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Paul Deighton became CEO of LOCOG in April 2006
and has been responsible for leading the delivery of all
operational plans according to the terms of the Host City
Contract signed with the International Olympic
Committee (IOC). He is in charge of the day-to-day
operations of LOCOG, which has included raising £2 bil-
lion from the private sector while working closely with the
Olympic Delivery Authority to ensure the Olympic Park
venues and other new infrastructure are delivered on
time and meet requirements for a successful Olympic and
Paralympic Games. 
Deighton has also led LOCOG’s relationships with key

stakeholders, including the British Government and all its
agencies, the Mayor of London, the British Olympic
Association, and the British Paralympic Association. 

Q: Paul, you’ve been at this task since almost the
day London won the bid in Singapore in 2005 and
now the finish line is in sight. While I’m sure it will be
nicer to reflect on things come September 2012, when
the Games are finished and pointed toward Sochi
2014, what are your observations on the last seven
years? How has the journey gone?
Deighton: If you had said to me that we would go

through one of the toughest economic environments
in a generation and come through the other side with
over £700m of sponsorship, that we would have sold
out in 25 of 26 sports in the first set of ticket sales, and
that we would have merchandise guarantees in place
with over 50 licensees, I would have said yes in a heart-
beat. We’re exactly where we would want to be. That’s
not to say there haven’t been some challenges along
the way and that’s not to say there isn’t still much to be
done. But we are in a great place.
Q: This interview will publish on the eve of the

London Games and readers will probably be wonder-
ing what you will still be worrying about in July when
the Games are at hand. It’s easy enough to suggest

security and final budget position but what else will be
occupying your thoughts as the Opening Ceremonies
reveal their great celebration of the United Kingdom
and Olympism? Are there marketing issues or chal-
lenges that will be ongoing right up to the start or
middle of the Games?
Deighton: I think I’ll be holding my breath slightly

during the Opening Ceremony, hoping that all goes
well. Danny Boyle and the team have got some amaz-
ing plans in place, so I’m sure it will be just fine, but I
think once the ceremony has happened, people will
relax and the sport will take over.
Q: Many Olympic observers believe that London

won the 2012 bid based on promises made to the city
of London and the children of London. At the expense
of over-working the word “legacy,” what do you think
London 2012’s lasting legacy will be? How do you
think LOCOG will be judged on what it delivered vs.
what it offered to deliver?
Deighton: I hope we will have staged a great Games,

which will be the catalyst for some amazing opportuni-
ties. Others are going to be judged on whether those
opportunities were taken. The bid was delivered by Seb
[Lord Sebastian Coe], the Government, and the Mayor
of London on behalf of the whole country. I’m proud
of the work this project has done so far to leave fantas-
tic sporting venues and a vast team of people who will
have worked on the biggest sporting event in the
world. The skills and jobs legacy is already massive and
we’re seeing many UK companies go on to win work
with other major projects. The sporting legacy will take
longer to ascertain, but the opportunity is there.
Q: Can you speak also about the new facility con-

structions for London 2012 and which ones will
remain and how they will be used after the Games are
completed? 
Deighton: The guiding principle of the bid and

beyond was that no venue would be built if it did not
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have a sustainable future. London is blessed with many
existing world-class venues which we will be using,
such as ExCeL London, the North Greenwich Arena
(known as the O2), Wembley Arena, Earls Court,
Wimbledon, and Lords. We will be building some tem-
porary venues at iconic locations such as Greenwich
Park, Hyde Park, and Horse Guards Parade.
In the Olympic Park itself we are utilizing temporary

venues for the basketball arena and water polo arena.
Most of the venues on the Park have plans in place for
after the Games. The Copper Box (handball arena) will
become a multi-sport venue, the velodrome will
become a cycling center for London, and the aquatics
center will become a swimming facility for both elite
athletes and the local community. Those venues that
don’t have legacy tenants are well on the way through
the process.
Q: From a marketing perspective, what was the

essence of the London 2012 brand you and your team
wanted the world to take away about LOCOG,
London as a host, and these specific athletic competi-
tions? Was there a unifying theme that worked for all
constituents?
Deighton: We want the Games to be remembered for

inspiring young people, for the transformation of east
London, for some world-class, memorable sport, for
showing the world how great London is, and for its peo-
ple. All of our plans are looked at through these filters.
Q: Since this Q&A is for a sport marketing journal,

can you comment on how TOP sponsors and London
sponsors came together to activate their support for
the 2012 Games? Which brands or firms surprised you
with their holistic integration or imagination?
Approximately how much collectively will these par-
ties have invested in London 2012?
Deighton: Our sponsors have created some fantastic

activation campaigns. It would be unfair to highlight
some over others, but what I can say is without these
great companies we would not be able to stage the
Games. They are providing funding, people, equip-
ment, and expertise—as well as activating their spon-
sorship in any number of ways.
Q: Staying in the marketing vein, how has Olympic

marketing evolved from Sydney (2000) to today?
While everyone expects lessons are learned along the
way, how quickly does Olympic marketing and
Olympic sponsorship change and grow from say a
Beijing (2008) or even a Vancouver (2010)?
Deighton: Things have moved on a great deal in the

last few years as marketing campaigns become more and
more sophisticated and social media has become even
more widespread. Of course we have talked to previous
Organizing Committees and spent time in Beijing and

Vancouver, but they are different markets to ours and
your program has to fit the market you’re in.
Q: Many times credit is given only at the highest lev-

els of any organization and much will be bestowed on
yourself, Sebastian Coe, and the Lord Mayor of
London when these Games are successfully completed
but are there others deserving of recognition for their
efforts in marketing or management during these final
months of preparation. A journal like SMQ is only too
happy to acknowledge the many hands that helped
build such great Games.
Deighton: The entire organization deserves credit for

what has been achieved so far. I have taken great pride
in bringing this team together and watching us grow
from a start-up organization into one which will have
6,000 employees, and meeting some of our 70,000 or
so Games Maker volunteers has been incredible. But
we shouldn’t forget that this isn’t just about LOCOG.
We work with numerous government departments, the
Mayor of London, the local authorities around our
venues, sponsors, contractors—the list goes on. It’s a
massive team effort.
Q: While the specific athletic performances of the

actual Games are still unknown, what aspect of your
job have you enjoyed the most in helping steer this
gargantuan project toward its completion? And final-
ly, where does the road lead next for you when the
final reports are submitted?
Deighton: I think pulling together the team to deliv-

er this project has been the most enjoyable aspect of
my time here at LOCOG. I believe we have the most
talented team in place and it fills me with huge confi-
dence that the Games are going to be great.
After the Games? I don’t have time to think about

that right now!


