calling it the Australia Games. But I guess it could be the Australasian Games, 

because the Olympic torch is stopping in New Zealand" (Williams 1998:18). New 

Zealand's Tourism Minister at the time John Banks showed no lack of enthusiasm by 

saying the decision for the Games to be held in Sydney meant more for New Zealand 

sportsmen (sic), fans and tourism than any other single day in our history (New 

Zealand Herald 1993). 

2.6.3 Commercial Opportunities 

Due to the immense scale of the Olympic Games, New Zealand manufacturers and 

suppliers by way of their quality, innovation and competitiveness have the 

opportunity to gain contracts or licenses associated with the Olympics. Gasson 

(1996:42) believes the Sydney Olympics represent "the biggest construction, supply 

and marketing project which has landed on New Zealand's doorstep". Opportunities 
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for New Zealand frrms may not necessarily lie in the larger construction contracts but 

in subcontracting work and supplying equipment rentals of which Australia does not 

have enough. As Head (1995:7) points out "Major contractors are likely to turn to the 

New Zealand export sector to supply vital building materials and expertise to meet the 

projected demand". Bob Murdoch (Director of the New Zealand Industrial Supplies 

Office - NZISO) adds that New Zealand could have a competitive edge over more 

distant suppliers, as many can provide the environment quality sought by the Olympic 

Coordination Authority (OCA) (Head 1995). Several of the successful New Zealand 

companies that have achieved contacts and licenses associated with Sydney Olympics 

are presented in table 2.6.1 . Assistance has come in the form of a procurement 

agreement between Australian and New Zealand governments. This agreement which 

provides New Zealand frrms with equal treatment when competing with Australian 

firms for business from government agencies. Michael Knight (Minister of the 

Olympics) has also stated New Zealand frrms would be favoured over those frrms 

from outside the region (Gasson 1996). Support for New Zealand frrms in obtaining 

Olympic work has been from the New Zealand Trade Development Board (TradeNZ) 

and the NZISO. 

TradeNZ has supplied SOCOG with a catalogue of New Zealand companies 

interested in supplying for the Olympics (TradeNZ 1998a). It also provides assistance 

in the way of information and listings of Olympic and construction projects, samples 

of project information with contact details, and Sydney research packages for New 

Zealand exporters. TradeNZ have directly helped twenty companies to secure 

Olympic related contracts (Telstra 2000). 

The NZISO does not promote companies or their products but "acts as a conduit to list 

companies, their products, innovativeness and capabilities onto an Olympic Register 

of Industry Capability which is available to Sydney 2000 project managers, engineers 

and architects" (Gasson 1996:45). The NZISO also works in conjunction with the 

Australian Industrial Supplies Office, and publishes Olympic Business Information 

Service (OBIS) information, and identifies local manufactures for Olympic projects. 

The Industrial Supplies Office Network gives New Zealand and Australian 

manufacturers equal opportunity to gain tenders for projects at the Olympic Games 

(NZISO 2000b). Registering with NZISO ensures New Zealand product information 
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is available to the New South Wales Industrial Supplies Office (NSWISO) (TradeNZ 

1998b). 

Table 2.6.1: New Zealand Industry Success associated with Sydney 2000 

Company Contract I License 

GULF STAR Marketing top range clothing Uackets, shirts, jerseys, caps and belts). Has 
Auckland 

significant orders from major department stores (anticipates sales of 

around NZ$20m) 

JASON PRODUCTS LTD Supplying Australian distributor (Hale Imports) with 12 - 15 designs 
Auckland 

based around the official Olympics 2000 logo and and mascots, 

contemporary Australian art. Manufacturer of coasters, placemats and 

table mats made from non-rainforest material 

OPAL PACIFIC LTD Producing Sydney 2000 Games paraphernalia 
Auckland 

HARDING ELECTRONIC SYSTEMS Supplying new technology to control traffic congestion in Sydney during 

Lower Hutt the Games. Technological first within Australasia. (NZ$3.5m contract) 

ELECTROTECH CONTROLS Building computer-controlled baggage-handling system for Sydney 
Napier 

domestic airport. (NZ$1.4m contract) 

HUNTER LAMINATES Supplying glass laminated beams for an Olympic venue. ($1.2m tender I 
Nelson 

$2.6m order) 

METALLION ARENA SEATING Designing stadium seating for I 0,000 spectators for the new Olympic 

LTD Wellington Tennis Centre at Homebush 

HANSEN & BERRY Auckland Producing souvenir spoons, fridge magnets and other souvenir items. 

in conjunction with their Australian 

agents Perfection Souvenirs 

ARROW INTERNATIONAL, Upgrading the 2.4km rowing and kayaking course at the Penrith regatta 
Dunedin 

centre and the purpose built white-water slalom canoe course (NZ$20m) 

ARROW INTERNATIONAL and Managing the supply, design and installation of the world's largest bulk 

BARSERV TECHNOLOGIES (agents beer dispensing unit at Stadium Australia (53 bars, 10 cool-rooms). The 

for Lion Nathan) overall design utilises latest beverage dispensing technology and is 

currently the most advanced system available worldwide. 

CANTERBURY INTERNATIONAL Licensee of Olympic apparel 
Sydney office 
TVNZ Production contracts for providing international coverage of sailing and 

softball. Involves over 60 TVNZ staff members 

B DENT GLOBAL (BDG), Been given preferred supplier status for chemical compounds used in the 

Lower Hutt detection of illegal drug use. 

MAXWELL RODGERS WALL Contact for over 2km of fabric to furnish restaurants and bars 

FURNISHING 

HOGLUND ART GLASS, Nelson Official licensee for a range of glass products 

Sources: TradeNZ 1998a; TradeNZ 1998b; Planet FM 1999; NZISO 1999; Telstra 2000; 

WWOTFG 2000. 
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Bloxham (1999:5) also importantly states that "The back-wash of the 2000 Olympics 

too, is expected to create good business for an industry that has found the going 

frustratingly tough since 1996". Therefore commercial opportunities stemming from 

Sydney should be viewed in the longer-term. Due to the huge growth predicted in the 

Sydney and Australian markets, one alternative is being undertaken by major tourism 

firm Tourism Holdings Limited (THL). They are looking toward the completion of 

the Sydney Games as an opportunity for expansion, and will wait until after the 

Games, for reasons of relative cost (Mackenzie 2000). 

Other commercial opportunities are available for New Zealand firms who have 

Olympic sponsorship. The national sponsors of the New Zealand Olympic team are 

Telstra, Holden, Reebok, Air New Zealand and Television New Zealand (TVNZ). 

National sponsors give NZ$18 million over a four-year period to support New 

Zealand's Olympians (Telstra 2000). There are also a host of New Zealanders heading 

to Australia to gain employment. Recruitment companies and official Olympic bodies 

are searching offshore for Games staff. Short-term work is almost guaranteed and the 

workk is paying more than similar employment in New Zealand. As a consequence 

the New Zealand building industry is suffering a shortage of skilled labour as 

construction workers accept numerous contracts on offer ahead of the Olympics (New 

Zealand Herald 2000). 

2.6.4 New Zealand as a Pre-Games Training Destination 

Due to the limited availability of training venues in and around the Sydney area 

during the year 2000, New Zealand has promoted itself as a pre-Games training and 

acclimatisation destination (Appendix F). New Zealand's proximity to Sydney make it 

feasible for teams to train there, as it would be in other Australian cities (figure 2.6.1). 

Approximately three hours from Sydney, New Zealand has a number of key benefits 

for visiting teams. Among them are its clean green environment, world-class sporting 

and medical facilities, and a variety of sport science centres. The nation's high level of 

tertiary education mean athletes can expect professional and experienced advice with 

regards to sport medicine, science and nutrition. It also has ideal mild weather, with a 

climate similar to that of Sydney (Sport Destination 1999a). The benefits for New 

Zealand in hosting international training teams prior to the Sydney Olympics can be 

seen as: 
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• Raising the profile of sport (in particular the sport concerned); 

• Kiwi athletes benefiting from the increased level of competition; 

• A relatively minor effect on inbound tourism, but assisting in 

raising the awareness of New Zealand in the training team's home 

country; 

• Raising the profile of sport tourism in New Zealand; and 

• Upgrading of facilities having longer-term community benefits. 

Due to the procurement agreement previously mentioned, New Zealand also has an 

equal opportunity to compete with Australian states over the acquisition of Olympic 

training teams (Gasson 1996). The Hillary Commission is working closely with the 

NZTB, local authorities and national sports bodies to promote New Zealand in the 

build-up to the Sydney 2000 Olympics and encourage athletes and teams to come to 

New Zealand. This marketing is however largely the responsibility of the regional 

government in conjunction with Destination Sport (Hillary Commission 1999). 

New Zealand 

Adapted from: Sport Destination 1999 

Figure 2.6.1: Proximity of New Zealand to Sydney 

In order for destinations to market toward international teams, Olympic quality 

facilities must be present in their region. The SOCOG pre-Games training guide (sent 

to 197 National Olympic Committees - NOC) is a catalogue of world class sporting 

facilities available in Australia and New Zealand. New Zealand sports facilities 
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included in this catalogue come from the Palmerston North Showgrounds and the 

Wanganui Sports City Trust. City Councils included are Auckland, Christchurch, 

Dunedin, Gisborne, Hamilton, Invercargill, Manukau, Napier, New Plymouth, North 

Shore, and Wellington. District Councils included are Hastings, Rotorua, South 

Waikato, Timaru, Waipa and Whangarei (Olympic 1998). A number of successful 

attempts have been made in securing Olympic training teams (table 2.6.2). While a 

number of NOCs are still investigating the possibility of using New Zealand as a pre

games training destination. This includes interest being followed up from Guatemala, 

Poland, Slovakia, Chile, Maldives for Olympics and US, South America, Czech 

Republic and Italy for Paralympics. 

Table 2.6.2: Olympic Pre-Games Training Teams in New Zealand (confirmed or under 
consideration) 

Destinaion :~JiPrt Coun.trY ~:o: 1!r Time Pf ~isit {leng:tD. Pf st@Y1 
Wellington Diving Spain 9 - 20 January and probably to 

return 2000 
Invercargill Swim Italy 15-20 January and 7 August -

10 September 2000 
Auckland and Soccer Korea January 2000 
Palmerston North 
Palmerston North Whitewater kayak Switzerland, Great December/January 2000 and 

Britain and Germany probably again before the 
Olympics 

Gisborne and Triathlon World January 2000 
Christchurch 
Christchurch Gymnastics Canada Before Pacific Alliance 

Champs at Easter and possibly 
before Olympics 

Christchurch Men's Volleyball USA Eighteen members four days 
prior to the Games 

Christchurch Women's Volleyball USA Likely to come at the end of 
August 2000 

Touring Men's Hockey Great Britain and Early in the year. 
Japan 

Men's and Women's Argentina. Before the Olympics 
Hockey 

Wanganui Marathon Japan Based for last three years in 
August and will come again. 

Bay of Plenty or Paralympic competitors Jordan Possibly 
Christchurch 
Touring Women's Volleyball Australia Five test series in March 2000 
Christchurch Weightlifting Romania Investigating for 1-2 months 

pre Olympics 
Christchurch Kayaking USA Investigating 
Wellington Synchronised Spain and Possibly to be in prior to 

Swimming Switzerland Olympics. 
Women's Basketball Slovakia and France Likely play here prior to 

Olympics 
Source: Hillary Cornrrusswn 2000 
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In addition there are several international events in New Zealand at which overseas 

Olympic athletes will attend, specifically Oceania Swim Championships; Paralympic 

Qualifying Wheelchair Basketball Tournament; Pacific Alliance Gymnastics 

Competition; Oceania Swimming Championships (Hillary Commission 2000). The 

Federation Internationale Natation Amateur (FINA) Diving World Cup in Wellington 

brought more than 160 international divers from 30 countries. This has clearly been 

identified as a warm-up competition for the Sydney Games. The event was expected 

to be watched by 80 million television viewers world-wide (WWC 2000). Two 

examples of major initiatives concerning pre-Games training come from the 

Christchurch City Council (CCC; Appendix G) and the Wider Wellington Olympic 

Trade Focus Group (WWOTFG; Appendix H). A sports training guide published by 

the CCC showing Christchurch's sports venues and training facilities. The guide was 

sent to each of the 197 NSOs expected for the Sydney Games and the Paralympics. 

Kate Cole bourne of the CCC ( 1997) stated that: 

When Sydney was given the Games, we realised there was a great 

spin-off opportunity for Christchurch to bring international athletes to 

train here. Thousands of competitors will be in Sydney. Most will 

need somewhere to train and acclimatise before competing. 

Christchurch has the facilities and is close enough to Sydney to make 

it a suitable venue. Bringing top athletes and their support teams to the 

city will provide good benefits for accommodation and related tourist 

businesses. 

The councils sports promotions team has worked hard to attract athletes to 

Christchurch by attending Olympic meetings in Sydney and distributing information 

to international sports organisations (CCC 2000). The other major regional initiative 

has come from the Wellington region. The WWOTFG also focused on attracting 

teams to train prior to the Sydney Games. Working with the Hillary Commission and 

the newly formed Sport Destination New Zealand (SDNZ) it co-ordinated efforts with 

other regions to co-operate and mutually promote the region's Olympic training 

venues. 
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2.6.5 Tourism Opportunities 

The Sydney Olympics provide New Zealand with a number of tourism opportunities. 

Inbound traffic will arrive most significantly in the form of direct -Games visitors and 

induced-Games visitors. Diversionary and displacement opportunities may also yield 

benefits for the local tourism industry. Although not an opportunity per se, outbound 

tourism may have a significant impact upon New Zealand's tourism industry, and is 

covered in the latter part of this section. 

2.6.5.1 Inbound Tourism 

"Tourist chiefs jump for joy on Sydney Games success" 

(New Zealand Herald Headline 1993:1) 

Alongside the New Zealand government, the NZTB supported Sydney's bid from the 

beginning. "New Zealand had quickly become conscious that there were real spin-offs 

for them if Sydney won. A third of all international tourists who go to Australia also 

go to New Zealand." (McGeoch and Korporal 1994:119) Tourism Auckland 

reinforced this notion by saying a documented trend was for most Northern 

Hemisphere travellers in Australia to take the chance to visit New Zealand (New 

Zealand Herald 1993). If we accept that a third of Australian visitors also visit New 

Zealand then the estimated figures found in the last section (table 2.5.9) can be 

extrapolated to obtain the possible number of visitor arrivals to New Zealand as a 

result of the Games (table 2.6.3). 

Table 2.6.3: Estimated Visitor Arrivals for New Zealand due to Sydney 2000 (1994-2004) 

Australian 

Total 

New Zealand 

Total (33%) 

:M'cGeoch 
t99l . 

1,578,000 -2,455,000 

520,740- 810,150 

~PMG 

' t99~ 
1,209,242 

399,050 

Note: KPMG figures obtained from their 'most likely' scenario 

TIC 
1998 

1,489,000 

491,370 

A 'DC 
'f3tge1\S 

2,119,843 

699,548 

Soon after the anno~ncement Sydney had won the Olympic rights, a New Zealand 

Olympics 2000 Task Force was established by the government to identify 

opportunities arising from the Games in sport, trade, tourism, and international 
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relations (New Zealand Tourism Board 1993b). This task force was the main initiative 

set up by the central government. In July 1997 changes to Government structures 

established with regard to Millennium related projects resulted in the Sydney 2000 

Taskforce becoming the direct responsibility of the Minister of Tourism and Sport. 

The newly created Office of Tourism and Sport (OTSP) now co-ordinated policy 

relating to the Sydney 2000 Games (New Zealand Government 1998). The Sydney 

2000 Taskforce was created to enable New Zealand to capitalise and maximise upon 

the huge marketing and promotional opportunities available from the Sydney 

Olympics. Its role was to co-ordinate the tourism opportunities and marketing and to 

align them more closely with a whole of New Zealand approach. The Board claimed 

the Games would provide: 

Long term tourism and trade benefits [that] would include greater 

tourism numbers and increased exports, higher foreign direct 

investment and foreign exchange earnings and consequently higher 

employment, however it concedes that the nearby Sydney Games will 

only marginally boost tourism here (Campbell1994). 

Ian Kean (NZTB Chief Executive) and the corporate sector talked of the potential 

NZ$1 billion of tourist money that could flow New Zealand's way from Sydney 

visitors who add a trip across the Tasman (Romanos 1993). Michael Knight adds the 

many tourists expected to be drawn to Sydney for the Games will want to see more 

than just Sydney (Williams 1998). Loeb (1982) gives the example that due to the 

proximity of the United States to Canada, visitors may have travelled to the Montreal 

Olympics (1976) in Canada, and then visited the United States. He concluded that 

major events such as the Olympics can generate joint-tours. Flights from Sydney 

encompass a number of New Zealand destinations, and Air New Zealand expects big 

tourism spin-offs, including revenue from tours of this country before and after the 

Games (Dearnaley 1997). In its Sydney Olympic flight schedule Air New Zealand 

offers increased trans-Tasman seats over the Games period with a B747 to be used 

from Auckland to Sydney on peak 'wave' days replacing the usual smaller B767 

aircraft (Otago Daily Times 2000b). Air New Zealand also offers in its Sydney 

Olympic flight schedule: 
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a 100% increase in services between Australia and North America. In 

a schedule designed around the 'waves' of Olympic events, which will 

take place in Sydney, Air New Zealand plans to operate 57 additional 

one-way flights between Los Angeles and Sydney over the Olympic 

period. This is a doubling of standard services" (Otago Daily Times 

2000b:20). 

Tourism New Zealand has a number international offices continually undertaking 

promotion, and each region is establishing individual initiatives associated with 

Sydney 2000 (Appendix I). Tourism New Zealand suggest New Zealand's ability to 

attract extra visitors because of the Olympics depends on airline capacity and product 

& price offers. In some markets, Tourism New Zealand has undertaken work with 

designate Olympic ticket and accommodation providers to ensure New Zealand is 

included in pre and post tours. This has proven effective with New Zealand now 

appearing on a number of different brochures as a pre or post Olympic tour option 

(Tourism New Zealand 2000). Demand is however dependent on consumer's 

perception of prices and capacity. David Wilcox (VP for United States ftrm Economic 

Research Associates) is cautious about expecting an influx of tourists into New 

Zealand before or after the Games. He adds that visitor numbers to New Zealand may 

depend upon whether package deals to New Zealand were as affordable as other 

Australian destinations (Boland 1997). In some markets, Tourism New Zealand has 

undertaken work with the aim to try and negate this negative perception, especially in 

America, but it is difficult to measure what impact this will have (Tourism New 

Zealand 2000). 

The greatest opportunity for an increased exposure and awareness for the region lies 

in the promotion of New Zealand during the Games. Tourism New South Wales view 

the world's media as the most significant player in the Olympic economy (Spurr 

1999). There is a high level of certainty that the 15,000 non-accredited media will 

want to see more than just Sydney. Tourism New Zealand is also undertaking a media 

audit to assess the journalists who will be attending the Olympics. On this basis, a 

media plan will be developed to target media before and during the Olympics. The 

media will be provided with story ideas, footage and other images of New Zealand 

(Tourism New Zealand 2000). 
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An ideal promotional opportunity existed in June 2000 when the Olympic torch 

passed through New Zealand for the first time on its way to the Olympic Games in 

Sydney. Annelise Coberger, the first athlete from the Southern Hemisphere to win a 

medal at the Winter Olympics, was the first torch bearer when she skied down 

Coronet Peak with the flame. From Coronet Peak, the flame was carried through 

Queenstown, Christchurch, Wellington, Rotorua and Auckland before it departed for 

Australia (New Zealand Torch Relay 2000). The Olympic flame was in New Zealand 

for three days. Another initiative Tourism New Zealand is involved with is the 

establishment of the New Zealand House. In Sydney, Tourism New Zealand has been 

working with the NZOC and Air New Zealand to create a visitor centre for athletes, 

media and the public. Located next to Darling Harbour, where a number of Olympic 

events are taking place, New Zealand House will be used for press conferences and 

events to promote New Zealand activity at the Games. Tourism New Zealand hope to 

maximise the coverage gained from the event (Tourism New Zealand 2000). 

Diversionary or displacement opportunities also exist for New Zealand in attracting 

Sydney residents that wish to avoid the Games altogether. A Traveland survey 

(Tourism Forecasting Council 1998:36) examining possible Sydney-siders leaving to 

avoid the Games suggested that, "as only a small proportion of residents (30 per cent) 

have indicated no interest in the Games, an even smaller proportion will be interested 

in 'escaping' the Games". Additional findings from the survey did however indicate 

that among those who intend to leave Sydney, over 60 percent indicated an intention 

to travel abroad. Through competitive pricing and packaging, New Zealand can 

attempt to encourage these frustrated Sydney-siders to choose New Zealand as its 

overseas destination. Additionally any increase in the Australian economy, which may 

or may not be linked to the Olympic Games, should mean more Australians visiting 

New Zealand. Sydney's international visitor market may also offer the New Zealand 

tourism industry the possibility of aversion effects. The fear of crowds and 

overpricing for example, may influence these vacationers to change their original 

plans to visit Sydney and instead travel to New Zealand. 

2.6.5.2 Outbound Tourism 

Although not an opportunity as such, outbound tourism may have a significant impact 

upon New Zealand's tourism industry. Page (1999:39) believes that: 



-~~,:;t~·· ~~:: ________________ ~C~h~a~pt~er~T~w~o~:~L~ire~~~at~u~~~R~eDvi~ew~ __________________ I02 

Hallmark events such as the Sydney Olympics are set to lead to a 

rise in outbound travel in 2000 if other Australian sporting events -

such as the Bledisloe cup and Melbourne Cup - are indicative of the 

scale of short outbound trips which occur among this sport-loving 

nation. 

Sportsworld International; the company appointed by the NZOC as ticketing agency 

and tour operator supplying New Zealand agencies is hoping to see up to 10,000 New 

Zealanders at the Sydney Games (Penne111999a). Packages ranged in price from $850 

to $9000 with buyers spending an additional $500-$600 on event tickets. 

However, as in Australia, ticket pricing and allocation are causing many New 

Zealander's to reconsider their Olympic travel plans. Due to high ticket prices, 

approximately a quarter of the New Zealanders that pre-booked Olympic travel have 

asked for a refund (Otago Daily Times 2000a). Some travel agents have sold as few as 

twenty percent of the predicted number of packages blaming ticket pricing and 

allocations. Sportsworld have said package sales nationwide were 25 percent below 

expectations. Sports world Managing director Malcolm Beattie blames Kiwis' 

complacency about bookings rather than ticket prices. He also believes "would-be 

travellers in New Zealand had opted instead for big events such as the Rugby World 

Cup, America's Cup and millennium celebrations" (Otago Daily Times 2000a:2). 

Poor ticket allocation for the New Zealand public prompted NZOC secretary-general 

Mike Hooper to send a protest to Sydney through the Oceania Olympic Committee. 

He had "asked for 900 'mid-priced' B ($A985) and C (A$505) category tickets to the 

opening ceremony and had received just six! And its application for 375 B ($A325) 

and C grade tickets ($A225) to swimming finals on September 17 and again on 

September 18 had met a devastating response. Not one ticket!" (Penne111999b:16). 

Also toward the end of 1999, New Zealand was "still trying to organise 

accommodation for its sponsors and VIPs inside Sydney after turning down three 

alternatives offered by the committee which ranged up to 160km from Stadium 

Australia" (Otago Daily Times 1999:24). These problems may in turn lead to the 

number of New Zealanders travelling to Sydney being significantly lower than 

originally estimate. 
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2.6.6 Summary 

The awarding of the 2000 Olympics to Sydney provides New Zealand with a range of 

opportunities. Commercial prospects include New Zealand firms obtaining licenses 

and contacts associated with the Olympics. New Zealand being used as a pre-Games 

training destination will mean increased exposure for the country and its sporting 

facilities. Tourism opportunities include direct Olympic tourists in the form of post 

and pre-Games itineraries, while the increased promotion and awareness of this 

region, will have longer-term benefits. However the extent to which New Zealand 

capitalises on these opportunities and its proximity to the Sydney Olympics remains 

to be seen (Higham 1999). The success may very well depend on how co-ordinated 

New Zealand is in its approach. 



~~------------------~C~h~ap~t~er~T~w~o~:~L~ire~~~a~tu~~~R~e~v~ie~w~ __ --______________ 104 

2. 7 Conclusion 

This chapter has reviewed a wide body of literature. The chapter began by 

highlighting the recent development of sport tourism, and the belief that both the sport 

and tourism industries can benefit from their co-ordinated development. It also 

became obvious that sport tourists at a variety of levels contribute substantially to 

destinations hosting sports event, promoting sporting attractions, and catering to sport 

tourist demands by way of resorts, tours and cruises (Redmond 1991; Kurtzman and 

Zauhar 1997; Delpy 1998). Sport tourism was also found to assist in the justification 

for urban development and the generation of new industry. As a consequence, local 

and national governments are increasingly looking toward this field as one of 

potential for economic growth (Glyptis 1991). The next section in the literature 

review examined the largest segment of sport tourism and successfully demonstrated 

the importance of events to host's tourism industries and local economies. Despite 

most research commitment has been toward event's economic effects (Taylor and 

Gratton 1988; Burgen and Mules 1992; Turco and Navarro 1993; Smith and Jenner 

1998), this section emphasised the wide range of tourism impacts that events bring. 

Aside from the immediate benefits of competitors and spectators to the event, the 

most significant tourism and economic benefits will often come from the media 

exposure and promotion of the event destination to sometimes millions of people 

around the world (Ritchie 1984; Rooney 1989; Ha111992a). 

The third section examining the Modern Olympics illustrated the involvement and 

growth of political and commercial powers to such a state that the Games have now 

become dependent on both as a source of endorsement and financial aid. From a 

touristic viewpoint, it was shown the short-term objectives of the host city should be a 

large number of Olympic visitors. In the long-term the goals should be to enhance its 

image and generate global attention toward their destination, resulting in tourist 

arrivals in subsequent years (Pyo, Cook and Howell 1988). Despite the large number 

of positive impacts the Olympics may have, this section also uncovered a number of 

negative impacts associated with the Games that in turn have the potential to do more 

harm than good to the host destination. 
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The fourth section revealed a number of reservations over the actual social and 

economic contribution that the 2000 Olympic Games may bring to Sydney. 

Nevertheless the Games are a unique marketing and tourism opportunity, with the 

latter sector appearing at the forefront of receiving the greatest benefit from the event 

(Darcy and Veal 1994). The commercial activity stimulated by the Games is also 

believed to extend well beyond the Games closing ceremony. Unlikely to return to the 

Oceanic region in the near future, the Olympics should be seen as an event that 

presents huge opportunities for the South Pacific region. The last section in the 

literature review emphasised the range of opportunities available to New Zealand due 

to the awarding of the 2000 Olympics to Sydney. These opportunities include 

commercial prospects involving New Zealand frrms, New Zealand as a pre-Games 

training destination, and tourism opportunities including direct Olympic tourists and 

induced tourists as a result of New Zealand's increased exposure and awareness. 

Through the use of primary research, the remainder of this thesis further investigates 

New Zealand's expectations and opportunities as a result of the Sydney 2000 

Olympics, and the extent to which they have been pursued. 
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Chapter Three: Research Methodology 

3.1 Introduction 

The major aim of this study is to examine the opportunities presented to New Zealand 

as a result of the Olympics being held in Sydney, and the extent to which they have 

been pursued. This chapter presents an introduction into the primary research methods 

that further this investigation. Research · employed both primary and secondary 

methods. Primary research was via a nation-wide questionnaire (Appendix J) . The 

questionnaire was sent to all Territorial Local Authorities (TLA) and Regional 

Tourism Organisations (RTO) throughout New Zealand2
. Secondary research was 

undertaken through direct communication with organisations, and further literature 

and Internet-based research. This chapter, details the methodology used in this 

primary research project. It reviews the steps taken in preparing and administrating 

the questionnaire by clarifying and justifying each stage in the research process. 

Beginning with an analysis of the questionnaire' s design and content, the chapter 

examines the pre-testing and administration process, the eventual response rate, and 

looks at how the questionnaire was coded and analysed. A critique of the 

questionnaire discussing appropriate amendments made and possible limitations 

concludes the chapter. 

A review of the research objectives is as follows: 

1. Examine whether or not the New Zealand tourism industry stands 

to benefit from the 2000 Olympic Games being held in Sydney, 

Australia; 

2. Identify the tourism and non-tourism impacts and opportunities in 

New Zealand (at both a regional and national level) associated 

with the 2000 Olympic Games being held in Sydney, Australia; 

2 Refer to Appendix K for a complete list of Regional Tourism Organisations, and Appendix L for a 
complete list of Territorial Local Authorities. 
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3. Examine the extent to which central government and regional 

organisations (RTOs and TLAs) have pursued the opportunities 

identified in objective two; and 

4. Assess the importance placed on sport and sporting events to 

regional economic development, and examine the potential for 

sport tourism in New Zealand. 

3.2 Questionnaire Design 

The aim of the questionnaire is to translate the research objectives into specific 

questions. In order to fulfil the aims of the research objectives outlined above; a 

questionnaire was designed comprising of fourteen questions arranged in three 

coherent sections. Most questions were in the form of pre-defined response categories, 

while others were designed to elicit qualitative information. For qualitative and 

quantitative research the questionnaire remains the primary data collection instrument. 

Questionnaires can be administered by mail (self-administered); by telephone; or in 

person with the interviewer present. The mail questionnaire was chosen for the 

following reasons: 

1. Eliminates interviewer bias; 

2. Enables standardisation and conformity; 

3. Lower administration costs as the survey's population is 

widely spread geographically; and 

4. Obtains considered answers. 

There are disadvantages involved with the administration of mail surveys. They tend 

to have a low response rate, restricted verbal opinion as information obtained is 

limited to the written responses to pre-arranged questions, and a lack of control over 

who completes the survey. Berdie, Anderson and Nieber ( 1986) believe the typical 

low response rate is a result of faults in the survey's administration, design and 

follow-up. Mail survey questions may be open and/or closed-ended, with each having 

positive and negative features (table 3.2.1). Open-ended questions allow the 

respondent to answer in their own words, while closed-ended questions requires 
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respondents to mark the appropriate box beside the factor or attribute listed which best 

matches their opinion or attitude. 

Table 3.2.1: Mail Questionnaire Question Techniques 

Adv3n~~ PiSQ,dcV@!l*@g@,$ 
Open-Ended • opportunity for self expression • difficult to be objective in the 

• actual quotes can be used time consuming task of editing 

• pleasant change of pace after collective responses 
series of closed questions • comments vary in length 

• incentives for continued • more demanding in terms of 
interest in participating time and energy 

• difficult to select which 
information should be coded 

Closed-Ended • easy to answer • puts words in people's mouths 
• no consideration of question • response elicited without 

that may tax their memory knowing the issues 

• easier to code and analyse • options not always exhaustible 

• allows more objectivity to • too many may irritate 
sensitive questions respondent leaving them 

• makes all answers comparable feeling they can not express 
among individuals their own opinions adequately 

Sources: Nachmias and Nachmias 1981; Berdie, Anderson and Nieber 1986; CzaJar and Blarr 

1996. 

One of the most common forms of eliciting response from closed-ended questioning 

is through the use of rating scales. Likert scales are the most widely used attitudinal 

rating scale technique. Although this method does not obtain reasons for the 

respondent's answers, as would open-ended questions, it clearly shows respondent's 

attitude. 

It is essential that the questionnaire should contain all the information and instruction 

needed to achieve its purpose. The cover letter should identify the sponsor/person 

conducting the survey; explain the purpose of the study; explain the importance of 

responding; and assure confidentiality (Nachmias and Nachmias 1981). All four 

points were adhered to when constructing the covering letters3
. Berdie, Anderson and 

Nieber (1986) believe questions should aim to be reliable (interpreted the same by all 

respondents) and valid (stimulates accurate relevant data). Great care was taken in 

wording each question to avoid response bias. The constructed items used in closed

ended questions were created to be unambiguous and self-explanatory. Questions 

3 Refer to Appendix M for the RTO covering letter, and Appendix N for the TLA covering letter. 
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were also kept concise as lengthy questions may be skimmed and/or misread resulting 

in the objective being defeated. To assist completion and remove any confusion, 

specific directions were given at the end of each question. Questions proceeded in 

logical order and items were grouped into logically coherent sections. There were 

smooth transitions between sections and the numbering of questions helped in making 

the questionnaire appealing to the eye. Berdie, Anderson and Nieber (1986) assume 

people associate appearance with quality and are more willing to complete and return 

professionally looking questionnaires. This was at the forefront of consideration when 

decisions concerning questionnaire design were made. 

3.3 Questionnaire Content 

Three specific sections were set out within the questionnaire and for the purposes of 

discussion the following has also been divided into three coherent sections. Each 

question in the survey is analysed and any relation to the research objectives is stated. 

3.3.1 Section One: Sydney Olympics and New Zealand 

New Zealand's proximity to Sydney mean its unlikely Olympic impacts will not be 

felt to some degree on both sides of the Tasman. This section's aim was to investigate 

perceptions on the possible impacts that may accrue to New Zealand, and assess the 

perceived commitment of New Zealand organisations to maximise opportunities from 

the Games. Using a five-point Likert scale the first question in the survey directly 

addressed objective one by asking the extent to which New Zealand tourism will 

benefit from Sydney 2000. The responses on the scale ranged from 'No Benefit' to 

'Great Benefit'. Question two asked respondents to indicate the level of potential for a 

variety of impacts to occur. It involved a matrix format, which organises a large set of 

rating questions that have the same response categories together (Nachmias and 

Nachmias 1981). The various impacts included in the matrix were randomised and 

obtained from completed pre-tested surveys and other studies (specifically Ritchie 

1984; Hall 1992; Kang and Perdue 1994). Question three investigated where each 

respondent believes the responsibility lies regarding maximising New Zealand's 

tourism benefits from Sydney 2000. Six organisations (placed in alphabetical order) 

were included in this question with the option given to include other organisations. 

The organisations included in question three, were those most frequently encountered 
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during the literature review and those given in the pre-test survey. Again using Likert 

scales, the last question in section one asked for respondent's overall views as to the 

commitment given by relevant central government offices and departments in 

maximising New Zealand's tourism benefits from Sydney 2000. Additionally, 

respondents were asked to justify their response in a qualitative manner. 

3.3.2 Section Two: Sydney Olympics and Your Region 

Section two aimed to investigate the various levels of regional impact and in doing so 

being able to assess those regions that stand to receive the greatest Olympic impact. 

From determining the levels of impacts covered in both this and the survey's previous 

section, it is possible to identify Olympic opportunities for New Zealand therefore 

achieving objective two. Section two begun with a similar query to question one. 

While almost identical in design, the question changed its focus from that of national 

to regional. Question six examined the expected change in visitor numbers to each 

region before, during, and after the Games. The term 'directly attributable' was 

underlined so respondents would distinguish the change of 'Olympic tourists' from 

any other increase or decrease in visitors due to other internal and external tourism 

factors during the Olympic period. The question also sought respondent's opinions on 

the reasons for any indicated change(s). The third question in section two asked 

whether regions actively attempted to attract overseas Olympic squads to compete, 

train and/or acclimatise prior to the Games. Respondents are asked to further explain 

their answers whether they be positive or negative. 

Question eight looked at possible regional initiatives planned or under consideration 

associated with Sydney 2000. Initiatives given were randomised and taken from the 

literature and secondary research sources. The question also allowed for respondents 

to give additional initiatives to those listed. Questions seven · and eight dealt directly 

with objective three by exploring the extent to which regions had pursued Olympic 

opportunities. Question nine allowed the significance of Sydney 2000 to be directly 

compared with other major international events in New Zealand during the 

millennium period. The events were listed alphabetically, with the allowance to list 

one other event. 
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3.3.3 Section Three: Sport Tourism and Regional Development 

Both sport and tourism are seen as growth industries in New Zealand. This section 

addressed objective four by considering the potential sport offers to both economic 

development and the tourism industry within each region. The first question in section 

three examined the importance of sport (at all levels) to economic development. A 

five-point Likert scale was again utilised with responses being in the range of 'No 

Extent' to 'Great Extent'. Question eleven sought information pertaining to any 

current sport facility development(s) in the region. This was the only filter question in 

the survey in which if answered 'Yes', the contingency question asked whether the 

development previously stated involved a tourism component in its planning. They 

were asked further to explain their reasoning. Question twelve addressed the level of 

sport resources within each region. It also contained the only example within the 

questionnaire so has to assist respondents on the meaning of the third option - sports 

resources that also function as tourist attractions. Question thirteen asked for the 

sporting event/occasion that contributes most to the region's tourism industry. The 

last question in the survey examined the possible tourism impacts of the event 

previously provided. Items were randomised in a matrix format. 

3.4 Questionnaire Pre-Testing 

To refine the survey and ensure questions are being accurately interpreted, Fowler 

(1988: 103) suggests that "every questionnaire should be pre-tested no matter how 

skilled the researcher". After several initial drafts, the survey was pre-tested internally 

at the University of Otago, during July 1999. Due to the survey being sent to a total 

population census of local authorities, it was considered inappropriate to pre-test the 

survey on a select group of authorities. This may have produced biased answers when 

the finalised survey was administered. The pre-testing of the questionnaire consisted 

of peer review by ten staff members throughout the University of Otago known to 

have a research interest in sport and/or tourism. This included staff from the 

Management Department; Marketing Department; Accounting Department; Advanced 

Business Programme; Centre for Tourism; and the School of Physical Education. The 

process identified several problems, and highlighted a number of questions that 

required modification. 
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3.5 Questionnaire Amendments 

During the drafting of the survey and following the pre-test various amendments were 

made. These included question format and wording, the ordering of questions, and 

question technique. The most significant amendments and the rationale behind the 

changes are as follows. The most notable change was the large movement away from 

open-ended questions. The prime reason for this change was the risk of receiving a 

lack of data from open-ended questions that would seriously impact upon the analysis 

and writing of results. Open-ended questions would give extra detailed and varied 

responses but there was the possibility of receiving too little data to work with. To 

overcome this problem, open-ended questions were converted to closed-ended by 

giving the respondent various options, and then the space to add extra comments if 

applicable. The use of a larger number of open-ended questions during the piloting 

stage assisted in the construction of closed-ended questions. An extra sheet included 

within the questionnaire also allowed for additional and/or in-depth comments to be 

made. The next most important change involved splitting the questionnaire into three 

sections to assist the respondent's direction of thinking. Each section was given one 

page (allowing for an A3 format to be used), and hence questions had to be clear and 

concise. Each page began with a brief explanation of what the section entailed, and 

therefore gave the respondent greater discernment between the various question 

topics. 

The changing of Likert scales from four point to five point was another significant 

alteration. It was believed that sometimes the neutral/middle answer is the correct one 

and therefore the respondent should always be given this choice. Furthermore, no 

demographic questions were given in the survey. Although asking the respondent for 

their personal views, there appeared no reason to ask for personal details. This may 

have also impacted upon response rates, with the chance of fewer people responding 

due to the fear of self-disclosure. Nevertheless it was hoped the respondent would be 

speaking on behalf of their region. Surveys to the Territorial Local Authorities did 

however ask if the respondent would like a copy of the results sent personally and if 

so would they provide their name and title. After these and other minor changes were 

made, further drafts were written before the final survey was ready for administration. 
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3.6 Questionnaire Administration 

The final survey involved the administration of a three-page questionnaire to a total 

population census of 26 RTOs, and 74 TLAs4 throughout New Zealand. Due to the 

geographical spread of these organisations, administration was via a postal 

questionnaire. There was no sampling or stratification needed, and no incentive was 

given, other than the option of receiving a copy of the results. The RTO contact list 

was obtained via e-mail from the New Zealand Tourism Board (1999), while the TLA 

addresses were obtained from the Consalvi Directory of New Zealand Local 

Government (1998). The surveys administered to RTOs were addressed individually 

according to the contact name on the NZTB list provided. The survey administered to 

TLAs included a memo asking for the forwarding of the questionnaire to the most 

relevant person within the authority concerning the issues of sport and tourism. Thus 

the potential increase in information gained from the questionnaire being completed 

by a knowledgeable individual was tempered with the subsequent lack of control over 

who answered the questionnaire. Surveys were posted on 3 September 1999. 

Recipients were given ten days in which to reply. At this time non-respondents were 

identified and a reminder letter was sent on 17 September 1999 (Appendix 0). 

Recipients were given a further seven days in which to complete and return the 

questionnaire. Non-respondents were again identified and a second copy of the 

questionnaire was sent on 1 October 1999, along with a memo urging that the 

questionnaire be completed and returned. After a further two weeks, e-mails and 

phone-calls were made as a final follow-up. 

3. 7 Questionnaire Response 

The objective of any questionnaire administration is to yield the highest possible 

response rate. "Low response rate is one of the greatest obstacles encountered by 

researchers using questionnaires" (Berdie, Anderson and Nieber 1986:42). To assist 

the response rate several techniques were undertaken. An Otago University letterhead 

added to the study's legitimacy; the promise of confidentiality dispelled any fear the 

respondent had of self-disclosure; an A3 format gave the appearance of a short 

survey; and stamped self-addressed envelopes were included. There was no 
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inducement other than giving the respondent a choice of obtaining a copy of the 

results when available. It was also anticipated recipients would associate with the 

study and therefore be motivated to respond. The response rates for each of the 

organisations and authorities are presented in table 3. 7 .1. Only one invalid response 

was received. This was from a TLA, stating the questionnaire was "largely irrelevant 

to a rural council with no recreational focus". 

North Island 
City Councils 

District Councils 

RT.O's 

South Island 
City Councils 

District Councils 

RT.O's 

Total 

Table 3.7.1: Questionnaire Response Rates 

Total 
No. 

11 

38 

14 

4 

21 

12 

100 

:Response to Response to Response to Response to 
first survey reminder fdllow up pnone or 

letter survey email 

4 3 1 1 
(36.4%) (27 .3%) (9.1 %) (9.1 %) 

14 5 8 3 
(36.8%) (13.2%) (21.1 %) (7.9%) 

7 2 1 1 
(50.0%) (14.3%) (7.1 %) (7.1 %) 

2 0 0 0 
(50.0%) (0.0%) (0.0%) (0.0%) 

13 2 1 1 
(61.9%) (9.5%) (4.8%) (4.8%) 

2 1 3 2 
(16.7%) (8 .3%) (25.0%) (8.3%) 

42 13 14 8 
(44.0%} (13.0%) (14.0%) (3.0%) 

Total 
Response 

:R;,f}:t(;} 

9 
(81.8%) 

30 
(7R.9%) 

11 
(78.6%) 

2 
(50.0%) 

17 
(30.1%) 

s 
(66.7%) 

77 
(77.0%) 

Of the fourteen questions asked in the survey, only five questions did not have a 100 

percent response. Of three of these questions (questions four, seven and twelve) only 

one response was missing. Questions thirteen and fourteen provided the lowest 

response, both receiving 73 out of 7 6 (96.1%) valid responses. Results found the 

smaller response rate to these questions would not affect the questionnaire's validity. 

Berdie, Anderson and Nieber (1986:58) note that "Follow ups are an essential phase 

of any mail questionnaire study". While Nachmias and Nachmias (1981) suggest they 

are by far the most effective method of increasing response rates. The follow-up 

methods employed are described in section 3.6. The only limitation of follow-ups is 

4 Unitary authorities, City Councils and District Councils are all grouped under Territorial Local 
Authorities 
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that sometimes the quality of the survey through incomplete or unreliable answers can 

decline. Analysis of questionnaires found this was not the case. 

3.8 Questionnaire Coding and Analysis 

For the ease of data entry, quantitative questions were pre-coded. In the case of open

ended questions, content analysis was used. All data was converted to numerical 

codes before being entered directly onto the SPSS-Windows 8.0 statistical package. 

Frequencies were run to check and cleanse data and double-check data input had been 

undertaken successfully. To analyse the data both frequencies and cross-tabs were 

run. 

3.9 Methodological Review 

The administration of any survey should consider bias and the potential for various 

sources of error. The task of the administrator is to minimise bias and error and ensure 

the survey remains as legit as possible. In order to keep the questionnaire as valid and 

statistically reliable, the following limitations and possible forms of bias are 

acknowledged. The format was constructed to avoid different interpretation among 

respondents that may lead to biased responses. When encountered with the task of 

surveying two different organisations (Regional Tourism Organisations and 

Territorial Local Authorities), three administration choices were possible: two 

different surveys, similar surveys with slight changes in wording and/or order of 

questions, or the use of the same survey with no changes made. The reason for 

considering separate surveys was the differing roles RTOs and TLAs played within 

their region. With tourism being the underlying research theme, the survey could 

claim to be focused toward RTOs than TLAs. Questionnaire analysis found this was 

not necessarily the case. Section one and in particular question two covered both 

tourism and economic issues, as did section three. The second section was perhaps 

hardest for TLAs to be specific toward as tourism was its main theme. The option of 

changing the wording and/or order of questions between surveys was dismissed. This 

it was believed would change the context in which questions were asked, and direct 

comparison would no longer be possible. Cross-referencing would become invalid 
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and results would be unable to be evaluated as one. It was decided the survey would 

remain the same for both RTO s and TLAs for the following reasons: 

1. Cost and time; 

2. One larger sample available for analysis; and 

3. Both Regional Tourism Organisations and Territorial Local 

Authorities could be directly compared. 

While there were no differences within the questionnaire, two slight changes were 

made between RTO and TLA covering letters. There was no change whatsoever, such 

as their wording and format, within the two questionnaires otherwise. The two 

differences on the covering letter, were an extra paragraph and the inclusion of a 

response box at the bottom of the TLA covering letter (Appendix N). The extra 

paragraph was to assist the TLAs in understanding the importance of their authority 

completeing the survey, and not passing it onto other organisations. Dymond's (1996) 

study of sustainable tourism development in New Zealand encountered the problem of 

local authorities passing their questionnaire onto RTOs. To avoid this uncontrolled 

post hoc passing on of questionnaires, the extra paragraph was included. Additionally, 

unlike the RTO survey which was personally sent, the response box at the bottom of 

the TLA survey allowed the respondent to detail their name and position so a results 

report could be personally sent if requested. The author believes these minor changes 

on the covering letter in no way affected results received. The decision to administer 

the same questionnaire did however produce the difficulty in balancing survey 

questions between RTOs, city councils and district councils. Although larger 

organisations tended to provide more information to open-ended questions, the 

response rate suggested questions remained relevant to all three organisational types. 

The development and administration of a questionnaire involves numerous stages, 

with each stage being essential if accurate results are to be obtained. After post

administration analysis two possible improvements could have been made. Although 

the study needed limits there was perhaps some justification for including a question 

on the Paralympics. In defence it could be claimed that the Paralympics are a separate 

event altogether and justified its own study. The other improvement the author would 

make would be to combine questions three and four. This would mean that each 

organisation listed in question three would not only be asked their level of 
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involvement, but also the level of commitment they had thus far given toward 

maximising New Zealand's tourism potential from the Sydney Olympics. 

The questionnaire also contained two possible sources of bias. The time of 

administration may have biased Question nine. Due to the question including the Asia 

Pacific Economic Co-operation meeting (APEC) as an event, possible bias may have 

occurred as this event occurred at the same time as the survey's administration. 

Therefore the event may have been at the forefront of people's mind compared to 

other events listed, and the level of significance may have seemed higher than actual. 

Due to the study's time constraints no alternatives were considered, especially as the 

America's Cup ran from October 1999 through to March 2000. The next possible 

source of questionnaire bias involved Question Thirteen. Using the word 'contributes' 

implies a continuing event. Respondents may have therefore excluded a major one-off 

event (for example, world championships). 

3.10 Conclusion 

This chapter has provided a synopsis to the methodology undertaken in order to fulfil 

the primary research objectives. Through the design and implementation of a 

qualitative and quantitative questionnaire the research objectives could be met. The 

questionnaire's administration produced an excellent response rate. This provides 

validity to the study, and gives weight to the conclusions ultimately reached. The 

results generated by employing the primary research methods will be presented and 

discussed in the subsequent chapters. 
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Chapter Four: Results 

4.1 Introduction 

This chapter presents the results of the primary research undertaken, as described in 

the previous chapter. It does not present an in-depth discussion of the results, but 

offers a descriptive and univariate analysis of each question. Key results are discussed 

in detail with relation to the study's research objectives in Chapter Five. This chapter 

is divided into three sections reflecting the organisation of the questionnaire. Each 

question is individually analysed. 

Before commencing the chapter, three key points must be made clear. First, the graph 

and table format employed in this chapter is as follows. For a concise presentation of 

the results, tables are organised firstly along political lines (city councils, district 

councils and regional tourism organisations), and then in separate analysis in 

geographical terms (North Island and South Island). Second, the question format used 

in the survey has been retained for the presentation of the results, and consequently 

the graphs and tables contain no intermediate labels. Response categories using Iikert 

scales were assigned a number (for example no potential = 1, through to, great 

potential= 5), which made it possible to determine the mean score for each attribute. 

The mean score is found on the right-hand side of each table. Third, direct quotes 

taken from surveys are in Italics. However due to the survey's confidentially clause, 

individual respondents are not identified. 

4.2 Section One: Sydney Olympics Games and New Zealand 

Initially the section ascertained New Zealand's likely tourism benefit from Sydney 

2000. It then aimed to investigate perceptions on the possible impacts that may accrue 

to New Zealand due to Sydney hosting the Olympics. After finding the potential for a 

number of impacts, the section investigates perceptions regarding which organisation 

should be responsible for maximising New Zealand's tourism opportunities from 
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Sydney 2000. It then assesses the demonstrated commitment of relevant New Zealand 

government offices and departments to date, in maximising tourism opportunities. 

4.2.1 Benefit of Sydney 2000 to New Zealand Tourism 

Question one examined perceptions of the benefit that may accrue to New Zealand 

tourism due to the Olympic Games being held so close (figure 4.2.1). Results showed, 

all but one respondent believed there would be some level of benefit to the New 

Zealand tourism industry. 

No Benefit Moderate 
Benefit 

Great 
Benefit 

Figure 4.2.1: Benefit of Sydney 2000 to New Zealand Tourism (%) 

Table 4.2.1 presents the results of question one from a political and geographical 

perspective. North Island respondents expect the New Zealand tourism industry to 

receive a higher level of benefit than do South Island respondents, while district 

councils were the most positive organisation with 87 percent believing there would at 

least be moderate benefits for New Zealand tourism. 

Table 4.2.1: Comparative Benefit of Sydney 2000 to New Zealand Tourism (%) 

No Moderate Great Mean 
:Benefit Benefit :Benefit $core 

(l) (4) (3'~ (4} (~) 
City Councils 9.1 27.3 36.4 27.3 0.0 2.8 
District Councils 0.0 13.0 41.3 37.0 8.7 3.4 
RTOs 0.0 36.8 31.6 26.3 5.3 3.0 

North Island 2.0 18.4 34.7 36.7 8.2 3.3 
South Island 0.0 25.9 40.7 29.6 3.7 3.1 
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4.2.2 Olympic Issues to Impact New Zealand 

Each of the sixteen variables included in question two was examined individually. 

The attributes are summarised in table 4.2.2, and are ranked in order of mean score. 

Outbound tourism from New Zealand to Sydney was the highest rating attribute with 

over a quarter of respondents stating this offered great potential. Only one respondent 

believed there was no potential for this to occur. There was no discernible difference 

between North and South Island respondents, while no RTO indicated less than 

moderate potential. A quarter of respondents stated a great potential for an increase in 

international visitors, and it was also the only attribute to receive no response for 'no 

potential'. North Island respondents were more positive compared to the South Island, 

and district councils were by far the most optimistic concerning this issue. Only two 

respondents believed there was no potential for increased awareness as a travel 

destination. Again North Island respondents were more positive than were South 

Island respondents. Half of district councils stated over a moderate potential for 

increased travel destination awareness, compared to only 21 percent from RTOs. The 

potential for increased interest and participation in sports produced a high level of 

agreement, although two respondents believed there was no potential for this to 

happen. The potential for increased inbound tourism from Sydney to New Zealand 

produced a mixed response from South Island respondents although they remained 

more positive than the North. City councils were by far the most positive organisation 

with well over half stating over a moderate potential for this to occur. 

The potential for increased television exposure of New Zealand worldwide was 

evenly spread, although a reasonably high 15 percent stated this had great potential. 

North Island respondents were slightly more positive than those in the South Island. 

District councils were the most positive organisation with 57 percent stating at least a 

moderate potential for this to happen, while only 27 percent city councils indicated 

likewise. When considering the possibility of improved economic relations with 

Australia, North Island respondents again appeared more positive than South Island 

respondents. All organisations had over 75 percent stating there was no likelihood of 

anything more than a moderate potential. Overall it was believed there was little 

possibility of a loss of New Zealand's workforce to Australia. South Island 



Table 4.2.2: Impact Potential for New Zealand as a Result of Sydney 2000 (%) 

N:o Moder-ate 
" Potential I< Potentlai 

~ - - ., m - ~ - - - - - -. 
(I) (4) (J) (4). 

Increased Outbound Tourism from New Zealand to Sydney 1.3 5.3 27.6 38.2 

Increase in International Visitors 0.0 10.5 39.5 23.7 

Increased Awareness as a Travel Destination 2.6 18.4 38.2 25.0 

Increased Interest and Participation in Sports 2.6 14.5 43.4 34.2 

Increased Inbound Tourism from Sydney to New Zealand 5.3 25.0 28.9 35.5 

Increased Television Exposure of New Zealand World-wide 9.2 43.4 18.4 14.5 

Improved Economic Relations with Australia 11.8 40.8 26.3 17.1 

Loss of New Zealand's Workforce 10.5 52.6 22.4 13.2 

Decreased Domestic Tourism in New Zealand 15.8 50.0 19.7 11.8 

Increased Foreign Investment/Commercial Activity 19.7 38.2 32.9 9.2 

Fostering of Export Growth 17.1 51.3 18.4 10.5 

Creation of New Sports Facilities 26.3 30.3 34.2 7.9 

Creation of New Tourist Attractions 27.6 32.9 27.6 9.2 

Creation of New Accommodation 34.2 30.3 25.0 9.2 

Decreased International Visitors to New Zealand 43.4 36.8 13.2 3.9 

Loss of Control of New Zealand's International Tourism Image 40.8 47.4 11.8 0.0 
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respondents believed there was a better chance for New Zealand workers to travel 

across the Tasman for Olympic related work as 26 percent stated over a moderate 

potential compared to the North Island's 8 percent. Only two respondents believed 

there was great potential for a decrease in domestic tourism in New Zealand. There 

was no discernible difference between North and South Island respondents. The 

potential for increased foreign investment/commercial activity was a fairly pessimistic 

attribute, although it was one of the few attributes where South Island respondents 

were more positive than the North Island. No respondents stated there was great 

potential for this to occur. District councils were the most positive organisation with 

39 percent stating at least a moderate potential for a fostering of export-oriented 

growth. Otherwise there was general pessimism toward this attribute. 

Most respondents dispelled any potential for a loss of control of New Zealand's 

international tourism image. Almost 90 percent of respondents believed there would 

be a less than moderate potential for this to occur. RTOs were most adamant there 

would be no loss of control with 58 percent stating 'no potential'. One respondent 

who indicated there was no potential stated further on the questionnaire that New 

Zealand had "already lost control of it". A decrease in the number of international 

visitors to New Zealand was also unlikely to happen. 

Respondents indicated little potential for the creation of new accommodation, as well 

as the creation of new sports facilities. Over half of city council respondents stated no 

potential for either of these to occur. Over a quarter of respondents see no potential, 

and almost 90 percent of respondents believe there is at most, moderate potential for 

the creation of new tourist attractions. North Island respondents were again slightly 

more positive than those in the South Island. No RTO respondents stated anything 

more than a moderate potential, while district councils were undoubtedly the most 

positive organisation and included the only two respondents to state there was a great 

potential for this to occur. 

4.2.3 Involvement of Selected New Zealand Organisations 

This question investigates where respondents believe the responsibility lies in 

maximising New Zealand's tourism benefits from the Sydney Olympics. The overall 

results of question three are presented in table 4.2.3. Organisations are ranked in order 
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of highest to lowest perceived involvement. There was general opinion that Local 

Government should have the least involvement. Nonetheless, 30 percent of South 

Island respondents indicated more than a moderate involvement for local government 

compared with the North Island's six percent. Perhaps not surprisingly results from 

local government respondents (specifically city and district councils) mirrored each 

other. 21 percent of RTOs stated local government should have no involvement. 

Opinions concerning the Millennium Office showed least agreement, with results 

evenly spread. There was no discernible different between North and South Island 

respondents. District councils were the strongest advocates for greater Millennium 

Office involvement, while 42 percent of RTO respondents believed the Millennium 

Office should have no involvement at all. Responses for the Hillary Commission were 

also reasonably varied, although over 50 percent believed they should have more than 

a moderate involvement. North Island respondents believe the Hillary Commission 

should have a greater involvement. RTOs were relatively divided with 32 percent 

believing the Hillary Commission should have a great involvement, while 21 percent 

believed they should have none. Again city and district councils showed similar 

opinions. 

Table 4.2.3: Level of Involvement for New Zealand Organisations with Regard to 
Maximisng New Zealand's Tourism Benefits from Sydney 2000 (%) 

No Mo'def ate Gvea't Mean 
Involl:entent InvolveQlent I11:V9lvement Score 

s. Y' H) ('&) (~1 -~4f) (,?~ 

NZTB 0 1.3 7.9 25.0 65 .8 4.6 
OTSP 6.6 2.6 13.2 17.1 60.5 4.2 
RTOs 6.6 10.5 28.9 19.7 34.2 3.6 
Hillary Commission 14.5 13.2 21.1 32.9 18.4 3.3 
Millennium Office 25.0 14.5 22.4 25 .0 13.2 2.9 
Local Government 11.8 40.8 32.9 13.2 1.3 2.5 

Overall most respondents expected a high level of involvement from RTOs. There 

was no discernible difference between North and South Island respondents. Only 37 

percent of RTO respondents believe that they themselves should have more than a 

moderate level of involvement, compared with 55 and 59 percent of city council and 

district council respondents respectively. Only one RTO respondent believed they 

should have no involvement. 
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Almost two thirds of respondents agreed the New Zealand Tourism Board (NZTB) 

should be greatly involved in maximising New Zealand's tourism benefits from the 

Sydney Olympics. 96 percent of North Island respondents stated that the NZTB 

should have more than a moderate involvement, while the South was similarly high 

with 85 percent. An exceedingly high 74 percent of district councils indicated the 

NZTB should have great involvement. Alongside the NZTB most agree that the 

Office of Tourism and Sport (OTSP) should also have a high level of involvement. 

North Island respondents believe the OTSP should have slightly greater involvement 

than do South Island respondents. District and city councils had similar results with 

both believing the OTSP should have a greater level of involvement than did RTOs. 

Space provided at the bottom of the question allowed respondents to include other . 

organisations they believe should have some level of involvement in maximising New 

Zealand's tourism benefits from the Sydney Olympics. Other organisations or groups 

suggested were the Ministry of Foreign Affairs and Trade; New Zealand Olympic 

Committee; Inbound Tour Operators Council of New Zealand (ITOC), and 

wholesalers and private businesses (for example airlines). 

4.2.4 Government's Commitment to Maximising New Zealand's Tourism 

Potential 

This question aimed to discover the perceived level of commitment of government 

organisations in maximising New Zealand's tourism potential from the Sydney 

Olympics (figure 4.2.2; table 4.2.4). City council respondents believe the government 

to date has shown limited commitment as none indicated anything more than a 

moderate commitment. While North Island respondents were slightly less convinced 

than South Island respondents with the government's commitment in this role so far. 

Respondents were asked further to explain their reasoning for the level of 

commitment they had given. Despite the close-ended question revealing a standard 

response to the question, analysis of the open-ended question was more critical. Open

ended results revealed, the most common theme was one of respondents being 

unaware, and there being a distinct lack of evidence and/or commitment. This 

unawareness was further compounded by a lack of information, which some 

respondents noted, did not allow for an informed view. 
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Figure 4.2.2: Government's Level of Commitment to Maximising New Zealand's 

Tourism Potential (%) 

One respondent stated "Zero infonnation provided by Central government on 

activities, therefore no opportunity to participate", while another noted that "As an 

RTO I have not been advised of any strategy to date". One respondent suggested 

government problems at the time were perhaps the reason for no concerted effort at 

this stage, while some believed work stayed behind the scenes, for example, overseas 

government agencies, and therefore they remained unaware. This view was summed 

up by one respondent who stated "Unaware of any commitment (that's not to say 

there has not been any!)". Of those that were aware of government commitment, a 

lack of cohesion, co-ordination and understanding were seen as hindering a higher 

level of commitment. Some respondents stated there was a lack of action, a slow 

campaign, things had been left to late and any commitment had been 'very low-key'. 

One stated "Lots of talk- Have not seen much in the way of actual plans". 

Table 4.2.4: New Zealand Government Commitment Toward Maximising New 
Zealand's Tourism Benefits from Sydney 2000 (%) 

No Moderate Great Mean 

-'""""" Ccnnmitment Co:rmnitment Cemrnitment Score 
(1) ,Q) GH l4J (~) 

City Councils 9.1 27.3 63.6 0.0 0.0 2.5 
District Councils 2.2 26.7 46.7 20 4.4 3.0 
RTO 10.5 21.1 47.4 15.8 5.3 2.8 

North Island 6.1 28.6 44.9 16.3 4.1 2.8 
South Island 3.8 23.1 53.8 15.4 3.8 2.9 
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One city council respondent stated that "It appears they are too focused on APEC and 

America's Cup and have neglected the possibly more substantial spin-offs from the 

Olympics". This was supported by others stating there was more concentration on 

millennium celebrations and other major events being held in New Zealand. One 

respondent stated that: 

There is certainly evidence from NZTB that they view Sydney 2000 as 

an opportunity however the focus is clearly strongly on events within 

New Zealand and seeking leverage of these. There is considerable NZ 

representation in Sydney in terms of advertising and promotion, which 

is very good. I am not aware of the level of representation New 

Zealand has in the international marketing of the Games as a tourism 

destination. 

Other respondents mentioned the NZTB's 100% pure global advertising campaign 

and the NZTB' s view of Sydney 2000 being an opportunity, but were again unaware 

as to what specific activities and initiatives have been undertaken to maximise New 

Zealand's tourism potential from the Olympics. One respondent was aware the "NZTB 

is not giving any commitment during the Games but is launching campaigns prior to 

them as part of their Australian campaign". While another noted the "NZTB have 

been very tardy in actioning their commitments to promoting NZ as a sports training 

destination". Other initiatives noted were the Sydney 2000 Task Force, the 

WWOTFG (Wider Wellington Olympic Trade Focus Group), and initiatives 

undertaken by Trade New Zealand. One positive respondent stated "I am not aware of 

many initiatives but I am sure it must be a priority area and that appropriate 

marketing has been developed and is now being implemented''. 

4.3 Section Two: Sydney Olympics Games and Your Region 

This section aimed to investigate the level of regional impact and assess those regions 

that may receive the greatest impact. It examines the expectations on visitor numbers 

to New Zealand before, during and after the Games. It also sought information on the 

extent to which regions pursued opportunities associated with the Olympics. The last 

question in this section provided a variety of major events in order to discover their 
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significance to New Zealand's regional tourism and also compare the significance of 

these events to the Sydney Olympics. 

4.3.1 Benefit of Sydney 2000 to Regional Tourism in New Zealand 

Overall, results from this question examining similar views to the frrst question (but 

on a regional rather than national scale) were more reserved (figure 4.3.1; table 4.3.1). 

As with question one, no city council respondents believed their region would receive 

great benefit from Sydney 2000. District councils were again most o~ptimistic their 

region's tourism would benefit from the Games. 

No Benefit Moderate 
Benefit 

Great 
Benefit 

Figure 4.3.1: Benefit of Sydney 2000 to Regional Tourism (%) 

Five respondents believed their region would benefit more than New Zealand as a 

whole. 29 respondents (38.2%) indicated an even benefit between their region and 

New Zealand, while the remaining 42 respondents (55.3%) believed New Zealand 

would obtain more benefit than their region specifically. 

Table 4.3.1: Comparative Benefit of Sydney 2000 to Regional Tourism(%) 

No Mode;rate 
,, 

Great Mean 
Benefit Benefit Benefit Score 

(1) G~} _{'~) (4),<1 ($) 
City Councils 27.3 36.4 18.2 18.2 0.0 2.3 
District Councils 10.9 30.4 43.5 13.0 2.2 2.7 
RTO 5.3 52.6 26.3 10.5 5.3 2.6 

North Island 12.2 34.7 38.8 12.2 2.0 2.6 
South Island 11.1 37.0 33.3 14.8 3.7 2.6 
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4.3.2 Change in New Zealand Visitor Numbers Directly Attributable to Sydney 

2000 

When considering the change in visitor numbers to their region directly attributable to 

the Olympics, no respondents indicated a large decrease in visitors before or after the 

Garnes although five percent believed this was a possibility during the Garnes period. 

There was no significant difference between North and South Island respondents 

although the latter expected a larger decrease in visitor numbers during the Garnes, 

and a larger increase after the Garnes. RTO respondents were the most positive 

organisation regarding an increase in visitors before, during and after the Garnes. 

Table 4.3.2: Change in New Zealand Visitor Numbers Directly Attributable to Sydney 
2000 (%) 

Large Small No Small Large Mean 
Decrease Decrease Change Increase Increase Score 

0) (4) (l) (4) (~) 

Visitors Before 0.0 5.3 34.2 57.9 2.6 3.6 
Visitors During 5.3 17.1 55.2 21.1 1.3 3.0 
Visitors After 0.0 2.6 19.7 63.2 14.5 3.9 

Respondents were asked to explain the reasons for the indicated change in visitor 

numbers to their region. Some respondents indicated no change whatsoever due to 

their isolation, a lack of visitor attractions and their proximity to major centres. One 

respondent stated "Our isolation from an international gateway makes it unlikely that 

Games visitors will detour to us at all". A decrease in visitors during the Garnes was 

envisaged by one respondent who stated "they expect a focus on Australia during the 

games at the expense of NZ' . The possibility of a decrease was also endorsed by one 

respondent who noted that due to the school holiday period occurring at the same 

time, there may be a decrease in domestic visitors to their region who instead choose 

to go to the Garnes. Another supported this view by stating they: 

expect that a percentage of domestic and overseas travellers who 

would in a normal year visit [our] district will choose to attend the 

Olympics, thus blowing their holiday budget for the year, or spend 

their holidays at home watching the Olympics on the telly. 

A wide range of respondents noted that any increase in visitor numbers to their region 

could be put down to the initiatives they or their RTOs had implemented (for 
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example, promotional work in Australia and other overseas destinations). One city 

council noted their "RTO has requested additional funding for this financial year to 

do a special promotion to the East Coast of Australia for 18 months - leading up to 

and following Sydney Olympics". One respondent also noted that: 

We may be successful in attracting some pre and post-touring visitors 

to our region from those visitors on a dual destination holiday - long 

stay with time to travel in both NZ and Australia. There may be some 

displacement- Sydney/NSW visitors leaving Sydney. 

Due to one respondent having a direct flight link, they have been marketing 

themselves to domestic Sydney-siders to travel and escape the Games. They were also 

hoping to maximise "opportunities to pick up group business post games". A number 

of respondents also stated that training teams would assist in increasing tourist 

numbers to their region. The most common reason given by respondents for increased 

visitor numbers was the 'additional tour' to New Zealand before and after the Games. 

Some respondents noted that this was more likely from long-haul visitors, such as 

those from the United States and the United Kingdom who would add on additional 

destinations to 'make the most' of their trip. This was emphasised by one respondent 

stating that "We expect visitors to use NZ as an add on either before or after the 

Olympics". While another stated: 

We anticipate that many foreign visitors will seize the opportunity to 

visit NZ and Australia in one trip, therefore it is possible during the 

period of the games we will experience a small increase in tourists, 

FIT's in our region. 

This is endorsed by another respondent who believes, "It makes sense for travellers to 

experience a whole region. Those coming to Australia will also go to NZ just for a 

look!". Another stated that: 

There are many reasons why people will be travelling to the Olympics 

and Paralympic Games. We predict a steady flow of visitors 

pre/during/post Olympics with a small peak between the Olympics and 

Paralympics (more people travelling to and from the Games). We are 

also expecting athletes etc. prior to the Paralympics too- 14-24 Oct. 
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A significant proportion of respondents believed any increase would only come after 

the Games finish. These tourists would be post-Games competitors and visitors who 

would take the opportunity to visit New Zealand. One stated that "Travellers will take 

the opportunity to travel on packaged itineraries to arrive in Australia which include 

accommodation and event tickets etc. and then freewheel in NZ on their homeward 

journey". One respondent noted the possibility of an increase in post-Games tourists 

due to the increased awareness of New Zealand, during their time spent in Australia. 

4.3.3 Efforts to Attract Olympic Training Squads 

This question endeavoured to ascertain the attempts made by organisations in 

attracting Olympic training squads to compete, train and/or acclimatise in New 

Zealand prior to the Sydney Olympic Games. Comparison between regions that 

attempted to attract teams (42.0%), and those that made no attempt (57.0%) found 

results evenly spread. City councils proved the most active in attempting to attract 

teams. South Island respondents were a lot less enthusiastic about attracting teams, 

while one North Island district council respondent was unsure if their region was 

trying or not (figure 4.3.2). 

Respondents were asked to explain the reason for attempting, or not attempting, to 

attract Olympic training teams. Of those that answered yes, some respondents listed 

the type of sporting team they attempted to attract. These sports included hockey, 

soccer, rowing, cycling, athletics, canoeing and swimming. 

City District RTO North Island South Island 
Councils Councils 

m YES • No o UNSURE I 
Figure 4.3.2: Attempts to Attract Olympic Training Teams (%) 

One respondent noted they had ''pitched our region for indoor work at the events 

centre, kayaking, rowing training, cycling and other sports". Some indicated other 
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sport organisations in their regions were undertaking this task. A small number were 

working with national sports organisations (NSO), and the Hillary Commission to 

attract training squads. While another region had established a working party to 

explore opportunities. One respondent: 

identified itself as an ideal sports destination, not only for pre-Sydney 

but for a range of sports training and events ... Other reasons include 

off season, economical, quiet, great range of facilities, close to 

Sydney. 

Only one respondent indicated their venue was recorded in the pre-games training 

guide. While two respondents stated marketing and promotion had been limited as 

attracting teams was seen as a secondary benefit. One respondent investigated 

attracting cycling squads but had failed as their velodrome was below the necessary 

standard. 

The most common reason for a negative response was due to a lack of international 

standard venues and facilities. This was summed up by one respondent who stated 

they "do not have adequate training facilities of the standard required for the 

Olympics athletes". A lack of funds available was also a familiar response. One 

alarming response was "No - recently we discovered this was being co-ordinated by 

NZTB and Hillary Commission - They have not made any contact with us". While 

another stated "Local government isn't in the business and should let the 

professionals do it and encourage them". Other justifications were that they "Felt it 

too late to take advantage of this opportunity" and they were a "small rural area some 

distance from main centres". One stated that they had not directly attracted training 

squads but there was a possibility that some clubs in their region may have 

approached this through their national bodies. 

4.3.4 Regional Initiatives Associated with the Sydney Olympics 

Question eight explored the various regional initiatives undertaken associated with 

Sydney 2000 (table 4.3.3). The most prevalent initiatives were joint marketing in 

Australia, closely followed by regional promotion in Australia. No respondents had 

established a taskforce to consider the impacts of Sydney 2000, although three South 

Island respondents had considered this an option. The initiatives under most 
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consideration were the 'promotion to Sydney-siders to escape during the Games', and 

'international promotion regards your region's proximity to Sydney'. 

Table 4.3.3: Regional Initiatives Undertaken Associated with Sydney 2000 (%) 

I Initiative Yes No Under I 
CQnsideration 

Regional Promotion in Australia 25.0 67.1 7.9 

A millennium taskforce considering the impacts 0.0 96.1 3.9 
of Sydney 2000 
Regional Promotion to Sydney-siders to escape 10.5 75.0 14.5 
during the Games 
International promotion regards your region's 15.8 71.1 13.2 
proximity to Sydney 
Joint Marketing programmes in Australia 26.3 67.1 6.6 

Assisting Companies to gain contracts 10.5 82.9 6.6 
associated with Sydney 2000 

South Island respondents appeared to show more initiative than those in the North 

Island, with almost half undertaking or considering some form of regional promotion 

in Australia. 21 percent of RTOs were still considering this option, while the same 

number had decided on undertaking regional promotion toward Sydney-siders to 

escape the Games. South Island respondents again showed more initiative with regard 

to regional promotion to Sydney-siders to 'escape' during the Games. When 

comparing organisations, RTOs showed most initiative concerning this issue and had 

over a quarter of their respondents considering this option. South Island and RTO 

respondents were again seen as the most active when pursuing international 

promotion with regards to their region's proximity to Sydney. Nearly half of RTOs 

have joint marketing programmes in Australia, and over a-third of city councils have 

also undertaken this initiative. There were few initiatives to assist companies to gain 

contracts associated with Sydney 2000. District councils were the most positive in 

pursing this initiative with 15 percent stating they had, and a further 8 percent stating 

it was under consideration. 

Respondents who answered yes to each initiative were asked further to state the date 

when the initiative began. Several RTOs stated that promotion and joint marketing in 

Australia was ongoing. Otherwise most dates varied and no correlation between 

initiatives and time started was discovered. Respondents were also asked if they were 

undertaking any other initiatives associated with the Olympic Games. Only three 
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additional responses were obtained, including the torch relay; macro initiatives with 

Central North Island RTOs; and 'touring round promotions' . Due to the survey being 

administered in September 1999 (a year out from the Sydney Games), there was a 

possibility that initiatives had yet to be undertaken. 

4.3.5 Regional Significance of Major Events 

This question asked respondents to critically consider the significance of major events 

to their region's tourism industry (table 4.3.4). Events are ranked in order of overall 

significance. The America's Cup is clearly seen as the event that will have the greatest 

overall significance for New Zealand. The Sydney Olympics are shown to be the 

second most significant event, whereas over half of respondents stated that the World 

Netball Championships would have no significance at all. Despite no respondents 

stating the World U17 Soccer Championships would bring a good significance, 11 

percent stated they would bring great significance. 

Table 4.3.4: Regional Significance of Major Events (%) 

No Moderate <::iTeat Mean 
~ignificance Sign1ficance &ig-nificance $core 

(l) (4) (;?) (4) (~) -
America's Cup 9.2 26.3 30.3 17.1 17.1 3.1 

Sydney 2000 9.2 36.8 35.5 15.8 2.6 2.7 
Olympics 
Millennium 15.8 36.8 31.6 13.2 2.6 2.5 
Celebrations 
APEC 34.2 35.5 11.8 9.2 9.2 2.2 

World U17 31.6 44.7 13.2 0.0 10.5 2.1 
Soccer 
World Netball 51.3 27.6 17.1 2.6 1.3 1.8 
Championship 

Figure 4.3.3 presents a comparison of the mean scores on a geographical basis. South 

Island respondents found the Netball Championships, Sydney 2000, and the Under 17 

Soccer more significant than North Island respondents. From a political viewpoint, 

city councils stated that the Americas Cup would have the most significance followed 

by APEC and the World Cup Under 17 Soccer. RTOs also stated the America's Cup 

to have the highest level of significance, however both Sydney 2000 and the 

Millennium Celebrations rated higher than APEC and the U17 Soccer tournament. 
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District councils showed similar opinions to RTOs although all events were at a lower 

level of significance. 
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Figure 4.3.3: Level of Significant of Major Events to Regional Tourism 

Respondents were also offered the opportunity to nominate other events of 

significance to their region. Only four respondents added an event here. All events 

provided were region specific, and none were considered when designing question 

ten. One region stated; ''please note we have nearly 25 international sports events in 

[their region] in Y2K". 

4.4 Section Three: Relevance of Sport to Regional Economic 

Development 

This section considers the potential, sport offers to both economic development and 

the tourism industry within each region. It examines recent sport developments and 

present sporting facilities, and their relevance to each region's tourism industry. It 

also investigates each region's major sporting event or occasion and assesses its 

importance to tourism within the region. 

4.4.1 Sport's Role in Regional Economic Development 

When examining sport's role in economic development at a regional level, results 

were skewed toward a lesser extent (figure 4.4.1). Sport played a larger role in 

economic development for city councils and RTOs than for district councils, while 

there was no discernible difference between North and South Island respondents. 
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Figure 4.4.1: Sport's Role in Regional Economic Development (%) 

4.4.2 Sport Facilities Developments 

When asked if there were any sports facility developments currently pending, in 

progress or recently completed within each surveyed region, 65 percent of 

respondents stated there was. Over 90 percent of city councils answered 'Yes' and 

developments in the North Island were more common than in the South Island. The 

array of sport facility developments was considerable (table 4.4.1). 

Respondents who stated 'Yes' to the first part of question eleven were asked further if 

the potential for tourism was considered in the development's planning. Over two

thirds of respondents (67.3%) stated this was the case. Of those respondents that 

stated tourism was not a factor in the development, one noted the development was 

for the "Community only - but now seen as a potential tourism asset". While another 

stated the "community centre and sport complex was planned to serve the local 

residents and neighbouring district". A city council respondent noted that tourism 

was not directly considered but the council would now certainly support the potential 

for event tourism. While some respondents stated that although tourism will be a 

result of the development "generally speaking development has occurred to fulfill 

needs within the community (i.e. for local people) for use at a variety of levels". In a 

similar vein, one respondent noted that "in a general sense tourism spin-offs are 

considered, but not directly in evaluating these projects". 
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Table 4.4.1: New Zealand Sporting Facilities Pending, In Progress or Recently 
Completed 

• Aquatic Centre upgrade; New Swimming Pool Complex; Indoor Heated swimming 
Pool; Aquatic Park with 65 hectare lake suitable for all aquatic sports especially 
rowing; Indoor Aquatic Centre Pool redevelopment 

• Events Centre, Sports and Events Centre - of international standard to cater for 
basketball, volleyball, badminton, squash, netball, roller-skating, tennis, and indoor 
bowls; Multipurpose Facility development; Multi sports complex 

• Sport stadium development; Multi sports stadium; Currently exploring options for 
building a sports complex/stadium; $4m Sports Complex; Long term development 
of international standard sports stadium 

• Arena-both sporting and cultural venue (important to the young and multicultural 
population); Hall; Hall redevelopment- upgrade 

• Acquisition of additional land to facilitate development of playing fields and 
enhance general facilities 

• Rugby institute; Rugby Union/League Park; Major ground development used for 
premier rugby 

• Indoor Basketball Stadium; Indoor Sports venue; Two court sports centre 
• Upgrade of Indoor sports stadium and pool complex 
• International standard hockey turf; Water based Hockey turf; Inline Hockey stadium 
• Floodlighting of main sports stadium; Lighting of the Stadium complex 
• Park Enhancement; Sportsground; Park redevelopment; Park Upgrade 
• All weather athletes track; athletes track; All weather athletic track 
• Equestrian Centre 
• Skateboard Park 
• Sports fishing Club 
• Cycling Velodrome 
• Grandstand 
• Ice-skating rink 

The potential for an increase in events and visitors was the most common reason 

respondents indicated tourism played a part in the development planning. Many stated 

the development would become a valuable tourism attraction as regional, national and 

international events and tournaments would potentially attract domestic and 

international visitors and competitors from outside the region. This is supported by 

one respondent who stated that the: 

Council are aware of the fact that sporting events at a 

national/international level ( eg one day international cricket matches) 

motivate reasons for people to visit the region, stay a while and spend 

money during their stay. 

While another notes that: 

The ability for sporting events to attract visitors is well known to 

[their region]. Sporting venues of a high calibre and those that can 
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attract national and international competitions are recognised as 

being significant because the competitions attract people and raise the 

profile of the city. 

There was also the belief that an increase in visitation to the regions will impact upon 

auxiliary services such as accommodation, catering, and retail. There was also hope 

that media coverage of the events would assist the region's tourism industry. One 

respondent stated that: 

events are a major source of income for our city. We have had a very 

large increase in national swimming competitions since the aquatic 

centre opened- the Leisure Centre will be another facility that will be 

used for national events ... TVNZ not televising games due to the venue 

-no longer an issue. 

Due to their development being the 'only one of its kind' in the surrounding region, 

one respondent believed their tourism industry would stand to benefit. Two 

respondents stated their developments would have some association with the Sydney 

Games. One noted their sports venue was " ... an internationally recognised water 

sports venue and current development has been promoted with the potential for pre

games training in mincf', while another believed their development would be used for 

"training prior to Sydney Olympics and associated visitors". 

4.4.3 Regional Sport Resources 

The majority of regions had facilities present to attract major events, and consequently 

a similar percent had resources for international sporting competitions. Resources for 

sports training were also common throughout the country. Sports resources that were 

more limited throughout New Zealand included those that function as tourist 

attractions (for example sport museums), and science and medical resources (table 

4.4.2). Fourteen respondents stated they had none of the sport resources listed. Twelve 

were from district councils and surprisingly the other two came from RTOs. Twelve 

respondents indicated they had all five sports resources, with five coming from city 

councils, five from RTOs and two from district councils. 
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Table 4.4.2: Regional Availability of Sport Resources (%) 

$v:qn R~oul!4!e Ye-s No 
Facilities to attract major events 69.3 30.7 
Resources for nationaVinternational team and athlete training 61.3 38.7 
Resources for international sporting competitions 65.3 34.7 
Sports resources that also function as tourist attractions (i.e. 37.3 62.7 
sport museums) 
Science/medical resources to attract nationaVinternational 22.7 77.3 
teams and athletes 

4.4.4 Major Regional Sporting Events 

The final segment of the questionnaire looked at the most important regional sporting 

event with regard to each respondent's tourism industry. Although most respondents 

stated only one event, nine respondents provided two answers while another four 

provided three answers. The most frequent answers are illustrated in table 4.4.3. 

Table 4.4.3: Significant Sporting Events for Regional Tourism 

Event:IO~~~i~n Numbe,r 
Rugby (Test Matches; Super 12; NPC; Ranfurly Shield) 14 
Multi-Sport (Triathlon; Iron-man; Coast to Coast; Southern Traverse) 9 
Motor-Racing (Rally of NZ; Motorcycling; Super-cross) 6 
Fishing (Tuna Tournament; Game-Fishing Competitions) 5 
Running (Marathon; Harriers) 4 
Basketball 3 
Golf (World Cup; NZ Open) 3 
Hockey 3 
Masters Games 3 
Mountain Bikes 3 
Sailing/Yachting (America's Cup) 3 
Shearing (NZ Championship; Golden Shears) 3 
Cricket (National; International; Shell Cup) 2 
Cycling 2 
Equestrian (Three day; Horse of the Year; Show-jumping) 2 
Netball 2 
Rowing 2 
School/Children's events/tournaments 2 

Other events mentioned included, Gardening (flower show); General 

events/tournaments; Gliding; Golden Axe; Indoor events; Shooting (clay bird); 

Skiing; Soccer (U17 World Cup); Surfing; Surf-Lifesaving; Swimming; Tramping; 

and Wheelchair Sports. 
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4.4.5 Sporting Events Contribution to Regional Tourism Industry 

From the event provided in question thirteen, respondents were asked to further 

indicate the relative significance of the event to their region's tourism industry (table 

4.4.4). Event visitors from nearby towns and cities made the greatest contribution to 

regional tourism. 

Table 4.4.4: Sports Events' Contribution to Regional Tourism(%) 

No Moderate Gcreat Mean 
Contributiqn Contribution Contribution Score 

(l) (;4) . (J) £4,) (?) -
Visitors from surrounding 0.0 5.9 32.4 30.9 30.9 3.9 
towns/cities/regions 
Increased local 1.5 17.6 23.5 41.2 16.2 3.5 
commercial activity 
Nation-wide visitors 4.4 13.2 35.3 35.3 11.8 3.4 

Regional tourism 10.3 25.0 29.4 25 .0 10.3 3.0 
promotion 
Nation-wide television 19.1 23.5 23.5 23.5 10.3 2.8 
coverage 
International competitors 17.6 38.2 25.0 13.2 5.9 2.5 

Alleviating tourism 32.4 20.6 27.9 13.2 5.9 2.4 
seasonality 
International visitors 25.0 36.8 20.6 10.3 7.4 2.4 

International television 44.1 26.5 7.4 14.7 7.4 2.1 
coverage 

The next most significant attribute was the increase in local commercial activity. 

Other major contributions were made from nation-wide visitors and regional tourism 

promotion. Regional tourism promotion, and international visitors were significantly 

more important to RTOs than TLAs. Almost half of district councils stated there 

would be no contribution from international television coverage. Results from this 

question showed no discernible difference between North and South Island 

respondents. 

4.5 Conclusion 

This survey confirms a widely held belief within the study population that the Sydney 

2000 Olympic Games will bring widespread benefits to New Zealand, both nationally 

and regionally. An increase in international visitors, outbound tourism to Sydney, and 

international awareness were seen as offering the greatest potential, while respondents 
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believed a decrease in international visitors and the creation of new accommodation, 

tourist attractions and sports facilities were least likely to occur. The NZTB and the 

OTSP were seen as the organisations that should have greatest involvement in 

maximising New Zealand's tourism potential. Respondents also stated that to date 

there had been moderate commitment toward this objective, and appeared generally 

unaware of activities in this area. 

Overall respondents were less optimistic that their region would benefit to any great 

extent compared to New Zealand as a whole. The most likely scenario was for a small 

increase in visitor numbers before, a slight decrease during and an increase after the 

Games. 42 percent of respondents attempted to attract teams with city councils 

pursuing this goal with greatest energy. The most popular initiatives were regional 

promotion in Australia and joint marketing programmes. The America's Cup was 

seen as the most significant event followed by the Sydney Olympics, while the 1999 

World Netball Championship was the event listed as least significant. 

Analysis of section three revealed that overall sport was not overly important to 

regional economic development. 65 percent of respondents had current sports facility 

developments, with stadiums, event centres, and aquatic centers being the most 

common. Tourism was acknowledged as a component in 67 percent of developments 

with the increase in events and subsequent visitors seen as the major reason to justify 

the development. A majority of regions had facilities to attract major events and 

international sporting competitions. Rugby was the most significant event to region's 

tourism followed by multi-sports and motor-racing. The main contribution of sports 

events to the regional tourism industry was through regional and national visitors, and 

an increase in local commercial activity. Results presented in this chapter as well as 

information obtained from the literature review will now be discussed in the next 

chapter. 
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Chapter Five: Discussion 

5.1 Introduction 

This chapter is divided into four sections, each relating to one of the four primary 

research objectives. The first section examines the extent to which New Zealand 

tourism may benefit from the Sydney Olympics. Investigating the possible tourism 

and non-tourism opportunities the Games present to New Zealand follows. The third 

section explores the extent to which the previously identified opportunities have been 

pursued at both a regional and national level. The chapter then discusses the relative 

importance of sport to regional economic development, and the potential for sport 

tourism in New Zealand. The chapter concludes with a concise overview of the 

discussion. 

5.2 Objective One: Benefits of Sydney 2000 to New Zealand 

Tourism 

This section shall discuss the first research objective, which was to: 

Examine whether or not the New Zealand tourism industry stands to 

benefit from the 2000 Olympic Games being held in Sydney, 

Australia. 

At the time Sydney was awarded the rights to host the 2000 Olympics, it was 

generally believed the 'ripple effect' of the Games would generate commercial and 

touristic activity in those areas external to the main focus of Sydney. Hence, New 

Zealand would benefit both directly and indirectly from the Games due to its 

proximity (Bolger 1993; McGeoch and Korporal 1994). In the years preceding the 

Games, little has been said to the contrary. The lack of divergent views concerning 

this issue may be explained by Higham's ( 1999) supposition that regions escaping the 

event's negative impacts (for example financial debt and negative publicity), but are 

advantaged by geographical proximity can often benefit a great deal from mega-
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events. This study's research also corroborates the school of thought that New 

Zealand will benefit from the Sydney Olympics. Overall it was concluded the greatest 

benefit for New Zealand would be through tourism. Darcy and Veal (1994) endorse 

this by stating the Australian tourism sector would be at the forefront of receiving 

greatest benefit from the Olympic Games. This study found a significant number of 

territorial local authorities (TLA) and regional tourism organisations (RTO) stating 

the New Zealand's tourism industry could expect a high level of benefit. North Island 

respondents were the most positive when considering the level of benefit to New 

Zealand tourism. This can be explained by Auckland being the main recipient of 

inbound tourists, as well as New Zealand's major gateway to Australia (Auckland 

Airport 2000). 

Despite the long-haul nature of Sydney from many of the world's major tourism 

generating markets, a substantial number of visitors are expected at the 2000 

Olympics. Numerous studies illustrated the Games bring significant numbers of 

tourists, athletes, officials and media to the host city (Ritchie and Aitken 1984; Pyo, 

Cook and Howell 1988; Hall 1992; Mules and McDonald 1994). Literature 

established that a reasonable proportion of Olympic visitors would also visit New 

Zealand (McGeoch and Korporal 1994; Williams 1998; Collier 1999). The New 

Zealand Tourism Board (NZTB) initially estimated an additional 400,000 Olympic 

visitors to New Zealand's tourist figures. This in turn would provide an extra NZ$1 

billion bonus to the economy. Nevertheless, closer to the Games, the industry became 

reluctant to forecast an actual number. Figures extrapolated from Australian Olympic 

visitor estimates concluded New Zealand can expect anywhere in the vicinity of 

between 399,050 and 810,150 additional visitors as a result of Sydney hosting the 

Games (refer to table 2.6.3, pp.98). Only a small proportion of these visitors would be 

direct-Games tourists, with the majority being induced tourists travelling to New 

Zealand as a result of the increased awareness and exposure received by Australia and 

the rest of the South Pacific region. 

Primary research found that increased awareness of New Zealand as a travel 

destination offered enormous potential. A large number of accredited and non

accredited members of the media, and a global audience of billions will result in both 

direct and indirect exposure for New Zealand (Bloxham 1998; Williams 1998; 
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Gratton 1999). Although the increase in media exposure will be centred on Australia, 

due to the unavoidable fact that much of the world view Australia and New Zealand 

as one destination, anything that builds the profile of Australia and Sydney will 

indirectly benefit New Zealand. The huge investment Australia is making in branding 

their destination will therefore result in positive spin-offs for New Zealand. 

The potential for tourism benefits at a regional level is also significant. Results 

concerning this issue found no discernible different between main centres 

administered by city councils, and other smaller cities and towns administered by 

district councils. Regions outside the 'blue ribbon route'5 are expecting a similar 

degree of benefit to that of major tourist areas. Overall, respondents believed the 

national tourism industry would benefit more than their local tourism industry. Five 

respondents (four of whom are on the 'blue ribbon route') did however believe their 

tourism industry would receive a higher level of benefit than the nation as a whole. 

The main beneficiaries of 'Olympic tourism' will be New Zealand's arrival points, as 

it is unlikely the natural trend of movement for inbound tourists will merely change 

due to the Olympic Games. 

Primary research found the Sydney Olympics not only highly significant for regional 

tourism, but also more important than a number of major events to be held in New 

Zealand during the millennium period (specifically the World Under 17 Soccer 

tournament, APEC, World Netball Championships and the Millennium Celebrations). 

The America's Cup remained the only event seen overall as more significant to the 

national tourism industry. Nevertheless, South Island respondents believed the Games 

to be the most significant event to their tourism industry, more so than the America's 

Cup. South Island respondents have confidence the displacement and flow-on effects 

of the Olympics will be greater than those of the America's Cup. 

Analysis of objective one identified the Sydney Olympics are significant to the 

tourism industry on both a national and regional scale. Although the Games will 

produce direct-Games visitors, New Zealand will most likely benefit in the long-term 

through the increased exposure and subsequent awareness the region receives. The 

5 The travel pattern for international tourists to New Zealand involving Auckland, Rotorua, 

Christchurch and Queenstown is commonly referred to as the 'blue ribbon route'. 
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New Zealand tourism industry will irrefutably benefit from the Sydney Olympics, 

however the precise extent of the benefit is not yet known. This may depend upon the 

opportunities presented and the extent to which they are pursued. These matters are 

covered in the subsequent sections. 

5.3 Objective Two: Opportunities for New Zealand 

associated Sydney 2000 

A number of Olympic impacts and opportunities were identified throughout the 

literature, and subsequently corroborated through this research. This section examines 

and discusses the second research objective which was to: 

Identify the tourism and non-tourism impacts and opportunities in 

New Zealand (at both a regional and national level) associated with 

the 2000 Olympic Games being held in Sydney, Australia. 

The primary opportunity for New Zealand relating to Sydney 2000 was identified as 

tourism-related. Secondary opportunities include commercial prospects, and New 

Zealand being used as a pre-Games training destination. 

5.3.1 Tourism Opportunities 

The most important tourism opportunity accruing to New Zealand as a result of 

Sydney 2000 is the likelihood of increased awareness and exposure. The large amount 

of media providing images of the Australasian region to an audience of billions will 

result in enormous exposure for New Zealand and the South Pacific region. The 

benefits that stem from this promotion may not be realised in the immediate future but 

will more likely have a positive impact upon the New Zealand tourism industry in the 

long-term. After the Games finish, promotional opportunities will continue to exist as 

national and regional tourism bodies attempt to capitalise on the vast exposure the 

Australasian region will have received. Promotional opportunities also exist in the 

form of the Olympic torch relay which visits a number of South Pacific nations, and 

promotional programmes aimed toward prominent media. 

Respondents agree there is great potential for New Zealand to receive an increase in 

international visitors as a result of the Sydney Olympics. Literature supports this by 
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suggesting the long-haul nature of travel to Sydney will ensure international visitors 

seek out other destinations to maximise their Olympic visit (Loeb 1982; Faulkner, 

Tideswell and Weston 1998; Williams 1998). The chief tourism opportunities 

involving direct-Olympic tourists comprise of additional travel in the form of pre and 

post-Games itineraries. This study's research revealed post-Games itineraries are the 

most likely scenario with regard to increased visitor numbers to New Zealand 

attributable to Sydney 2000. 

Due to the long-haul nature of visiting Sydney for many of the world's major tourism 

generating markets, a large number of travel itineraries will be arranged well in 

advance of the Games. Decisions to travel long-haul often require substantial lead in 

time. From a marketing perspective the challenge is to stimulate international 

travellers interest well in advance of the event so appropriate travel plans can be 

made. The popularity of New Zealand as an additional destination may depend 

however upon the range and costs of package deals to New Zealand compared to 

competing destinations. One survey respondent noted that: 

Based on the trends evident from other Olympic Games, attendance to 

the games uses up available discretionary income and time for the 

large majority of people and only a relatively small minority have the 

resources to accommodate 'add-ons' - competition from all 

Australian states and en-route stop-over destinations will also be very 

keen. 

Aside from their attraction effect, the Olympic Games also have a repulsion effect. 

The displacement of residents and visitors are seen in the literature as negative 

impacts (Leiper and Hall 1993; Getz 1998). Repulsive effects suggested by Leiper 

(1997) such as crowding, traffic, and higher prices, should not be experienced by New 

Zealand. These effects are therefore unlikely to displace prospective visitors and may 

conversely work in New Zealand's favour. The advantages of Olympic displacement 

from a New Zealand perspective are threefold. First, a number of tourists intending to 

visit Sydney may shift their travel plans and alternatively visit New Zealand to avoid 

the negative impacts suggested above. Second, there is the possibility of host city 

displacement. New Zealand has the opportunity to market toward Sydneysiders 

wishing to 'escape' the city for the duration of the Games. Third, there may be the 
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opportunity to market toward other Australians (specifically non-Sydneysiders) who 

had previously planned to visit Sydney, or wish to 'escape a nation under the grip of 

Olympic-fever'. New Zealand's proximity may therefore see a higher number of 

Australians choosing New Zealand as an inexpensive short-break destination during 

the Olympic period. 

5.3.2 Secondary Opportunities 

Both primary research and literature identified a number of non-touristic Olympic 

impacts and opportunities for New Zealand. Aside from the obvious sporting 

opportunities that Sydney affords New Zealand athletes, there are two important 

indirect sporting benefits for New Zealand. Firstly, this research found an 'increased 

interest and participation in sports' was a likely product of the Olympic Games being 

held so close to New Zealand. Hindson, Gidlow and Peebles' (1994) study 

nonetheless repudiates this notion by stating there are no indirect sporting 

participation benefits from major sporting events such as the Olympic Games. 

Secondly, a lack of facilities in Sydney to accommodate the necessary training 

schedules for all the Olympic teams has resulted in National Olympic Committees 

(NOC) having to explore other locations for their teams Olympic build-up and 

acclimatisation. New Zealand has a number of features that make it appealing as a 

pre-Games training destination (Sport Destination 1999). 

Commercial prospects also exist for New Zealand firms to obtain licenses, 

sponsorship and contracts associated with the Olympics. Gasson (1996) suggests the 

Sydney Olympics are the biggest opportunity for New Zealand in terms of 

construction, supply and marketing. He is not alone in believing New Zealand has a 

number of commercial opportunities (Head 1996; Bloxham 1998). Olympic 

employment opportunities also exist for New Zealanders. However despite the Games 

estimated to create approximately 150,000 new jobs (Chow 1996), few respondents 

believed there was a high probability of a loss of New Zealand's workforce across the 

Tasman. 

Analysis of objective two found the Sydney Olympics present New Zealand with a 

number of opportunities. Tourism opportunities will come in the form of pre and post 

Games tourists, and visitors from a number of aversion and diversionary impacts. The 
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greatest tourism benefit will however arrive in the long-term through the increased 

awareness and exposure the Australasian region will receive. The promotion of New 

Zealand during the Games will also provide leverage to Tourism New Zealand's own 

marketing efforts. Secondary opportunities exist for New Zealand as a pre-Games 

training venue and for local companies to obtain Olympic licenses and contracts. 

5.4 Objective Three: Extent of Pursuing Olympic 

Opportunities 

Objectives one and two have identified New Zealand should benefit from the Games 

through the presentation of a number of opportunities. Both primary and secondary 

research revealed sporting, commercial and tourism opportunities are evident at a 

national level and to a lesser degree at a regional level. Whilst these opportunities 

have been recognised they will not be realised without the identification of some 

strategies. NZTB chairman Norman Geary stated "it will be how Australia and New 

Zealand handle the build up, the event itself, and the flow-on effects over a ten year 

period that will determine whether the full benefits of Sydney's success are realised" 

(New Zealand Tourism News 1993:3). New Zealand Sports Foundation (NZSF) Chief 

Executive Chris Ineson adds that those who do not prepare properly will be left 

behind (Romanos 1993). The Tourism Forecasting Council (1998) also gave sufficient 

warning of complacency by stating: 

The period leading up to, during and immediately after the 2000 

Games will be a dynamic situation in which different stakeholders in 

the tourism industry will be launching a range of initiatives aimed at 

maximising the benefits of the event and responding to changes in the 

level and pattern of demand. The impacts on tourism will be 

profoundly affected by these preparation strategies. 

New Zealand's success may very well depend on how co-ordinated its approach is 

toward leveraging benefits from Sydney 2000. This section discusses the third 

research objective which was to: 
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Examine the extent to which central government and regional 

organisations (RTOs and TLAs) have pursued the opportunities 

identified in objective two. 

The analysis of objective three has been divided into two coherent sections. Firstly, 

central government initiatives are presented, before regional initiatives are explored. 

5.4.1. Central Initiatives 

When Sydney won the bid for the 2000 Olympics in September 1993, there was an 

eagerness shown by the New Zealand government to 'jump aboard the Olympic 

bandwagon'. As the Games were still seven years away, the time between the 

announcement and the event itself found initial enthusiasm soon replaced by an air of 

complacency. In the months leading up to the Games, this enthusiasm has been 

rekindled. 

Tourism New Zealand has undertaken the major tourism initiatives, including distinct 

marketing campaigns in Australia, Europe, Asia and North America (Appendix I). 

The key initiative to be undertaken in Australia involves the '100% Pure' campaign. 

This will be primarily aimed toward those locals that may be displaced during the 

Games period. Promotion in Europe involves a range of four and five day package 

'add-ons' to New Zealand. These packages are both pre and post Games. Initiatives in 

Asia involve the promotion of dual destination travel (to both Australia and New 

Zealand), and influencing those people fearful of Olympic crowds to switch their 

travel plans from Australia to New Zealand. The largest marketing focus is toward the 

North American market. Tourism New Zealand his working with the official Olympic 

wholesaler to ensure New Zealand is included as an additional destination in Olympic 

travel packages. Post-Olympic promotion is also planned while interest and awareness 

of the Australasian region is still high. 

To detract from matters, the millennium period coincided with an episode of 'political 

shenanigans' within the New Zealand Tourism Board (NZTB)6
. Proposed promotions 

were put on hold as the Board sorted through a number of internal problems. This 

undoubtedly affected the timing and effectiveness of the NZTB' s branding and 

6 The New Zealand Tourism Board adopted the trading name Tourism New Zealand in January 2000 
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promotional efforts (Bloxham 1999). As previously stated, long haul travel often 

requires substantial lead in time. Tourism New Zealand's recent enthusiasm may have 

arrived too late for many Olympic visitors who would have planned their travel 

itinerary long before the recent initiatives were put into place. Furthermore, while the 

NZTB admit that New Zealand will benefit from the Olympics, they also remain wary 

of the possibility that the Games will take tourist attention away from New Zealand. 

They believe the Olympics will interrupt the normal flow of tourists to the 

Australasian region. The NZTB is therefore working hard to ensure any spin-offs 

from the Olympics are not offset by losses in other areas (Telstra 2000). 

The Office of Tourism and Sport (OTSP) undertook the other major tourism initiative. 

In 1997 they assumed control of the Sydney 2000 Taskforce. The taskforce was 

created to enable New Zealand to capitalise and maximise upon the huge marketing 

and promotional opportunities available from the Sydney Olympics. Its role was to 

co-ordinate the tourism opportunities and marketing and to align them more closely 

with a whole of New Zealand approach. 

This research found the New Zealand Tourism Board (NZTB) and the Office of 

Tourism and Sport (OTSP) should have greatest responsibility in maximising New 

Zealand's tourism benefits from Sydney 2000. This is supported by the literature and 

secondary research undertaken which affirm these two organisations are at the 

forefront of sport tourism development in New Zealand. Although results showed a 

general concurrence regarding the level of involvement of the NZTB and the OTSP, 

there was a lack of agreement in determining which other organisations, if any should 

also have a significant role in this issue. This implies a lack of awareness and 

knowledge concerning the roles of the other organisations toward major sporting 

events. Involvement did however appear more significant for national bodies rather 

than for regional organisations, with one respondent stating that: 

If NZ is to attract a viable share of visitors to the Games, the 

marketing strategies, etc. must be initiated by Central Government. 

Through the NZTB -few others have the financial resources to even 

attempt this. 
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Commercial initiatives have also been pursued predominantly by the central 

government of New Zealand. Soon after Sydney won the Olympic bid, the Sydney 

Organising Committee for the Olympic Games (SOCOG) and Olympic Co-ordination 

Authority (OCA) briefed a 45-member New Zealand business mission to Sydney. 

This mission endeavoured to assess opportunities and business prospects from the 

Olympics and ultimately get New Zealand companies into the heart of the Olympic 

business race (Gasson 1996). Interest however soon dissipated, and Gasson (1996) 

suggested that New Zealand companies were on the whole unmoved and lacked 

enthusiasm. To evoke interest the New Zealand Industrial Supplies Office (NZISO) 

and the New Zealand Trade Development Board (TradeNZ) became the major 

facilitators in assisting New Zealand companies to obtain Olympic licenses and 

contracts. TradeNZ note twin obstacles associated with New Zealand's Olympic 

complacency. Firstly, an overall lack of interest, and secondly a perception within 

New Zealand that local businesses 'are not up to it'. TradeNZ have been disappointed 

at the low interest expressed by New Zealand companies and fear many have missed 

the boat (Telstra 2000). It has become increasingly obvious that a number of 

companies have failed to cash in on opportunities afforded by being so close to the 

Olympic city. Those companies that have secured licenses and contracts are banking 

on the Olympic name bringing them new business long after the Olympics in Sydney 

finish. Additionally, New Zealand has a number of companies involved with Olympic 

sponsorship. These companies do however tend to be multi-nationals. Few if any 

individual New Zealand firms could afford Olympic sponsorship, unless they are part 

of a larger conglomerate (for example Air New Zealand as part of the Star Alliance). 

Another major opportunity identified and pursued at a national level is the promotion 

of New Zealand as a pre-Games training venue. The Hillary Commission has worked 

closely with the NZTB, local authorities and national sports bodies to promote New 

Zealand in the build-up to the Sydney 2000 Olympics. It is hoping to encourage 

athletes and teams to train and acclimatise in New Zealand prior to the Games. 

Nonetheless, this marketing is largely the responsibility of the regional government in 

conjunction with Destination Sport. The Hillary Commission believes the response of 

many local authorities has been disappointing. They note however the Christchurch 

City Council (CCC), Wider Wellington Olympic Trade Focus Group (WWOTFG), 
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Dunedin City Council (DCC), and the North Harbour Sports Trust as exceptions 

(Hillary Commission 1999). 

5.4.2 Regional Initiatives 

When investigating regional initiatives, three important points should be addressed. 

Firstly, it was considered that territorial local authorities (TLA) and regional tourism 

organisations (RTO) may not wish to disclose their plans. This was noted by the 

Australian Tourism Forecasting Council who found a reluctance by states and 

territories to provide information on their strategies concerning this issue (Tourism 

Forecasting Council 1998). As the survey used in this research offered confidentially 

the author believes this was not an issue. Secondly, there is the possibility of a number 

of regional initiatives implemented after the survey was administered. As the survey 

was administered a year out from the Games, the author believes most organisations 

should have either started the process or at least had it under consideration. Thirdly, 

when considering initiatives it was interesting to note regional views with regard to 

central government's commitment to maximising tourism benefits from the Games. 

This research revealed TLAs and RTOs had a surprising lack of awareness concerning 

this issue. As organisations remained unaware of central initiatives, this may have 

prevented detailed planning and hence detailed strategies to be put in place at a 

regional level. 

The major regional initiatives undertaken were the attempts to attract Olympic teams 

prior to the Games for training and acclimatisation. In order for destinations to market 

toward international teams, Olympic quality facilities must be present in their region. 

This research found 42 percent of respondents attempted to attract teams. This 

initiative was successfully pursued by a number of regions throughout New Zealand. 

Table 2.6.2. (refer pp.96) demonstrates New Zealand's ability to attract Olympic 

training squads. Successful regions will benefit from the increased exposure for both 

their region and their sporting facilities. Due to modern and specialised facilities being 

present in larger urban centres, city councils were most active in pursuing this 

opportunity. A lack of suitable facilities or financial resources prohibited a number of 

other smaller regions from attempting to attract teams. 
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New Zealand's most proactive regional initiative was the establishment of the Wider 

Wellington Olympic Trade Focus Group (WWOTFG) - set up to promote trade, 

tourism and sporting activities associated with the Sydney Olympics. Their strategy 

does not concentrate on the Olympics as simply an event but as a catalyst for building 

long-term business, investment, sporting, cultural and tourism relationships (Wider 

Wellington Olympic Trade Focus Group 2000). The Christchurch City Council (CCC) 

also implemented a proactive strategy. The CCC has exercised immense effort to 

promote their region's sporting facilities and to obtain international teams to train and 

acclimatise prior to the Olympics. The WWOTFG and the CCC unfortunately prove 

to be the exception rather than the rule when analysing regional attempts to leverage 

benefits from the Olympic Games. 

The majority of regions expect an increase in visitors as a result of the Games being 

held in Sydney. The potential increases in visitors expected by regions are attributed 

to marketing initiatives in Australia, which are either directly or indirectly aimed at 

both Sydney residents and non-residents. The most popular marketing initiatives were 

regional promotion and joint-marketing programmes in Australia. Although this 

research revealed that regional tourism would benefit, Kearsley (1993) suggests there 

would be no noticeable or automatic tourism spin-offs for the majority of regions due 

to the Games. He believes the RTOs role is to first support national tourism bodies 

before setting up individual promotions. TLA and RTO financial resources for 

regional promotion and advertising in the international market are limited. A lack of 

financial and logistical resources prevent many regions from undertaking genuine 

marketing campaigns by themselves. As a consequence most tourism initiatives aimed 

toward the international market tend to be national strategies, and many regions are 

therefore reliant on these national strategies to gain exposure in the international 

tourism market. Individual international promotion is beyond reach for many regions 

unless they amalgamate (for example the South Island Marketing Alliance). Indeed 

Tourism New Zealand encourages regional tourism initiatives that create macro

marketing groups through the combining of regional tourism organisations' resources 

to market as one area. 

One key regional promotional opportunity existed in New Zealand, three months prior 

to the Games taking place. In June 2000 the Olympic torch visited New Zealand for 
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the first time in its history. Starting in Queenstown, the torch followed the 'blue 

ribbon route' through the country and left Auckland bound for Australia three days 

after arriving in New Zealand. The opportunity to use this as a promotional tool was 

exemplified by the southern resort of Queenstown. "National and international media, 

including camera crews from the BBC, a documentary unit from Brazil and both 

national television networks, swarmed around Queenstown during the four hours the 

torch was in town." (Williams 2000:9) The opportunity to showcase the resort added 

to Queenstown's international identity and the free publicity serves the region and 

New Zealand well. 

Overall, little commercial initiative was shown by regions despite the NZISO using 

the country's 21 Business Development Boards to disseminate information about the 

Games opportunities to small businesses (Gasson 1996). Individual companies were 

more inclined to contact national organisations such as the NZISO and TradeNZ 

rather than regional organisations to assist them in obtaining Olympic licenses and 

contracts. Table 2.6.1 (refer pp.93) presented a number of successful companies 

throughout New Zealand that have successfully associated themselves with the 

Olympics. The benefits to both New Zealand and these companies in particular will 

be substantial. Positive spin-offs will include increases in; New Zealand's skill base; 

foreign exchange as New Zealand firms return with money from Australia, and 

increased exposure and recognition for the company's name providing long-term 

benefits. 

Analysis of objective three established that respondents clearly identified the 

opportunities that Sydney 2000 afforded both New Zealand and their regions. The 

number that actually attempted to harness some benefit for their region was 

significantly lower. A number of constraints including a lack of resources, lack of 

logistical experience, and lack of co-ordination prevented many regions from 

undertaking genuine initiatives. The most obvious exceptions have been the 

WWOTFG and the CCC. Although many respondents claimed they lacked resources, 

the WWTOFG demonstrated it is possible to achieve measurable success through 

proactive strategy involving the amalgamation of several regions. Despite the regional 

tourism significance placed upon the Sydney Games, specific initiatives put forward 

to harness the potential Olympics benefits were somewhat limited. An over reliance 
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on national organisations and strategies to harness Olympic benefits may explain the 

lack of direct tourism initiatives from a regional perspective. This may also have been 

exasperated by the lack of communication between national and regional bodies 

concerning the various Olympic strategies that were being considered and/or 

implemented. 

5.5 Objective Four: Sport and Regional Economic 

Development 

This thesis began with a consideration of the growing field of sport tourism. The 

fourth objective was committed to addressing this field and designed to: 

Assess the importance placed on sport and sporting events to regional 

economic development, and examine the potential for sport tourism in 

New Zealand. 

Regions eager to find additional sources of revenue have welcomed the growth of 

tourism. While the benefits of tourism to local economies have been established, local 

governments are increasingly realising the opportunities and positive impacts that 

sport can bring to their region's economy. This research found sport played a limited 

role in regional economic development. Sport did however play a larger role in urban 

centres where a wide range of sporting resources were present. Nevertheless, the 

preference of sport development in many regional budgets remains firmly behind 

other local government responsibilities. Local government support for sport remains 

primarily altruistic (specifically the provision and improvement of swimming pools, 

sports grounds, leisure centres, parks and reserves), rather than viewing sport as a 

commercial enterprise. Sport tourism's recently accepted role as a revenue earner and 

the infancy of the field of sport tourism may also explain its lack of priority in 

regional development policy. 

Literature demonstrated governments and industry earnestly turning toward sport 

tourism as an avenue of economic development. The New Zealand central 

government has introduced several sport tourism initiatives in recent years (for 

example Major Events New Zealand and the Office of Tourism and Sport). The 

emergent view that sport tourism can justify urban development and the generation of 
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new industry has fuelled enthusiasm in this field. It is becoming common place for 

sport tourism to be used by local and central governments directly and indirectly to 

assist the tourism industry and act as a catalyst for growth (Glyptis 1991; Delpy 

1998). 

The foremost method to guarantee sport contributes to the local economy is to bring 

in money from outside the region. The economic and touristic benefits of sporting 

events are the most obvious form of sports assisting the local economy ( Getz 1991; 

Turco and Navarro 1993). This is supported by the widespread growth in a range of 

sporting events throughout New Zealand. Despite the limited role of sport in New 

Zealand regional economies, this research found sporting events have a highly 

significant impact on regional tourism. Results found the significance of each regional 

event to their region's tourism industry is shown and most likely measured through 

the tangible effects of increased visitor numbers and increased local commercial 

activity. Smaller regions have a tendency to aim toward sporting opportunities on a 

more modest scale. Although larger events can bring greater benefits, smaller events 

rarely receive the negative impacts that can accompany larger events (Higham 1999). 

It may be for this reason that regions are reluctant to support and host larger events as 

the social and environment costs may override the economic benefits that occur. 

Hosting sporting events of a standard in which to attract national and international 

visitors and participants requires the appropriate facilities. These sporting 

developments may also enhance the holistic image of the city for other types of 

tourists (Ritchie 1984; Rooney 1989; Hall 1992). This research found sport facility 

developments and their locations within New Zealand were widespread. The 

importance of sports stadia and the like should not be undervalued. This is 

exemplified by Goodger (2000) who found the lack of a multi-use stadium in Dunedin 

is costing the local economy millions of dollars in lost visitor spending because the 

city cannot host some international sports events. 

The anticipation of sport tourism was a consideration in a number of sport facility 

developments. The opportunity to supplement regional tourism helped to validate 

their development. While also catering to the local community these developments 

can host events which attract intra-regional, national and international visitors and 

participants. The importance of 'sport tourists' on both our domestic and international 
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tourism industry is also being recognised. Various studies have reinforced the 

economic significance of these sport tourists (Lawson, Thyne, and Young 1997; 

Hillary Commission 1998). Aside from the immediate benefits of competitors and 

spectators to the event, the most significant tourism and economic benefits will often 

arrive in the long-term from media exposure and promotion of the host destination to 

national and sometimes international audiences. 

When investigating the widespread growth of New Zealand's sports resources the 

enormous potential for sport tourism became obvious. This research found 70 percent 

of respondents had facilities to attract major events and a similar percent had 

resources to attract international events and training facilities for national and 

international sport teams. Larger sporting events attracting international visitors and 

attention are often seen as the flagship for the development of sport and tourism in 

this country. Nevertheless, the importance of other activities that involve sport tourists 

(for example outdoor activities and water-based recreation) should not be overlooked 

(Tow 1994). The majority of regions having the necessary resources to host 

international and national events reaffirms the huge potential for sport tourism in New 

Zealand. 

5.6 Conclusion 

This thesis has examined the impacts and opportunities of Sydney 2000 from a New 

Zealand perspective. Indeed the literature covered and the research undertaken 

supports the view that New Zealand stands to benefit from a number of economic, 

sporting and touristic impacts. It confirms that despite much potential to benefit from 

the Olympics, the fulfilment of this potential has been beyond the means of most. The 

major tourism initiatives undertaken have been at a national level as the central 

government has the resource base that is instrumental in achieving this potential. 

There have also been other key initiatives on a regional scale, with the most proactive 

strategies implemented by the WWTOFG and the CCC. Overall there was limited 

enthusiasm at a regional level toward leveraging tourism benefits from the Olympic 

Games. 

As New Zealand's largest industry, tourism still offers the opportunity for enormous 

growth. Due to the wide range of both indoor and outdoor sporting resources, the 
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development potential for sport tourism is equally significant. Regions are now 

increasingly looking toward sport tourism as a means of attracting visitors and 

participants from outside the region and subsequently bringing money into their 

region. Sporting events are the most visible form of sport tourism being used to boost 

local tourism industries. The extensive development of sports facilities not only 

benefits the local community in which they are constructed, but enhances the overall 

image of the host city and accommodates the growth of sporting events. As with sport 

tourism on a global scale, New Zealand's future appears to provide similar 

development potential. 
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Chapter Six: Conclusion 

6.1 Introduction 

This thesis has taken a unique approach in investigating the impacts of large sporting 

events. While the majority of literature concentrates on the host destination, this study 

has taken an alternate viewpoint by addressing the lack of literature on event impacts 

from a neighbouring perspective. The theoretical rationale for this thesis was to 

investigate the impact of the Sydney 2000 Olympics Games on the New Zealand 

tourism industry. Additional justification for the study came from results of the 

survey's first question. A high proportion of respondents claimed that New Zealand 

would benefit significantly from the Sydney Games. Primary research and literature 

reviewed confirmed that the Sydney 2000 Olympic Games would present a number of 

important opportunities for Australia's Trans-Tasman neighbour. 

6.2 Major Findings 

The major benefits for New Zealand from Sydney 2000 were anticipated to emerge 

via three main avenues. Firstly, the New Zealand toqrism industry stands to benefit in 

the short-term through direct Games tourists, and in the long term through increased 

exposure. Secondly, the use of New Zealand as a pre-Games training destination has 

been recognised and pursued by numerous territorial local authorities (TLA). Thirdly, 

New Zealand companies will benefit through the acquisition of contracts and licenses 

associated with the Olympic Games. 

This research found that local government and regional tourism organisations in New 

Zealand believed the Olympic Games would offer significant potential for increased 

regional tourism. Despite this, regional tourism organisations and territorial local 

authorities that attempted to leverage tourism benefits from the Olympic Games were 

in the minority. Although a substantial number of regions attempted to attract pre

Games training teams, regional tourism and commercial initiatives were limited. This 

research was unable to substantiate whether this has been through neglect, a lack of 
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interest or most likely one suspects a lack of sufficient resources. Exceptions were the 

Wider Wellington Olympic Trade Focus Group (WWOTFG) and the Christchurch 

City Council (CCC). Despite a lack of financial and logistical resources being the 

common pretext for limited involvement, the WWOTFG demonstrated that through 

collective and co-ordinated effort between adjacent regions, resources could be pooled 

and attempts made to harness Olympic benefits. 

This thesis has demonstrated that although there often exists intent or knowledge 

toward accruing benefits from major sporting events, without specific initiatives it is 

unlikely the full benefits can be realised. It must be remembered the Olympic Games 

are merely a pretext. If the Games are not used as a catalyst for development and 

change, they are a lost opportunity. Whilst widely recognised, it is doubtful that the 

potential benefits of the XXVII Olympiad have been achieved from a New Zealand 

perspective. The international focus of Tourism New Zealand resulted in limited 

tourism assistance toward regional organisations. There was little chance of regional 

tourism organisations and local government penetrating the Olympic tourism market 

without committing substantial resources. Many were either unable or unprepared to 

do this. There was therefore the need to adopt an integrated approach to leverage 

Olympic benefits from a New Zealand perspective. 

It could be claimed that the Olympic Games have not arrived on New Zealand's 

doorstep at an ideal time. The millennium period has seen an unprecedented amount 

of mega-events on New Zealand's calendar. A number of these events may have 

deprived regional organisations of resourices to commit toward harnessing benefits 

from the Sydney Games. The range of choices as to where to allocate regional 

resources may have excluded the Sydney Games as a feasible event in which to 

attempt to leverage benefits from. Due to the scale of the event, a number of 

respondents identified the 'offshore' nature of the event posed significant barriers 

(real or perceived) to pursuing the potential benefits. Another contributing factor to 

the limited pursuit of Olympic opportunities may be a belated appreciation of the 

benefits that sports and major sporting events can bring and contribute to regional 

economic development. 
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Through information provided by national bodies (specifically Tourism New Zealand, 

the Hillary Commission, the Office of Tourism and Sport and the New Zealand Trade 

Development Board), regions should have been alerted to the potential benefits the 

Games might bring. Through the increased dissemination of information there would 

be a greater possibility of regional organisations becoming proactive in their attempt 

to harness benefits from major sports events such as the Sydney Olympics. The 

findings of this research would indicate a lack of communication between those 

national and regional organisations. Dissemination of information from national to 

regional organisations was limited, and there was a lack of a co-ordinated relationship 

between national and regional organisations. 

Throughout the thesis, sport tourism has remained the underlying theme. The 

contribution of sport and tourism to New Zealand's society has been acknowledged. 

Whilst the economic benefit of tourism has been established, the recognition of 

sport's contribution to the nation's economy is more recent. Governments and 

industry are increasingly turning toward the amalgamation of sport and tourism as an 

avenue of economic development. This research discovered that sport is not 

considered to contribute greatly to regional economic development in New Zealand. 

Nevertheless there does seem to be a growing realisation by local and central 

governments as to the benefits that sport tourism can generate. 

The range of sport tourism developments is diverse (refer to table 4.4.1, pp.136). 

Developments have been appropriate to the scale of regional communities, and 

function in the same way as mega-events within their regional context. Although the 

construction of sport facilities is often for the benefit of local community, a growing 

number of regional sports organisations are using the potential of sport tourism as 

justification for sports development. With appropriate facilities, regions have the 

opportunity to attract major events and therefore national and international 

competitors and spectators. This in turn will supplement regional tourism interests. 

Other significant tourism and economic benefits will often come from the media 

exposure and promotion of destinations hosting events. New Zealand's natural 

resources and the development of international quality sports facilities suggest the 

sport tourism potential for New Zealand is significant. 
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6.3 Recommendations 

The Olympic Games will undoubtedly be successful for the Australian tourism 

industry. Images of Sydney and Australia broadcast to a worldwide audience will 

place Australia in a very powerful position in the competitive international tourism 

market. Nonetheless, the enormous exposure and interest generated by the Games will 

be wasted unless appropriate tourism strategies are initiated. Post-Games strategies 

will become vital to capitalising upon this increased destination awareness. This is 

true not only for the Australian tourism industry but also a New Zealand tourism 

industry that was somewhat complacent in its pre-Games strategies. The New Zealand 

tourism industry must work hard in order to translate the massive exposure of the 

Australasian region into visitor arrivals. Due to the South Pacific's long-haul nature 

from many of the world's major tourism generating markets, many visitors to the 

region include both Australia and New Zealand in the same trip. As a result much of 

the world view Australia and New Zealand as one destination. Therefore, New 

Zealand should increasingly look to 'piggyback' and complement tourism strategies 

from Australia. 

From this study a number of recommendations for future research emerge. This thesis 

has examined the anticipated impacts and opportunities from the Sydney Olympics 

and the extent to which they have been pursued. To complement this study there is a 

need to assess the actual impacts and opportunities that ultimately accrue to New 

Zealand. Hence, this thesis should form the initial stage of a pre and post-Olympic 

analysis form a New Zealand perspective. Research could also include both the 

WWOTFG and the CCC as case studies. Further investigation into the strategies 

undertaken by these organisations would reveal the extent to which they were 

successful. 

Sport as with tourism is becoming increasingly important to New Zealand's economy. 

This study has demonstrated significant scope to investigate the growing importance 

of both sport and tourism to regional economic development. There is an opportunity 

to further examine the growth capacity of sport tourism in New Zealand. In the past 

decision-making concerning sport and tourism have been dispersed among a wide 

range of organisations, and sport tourism policies have a propensity to be ad hoc. This 

has led to further confusion regarding the roles of various sport and tourism 
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organisations. There is also a need for regional bodies to take the opportunities to 

attend conferences such as those organised by the Sport Management Association of 

Australia and New Zealand. Local government should attend these conferences so as 

to become aware of the growing initiatives, plans and policies that are being 

introduced to develop and promote sport tourism at both a national and international 

level. 

6.4 Concluding Statement 

This thesis has taken a unique approach to the field of event impact analysis. It has 

transpired to be an intriguing exercise in investigating the impacts of a mega-event on 

not only a region but on a country advantaged by proximity. The Olympics are a 

unique event to the South Pacific region and this thesis has provided New Zealand 

with many lessons to learn. The substantial opportunity for growth in New Zealand 

tourism suggests it will remain New Zealand's foremost and largest industry. Sport 

looks likely to play an increasing role in ensuring the New Zealand tourism industry 

continues to prosper. 
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Appendix A: Major Players 

The following is an alphabetical list of the 'major players' associated with this study 

and/or the Sydney 2000 Olympic Games. 

Hillary Commission for Sport, Fitness and Leisure: The Hillary Commission is the 

Crown agency responsible for supporting sport and active living in New Zealand. The 

commission initiates, supports and facilitates programmes and policies aimed at 

raising the quantity and quality of active participation in sport, fitness and leisure 

among all age groups of New Zealanders, at all levels of competence. It is the public 

funding agency that improves quality of life by encouraging all New Zealanders to 

participate and achieve in sport, fitness and leisure (Hillary Commission 1999). 

International Olympic Committee: The IOC is an international non-governmental 

non-profit organization and creator of the Olympic Movement. The IOC exists to 

serve as an umbrella organization of the Olympic Movement. It owns all rights to the 

Olympic symbols, flag, motto, anthem and Olympic Games. Its primary responsibility 

is to supervise the organization of the Summer and Winter Olympic Games (IOC 

2000). 

Local Government: - Local Government is largely independent of the central 

executive government. Local authorities fall into three categories - regional, territorial 

and special purpose. The Local Government Act 1974 is the statute, boundaries are 

defined by the Local government commission. Local authorities are answerable above 

all to their electorates through triennial general elections. At present there are: 12 

Regional Councils and 74 Territorial Authorities [15 City Councils (including Nelson 

as a unitary authority); 58 District Councils (including Gisborne, Marlborough, and 

Tasman as unitary authorities); and the Chatham Islands Council]. The provision of 

sport and leisure facilities such as libraries, community centers, parks and playing 

fields has long been accepted as part of the responsibilities of local and regional 

authorities. It is estimated that Local Government invests NZ$430 million each year 

in the provision of leisure services and facilities with NZ$300 million dedicated to 

physical leisure. Councils also have a tourism responsibility to help New Zealand 

build a soundly based and sustainable visitor industry. Tourism has become a vital 
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component in local government economic strategies (Consalvi Dictionary of New 

Zealand Local Government 1998). 

Major Events New Zealand: Major Events New Zealand is an initiative set up by the 

Hillary Commission and the New Zealand Tourist Board. Its mandate is to attract 

major events to New Zealand. Major Events was set up to advise government on 

possible events that might offer positive economic outcomes. It also helps to identify 

major events that national or private sector organisations could lobby and bid for, and 

then manage after securing them. It is not an event orgainser, manager or direct 

funder, but provides support in the form of research and analysis, underwriting, high

level lobbying and assistance with bid presentations and cash grants (Hillary 

Commission 1999). 

Millennium Office: The New Zealand Millennium Office was responsible for the 

delivery of the official millennium celebrations programme on behalf on the New 

Zealand Government. The programme includes the funding of the National Dawn 

Events in Chatham Islands, Mt Hikurangi (East Coast), and Gisborne City. The 

funding of a national and international broadcast programme through TV3 as the 

Official Host Broadcaster, as well as the funding of a limited number of major 

projects and events (Millennium Office 1999). 

New Zealand Industrial Supplies Office (NZISO): The NZISO is a Government 

funded organisation facilitating contact between government and industry in New 

Zealand and Australia. It promotes the government purchasing policy by providing 

information on competitive local producers of goods and services for government 

purchasers. It liaises with the ISO Network in Australia on Trans-Tasman 

opportunities. The NZISO provides Government and major project opportunities for 

local industry, by direct contact and via the Government Electronic Tenders Service 

(GETS). The ISO Network gives New Zealand and Australian manufacturers equal 

opportunity to gain tenders for projects at the Olympic Games (NZISO 1999a). 

New Zealand Olympic Committee (NZOC): The NZOC oversees the 

administration, selection, development and funding of teams that compete at Olympic 

and Commonwealth Games. 41 sports federations are members of the NZOC. 
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Educational and promotional activities are a major part of the committee's function 

(Statistics New Zealand 2000a). 

New Zealand Sports Foundation: The foundation aims to assist New Zealand's 

current and potential high performance sportspeople to succeed at international level. 

Conceived as a joint venture between the public and private sectors, the foundation 

received $11.8 million in Hillary Commission funding in the year to 30 June 1998. 

The New Zealand Sports Foundation's role and mission statement is to assist athletes 

to succeed at international level and by so doing, bring credit to themselves, their 

sport and New Zealand (New Zealand Sports Foundation 1999). 

New Zealand Tourism Board: refer to Tourism New Zealand 

New Zealand Trade Development Board (TradeNZ): The New Zealand Trade 

Development Board is renowned for the high quality of its services and information. 

The Board provides systems, databases, publications and strategic marketing advice to 

assist New Zealand exporters. The Board's services are equally valuable to investors 

exploring the reformed and liberal New Zealand investment environment (Trade New 

Zealand 1999). 

Office of Tourism and Sport (OTSP): OTSP was established to: achieve policy 

synergies between the tourism and sport, fitness and leisure portfolios; raise the 

profile of these portfolios within Government; and, realise administrative efficiencies 

by collapsing the operations of two relatively small policy units. Their mission is to: 

Champion the cause of tourism and sport within Government as 

significant contributors to the economy and society in order to 

maximise the benefits and opportunities that can be obtained from 

these important activities for New Zealand (Office of Tourism and 

Sport 2000). 

Established on July 1, 1998 the Office of Tourism and Sport and was part of the 

Department of Internal Affairs. It has since shifted into the new Economic 

Development Ministry (Otago Daily Times 2000e). 
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Olympic Business Information Service (OBIS): OBIS provides a tender 

information bulletin (preferred tenders, bid-winners, builders and others working on 

Olympic projects) compiled with the co-operation and support of the Olympic Co

ordination Authority (OCA); the Sydney Organising Committee for the Olympic 

Games (SOCOG); and the NSW Industrial Supplies Office (NSWISO) (NZISO 

1999b). 

Olympic Co-ordination Authority (OCA): The delivery of all new and permanent 

venues, facilities and infrastructure for the Games is the responsibility of the New 

South Wales Government, through the OCA which was established in April 1995. 

This Authority brought together five areas of the NSW Government that had core 

responsibilities for the provision of infrastructure and services for the 2000 Olympic 

Games (NZISO 1999c). 

Regional Tourism Organisations (RTO): Government restructuring in the late 

1980s saw the introduction ofthe RTO. They were established with a role to stimulate 

the domestic tourism market and complement the NZTB international focus. RTOS 

receive funding from both local authorities and the private sector, and mediate and 

reconcile between them both. They are made up of local government representatives, 

tourism industry people, and community groups (Kaye 1994). RTOs are usually 

associated with the Local TLA. Its roles include planning for tourism, promoting the 

region, visitor servicing and developing tourism products. There are 26 RTOs in New 

Zealand. RTOs do not necessarily follow regional boundaries. An RTO may cross 

regional boundaries (i.e. Tourism Eastland), or there may be several RTOs in one 

region (as is the case in Otago - Tourism Dunedin, Lake Wanaka Tourism, 

Destination Queenstown). 

Sport Destination: An initiative established by the Hillary Commission to assist 

regions throughout New Zealand in attracting Olympic training teams to train and 

acclimatise before the Sydney Olympic Games. 

Sydney Organising Committee for the Olympic Games (SOCOG): The Sydney 

2000 Olympic Games will be organised and staged by SOCOG. SOCOG was 

established on 12 November 1993 by legislation in the NSW Parliament (SOCOG Act 

1993) (NZISO 1999d). 
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Sydney Paralympic Organising Committee (SPOC): The organising and staging of 

the Sydney 2000 Paralympic Games to be held in Sydney between 14-24 October 

2000 is the responsibility of the Sydney Paralympic Organising Committee (SPOC). 

SPOC works closely with SOCOG on areas related to sports, venues, transport and 

medical services (NZISO 1999e). 

Tourism New Zealand 7
: Tourism New Zealand's primary operational role is 

offshore marketing. The New Zealand Tourism Board Act 1991 also requires Tourism 

New Zealand to advise government on matters relating to the development, 

implementation and promotion of strategies for tourism. Tourism New Zealand is 

responsible for co-ordinating, marketing, and promotion of New Zealand overseas as 

a tourism destination. Tourism New Zealand maintains 14 overseas offices located in 

Sydney, Melbourne, Brisbane, London, Los Angeles, New York, Tokyo, Osaka, 

Frankfurt, Singapore, Bangkok, Hong Kong, Taipei and Seoul. Industry liaison staff 

are also located in Auckland, Rotorua, Wellington, Christchurch and Queenstown 

(Statistics New Zealand 2000b). 

7 The New Zealand Tourism Board adopted the trading name Tourism New Zealand in January 2000 
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Appendix B: Travel and the Ancient Olympics 

They flocked to Olympia, the permanent setting for the Games in the 

early years coming in their hundreds from neighbouring towns and 

cities-states, and later in their thousands by land and sea from colonies 

as far away as Spain and Africa (Swaddling 1980:7). 

Aside from war and religious pilgrimage there was little need or reason for travel in 

Ancient Greece. As such, this movement of people described by Swaddling ( 1980) 

can be seen as one of the earliest forms of tourism and almost certainly the first form 

of sports-orientated travel. Although the main purpose of the Olympics, and the 

primary motives of those visiting, was to pay respect to the Greek god Zeus, as more 

events and athletic activity were added so grew the Games popularity. The Games 

continued to hold a deep religious significance, but also became a time in which 

athletic competition could be celebrated. Likewise it soon became common for 

powerful and influential people to use the convocation as a means of seeing and being 

seen. 

Although history contends that athletic gatherings were being held years before the 

first Olympics (i.e. Homer writing of the Funeral Games arranged by Achilles in, The 

Iliad), the first recorded date of any sporting event were the Olympic Games which 

were "held in 776BC and thereafter attracted thousands of visitors from both Greece 

and abroad to witness the sporting contests and other events" (Sharpley 1994:34). The 

Olympic Games were to spawn several other events such as the Pythian Festival in 

Delphi, the Isthmian Games, and the Nemean Festival. It was these four happenings 

that gave title to the Pan-Hellenic Crown Games, with events usually lasting a period 

of between three and seven days. The Olympic Games were held over five days 

including an opening and closing religious ceremony, with Barney (1996:xxvii) 

describing them as the "oldest, most enduring athletic festival in the ancient Greek 

world". 

Olympia, a sacred place near the Western coast of Greece, "was not an important city, 

being rather an assemblage of shrines and temples, a place to which all Greece 

prepared once in four years to worship the Greek gods and to attend the Games ... " 

(Holmes 1984:45). The major inhibitors of travel to Olympia and elsewhere in 
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Ancient Greece, were the danger and difficulty involved in travelling any great 

distance. Travel was made difficult by the lack of roads and signage, while danger 

was associated with thieves and warring Greek factions. Because the risks involved 

deterred people from travelling to the Games, an Olympic peace or 'ekecheiria' was 

proclaimed. This truce lasted for approximately three months before the Games and 

long enough after to protect competitors and spectators from any harm during their 

journeys to and from Olympia (McWhirter and McWhirter 1976). Because these 

travellers were in effect involved in a pilgrimage to pay homage to Zeus, as well as 

take in the spectacle of the Games, their safe passage was guaranteed and anyone 

found violating the truce was fined heavily. 

"At the start, the ancient Greeks travelled to the Olympic Games to participate in them 

as athletes, judges, or priests. There were few spectators" (Slowikowski and Loy, 

1993:35). However from approximately 500 BC, the Games started to attract 

thousands, and it soon became common practice for cities to send to Olympia, a select 

group of representatives including political leaders, scholars, artists, musicians, poets 

and merchants (Poole and Poole 1963). Through this gathering of prominent people 

the Games soon became an important forum in which discussion was made on a 

number of issues from that of military and commercial interests, to those of art and 

music. To this can be attributed increased commerce, trading and communication 

within the Hellenic world. The Games were to also bring together people from all 

walks of life. "Princes and tyrants from Sicily and southern Italy sailed up the river in 

splendid barges; ambassadors came from various towns vying with each other in dress 

and paraphernalia. The rich came on horseback, and in chariots; the poor came on 

donkeys in carts and even on foot" (Swaddling 1980:36). Some people travelled not 

only for the spectacle. As Olympia was not a permanent setting, stalls and booths 

were set up for artisans, grocers and merchants to sell their wares. And women, 

although large numbers travelled to the games, in general "did not exercise or train for 

athletics; neither were they spectators. During the great religious and athletic 

celebrations for Zeus, women were not permitted in the vicinity of Olympia" (Barney 

1996: xxxvi). 

Ancient Greek remains give heed to the popularity of these events. The stadium at 

Aphrodisias (later to be used as a Roman amphitheatre) could house more than 80,000 
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spectators, while it is believed that the tiers of the stadium in Olympia could 

accommodate between 40,000 and 50,000 people. On arrival to these events "most 

visitors looked for a suitable spot to put down their belongings and slept each night 

under the summer skies. The crowds were so great that by sunrise on the first day of 

the games there was not a single space left from which to see the events" (Swaddling 

1980:36). 

The Olympic Garnes were held every four years until the year 393AD, when they 

were stopped by decree of Roman Christian Emperor, Theodosius I. As the Greek 

Empire lost its power and status, the Garnes slowly lost their ancient and religious 

significance. Two factors attributed to the decline of the Ancient Garnes, the influence 

of Rome, and the rise of Christianity. Interference by the Romans resulted in the 

abating of religious significance and in turn reduced the Garnes to a mere revelry. 

"The Garnes instead of being patriotic and religious festivals became carnivals, routs 

and circuses" (Kieran and Daley 1973:16). Track and Field events were passed over 

in favour of the bloodier combat sports, which had gained enormous popularity 

around the time of Christ. And the original prizes such as olive wreaths were replaced 

by richer gifts assisting in the corruption of the Garnes. With the Olympic Garnes 

being a symbol for ancient paganism, the rise of Christianity saw that "attempts of the 

new religion to disassociate itself completely from most pagan reminders were largely 

successful" (Barney 1996:xxxviii). 

The world stayed basically free of global sporting events for close to 1500 years. It 

was not until June 1894 in Paris, when local man Baron Pierre de Coubertin arranged 

a meeting represented by twelve countries with the aim of creating a committee to 

revive the Olympic Garnes. It was here that the International Olympic Committee 

(IOC) was formed and Athens was agreed upon to host the first of the Modern Garnes 

in 1896. People from around the world began to flock towards the Garnes again, in 

what was to become once more the greatest sporting event on the globe. 
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Appendix C: Development of the Olympic Games 

YEAR HOST CITY Countries 
Represented 

Number 
ofSports1 

No. of 
Male 

Qqmmeti~q;r~ 

I No. of 
Female 

Competitors 
Athens l4 9 2 

Paris 46 17 I 1#06 19 
1904 St. Louis 13 14 I 681 6 
1906 Athens 20 i 11 877 

• 

7 
1908 London 22 l 21 

•• 

36 
Stockholm ' 57 

19§0 Antwerp ~9 22 
. 

78 
Paris 44 I 18 : 136 

Amsterdam 4{) 15 l : 290 
Los Angeles ~7 15 I I 127 

Berlin 49) 20 328 
1940 

London 18 )114 i 385 
195:2 Helsinki 69 17 4407 I 518 

Melbournej 72 17 2958 I 384 
Rome ' 17 47;~ I 610 
Tokyo 19 44$7 I 683 

Mexico City : 18 4750 l 781 
1f972 Munich 121 21 I 6065 I 1058 
1976 Montreal ! 21 j 4781 1247 
1C))80 Moscow i 21 l 409~ 1125 

21 5440 Los Angeles 140 . 1567 
Seoul 23 i t,i'19 2186 

Barcelona 25 I 6659 2708 
Atlanta 197 I 26 r 6797 3513 

2000 Sydney 198 I 28 n!a nla 
2004 Athens 

Sources: McWhirter and McWhirter 1976, Wallechinsky 1996, Toohey and Veal2000 

2 

4 

6 

Excludes demonstration sports. 
Women were excluded from competing in the first modern Olympics. 
Equestrian events were held in Stockholm, Sweden. 
Some sources list this as 88. Cameroon, Egypt, Morocco, and Tunisia all boycotted soon after 
the start of the 1976 after some athletes had already competed. 
Some sources list this as 81. Liberia entered but no athletes competed. 
Some sources list this figure as 160. Brunei entered one official but no athletes. 
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Appendix D: Queensland Olyinpic 2000 Task Force Homepage 

Through the tourism, business, arts, major events and 
sport sectors, the Queensland Olympic 2000 Task Force 
(Task Force) aims to identify opportunities and maximise 
the benefits for the State of Queensland from the staging 
of the Sydney 2000 Olympic and Paralympic Games. 

The Task Force, a unit within the Department ofTourism 
and Racing was established in 1993, as the lead agency 
for all Queensland Government Olympic related activity. 

The Task Force coordinates the efforts of the following Queensland Government 
departments and agencies, to address Olympic opportunities: 

• Tourism- Tourism Queensland 
• Business- Department of State Development 
• Pr~ames training and competition - Department of Communication and 

Information, Local Government and Planning and Sport 
• Arts -Arts Queensland 
• Major events- Queensland Events Corporation 

More About Us .• 

Source: Tourism Queensland (2000b) 
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Appendix E: New Zealand's Successful Olympic Sporting History 

New Zealand did not enter the Olympic sporting-scene until 1908, London, when it 

appeared as part of the 'Australasian' team. During those Garnes as an 'Australasian' 

representative, Harry Kerr became the first New Zealander to win an Olympic medal 

winning bronze in the 3,500rn walk. New Zealand's first Olympic gold medallist carne 

in 1912, Stockholm, when swimmer Malcolm Champion was placed first in the 

4x200rn relay team. Another New Zealander at Stockholm, Anthony Wilding, won 

bronze in the men's singles tennis. New Zealand's first official Olympic team 

(consisting of only four competitors) competed at Antwerp, 1920. Darcy Hadfield 

won bronze in the single sculls. The Garnes also saw New Zealand's first woman 

Olympian- 15 year old Violet Walrond, who was placed 5th in the lOOm freestyle. In 

1924, Paris, New Zealand won its first Olympic track medal when Arthur Porritt took 

bronze in the lOOm. Boxer, Ted Morgan won New Zealand's first individual Olympic 

gold medal in Amsterdam 1928, while rowers Fred Thompson and Bob Stiles won 

silver at Los Angeles in 1932. New Zealand's most memorable medal win prior to 

World War II was Jack Lovelock's gold in the 1500rn in world record time at the 

1936 Berlin Olympics. 

Yvette Williams became the first New Zealand woman to win an Olympic gold 

medal, winning the long jump at the Helsinki Garnes in 1952, while John Holland and 

Jean Stewart both won bronze in the 400rn hurdles and lOOm backstroke respectively. 

In 1956, Melbourne, Norman Read won gold in the 50k walk, while Peter Mander and 

Jack Cropp won New Zealand's first yachting gold in the 12m Sharpie class. New 

Zealand's sports champion of the century won his first gold in the 800rn at Rome 

1960. Within an hour of that victory, Murray Halberg won the gold medal in the 

5000rn. To cap a successful athletics programme, Barry Magee won bronze in the 

marathon. Snell repeated his 800rn success in Tokyo four years later and also added 

the 1500rn title, with John Davies taking the bronze in the same race. The women's 

800rn also proved successful for New Zealand with Marise Chamberlain capturing 

bronze. 

Helmer Pederson and Earle Wells won gold in yachting's Flying Dutchman class. 

Mexico, 1968 saw gold in the coxed four, while the same Olympics saw Ian Ballinger 



~~'~· · . _, ________________________ ~A~p~p~en~d~ic~e~s __________________________ 204 

and Mike Ryan winning bronze in the smallbore rifle shooting and marathon 

respectively. New Zealand rowing was again successful at Munich 1972, with gold in 

the rowing eight, and silver in the men's coxless four. Rod Dixon continued New 

Zealand's proud record on the track with a bronze in the 1500m. The Montreal 

Games in 1976 saw the boycott of several African nations due to New Zealand's 

sporting contacts with South Africa. John Walker did however continue New 

Zealand's track dominance with gold in the 1500m. The men's hockey team beat 

Australia to win gold, while the men's rowing eight followed the Munich gold with a 

bronze, and Dick Quax secured silver in the 5000m. Several western nations 

including New Zealand boycotted the Moscow 1980 Olympics in response to the 

USSR's invasion of Afghanistan. Some New Zealanders did compete however as 

individuals but none were successful. 

New Zealand's most successful Olympics to date were the 1984 Los Angeles Games. 

Canoeist Ian Ferguson won three gold, in the individual Kl 500m, with Paul 

MacDonald in the K2 500 and with MacDonald, Grant Bramwell and Alan Thompson 

for a gold in the K4 1000m. Thompson also went on to win gold in the K1 1000. 

Rowing again produced the goods with the coxless four winning gold, while the 

coxed four took the bronze. Yachting produced gold medals from Russell Coutts in 

the Finn Class and Rex Sellars and Chris Timms in the Tornado, while Bruce Kendall 

won bronze in the boardsailing. Equestrian Mark Todd, aboard Charisma won gold in 

the individual three-day event, and boxer Kevin Barry claimed silver in the light 

heavyweight division. 

At Seoul in 1988 boardsailer Bruce Kendall added gold to his medal collection. Mark 

Todd successfully defended his individual three-day event title, while the equestrian 

team captured the bronze. Ferguson and MacDonald again won gold in the K2 500, 

and also took silver in the K2 1000. Paul MacDonald won bronze in the K1 500m. 

Rowing was again successful as the men's coxed four, men's single scull and women's 

coxless pair all won bronze medals. Paul Kingsman and Anthony Mosse both won 

bronze medals, in the 200m backstroke and the 200m butterfly respectively. In 

yachting Rex Sellars and Chris Timms won silver in the Tornado class while John 

Cutler won a bronze in the Finn Class. 
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At the Albertville Winter Games in 1992, slalom skier Annelise Coberger became the 

first New Zealander (and the first person from the Southern Hemisphere), to win a 

medal at the Winter Olympics, winning silver. Later that same year at the summer 

event in Barcelona, New Zealand's sole gold medal went to women's boardsailer 

Barbara Kendall. Yachting was again successful when Don Cowie and Rod Davis 

won silver in the Star Class as did Leslie Egnot and Jan Shearer in the 470s, and Craig 

Monk won bronze in the Finn. Silver medals were also won by swimmer Danyon 

Loader in the 200m butterfly, and the three day equestrian team Bronze medals went 

to cyclist Gary Anderson in the 4000m individual pursuit, marathon runner Lorraine 

Moller, heavyweight boxer David Tua, and equestrian Blyth Tait in the individual 

three-day event. At Atlanta in 1996, Danyon Loader followed his silver in Barcelona 

with two golds at Atlanta in the 200 and 400m freestyle. In similar fashion Blyth Tait 

followed his silver at Barcelona with gold in the individual three-day event, with 

fellow New Zealander Sally Clark taking the silver, while the New Zealand team won 

bronze. Barbara Kendall added to her medals winning silver in the boardsailing 

competition. 

Sources: Palenski and Maddaford 1983; McLean 1990; New Zealand Olympic 

Council 2000 
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Appendix F: Sport Destination Web-site Introduction 

MINISTER O'f SPORT, FlTNESS AND lElSURE 
WE t i.. I NQ iO N 

As the Minister for Sport and Tourism, I see the upcoming Sydney 2000 Olympics as a unique 
opportunity for New Zealand to enhance its already creditable image on the world sporting 
and tourism stage. 

New Zealand is ideally placed to offer international sports teams access to international
standard training facilities, which are ready for immediate use and only three hours from 
Sydney. 

I am sure that your team will find New Zealand second-to-none as a pre-Games training 
venue. With the cultural and climatic similarities between Australia and New Zealand, New 
Zealand is famed for its openness and hospitality. 

I invite you to peruse this introduction to sports training in New Zealand. I am convinced that 
once you have experienced it, you will choose New Zealand as your training venue. 

Hon. Trevor Mallard 
Minister of Sport, Fitness and Leisure 

Source: Sport Destination ( 1999b) 
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Appendix G: Christchurch Training Guide Overview Supplement 

Source: Christchurch City Council ( 1999) 
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Appendix H: Wider Wellington Olympic Trade Focus Group 

(WWOTFG) 

Under the Wellington City Council, the Capital Development Agency routinely run 

projects that take place over a short period of time. The WWOTFG has the mission of 

facilitating economic benefits to wider Wellington. This is via trade, sport, and 

investment throughout the region and focused on Sydney 2000 Summer Olympic and 

Paralympic Games. In order to maximise the efforts of the group, and the results 

obtained through the groups facilitation of opportunities, it focused on the three main 

areas of trade, pre-Olympic Games training, and millennium legacy. 

TRADE - Opportunities were identified with key contact people within SOCOG, 

OCA, the New South Wales Government, and contractors who have won the major 

contracts and require sub-contractors. These opportunities present themselves in five 

main sectors: Food and Catering related items; Furnishing and related items; Services 

(promotional, secretarial, managerial, etc); Security; and Sponsors guests. 

PRE-GAMES TRAINING- Focuses on the need to attract teams and athletes to the 

Wellington region to train prior to the Olympic Games in Sydney in 2000. WWOTFG 

worked with the Hillary Commission and the newly formed Sport Destination New 

Zealand (SDNZ) to co-ordinate efforts. Regions are keen to co-operate and mutually 

promote all the Olympic training venues, making it is possible to attract whole teams 

to New Zealand and not just fragments looking for specialised facilities or services. 

MILLENNIUM LEGACY - Opportunities to attract businesses to locate their 

operations to the Wellington region have eventuated, as a result of work undertaken in 

Sydney and abroad. Liaison has begun with the New South Wales investment agency, 

which is targeting the top 500 international Chief Executive Officers to bring them to 

Sydney for the Olympics. The WWOTFG will be developing a more formal alliance 

with this agency in order to offer the visiting CEO's the opportunity to visit New 

Zealand and in particular the wider Wellington region. 

Source: Wellington City Council (2000a). 
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Appendix 1: Tourism New Zealand Initiatives associated with Sydney 

2000: a Market Breakdown 

Australia 

Visitors to New Zealand are expected to decrease, as they stay home to see the 

Games. However, Tourism New Zealand will be running the '100% Pure' campaign 

through July and August aimed toward those who would like to escape the Games 

frenzy. 

United Kingdom I Europe 

Many passengers have shifted their travel plans to October to avoid a perceived busy 

period. Despite this, bookings for September 2000 are slightly up on September 1999. 

Many tourism operators feel that the Olympics will create a similar situation to the 

Millennium (for example Australasia will be booked out, expensive and a big hassle). 

There is one company handling all the ticket sales for the Olympics in the United 

Kingdom - Sportsworld. They offer a number of four and five day packages pre and 

post to New Zealand including Auckland - Rotorua, Auckland - Queenstown, 

Christchurch- Queenstown. There is believed to be definite interest in New Zealand. 

In Germany DER Tour are the main ticket sellers. They also offer pre and post tours 

to New Zealand. No specific tactical or public relations activity underway. Will be 

involved in some public relations activity closer to the event. 

Japan 

Visitor arrivals are expected to be slightly up on last year, but the Olympics is not 

expected to have a big impact on numbers. No reported specific tactical or public 

relations activity underway. 

Asia 

Some interest in sending people to New Zealand to escape the madness in Australia. 

Working with the industry to encourage Olympic-bound travellers to visit New 

Zealand and dual-destination travellers to just go to New Zealand for longer and 
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escape Australian madness. Details of the promotion are still commercially 

confidential. 

North America 

A large number of visitors are expected to extend their tours to the Olympics and visit 

New Zealand. A large number of charter flights are operating to increase airline 

capacity. Tourism New Zealand has worked with the official Olympic wholesaler 

Cartan to ensure New Zealand is included in packages to Olympics. Reports are that 

New Zealand is featuring well in pre and post tours. 

Media activity 

• Currently undertaking a media audit to assess what media will be in Sydney and, 

who is getting coverage from whom. 

• On the basis of that audit they will put together a media plan and develop story 

ideas to ensure New Zealand is included in coverage. 

• Compiling a roll of broadcast footage of Olympics to add to their destinational b

roll to give to broadcasters to ensure New Zealand is included in coverage. 

• NBC has filmed 400 vignettes including New Zealand athletes. These are 

destinational pieces featuring New Zealand athletes in their home environment. 

Consumer 

• Planning a campaign post Olympics while the profile of the Australasian region is 

still high. It will run for the month of October, which is the only window of 

opportunity before the elections in November. 

• Running four different direct mail projects with different partners from mid July. 

Source: Tourism New Zealand (2000) 
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Appendix J: Primary Research Ouestiomtaire8 

1 Please indicate the level to which you feel the New Zealand tourism industry may benefit from 
the Sydney Olympic Games. (Please circle a number on the scale provided) 

No Benefit Moderate Benefit Great Benefit 
1 .. ...... ....... 2 ............... 3 .. .............. 4 ............ .... 5 

2 Please indicate the potential for each of the following to take place in New Zealand due to the 
Olympic Games being held in Sydney. (Please tick appropriate box in each line) 

No 
Potential 

Moderate 
Potential a ... ~ fugr¢'!~.~@ !n~m'!~!iiPiM Yl~Jt&~ ·t'P ~lYw ~t~.?liin.4 

Loss of New Zealand's workforce to Australia 
.fug,rea,seli, 'iJW~~e~t '!l!:9 PiWtiq!pa,t'\.911 in sp9fts· 
~ f?stt:ri~g 2,(~P.?..,l'!,~9~~<?J1t.~~ gro~!~. ''" . " '''" 
.l';>eqg;\!ll~Q · inl~IP@!i~n!\l'Yi§itors ~.o· NJ~w ~~;,mg 
pc~~,a~~d,~}~visi~n exp.?.,s;u~~~~LNZ W?.f.l~.~t?e , , ''"'': 

.. !mRJS\>V€14 eQ\>1!900~ reli!IJ.C!P.~· VVJ:J:J:!. Ay,o;g;,!!Ma, 
Increased awareness as a travel destination 
. c;';~~irt~.QP! QI·!WW t9tit4~~i«:~itf9n!i. J:~':'·· , . - ~--- ~ ·· 
Increased outbound tourism from NZ to Sydney 

· kq.s$" qf co11trol qfN~' ~ 'iP,tetn'iiu!'>m!l tp1JtisiJ! iml!gc:; . ,, , 
Creation of new accommodation 
fuPr¢~e.4 .foJ¢!w m,veitm~iiilc9ID.meic!!\l ~icl:YiJY ·; ' 
Decreased domestic tourism in New Zealand 

· ·· wcr:e!!~~4!n~ou,!l(i tqqfism J1:91ll"$y4n~tY tq Nt 
Creation of new sports facilities 

o··· 
0 
0 
ij 

. "Q 
0 
'0 ""''-'' 

0 
d.CL. '"·. ,,·' a .. 

d 
.... Q ·· .. .. o····· 
·n · 

0 

·g . .,~·', ' ·~· .fd ' :7 " .i'·: 0 
rj '' tJ rj 
tl ""'"'""" ij'" ., -. '"Q 
0 tJ' ,, 0 

.. ,, o · ··· o a··~~~~ 

0 0 0 

··g . 
0 
0 
d . a ·~· 

d 
~:,.·~ .. , ..... 

Great 
Potential 

a 
0 
g 
0 ····· a ......... " 
ci 

""'' 0 """ 
0 

·~ g ~ :." 
0 

3 What level of involvement should each of the following organisations have in maximising New 
Zealand's tourism potential from the Sydney Olympics? (Please tick appropriate box in each line) 

: .. iociil dov~m!li,~nto · ; 
Hillary Commission 
Miui~ns!qJn om:£~ ... T 

New Zealand Tourism Board 
' Qffi,g~. fqi :f.ol!fi.~m !!!ld:~P9rt 
Regional Tourism Organisations 
Qtqer(~) ~~~~e .~Pe'i~Y) : .. -.... """'·· ·"""-=.,...:,--= 

No 
Involvement ;, .. ,.:'" a , .. 

0 
0 
0 
0 . 
0 
0 

,,, ..•. 

0 
Q''' .'" 

,,,.: o 
0 

Moderate Great 
Involvement Involvement tirr" ."/ : " 0 ,,': r ''"' tl 

0 0 
,;:"'' 'Q J.' '"" i 

0 
t:f '''::: 
b 

·: .. 0 ''':'":',' 
o ·o 0 

0 
0 
0 

··•·· (] ' "·"''"' 

0 

9 · .. -~, . q w 'j,' 
0 0 
(] ""'' ~ ' '''"" ~,~;;t, .: .. ' "' 
0 0 
0 "' . " " ' 0 ,,, ' 

w1:>; »S »; •>> 

4 Please indicate the level of commitment you believe relevant Central Government offices and 
departments have given to maximising New Zealand's tourism potential from the Sydney 
Olympics. (Please circle a number on the scale provided) 

No Moderate Great 
Commitment Commitment Commitment 

1 . ... ...... ..... 2 ............... 3 ................ 4 ................ 5 

Please explain: 

8 Questionnaire size has been reduced to allow for margin specifications. 
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SECTION,2: S;vdney Olympic G.ames and Your Region 
lht§ s.~Qtiop; l!S~ 91! tP q,c:u:wi4~t t!x~ ~~l¢nt to wi.Ji!?.n tb~ ~' 4n~, Qt., . 

5 Please indicate the level to which you feel the tourism industry within your region may benefit 
from the Sydney Olympic Games. (Please circle a number on the scale provided) 

No Benefit Moderate Benefit Great Benefit 
1 ............... 2 .. .. ........... 3 . ............... 4 ................ 5 

6 What change do you expect in visitor numbers to your region that could be directly attributable 
to the Olympic Games being held in Sydney? (Please tick appropriate box in each line) 

Large Small No Small Large 

-J'rigr t9~tJi~ G~ti;t~~@~fQr¢ J:~ ~~P1,.-~99Qf·-~,~~~d~~~ . D~cq~,~: . .2!9~~:,m ~~0~~~~, · .. · I~,_Sf:jase 
r ~~~~e t~~:~~-~<ii~r-l!~~~~~~~~~ :r·:.~ ... · .9 : ·~· ·~ .~'"· g· ---: · :.",;~-:~=g;:~::':~ _._g~ ~· :"· =;:;;·g.JE::L: 

Please explain the reasons for the changes you have indicated above: -----------

7 Has your region attempted to attract Olympic training squads to compete, train, and/or 
acclimatize prior to the Sydney Olympic Games? (Please tick appropriate box) 

OYes ONo 

Please explain: -----------------------------

8 Has your region pursued any other of the following initiatives, associated with the Sydney 
Olympic Games? (Please tick appropriate box in each line) 

- ~-ii!QftitP.~iil~~\tq_A~m£Q:~-~iA~ - ~~-~·x .. , ; {K 

0 

A millennium taskforce considering the impacts of Sydney 2000 
R~tgiqual l:l'fO.rhjitipn 'o)?J<.cll;l~Y~si9~s ,tp 'escapt:{d!lring the <J\lme:; ,, 
International promotion regards your region's proximity to Sydney 
Jvint~.~~~mii?~~~~Jilt\Uitn~lia -~·~: <~t· . . ·· ., ·-· .,. · ·· g·:: · ~ · ··· . .. , .. 

.. ¢:'~~~}g ikt~n~~~~;fn. -~~tracts .. ~~~~j:ted,w}:"~Y=~Y 2qoo~ ···. 8 , :·-=.=_ 
0 .......... ' 

Q "' 

No 

9 Please indicate the level of significance of the events listed below in regard to your region's 
tourism industry. (Please tick appropriate box in each line) 

America's. Cup Regatta 
APEC Leaders Meeting 

No 

.... , •. ··; -:§}g~Bca!lce .. __ 
0

. 

0 0 
· NatlQnwld:~ }.41ll,ellii1V!n Qeitb{ation~ ~ ~ a · ·· o 

ij 0 
" 0 '' : r.y ;· 

0 0 

Netball WorldChampionship 
· §ydny:r ·?~()qj2~~iei~ G~rn~ 

World Under 17 Youth Cup Soccer 
Other (Plell§e ii,P~&!frt "'. ;· .. . · 0 0 

Moderate 

.§igf!}fif.~~~e .. , ~.o . 
0 

.. , .. , .. '(J 

0 

Great 
S_i_g!!!0tic;~c~ 

'· 0 
0 "' 
0 

·· o 
0 

"tl 
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s'Ecttow 3_: The reievance of spout with regard to economic development within your tegimi ' 
'Phis seetion askS you to consider the aevelopment of sport and sporting faeil@ties within your J;egion and the 
·.!iltenti.al th\} off!:lt iu te.rm1i of etlonofllic Q.evelo :men~ · 

10 Please indicate the extent to which sport (at all levels of performance) plays a part in your region's 
economic development. (Please circle a number on the scale provided) 

No Extent Moderate Extent Great Extent 
1 ............. . . 2 ............... 3 ......... .. ..... 4 ...... ...... .... 5 

11 Are any sports facility developments currently pending, in progress or recently completed within 
your region? (Please tick appropriate box) 

DYes D No ~please go to Question 12 

If YES, please list: --------------------------------------------------

Has the potential for sporting facilities to assist tourism development played any part in the 
planning of the projects identified above? (Please tick appropriate box) 

DYes DNo 

Please explain: 

12 Do any of the following apply to sport resources within your region? 
(Please tick appropriate box in each line) 

:~~~ii9~Uti-~· tP '-~~9fWaJQf.e.Ye_gt~ .~ ... -·~:~ ~~-;,--~-·- --~~ 

Resources for nationaVintemational team and athlete training 
']iP2n~ r~'iu!c~I~liif ~ifo fu~~<?~ i~ ioliiit~t attr$.9~9ii11:~§Porfmii~~iliu~~ · 

Resources for international sporting competitions 
$~iepc~~ici¥ re&Qurqe§ to 9t~et n_atiqpeJ!J.ntema~QI!att~VJ$ @d a!PJ~te§ , ' . 

Yes No 

13 Which sporting evenUoccasion do you consider contributes most to the tourism industry within 
your region? 

Please be as specific as possible: ------------------------

14 Please use the following list to indicate the extent to which the event you listed above contributes 
to your region. (Please tick appropriate box in each line) 

visitoR; · " from 
·tqwn~/cjtie§ffegtQn~ 
Nationwide visitors 
· lut~ii;i;~t;ob.at 'il§!IC!f§ 
Inte~at~onalco~petitors . .. " , 
AU~vtattng tQii!!i!§m ~J~§9Aru!!Y ~ 
Regional tourism promotion 

· til9r~~ Jgq~fP.9Qmi~rq\i!J:i9:i1.YitY 1 •. · 

Na~ioP:.'Y!~~ !el~v~~io._I},~over(lg~,. -~ . 
In,tetn'l!tion~· t~levisig~ eover~g~ · 
Other(s) (Please specify) =--~~. ... ..,...... ...,.,.._, . .. . .. ·:-~-~--- .... " '" ~-·-

No 
Contribution · a ... , ..... ,..;·a 

Moderate 
Contribution 

·~ a 

D 
tl 
0 

.Q . 
D . 

D 
.... "··;·.a "· 

D 
0 
ij 

D 
G:L 
0 

.. a .... , ... , 0 .... , .. , .. 

~2 ,·:::g %~ ~"'~"' g· ~' ' 
a : .. = "tJ"': ~~ .. 
D D 

·· a o 
-·o· o 

D 

Great 
Contribution 

, 0 

D 

D 
---~~~v ·a·)r·_~ =j~:~~~·a·~~:v;·~~~ 

D D 

II 
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Appendix K: Regional Tourism Organisations (RTO) 

Destination Northland Totally Wellington Tourism 

Tourism Auckland Destination Marlborough 

Tourism Coromandel Tourism Nelson 

Tourism Bay of Plenty Tourism West Coast 

Tourism Waikato Canterbury Tourism Council 

Tourism Rotorua Mackenzie Tourism and Development 

Destination Lake Taupo Tourism Dunedin 

Ruapehu District Marketing Destination Queenstown 

First Light Tourism Wanaka Promotion Association 

Hawkes Bay Tourism Tourism Southland 

Tourism Taranaki Tourism Central Otago 

Destination River Region Timaru District Promotions 

Tourism Wairarapa Fiordland Promotions 
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Appendix L: Territorial Local Authorities 

. fil1<lnawatu~W~rig!)lnul · 
R~gion · 

. . . 03 Strallord 
:d l$ . 

·, ;lli 
. $7 fl;mgltik$LOislrici , 
· ~ii Manil'l.•a:u Oisttiet 
:i!l Tatarua Distt!Ct · 
40 Palmemtoll North City 

· 41. .. tliltQ'Nhe!l~ll ciiSttlct 

North Island 

Sourl::G~ ·'-'.~ZMs;:;ugg . 
Lw;at<'>,ovemn•fi<llt Corrin\ission ,. 
Arrtimdedby Lci;al ~oveinm~iJt 

AnienChrJ~hrAi;t 1·992. 

~l'!~es Bay 
·Regfon· .· ... , ··: ;:··;.' · 

i,JP 1liVPi.l, D~tri.!:Nsouif!;~ilsi) 
28 Waitoa:blstrfct. :: ,., '\'., . ,, . · 

Wellin,gJon 
Regiop 

2~ , Hasting~ Dl!OtilcJ · : ~ <<·~< · · ,. · 
3o Naple~·City ,. . 
31 Central Hawkes.Bay District 
37 fl;arogitlkei tlistrim (nortl:J·el!sl) , , 

42 ·K~pi!LCoast-Oistiict 
4.3 Potitua City · 
44 U.p~t Hiltt~lty 
4!) !.ower Hult City 
46 Wellin.gloi\Clty 
41 Ma~tertQn Oisttlta 
46 Qanertpn Distrilit. 
49 Sovu .. Waitaropa DlstriC\ 
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Southland 
RestM 

7·1 . G<~:~! · Oirtr . 
t:i l.o' vert,~t~lffipity 
l3 soulhlan<l 1i;t 

We$1Coast 
fleglol1 
54' i)iiller ,p;~~;qi 
il'~ Gr~yoistij\;1 
'58 W~stlliiti! Dlstiid 

South Island 

e~nleibtiry 
fhigron 
51 lia\ko~t$ p;srtR;t 
st Hvruntil Di~tiicr ,.,,,JO!<,...._IJ ··· ·· ~'~i~~~kll~iTf District 

ctirl.tcriutcii City 
~={6~~[~'" Of5tii<ll 
AS!ifi\lfloil U.\St<let 
TlmurQ !~Si!iei' 
Mad<iiozl~ D($tri\:t 
1'1~'"'~1~ m~tll¢1 
wattakii oiS~ie~ (nor~''W~$1) 

~ =· " ·-'"~\ ® 
·li~ \Vaitakl Oist<icl {south-e,Jst) 
67 Duno>din cliy 
8~ CliJUt~ Olsliict 
69 Cenin.iblago Oislri¢1 
.70 <,'U~<>Ilslowo Lakes Drslrict 

Source: Consalvi Directory ofNew Zealand Local Government (1998/99) 
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Appendix M: RTO Questionnaire Covering Letter9 

September 3, 1999 

Dear Sir/Madam, 

Maurice J. Langley 
Centre for Tourism 

University of Otago 
P.O. Box 56 

Dunedin 

Phone: (03) 479-8417 
Fax: (03) 479-9034 

e-mail: Lanma885@student.otago.ac.nz 

My name is Maurice Langley and I am currently studying for a Master of Tourism at the 
University of Otago. For my thesis I am examining the growing relationship between sport tourism and 
associated economic development. My area of research examines the tourism and economic 
development costs and benefits that next year's Olympic Games may have upon New Zealand. The 
Olympic Games begin in Sydney on September 15th, 2000 and run through to October l't, 2000. 

This questionnaire is organised into three sections that address the impacts of Sydney 2000 on 
New Zealand, the impacts Sydney 2000 will have at a regional level, and the relevance of sport 
generally to regional economic development in this country. This study will add to the growing base of 
research on sport and event tourism, assisting organisations like your own in developing future plans on 
the possible benefits of sport tourism in your region. 

Please find included a questionnaire, which I would appreciate you completing. The 
questionnaire asks a series of questions that should only take a few minutes to complete. Please try to 
answer all questions as unanswered questions may statistically invalidate the rest of the information 
you provide. All information provided will be treated confidentially and used only for the 
purposes of this study. No region will be specifically referred to when presenting the results from 
this survey. 

Please return this questionnaire no later than 13 September. If you have any queries about 
the study, please do not hesitate to contact me. Thank you very much for taking the time to complete 
the survey. 

Yours sincerely, 

Maurice J. Langley 
(BCom, DipTour) 0 

WouJq youJ}k~ to r~eeiye ~ eQ'py of the resu~ts wb~~ av~il~J>J~? 
• • : • -·~ • •::. ,,. •• <•: •• :._.:•::>'' · : : .: :• ' .. ..< 1 ' -'· _._.-,, : >"·' X .. •... · • ' • • • • •• X ' .;, . : ' · : • ' ~--; ., ,,, ' : . : • • : 

9 Due to margin specifications, letter size is reduced and the letterhead used is shown in Appendix 0 
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Appendix N: TLA Questionnaire Covering Letter10 

September 3, 1999 

Dear Sir/Madam, 

Maurice J. Langley 
Centre for Tourism 

University of Otago 
P.O. Box 56 

Dunedin 

Phone: (03) 479-8417 
Fax: (03) 479-9034 

e-mail: Lanma885@ student.otago.ac.nz 

My name is Maurice Langley and I am currently studying for a Master of Tourism at the 
University of Otago. For my thesis I am examining the growing relationship between sport tourism and 
associated economic development. My area of research examines the tourism and economic 
development costs and benefits that next year's Olympic Games may have upon New Zealand. The 
Olympic Games begin in Sydney on September 15th, 2000 and run through to October 1st, 2000. 

This questionnaire is organised into three sections that address the impacts of Sydney 2000 on 
New Zealand, the impacts Sydney 2000 will have at a regional level, and the relevance of sport 
generally to regional economic development in this country. This study will add to the growing base of 
research on sport and event tourism, assisting organisations like your own in developing future plans on 
the possible benefits of sport tourism in your region. 

Please find included a questionnaire, which I would appreciate you completing. The 
questionnaire asks a series of questions that should only take a few minutes to complete. Please try to 
answer all questions as unanswered questions may statistically invalidate the rest of the information 
you provide. All information provided will be treated confidentially and nsed only for the 
purposes of this study. No region will be specifically referred to when presenting the results from 
this survey. 

It is important to my research that I receive your local authority's views concerning the 
economic importance of these matters. Please do not forward this questionnaire onto other authorities 
or organisations. 

'" .. , \ Please, return your ~ompi~.(eil qnest~QnQ;~ilie by;: ~: 
. ~ .. 1 . sealing it ir.' thHteepost envel9pe provided . · · 

2." Posting it as.soon as possible (no stamp required} . 
~: ,., . ' ,_ '"' ,_. ,. 

Please return this questionnaire no later than 13 September. If you have any queries about 
the study, please do not hesitate to contact me. Thank you very much for taking the time to complete 
the survey. 

Yours sincerely, 

Maurice J. Langley 
(BCom, DipTour) 

Would you like to receive a copy .of the results when available? Q Yes . O.No 
' Ifyou would plefer thell} io be sent, to you direetly, please incly,d~ your name and title. ThaR~jY0'\1 . l. , ~: . ;> '\ .. , ... .... ... '·"' .--~ l-> '\.. , :.rfl1•i: ;. -.,,: :~.'-' " -~ , w: ·_'' ·-.:•t. ·r ·::.. ., .-.·,. . "'j < ~ , ,..· ~t ;:~,. 

Name: ·· Title: · 

10 Due to margin specifications, letter size is reduced and the letterhead used is shown in Appendix 0 
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Appendix 0: Questionnaire Follow-up Letter 

UNIVRRSITY 

oiXcic) 

September 17, 1999 

Dear Sir/Madam, 

Maurice J. Langley 
Centre for Tourism 
University of Otago 

P.O. Box 56 
Dunedin 

Phone: (03) 479-8417 
Fax: (03) 479-9034 

e-mail: Lanma885@student.otago.ac.nz 

The administration of my survey addressing the development potential of the 2000 Olympic 
Games has so far received a moderate level of response. However, it is important that the response rate 
be as high as I can possibly achieve. If you have recently replied to this survey, thank you for your 
reply and please ignore this followcup letter. If you did not receive the survey or have misplaced the 
original, please contact me via e-mail and I will send you another copy. 

In order to achieve a high level of validity in my research, I require as many returned surveys 
as possible. Please remember that all the information you provide will be treated in confidence and 
used only for the purposes of this study. The survey should only take a few minutes to complete. 

Please contact me if you have any queries at all. Could you please return your completed 
survey by Friday 24th September. Thank you very much for your time and co-operation. 

Yours sincerely 

Maurice J. Langley 
(BCom, DipTour) 






