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The Value of an Olympic Logo
The Olympics are upon us. Yet there are many cities that are hoping to land a 
future Olympic Games. How do they sell themselves to the Olympic Committee? 
There are many deciding factors, but there is no denying that visuals are used 
extensively to persuade decision-makers. Olympic bid committees spend a lot 
of time and money developing logos that will tip the decision in their favor.

The following are logos of cities competing for Olympic Games. 

Based on the logo design ONLY, which 
logo/city do you PREDICT will win the bid?

Rate each logo and 
then write a five para-
graph essay explaining 
your final prediction.

KEY  
CRITERIA

Spirit of the Olympics:

To build a better world 

through sport

excellence • respect • friendship

Sport belongs to everyone

the London2012 logo cost $1 million

London’s 2012  
Olympic Logo Bashed
Criticism of the London Games’ Design 
Is Relentless
By DAVID SCHOETZ
Unveiled with aplomb Monday in North London to 
an audience of more than 700 Olympic stakehold-
ers and members of the media, the logo for the 
2012 Olympics was described by organizers as a 
worldwide invitation to the London Games.

But based on the reaction the design has received, 
many may be sending their regrets.

The jigsaw puzzle logo for the 2012 Olympic Games 
in London has ignited a firestorm of public opposi-
tion — more than five years before the Games will 
open.

The colorful design, which cost organizers nearly 
$800,000 to create, features four jagged, bold nu-
merals stacked two-by-two and reading 2012.

In the Z-like number “2” is the Olympic host city 
“london,” spelled out in lower case letters, and in 
the “O” is the five-ringed Olympic symbol.

London-based brand consultants Wolff Olins 
designed the controversial logo, which is a far cry 
from the one used by London organizers as they 
lobbied to host the 2012 Games — the third time 
the Games will be held in England’s capital city.

Words like “dynamic,” “modern” and “inclusive” 
have been used by the head of the International 
Olympic Committee, and organizers of the London 
Games to describe the ideas behind the branding 
logo.

“This is a truly innovative brand logo that graphi-
cally captures the essence of the London 2012 
Olympic Games — namely, to inspire young people 
around the world through sport and Olympic val-
ues,” International Olympic Committee President 
Jacques Rogge said at Monday’s unveiling.

Not so fast, Mr. President.
In less than 48 hours since the logo’s public unveil-
ing, opposition has been rabid.

Blogs appearing on newspaper Web sites for the 
Guardian, the Daily Telegraph and the British 
Broadcasting Corp. all blasted the design, sparking 
a steady flow of comments demanding a replace-
ment.

An online petition posted by Jonathan Ellis Mon-
day has generated more than 28,000 electronic 
signatures from around the world, many complete 
with scathing commentary, including repeated 
“Rubbish!” calls.

The criticism ranged wide. Many called the expen-
sive price tag a waste of money, claiming that a na-
tional competition would have been more appro-
priate than using an expensive professional agency. 
Others balked at the design because it failed to 
capture the British spirit, saying the design was a 
source of collective embarrassment rather than 
pride. Still others complained that the “abstract” at-
tempt was too much like a “1980s hangover.”

London organizers pushed back, with Sebastian 
Coe, a former British distance runner and head of 
the local organizing committee, urging patience.

“It’s not a logo; it’s a brand that will take us forward 
for the next five years,” Coe told BBC Radio. “It 
won’t be to everybody’s taste immediately, but it’s 
a brand that we genuinely believe can be a hard-
working brand.”

Alex Balfour, head of new media for London 2012, 
also defended the logo in a blog entry on the 
Games’ official Web site Tuesday. He called it one 
of the “biggest branding projects this decade,” 
and wrote that it would allow the marketing of the 
Games to evolve over the next five years.

“Most of all, this is a brand to live up to which will 
force us to deliver [the] Games in a way which no 
other host city has ever done — not a comfortable 
blazer badge with ‘endearing’ qualities or cute Lon-
don skylines, but a big statement of intent,” Balfour 
wrote.

“We said we’d be bold. We will be. Would you want 
it any other way?”

But the answer to Balfour’s rhetorical question 
remains a resounding “Yes” for many.

“My children could come up with a better design 
for a lot less money,” Lanette Langford of Stratford-
upon-Avon wrote on the online petition.

The branding of the London 2012 Games took 
another hit Tuesday when an animated segment of 
video, intended to promote the 2012 Games, was 
removed from the Games’ Web site over fears that it 
may trigger epileptic fits — a concern confirmed to 
the BBC by a Games spokesman.

to view all of the  
Olympic logos click here:

http://www.webdesignerdepot.
com/2009/03/39-olympic-lo-
gos-from-1924-to-2012/
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CANDIDATE CITIES ANALYZE THE LOGOS AT LEFT FOR THEIR EFFECTIVENESS • USE YOUR NOTES TO WRITE YOUR 5 PARAGRAPH ESSAY



Name                                                                                                                                                                              Date

Prediction Essay
Introduction - state your prediction and clarify your criteria

Use the information from your analysis at left
Add some information/anedotes about Olympics logos (from the articles on page 1)

Conclusion
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