Olympic Games Advertising and Firm Performance of Advertisers:
An Analysis of the Relationship and Trends

Allison Williams
Dr. Chuck Tomkovick and Dr. Rama Yelkur
ment of Marketing and Management  University of Wisconsin — Eau Claire

Abstract Results Future Research

This project focuses on whether Olympic advertisers experience stock price + Additional research could focus on long-term effects, two quarters and

gains during the event and if this only occurs during the period of the Actual vs. Predicted Stock Performance: In- three quarters past the end of the games.
Olympics games. We identified advertisers that participated in the 2000, G ame an d Control P erlod
2002, 2004, 2006, 2008, and 2010 Olympics through Google searches and * Additional research could also focus on revenues and sales generated in
with the assistance of NBC. In total 225 firms that advertised during the Paired Samples Statistics the postgame period of the year of the games in comparison to the same
previous six Olympics were included in this study. ) time frame in the previous year.
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We measured the success of Olympics advertising by evaluating stock price Pair1  FAActual 412673 225 2136816 142454 * Longitudinal analysis over a number of summer and winter Olympics
performance of firms that advertise in the Olympics. We proposed that FAPredicted 40.4632 225 20.34096 1.35606 could be conducted to see if these results are sustainable over time.
Olympics Stocks will outperform the market as predicted by the Pair?2  FAContral 416523 295 22 29602 148173

and Poor’s 500 Index in the four-week period surrounding t
tested for a four week period 13 weeks prior to each of
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Thus the results confirm that Olympic advertisers
gain during the games but not in the control perio
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Hypotheses

« H;: Olympic stocks will outperform the S&P 500 during the
period of Monday before the games through to the Friday after the games.

* H,: There will be no significant difference between the performance of
the Olympic stocks and that of the S&P 500 in a four-week period13 weeks
prior to the games.
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Paireq Difierences conference proceedings
95% Confidence Interval of the
Difference * Presented at the March 24, 2011 conference in Chicago, Illinois
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1. We identified advertisers in the 2000, 2002, 2004, 2006, 2008, and 2010
Olympic Games through Google searches as well as with the assistance e
of NBC, the television network with the rights to the games. ATHENS 2004 *Faculty Mentors — Dr. Chuck Tomkovick and Dr. Rama Yelkur

2. We used free online databases to identify parent companies of the OQS) 1-0 r i no 2006
advertiser and Yahoo! Finance to find stock prices of these companies. ™ ’
3. We only included publicly traded firms and dropped a few companies OQJO ‘

for specific reasons. N BC
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