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The Basic Steps of Involving Youth in 
Promoting Sport

#1  Know today’s youth…

#2  Know their world…

#3  Listen to them…
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#3  Listen to them…

#4  Connect learnings to the Business…

#5  Create…
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#1  Know who 
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#1  Know who 
the are…

Study Key Youth Trends
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Know who they are….

• Connectivity /     
We-volution

• Driven to Action

• Creativity / 
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• Creativity / 
Customisation

• Authenticity

• Merit Badges

• Diversity(less)
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• Connectivity / We-volution

- More group and “we” focused than any other generation in 
the past

- While today’s youth want to stand out and express their 

Know who they are…
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- While today’s youth want to stand out and express their 
individuality, they also strive to feel connected with each 
other (both locally and globally)

� While every generation has had a sense of social 
connectedness, the existence of digital tools offering 
constant communication (IM, texting, Facebook) make this a 
global reality
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• Driven to Action

- Strong sense of social responsibility and eagerness to make 
a difference

- Expect the same from corporations, products, organisations

Know who they are… 
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- Expect the same from corporations, products, organisations

- Seek out brands that are focused on making a difference, 
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• Creativity / Customization

- As a generation, youth are focused on constant change, 
and this means they think about how they’d improve/edit 
nearly everything they come in contact with

Know who they are… 
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� They have architected world-changing platforms such as 
Youtube, Facebook, WordPress, Wikipedia

- Because of their innovation-focus, they demand products 
and organisations that offer them a high degree of 
openness….the ability to co-create and see the results of 
their efforts
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• Authenticity

- They crave ‘real’.  Real stories.  Real people.  Real brands.

- Marketers must know their world and make a believable 
attempt to live in it.  

Know who they are… 
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attempt to live in it.  
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• Merit Badges

- This is not a generation that collects things. 
� Baseball cards, pogs etc. are long gone

- This generation collects moments and experiences. – and then 

Know who they are… 
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- This generation collects moments and experiences. – and then 
they like to share them 
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• Diversity(less)

- Diversity is starting to shift more from traditional measures to 
smaller, more niche subsets based upon lifestyle.  

Know who they are… 
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- Due to technology and social media tools, the way youth look, 
or where they’re from, has become less important in how they 
create a network.  

- As such, they are the first generation that has the ability to end 
traditional dispute areas like race and religion because they are 
already friends with people different from themselves.
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In summary…..
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Know who they are… 
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#2  Know their 
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#2  Know their 
world…

Know their lifestyles and how they 
connect with others
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• Digital and Wired 

• They have more information 
sources than any other 
generation

Know their world…..
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62% of 13-19’s consider themselves big 
fans of on-line social networking / blogs

61% of them blog or read blogs at least 
once a week

They spend almost 5 hours on on-line a 
week, accessing social networking sites
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• As such they are:

• Over-media’d
• Over-hyped

Know their world…..
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• Over-syndicated

• Over-delivered

…..which makes communicating to this audience a 
challenge!  
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#3  Listen to 
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#3  Listen to 
them…

Conduct Property-specific youth 
research
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Listen to them…

Olympic 
Values

Youth 
Values

• Values Links
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Excellence / Striving to achieve, and be, their best

Respect / Sharing universal human values and principles, wanting to be their best selves

Friendship / Celebrating commonalities and differences, creating communities of 
authentic relationships
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Listen to them….

• Olympic athletes can help inspire youth to particip ate 
in sports…. and beyond

• The Power of Olympic Athletes
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63% of 13-19 year olds think that:  “THE OLYMPIC GAM ES 
PROVIDE A GOOD ROLE MODEL FOR CHILDREN.”

66% of 13-19 year olds think:  “THE PERFORMANCE OF 
OLYMPIC ATHLETES ENCOURAGES CHILDREN TO 
PARTICIPATE IN SPORT”

Source:  IOC 2008 Proprietary research, 16 countries



18

#4  Connect 
the Learnings 
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the Learnings 
to the 

Business

Apply the learnings to the 
promotional plan development
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Connect the Learnings to the Business 

• Values Links:  Share and communicate the core Olympic values with 
youth in a relevant way  

• Connectivity:  Give youth new reasons to connect with and become 
engaged and involved with the Olympic Movement, both on an 
individual and community level
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• Authenticity:  Exploit the authenticity of the Olympic brand…it’s a real 
story, with real athletes, doing real & extraordinary things

• Creativity and Customisation :  Give Youth a voice in the Olympic 
Movement  Give the their “Movement” a chance to co-own our’s 

• Merit Badges:  Give youth a unique and memorable Olympic 
experience. 
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Connect the Learnings to the Business 

• Power of Athletes:  Use the power of athletes to influence youth to 
be the best they can be

• Digital & Wired:  Leverage their networks to communicate with them 
in a relevant way enabling them to share their Olympic experiences, 
be creative and be remembered 
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• Diversity(less):  Create a bridge allowing youth to come together in 
‘peaceful competition’ and transcend race, religion, etc

• Driven to Action:  Provide Olympic content that encourages them to 
prove themselves, challenge them!
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The IOC’s 2009-2010 brand campaign
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The IOC’s 2009-2010 brand campaign
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Contest and Prizes

As the Challenge is designed as a contest, there will be a range of prizes awarded for 
various levels of activity.  There will be prizes awarded for:

• Participating  (i.e. anyone who simply uploads a video).
• Those who actually beat (or come closest to beating) an athlete’s challenge.
• Those who create an original challenge

- The prizes include:
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- The prizes include:
� A trip to Vancouver 2010 
� A trip to the Youth Olympic Games 2010
� Olympic t-shirts signed by Olympians
� Official Olympic video Games
� Olympic posters
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Results as of 10 November (28 days)…

• Total site views:  218,871
• Average time on site:  5:25 (norm is :57)
• Total video views:  2,362,170
• Youtube subscribers/friends:  3,104
• Demo:  40% 13-24
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• Demo:  40% 13-24
• # Countries viewed:  200+


