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BIDDING : CAN YOU WIN EVEN IF YOU LOSE? IDENTIFYING THE 

LEGACIES OF LOST BIDS TO HOST A SPORTS MEGA EVENT 

CHAPTER I – INTRODUCTION 

"It is commonly held view that the toughest Olympic event is the marathon...[but by 

comparison] there is another Olympic event which makes the marathon look gentle. It has 

only a handful of competitors, lasts many years, is fought out in every continent of the world, 

and ends with the presentation of just one medal."
1
 

Modern development has shown that there is a certain phenomenon of cities which try to 

reposition themselves by means of large international sports events. From the 1980s onwards, 

hosting of large events has acquired a special status in the overall "cultural proliferation" of 

cities. Due to the fact that competition between cities has significantly increased over the last 

decades, cities tend to put more effort into obtaining the honor of hosting large events. Today 

the bidding for sports events has become a media event in itself. Cities enjoy an exceptional 

opportunity by attracting local, international and global media attention.
2
 

What drives some cities and countries to bid for major sporting events, even when they don’t 

stand a chance of hosting them? Is it prestige, vanity or a drive for financial investment? 

There are different reasons that motivate bidders to take part in the competition even when 

they are aware that their chances are not very strong. Examples include putting the city or 

country on the map, showcasing the region, promoting the political system, creating new 

trading partners, attracting investment, boosting tourism, creating jobs and business 

opportunities, promoting sport in a nation, driving social changes, urban renewal or building a 

legacy of sports infrastructure.
3
 Cities or countries bid to gain a reputation as "serial" bidders, 

in order to have certain stake when entering other bids that they can possibly win or to build 

up a reputation of losing to put pressure on the decision makers. 

Since 1984, fourty cities have bid for the Summer Olympic Games: 32 lost and 8 won. Losing 

a bid to host mega event is sometimes erroneously judged by the public opinion as a failure of 

the bidding country or city. This way of thinking often prevents some cities to apply for a 

bidding procedure due to the fear to be unsuccessful. Nonetheless, there are many examples 

                                                           
1
 R. Scott cited in P. R. Emery, Sport in the city. The role of sport in economic and social regeneration, 

Routledge, 2001 
2
 Ibid 

3
 Preuss Holger, "Lasting effects of major sporting events", http://www.idrottsforum.org/ (2006) 

http://www.idrottsforum.org/
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of cities which have gained legacies from unsuccessful bids. While there is always a certain 

number of key success factors for getting the rights to host a mega sports event, having a 

second agenda prior to entering a bidding campaign should be one of the priorities for every 

competitor. Whatever the size, a bid can be a stage for a city to "perform" and gain exposure. 

This is a tremendous opportunity whether or not the bid is ultimately successful.
4
 

1.1 THE RESEARCH PROBLEM 

The race for the rights to host a sports event is an issue of submitting bid documentation. The 

overriding problem concerns the fact that in a long-term competition for the right to host an 

event there is only one winner whereas every other candidate is still under an obligation to 

invest a lot of money for the bid campaign. The cost of bidding is constantly increasing
5
 and 

from the IOC’s perspective this should be of long-term concern because, if bidding becomes 

unattractive due to associated costs being too high, it might reasonably be assumed that fewer 

cities will be prepared to bid in the future. This will leave only a relatively small number of 

the world’s major cities with the capacity to stage these spectacles. 

Submission of the bid for the rights to host a major sports event implies strict compliance with 

the requirements of the particular governing body. These requirements may not always be the 

same as the vision of the city or the hosting country. A range of issues arise in this respect – 

can there be a contradiction between hosting of a sports mega event and the human/urban 

development? Can a mega sports event represent an extraordinary investment for cities which 

is worthy of extensive taxpayer support? 

Whitson and Horne conclude that the calculation of sports mega event profits and losses is 

seldom transparent, and  always complicated by what additional costs  are included in the 

accounting.
6
 It is worth noting, moreover, that even though Olympic cities today get far more 

financial support from the IOC than they did in the past, cities that win the right to host 

Olympics do so only by promising to provide facilities and services that still require large 

investments by host governments. 

                                                           
4
 Greg Curchod and others, Developing a winning sports event strategy - a four step approach for successful 

bidding and hosting, (Switzerland, TSE Consulting publishing, 2010) 
5
 Guy Masterman, "Losing bids, winning legacies: an examination of the need to plan for Olympic legacies prior 

to bidding", The International Centre for Olympic Studies, (2008)  
6
 D. Whitson & J. Horne, "Underestimated costs and overestimated benefits? Comparing the outcomes of sports 

mega-events in Canada and Japan", Sociological Review, (2006), p. 71-89 
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Although legacies of lost bids is a relatively new topic for the sport governing bodies, there 

has been an increasing concern with respect to the issues of "white elephants", public debts 

and inflation associated with hosting of a mega-event.
7
 As far as the unsuccessful bids are 

concerned, the IOC has recognized the potential problem of over-spending and lack of vision 

of the bidding committees, thus introducing one special question in the 2020 Candidature 

procedure and questionnaire: "What will be the benefits of bidding for the Olympic Games for 

your city/region, irrespective of the outcome of the bid?"
8
 This problem which is central in 

our thesis, should be considered by other stakeholders in sport due to the nature of its 

importance for the future of sports events. 

1.2 RESEARCH AIM 

The specific aim of this research is to prove that certain measurable positive legacies of lost 

bidding processes to host a mega-sports event do exist. In order to achieve the research aim, 

the following objectives were set: 

 To determine specific categorization of potential positive and negative legacy that 

a city/country can gain from losing a bid; 

 To make an analysis and to provide specific examples of legacy categories of lost 

bids; 

 To make recommendations for bidders to secure a winning legacy for their bids. 

1.3 SCOPE OF THE STUDY 

This study will focus on the principal research aim. The scope of our study will concentrate 

on the legacy of lost bids in the cities/countries. Furthermore, the study will be based on the 

bids for the rights to host the sports mega events, such as Olympics, FIFA World Cup and the 

UEFA European Championships. These events were chosen due to the nature of their 

internationality, magnitude and the effect on bidding cities/coutnries. Additionally, the 

research will also explore the above-stated research objectives. Targets of this study are the 

OCOGs, International Federations, NOCs, bidding cities, consultancy companies and other 

organizations involved in sports event management. 

                                                           
7
 M. Malfas, E. Theodoraki & B. Houlihan, Impacts of the Olympic Games as mega-events, Municipal Engineer, 

2004, p. 209-220 
8
 "2020 Candidature acceptance procedure", International Olympic Committee 

http://www.olympic.org/Documents/Host_city_elections/2020_CAP.pdf  (accesed 28 May 2011) 

http://www.olympic.org/Documents/Host_city_elections/2020_CAP.pdf
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1.4 RESEARCH QUESTIONS 

Overriding question: 

Are there positive legacies of losing a bid to host a sports mega event? 

Secondary questions: 

 Why do cities/countries bid to host sports mega events? 

 What is the motivation to bid for a hardly successful candidate? 

 What do cities/countries implement after losing the bid process, if any? 

 Does a participation in a bidding procedure in itself, create any legacy? If yes, 

what sort?  

 What lessons can a city/country learn for the future to secure a legacy from a sport 

mega-event bid? 

1.5 RESEARCH METHODOLOGY 

Quantitative and qualitative research methods were used for this study. Data was collected 

and analysed from primary and secondary sources. A thorough search of relevant literature 

was carried out on the various aspects of bidding, particularly its regulation within the 

governing bodies. A sample questionnaire was sent to 80 (eighty) cities (Appendix 1). 

Additionally, interviews were conducted with representatives of consulting companies 

specializing in bidding (Greg Curchod, Director, TSE Consulting Switzerland; Peter Hargitay, 

Consultant), the governing bodies, such as FIFA and the IOC, leaders of bid campaigns (e.g. 

Leader of Manchester 1992, 1996 and 2000 Olympic bid campaigns Sir Robert Scott; Michele 

Uva, Leader of the Italian bid for EURO 2016) and other sport industry experts. This 

information laid the foundation for the qualitative data, including the material available during 

lectures of the FIFA Master programme. 

1.6 LIMITATIONS 

The following limitations regarding this Project were established: 

 There were time constraints associated with the Project, which limited the data 

collection process. Not all stakeholders were able to discuss the research with the 

Authors before submission deadline. 
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 The Project does not provide a mathematical measurement of legacies (tangible, 

intangible or other) of losing bids. 

 The Project is mainly focused on cases related to Olympic bids. 

 Due to the sensitive nature of information concerned with the topic and staff rotation 

within the IFs, OCOGs, LOCs as well as city municipalities, authors faced a problem 

of access to certain resources and limited chances to conduct surveys or interviews. 

1.7 STRUCTURE 

The Project will be divided into four chapters. Chapter One introduces the problem statement 

and the purpose of the Project. The research aim and objectives are outlined, while a brief 

analysis of the research design and methodology is presented. Chapter Two focuses on the 

emergence of bidding with special attention placed on its historical development as well as 

the contemporary situation. The motivation behind bidding for events is also analysed. This 

chapter also focuses on legal aspects of bidding in sport, such as the intellectual property 

matters and the host city/country selection criteria. The categories of different potential 

legacies from losing a bid to host a sports mega event are outlined in Chapter Three. Each 

category includes different examples, where a city/country that lost a bid experienced a 

specific type of legacy. The part of Conclusions in Chapter IV serves to summarize the ideas 

of the Authors and provide recommendations. 
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CHAPTER II – THE BID PROCEDURES 

2.1. CONCEPT OF A MEGA EVENT 

Early studies on mega-events were commenced in the 1970s and focused on tourism
9
 and its 

classification based on duration. Later, in the 1980s, the studies included events on the merit 

of a size or scale.
10

 According to Ritchie
11

, hallmark events can be defined as "major one-time 

or recurring events of limited duration, developed mainly to enhance the awareness, appeal 

and profitability of a tourism destination in a short and/or long term". 

Mega events are also classified as exceptional public events
12

, which can be categorized based 

on (a) spectator capacity (an open or restricted capacity event, or a single or multi-site event), 

(b) duration and (c) location. According to M. Roche, mega-events are best understood as 

"large-scale cultural (including commercial and sporting) events, which have a dramatic 

character, mass popular appeal and international significance."
13

 

According to Horne, major sports events include the summer Olympic Games and the FIFA 

football World Cup Finals, as well as other, "lower order", though major international, sports 

events such as the Winter Olympics, the UEFA football championships, the Commonwealth 

Games and Track and Field World Championships.
14

 

The rights to host a mega event are awarded after a bidding race among several competitors. 

The paper now turns to a greater analysis of the bidding procedures with a particular focus on 

historical development of bidding and the contemporary context, specifically the motivation 

of bidding by cities or countries. 

                                                           
9
 Erten Sertac, "Spatial analysis of mega-event hosting: lessons from an Olympic host city (Athens) to a 

continual Olympic bid city (Istanbul)", VDM Verlag Dr Muller, 2010 
10

 B. Ritchie, "Assessing the Impact of Hallmark Event: Conceptual and Research Issues", Journal of Travel 

Research, Vol. 23, 1984 
11

 Ibid. 
12

 "Transport and exceptional public events", International Transport Forum, 

http://internationaltransportforum.org/pub/pdf/03RT122.pdf (accesed  23 June 2011) 
13

 M. Roche, Mega-events and modernity (London: Routledge, 2000). 
14

 J. Horne, "Material and representational legacies of sports mega-events: the case of the UEFA EURO football 

championships from 1996 to 2008", Soccer and society, (2010) 

http://internationaltransportforum.org/pub/pdf/03RT122.pdf
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2.2 DEFINITION OF A BID 

To bid means "to make an offer of; to propose, specifically: to offer to pay (a certain price, as 

for a thing put up at auction)."
15

 

The bidding process in sport is the competition between cities or countries for the rights to 

host sport events. A bid is the overall offer from a city/country to a governing body with an 

objective to convince the stakeholders about the possibility to host the event. The timeframes, 

conditions and decision makers involved in such competitions vary depending on type of 

event, political situation and, often, the context within the governing bodies. 

2.3 HISTORY OF BIDDING PROCEDURES IN SPORT 

The importance of bidding is rising proportionally to the popularity of sports events. The 

complexity of procedures is changing and increasing constantly, particularly in the case of 

mega-events where the invitation to bid is announced several years before the actual hosting 

of the event. 

Bidding in sport is important in order to secure a result, according to which the strongest and 

most competent participant will win the competition in a fair and transparent manner for the 

overall benefit of sport, the fandom and the governing bodies. The history of bidding is 

essential to consider for a better understanding behind the evolvement of the institute of 

bidding and its meaning for the stakeholders. 

2.3.1 BIDDING TO HOST THE OLYMPIC GAMES – WHY AND WHEN DID IT START? 

As we mentioned before, bidding is a result of the rising importance of the event. It is vital to 

consider development of sports events throughout the history. This section will examine the 

reason behind the rising significance of the events. 

The culture of the mega events in general started in the nineteenth century after the industrial 

revolution. This brought development and progress in many aspects of life due to the new 

transportation and communication technologies which transformed the circulation patterns of 

goods and people, as well as the ability of the engineers to build new facilities with high 

capacity. All these elements opened the door for international trade and investment. 

                                                           
15

 "Bid", Online Dictionary http://onlinedictionary.datasegment.com/word/bid (accesed 18 June 2011) 

http://onlinedictionary.datasegment.com/word/bid
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"Technological developments of the 19
th

 century brought about new concepts of mass travel 

and mass tourism."
16

 

Industrial progress created the platform for the international’s mega events which were 

initially the World Expositions, first staged back in 1851. The World Expo had a great 

influence on the first hallmark sport event (Olympic Games). The Games were held within the 

international exhibitions event due to the lack of opportunities to construct purpose-built 

facilities for a sports event. 

The Olympic Games as an international’s mega event was started by Baron Pierre de 

Coubertin. His idea on the Olympic movement was constructed on the basis of modernity, 

humanity, rationality and progress.
17

 Coubertin held a grand conference at the Sorbonne in 

Paris in 1894 to  establish the new Olympic Movement and he decided to organize the first 

modern Olympic Games in Athens in 1896.  

Coubertin wanted to use the example of ancient Greece as a way of creating a new kind of 

international event. The concept of international sport event did not exist at the end of the 19
th

 

century. For this reason, Coubertin decided to link the second Olympic Games to the 

"Exposition Universelle" to be held in Paris in the summer of 1900 by exploiting the success 

of this event and to mark the new century with the name of France. 

At the inception of the Olympic Games no bidding procedures existed. The rights to host an 

event were granted based on a subjective decision of the IOC during the first three edtions of 

the Games. Linking of the Olympic Games to the World Exhibitions was one of the initial key 

success factors of the Olympic Movement. 

Between the 1
st
 and the 2

nd
 World War, the participation of Europeans in sports has been 

rapidly increasing due to the growing of leisure time after the introduction of a shorter 

working week. This was proven by creation of other international sports events alongside the 

Olympics. 

In the 1930s the international Catholic sports movement claimed over 2 million members. 

Besides, there were protestant and Jewish sports movements and two workers’ sports 

international associations. Red Sport International which was run from Moscow and the 

                                                           
16

 John R. Gold and Margaret M. Gold, The Making of Olympic Cities ( Routledge, 2011) 
17

 Segrave J. O., "The (neo) modern Olympic Games: the revolutions in Europe and the resurgence of 

universalism", International Review for the Sociology of Sport 35 (2000), p. 268-281 
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Socialist Workers Sport Movement had 2.6 million members in 1931.
18

 With the development 

of photojournalism. The press took an ever greater interest in sport whilst the spread of radio 

meant that for the first time millions could be "virtual spectators" at live events. 

An analysis of this period indicates that hosting international sport events became important 

for the cities. In the beginning, the impact of international sport events was intangible and 

connected to the promotion of the cities, which was illustrated in the case of Paris Olympics 

1900. Afterwards, this impact took tangible forms, mainly due to the political influence, 

illustrated by the Berlin Olympic Games of 1936. 

2.3.2 THE SIGNIFICANT DATES 

The bidding history with the Olympics can be divided in 5 phases. The first phase started 

from 1886 to 1944. About 39 cities applied in total with average of 3 cities for each edition of 

the Olympic Games with the fact that the Games were still relatively small. The second phase 

(1948-1972) was characterized by the increase of bidding cities with an average of 6 cities for 

each edition of the Games which is double the number of first phase. The cost of hosting the 

events became higher which affected the next phase. The third phase started with the Games 

of Montreal 1976 and ended with the Games of Seoul 1988. The trend of applicants was in 

decrease with an average of two cities per each Olympics which came almost exclusively 

from industrially more developed countries.
19

  

"For the Olympics of 1984 there was only one candidate, Los Angeles. The lack of interest in 

staging the Games was felt to be an indication that the Olympics were becoming too large and 

expensive to host, as well as due to political interference and terrorism issues."
20

 

"The Los Angeles Olympic games was a turning point" declared Sir Robert Scott, the head of 

Manchester bidding committee, saying that the financial success of the Los Angeles Games 

encouraged Manchester to study the idea of bidding
21

. 

The fourth phase started in 1992 and was closely connected to the financial success of the Los 

Angeles Olympics. The trend of bidding began to increase again and this time not only the 

capitals and big cities were bidding but also the "secondary" cities participated in order to 

                                                           
18

 Richard Holt, Political History of Sport (The FIFA Master Red Book) 
19

 Arne Feddersen et al., "The empirics of key factors in the success of bids for Olympic games", Revue 

d'économie politique (2008), p. 171-187 
20

 S. Essex and B. Chalkley, Olympic Games: Catalyst of urban change, (1998) 
21

 Robert Scott, head of the Manchester 1996 and 2000 bid committee, has been interviewed on May 27
th

, 2011 
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progress in the national and international urban hierarchy.
22

 The new era of broadcasting and 

huge sponsorship contracts as well as the positive legacies of the Barcelona 1992 games in 

terms of urban regeneration and infrastructure attracted a lot of cities to bid. The average of 

bidding cities was about 8 cities for each Olympics. 

Phase 5 begins in 2004 after the IOC corruption scandal  of the Winter Games of Salt Lake 

City. This scandal lead to strategic changes in the bidding process by dividing it into two 

phases since this date (the applicant city phase and the candidate city phase). The fifth phase 

also witnessed the change of policies under its new president Jacques Rogge who has set 

himself the target of reducing the costs and the size of the Olympic Games.
23

 

Graph 1 summarizes the development of the numbers of applicants in the five phases. The 

upwards trend in applicant numbers in the second phase can be seen clearly, with the double 

of applicants, on average, for the Olympic Games in the second phase, compared with the first 

phase. The digressive development in the number of bids during the third phase and the 

renewed rise in bid numbers since the fourth phase are also clearly noticeable. 

2.3.3 BIDDING TO HOST THE FIFA WORLD CUP – WHY AND WHEN DID IT START?  

FIFA World Cup is one of the most important events worldwide. Nowadays, many countries 

are willing to host this prestigious event. Today the competition is not only on the pitch 

between the athletes but also between countries during the bidding phase. 

                                                           
22

 Shoval Noam, "A New Phase in the Competition for the Olympic Gold: The London and New York Bids for 

the 2012 Games", Journal of Urban Affairs (2002), p. 583–599 
23

 Waldbröl H.-J., "Leipzig ist nicht zu klein für Olympische Spiele", Speech of Jaques Rogge, President of the 

IOC in FAZ, 2003 
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By looking to the beginning of the 20
th

 century, industrialization was a common success 

factor of all the world’s mega events, due to the development of all means of communications 

and transportations. In the initial stage, the Olympics depended on the success of the World 

Exhibitions as an international event until it proved its success as independent unique event. 

Likewise, the World football championship depended on the success of the Olympics. 

When FIFA was formed in 1904, it took almost three decades to start its own real 

international competition. In that time, the Olympic tournament was the only chance for the 

countries playing football to participate in an international competition. The problem with the 

Olympics was its amateur conception, which was contradicted with the professionalism of 

football, which was rising rapidly. 

FIFA and the International Olympic Committee started to have some problems together due to 

the issue of control of the Olympic football tournament. "International football can no longer 

be held within the confines of the Olympics and many countries where professionalism is now 

recognized and organized cannot any longer be represented there by their best players."
24

 

FIFA considered Delaunay’s proposal and announced to run its own competition. By looking 

to this decision of FIFA, it is clear that it came after the Amsterdam Olympic Games, in 

which football proved by far and away to be the most popular event. 

The new sports mega event would be opened to the whole world – and not only Europe, and 

the countries started to prepare themselves to the first bid as there was a number of European 

countries which had expressed some interest in hosting the event. However, the financial risk 

prevented them from proceeding because they were not sure yet about both tangible legacy 

and intangible legacies. FIFA awarded the hosting rights of the World Cup to Uruguay which 

was ready to contribute financially by offering to pay the expenses of visiting teams and build 

a new stadium for this event. Uruguay was chosen not only for its Olympic gold medal wins 

in 1924 and 1928 but also because the country was celebrating its 100
th

 anniversary of their 

independence in 1930. Just like in the first editions of the Olympic Games, the first FIFA 

World Cup had a promotional significance.
25

 

                                                           
24

 Henri Delaunay, General Secretary of FIFA in 1926, in David Goldblatt, The Ball Is Round: A Global History 

of Football, (Penguin, 2007) 
25

 "History of FIFA – The First FIFA WC", on http://www.fifa.com/classicfootball/history/fifa/historyfifa4.html 

http://www.fifa.com/classicfootball/history/fifa/historyfifa4.html
http://www.fifa.com/classicfootball/history/fifa/historyfifa4.html
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2.3.4 THE SIGNIFICANT DATES26 

The FIFA World Cup has historically involved less active bidding than Olympics due to the 

intermediary role of the continental associations and agreements on intercontinental rotation. 

The World Cup championship has been awarded every four years since the first tournament in 

1930 (except in 1942 and 1946 due to World War II). 

The bidding history of the World Cup witnessed different changes in four different phases. 

The first phase (1930-1974) is characterized by a small number of bidders and a principle of 

rotation between Americas and Europe. 

The first World Cup was held in Uruguay and the next two World Cups were both held in 

Europe – Italy, 1934 and France, 1938. This was controversial, as American countries 

believed that the World Cup should rotate between the two continents. Both Argentina and 

Uruguay thus boycotted the tournament in 1938. During the 1942 World Cup, Brazil and Nazi 

Germany bid to host the World Cup but the event was cancelled due to the 2
nd

 World War. 

After resuming the World Cup in 1950, FIFA began a pattern of alternation between America 

and Europe to avoid any future boycotts or controversies. This system continued until 2002. 

The 1950 World Cup was hosted in Brazil. This was due to the reason that Brazil won the 

rights to host the World Cup in 1942 which was later cancelled because of the war. The 1950 

World Cup was awarded to Brazil by the FIFA Congress and simultaneously the hosting 

rights were granted to Switzerland for the 1954 tournament, who was the only bidder. In 

1958, there was only one bid also and the World Cup was given to Sweden. In 1962, there 

were three bids from Argentina, Chile, and West Germany. The latter withdrew later on 

because of the rotational principle in force at that time. Chile won the bid. After winning of 

the bid by England in 1964, the next four World Cups (1970, 1974, 1978 and 1982) which are 

in between the first and second phases,  have seen the same bidding countries every year, such 

as Argentina and Mexico from America, Spain and West Germany from Europe. Each of 

these countries won the bid once. 

The second phase (1974-1986) is characterized by the change of the decision making body, 

i.e. the Executive Committee. 

                                                           
26

 See Appendix 2 for the history of the FIFA World Cup announcement decisions 
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In 1974, Joao Havelange replaced Stanley Rous as President of FIFA and it was the first time 

that the decision was taken by the FIFA Executive Committee, which gave the World Cup to 

Colombia later on. When Havelange was elected as FIFA President, a lot of changes 

happened in the football world, especially in the World Cup competition. Havelange 

increased the number of participants in the World Cup and also the members of FIFA due to 

his great attention to the African countries. One of his main goals was to reduce the gap 

between developed and less developed countries as well as to make FIFA a valuable 

organization economically through the sale of TV rights and sponsorship contracts. All these 

elements affected the value of the World Cup and attracted a lot of countries to bid in order to 

host the games. In 1982, Colombia withdrew after being selected to host the 1986 World Cup 

due to financial problems, less than four years before the event was to start. A call for bids 

was sent out again, and three countries were interested to bid which are Canada, Mexico and 

United States. The winner was Mexico. 

The third phase (1990-2002) is characterized by an increase in the number of bidders due to 

the globalization and the commercialization of football, which made the World Cup bidding 

process more important and competitive. Changes of the bidding trends were the direct 

consequences of Joao Havelange’s vision and activity. 

In 1990, the World Cup was hosted by Italy. The decision was made in 1984 to the benefit of 

Italy amongst four other candidates. The World Cups 1994 and 1998 were held in the United 

States and France. 

The fourth phase (2002-2022) is characterized by a larger increase in the number of bids for 

the reason that FIFA allowed joint bids as well as for the fact that members of other 

confederations had a realistic possibility to win the bidding race due to the policy of 

geographical expansion of FIFA. 

In 1996, there was a first joint bid approved between South Korea and Japan to host the 

World Cup 2002 which was also the first World Cup in Asia. South Africa, which lost its bid 

to host the 2006 World Cup against Germany by only one vote, succeeded in winning the next 

bid for hosting the 2010 World Cup –  first World Cup in Africa. 

Brazil was the only bidder for the 2014 World Cup due to the rotation policy of FIFA. The 

World Cups 2018 and 2022 have been selected together in 2010 and joint bids were allowed 

again after they were banned in 2002 but under the condition of having one organizing 
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committee. Russia was awarded the 2018 World Cup and Qatar won the bid for 2022, and 

will be the first Arab country to host this mega event. 

The historical analysis of bidding provides an overview of the general development of the 

bidding instrument within the framework of global sport expansion and growth. The next 

logical step in the paper is the review of the modern situation in bidding.  

2.4 THE BIDDING PROCESS TODAY 

The bidding process for sports mega-events – Olympics, FIFA World Cup and UEFA 

European Championships – has some common features nowadays despite structural and 

organizational differences, which are important to highlight
27

: 

 Invitation to submit the letter of interest to a sports governing body; 

 Different stages (such as the national-international, applicant-candidate); 

 Submission of "bid books" - a collection of candidature files that outlines how the 

city/country plans to stage the event, including venues, budgets, marketing, public 

support, environmental issues and more broken down into multiple themes. The bid 

book can be several hundred pages in length and forms the basis the bid 

city's/country’s proposal
28

;  

 Organization of workshops and seminars for bidders; 

 Official site visits by the evaluation commissions; 

 Presentations by the bidders; 

 Acceptance of the winning bid by the international sport governing body; 

 Signage of host city contract(s). 

The table below illustrates the differences in bidding procedures between three different 

organizations – FIFA, UEFA and IOC. 

Bidding for sports events has become a big business nowadays. A lot of sport consulting 

companies became specialized in the bidding process and they are in charge of preparing the 

bidding file, assisting bidders with communication campaigns and lobbying for collecting the 

votes from the governing bodies. 

                                                           
27

 P. R. Emery, Bidding to host a major event: Strategic investment or complete lottery, (New York: Routledge, 

2001), p. 93 
28

 "Borjomi 2014 Optimistic About Bid", Games Bids 

http://www.gamesbids.com/eng/index.php?news=1145733685 (accessed 25 May 2011) 

http://www.gamesbids.com/eng/index.php?news=1145733685
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Although the phenomena of these companies has improved the level of the bidding files, the 

cost of the bid has considerably increased at the same time. 

Besides the fact that attraction of sports events has become a business on its own, it must be 

underlined that the very fact of participation in bidding entails numerous complementary 

benefits, which influence the decisions of the cities/countries to embark on certain sport 

campaigns.
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29 Bid Procedure for the Games of the Olympiad of 2016 

For the 2016 Bid Procedure, it started on September 13th, 2007 and ended on June 4th, 2008 
30 For the Euro 2016, the official invitation to bid started on December 15th, 2008 and the appointment of host association was held on May 27th, 2010. 
31 Jérome Valcke, General Secretary of FIFA, FIFA Circular; January 15th, 2009 
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32 The exhaustive ballot is a voting system used to elect a single winner. Under the exhaustive ballot the elector simply casts a single vote for his or her favourite candidate. However if no candidate is supported by an 

overall majority of votes then the candidate with the fewest votes is eliminated and a further round of voting occurs. This process is repeated for as many rounds as necessary until one candidate has a majority. 
33 Joseph S. Blatter, speech at the 61st FIFA Congress, June 1st, 2011 
34 Press Conference in Qatar on December 16th, 2010, http://www.fifa.com/worldcup/qatar2022/news/newsid=1353004/index.html 
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2.5 MOTIVATION FOR BIDDING 

2.5.1 WHY DO CITIES BID TO HOST SPORTS MEGA EVENTS? 

There are various reasons justifying the choice to bid for mega events. Usually such motives 

are related to the possible positive impact of the event on the city/country. The phenomenon 

of bidding to host sports mega events has become part of many cities/countries development 

policies. Nowadays, more and more regions have become interested in attracting sports mega 

events as they are seen as effective vectors of economic and tourism developments. Many 

regions now consider hosting of sports events as a way of ensuring their sustainable 

development and the bid acts as a mean to push the vehicle of this development faster and 

more efficient. Hosting a sports mega event can lead to economic, societal and urban impacts, 

such as attraction of local or foreign investments, boosting tourism, creating jobs and business 

opportunities, promoting sport in a nation, driving social changes, urban renewal, etc. For all 

these reasons, hosting the event is the main motivation to bid. Apart from that, the authors 

determined four general motivations of bidding apart from the obvious reason of motivation 

to host the event as such: 

 Promoting of the bidding city/country: This aspect is one of the main points 

especially given the fact that it is intangible and very connected with the idea of 

bidding itself, apart from the fact of winning or losing. By bidding for international 

sports mega event, the city/country is putting itself in the international sports world 

and usually each city/country chooses a theme for its promoting campaign – culture, 

tourism, peace, nature, etc. – according to the message that they want to deliver 

through the bid. 

 To develop training, research for future usage: The data and research developed 

during the bid can be useful in the future for different purposes of the city/country. 

The training, research and human resources may be used in a lot of other activities 

and future events. 

 Urban regeneration and infrastructure improvement: Urban regeneration enables 

the cities/countries to rebuild their infrastructure in a much quicker way than it would 

have been able without connection to the event’s bid. 
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According to the survey conducted by the authors which involved 80 cities around the world, 

main reasons for bidding to host sports mega events are promotion of the city and building 

relationships in the sport world (cf. Appendix 1). 

All these motives may lead to specific legacies of the bid, which will be examined in greater 

detail in the following sections. 

2.5.2 TYPES OF BIDS 

To understand the reasons behind bidding, a differentiation between different types of bids 

must be drawn. Bids can be classified into four main categories
35

, although there is a certain 

degree of overlap between them: 

 Ordinary bids: the more an event is popular and lucrative, the more the competitions 

between bidders will be intense. Before the initial stages of the bidding, there may be 

an internal bidding procedure in the country between several cities. The main  goal of 

an ordinary bidder is to win the rights to host the event. A good example of an 

ordinary bidder is the bid of London 2012. 

 Preparatory bids: it is common for the cities to try their forces ahead of a full tilt at a 

major event. For the Olympics, it would mean becoming an applicant city, but not 

progressing to the candidate city stage. The reason for such bids is generally to assess 

popular support and to demonstrate the host site’s organisational skills. They also raise 

the bidder’s profile with event’s organisers. For example, Prague became an applicant 

city for the 2016 Olympics, however the mayor of Prague Pavel Bern stated that the 

city "will prepare for a future bid with greater ambition".
36

 

 No-hoper bids: bidding can become a long-term promotional campaign in which 

participants can tell the world about themselves. Cities that do not stand realistic 

chances of winning the bid look to bring investment into tourism, regeneration or 

grassroots sport programmes. A lack of necessary infrastructure is not an automatic 

reason for failure; however absence of governmental support as in the case of 

Indonesia bid for the FIFA World Cup 2022 will destroy all hopes from the start of the 

campaign. 

                                                           
35

 C. Clivaz, J. L. Chappelet, O. Brighenti & N. Délétroz, From initial idea to success : a guide to bidding for 

sports events and politicians and administrators (Chavannes-Lausanne: SENTEDALPS Consortium, 2005) 
36

 Rory Squires, “Staging sports events – try, try and try again”, Populous (2011), 4 
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 Serial bids: when the staging of major sports events is concerned, many countries or 

cities have already failed a few times in the past. Yet, they keep coming back for 

future losses. Seville failed to reach the candidate city stage for the 2004 and 2008 

Games and Madrid was unlucky to finish third for the 2012 edition and then second 

for the 2016 Olympics. Istanbul is one of the brightest examplest of a serial bidder – it 

bid 4 times for the Games in 2000, 2004, 2008 and 2012. 

The legal issues in sport and in bidding especially form an essential area of concern for the 

parties in sport. The understanding of these issues enhances cooperation between the involved 

stakeholders. Nevertheless, there are situations where various problems arise due to lack of 

regulation or reluctance of the parties to cooperate. The next section will consider the legal 

aspects related to bidding procedures in sport. 

2.6 LEGAL ASPECTS  

Legal protection of intellectual property and exclusive sponsoring rights. The bid is a 

necessary pre-event phase. During this phase, it is crucial to secure legal protection in 

different areas, including the intellectual property. For example, as an official requirement of 

the IOC within the bidding process regarding the London Summer Olympic Games 2012, the 

UK had to implement specific national legislation to combat ambush marketing. 

The protection of intellectual property of sports governing bodies is also essential during the 

bidding stage. For example, at the international level, the Olympic Rings benefit of trade mark 

protection during the bidding stage specifically, and in general without temporal limitations, 

by the Nairobi Agreement.
37

 In case of staging the event, in the case of Olympic Games, it is a 

precondition for there to be special legislation protecting the Olympic Rings, the motto and 

other Olympic Marks in the host country. For instance, in 2006, the UK passed the "London 

Olympic Games and Paralympic Games Act 2006" amending the already existing "Olympic 

Symbol Protection Act 1995" providing the framework to control advertising methods and 

protect the exclusive rights of official sponsors related to the Games in 2012. 

Other issues. Contractual relationship. By entering into a bidding process in most cases, 

bidders enter into a contract – such as FIFA and Commonwealth Games. This is an actual 

contract in which the bidder agrees to be bound by the conditions as set out in the bid manual. 

                                                           
37

 Agreement on the Protection of the Olympic Symbol, 1981 
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In the FIFA World Cup bidding agreement, the country is under the obligation to sign the 

following clause: 

"The Bid Committee has carefully reviewed the terms and conditions of this bidding 

agreement and the template hosting documents by FIFA as schedules to this bidding 

agreement. The bid committee hereby undertakes to submit to FIFA a bid for the competitions 

in accordance with the terms and conditions of the bid registration and this bidding 

agreement."
38

 

There are usually extensive undertakings in the bid contracts that the bidder must comply 

with, but often surprisingly lacking are any binding criteria on the part of the awarding 

authority to assess the bid in any particular way or to regulate the basis upon which those 

making the decision will act. The question therefore is whether or not in the absence of any 

explicit provisions there are any conditions that are implied by law and this of course will 

depend upon the law that is being applied. The example below shows the choice of law clause 

in the FIFA World Cup bidding agreement. 

"This bidding Agreement is to be governed by, and interpreted in accordance with, the laws of 

Switzerland, to the exclusion of any choice of law principles and to the exclusion of the 

Vienna Convention on Contracts for the International Sales of Goods
39

." 

Implied duty of fairness. In public procurement, public authorities are expected to disclose, 

in advance, award criteria, sub-criteria and the weighting of sub-criteria of the tender, where 

such are known
40

. However bidding for sports events does not engage any public authority 

duties for sport governing bodies. In English law, it is evident that some basic duties of 

fairness are implied: "A tenderer is always at risk of having his tender rejected either on its 

intrinsic merits or on the ground of some disqualifying factor personal to the tenderer. 

Provided that the ground of rejection does not conflict with some binding undertaking or 

representation previously given by the customer to the tenderer, the latter cannot complain."
41

 

In that case, the Court of Appeal confirmed the trial judge’s view that the Council had a basic 

obligation towards tenderers to act reasonably: "It was the duty, in my judgment, of the 

                                                           
38

 "FIFA World Cup Bid Agreement", FIFA 
39

 Ibid, 38 
40

 High Court of Justice Queen's Bench Division, Lettings International Ltd v London Borough of Newham, 

(2008) 
41

 Court of Appeal UK, Fairclough Building v Port Talbot Borough Council (1992) 
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defendants honestly to consider the tenders of those whom they had placed on the short-list, 

unless there were reasonable grounds for not doing so."
42

 

In Canada, the Supreme Court has held: "The bidding process, by contract, is fully protected 

by an obligation that all bids receive equal treatment. The best way to make sure that all bids 

receive the same treatment is for an owner to weigh bids on the basis of what is actually in the 

bid, not to weigh them on the basis of subsequently discovered information."
43

 

Swiss law recognises a general principle of good faith and fair dealing. Article 2 of the Swiss 

Civil Code states that "Every person is bound to exercise his rights and fulfil his obligations 

according to the principles of good faith". The rule laid down by this article has become a 

general principle of law. "The whole of contract law follows the principle of good faith and 

fair dealing, stated in Article 2 I CCS […]." Establishing fairness in transactions, this 

principle plays an essential role in the interpretation and completion of contracts
44

. This even 

applies at a pre-contractual stage. It is therefore recognised that "as soon as the parties enter 

into negotiations, they are required to behave in accordance with the rules of good faith and 

fair dealing. Each party must do everything that they have the right to expect from a fair 

partner and avoid, as far as possible, anything that might cause harm to the other."
45

 

Most other European jurisdictions have similar statutory duties of good faith including Spain, 

Greece and Italy. For instance, in Italy, the requirement of good faith and fair dealing at a pre-

contractual stage is provided for in Article 1137 of the Italian Civil Code. 

It is worth to point out the differences between the tendencies in public procurement sphere 

and in the field of sport. Whereas it is quite frequent that competitors in public procurement 

often contest the results of tenders, it is a rare occasion for a losing bidder to litigate against 

the sport governing body. The reason for this may lay within the fact that the maintenance 

relationships on a high positive level is crucial for different reasons, one of them being the 

future success in bidding campaigns. 

Special Olympic laws introduced in the bidding stages. Istanbul enacted a special 

"Olympic law" on 30 April 1992, fully funding and empowering the Istanbul Olympic 

bidding Committee (IOBC) with the authority to carry out its game plan. The Olympic law 

                                                           
42

 Ibid, 41 
43

 Supreme Court of Canada, Double N Earthmovers Ltd v Edmonton, (2007) 
44

 P. Tercier, Le droit des obligations: Schulthess Juristiche Medien SA, Zurich, 1999, n°409 
45

 Swiss Civil Court, ATF 77/1951 II 
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enabled and authorized the Istanbul Olympic Bidding Committee to carry out all necessary 

facets of the bidding and the Olympic Games organizational processes. It recognized the 

ultimate authority of the IOC in all Olympic matters, establishing a critical balance in the 

composition of the IOBC. The law states that Istanbul shall bid for the Olympic Games until it 

is successful.
46

 

Authors recognize that the list of reviewed legal aspects is not exhaustive, however it is 

important to stress that securing of concise legal basis and the understanding thereof leads to 

the awareness of the fact of the necessity to incorporate the institute of legacy in the juridical 

package of bidding. The further section focuses on the concept of legacy with a more detailed 

mapping of the legacy of lost bids. 
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CHAPTER III – THE LEGACY OF LOST BIDS  

3.1 CONCEPT OF LEGACY: LEGACY OF SPORT EVENTS 

In the literature, an immense variety of so called "legacies" can be found. Unfortunately, it is 

not easy to find a satisfying definition of legacy. According to the definition provided by the 

Cambridge online dictionary, a legacy is either "money or property that you receive from 

someone after they die" or "something that is part of your history or which stays from an 

earlier time."
47

 

In the sports world, the term "legacy" is often used in connection with the sports events. 

Being aware of the importance of the topic, the IOC initiated in 2002 a congress on "The 

legacy of the Olympic games: 1984-2000". The congress attempted to define legacy, but the 

participants "found that there are several meanings of the concept, and some of the 

contributions have highlighted the convenience of using other expressions and concepts that 

can mean different things in different languages and cultures."
48

 Cashman states that the 

world legacy is elusive, problematic and even dangerous.
49

 According to Ruta "long-term 

impacts as a result of staging events are referred to as an event’s legacies."
50

 

Some authors
51

 have classified legacy in many different categories, such as sporting, 

economic, infrastructural, urban and social legacy. Preuss recognizes that the aftermath of 

sport events may be divided in diverse ways, such as tangible legacy (urban planning and 

infrastructure) and intangible – enhanced international reputation, increased tourism, 

improved public welfare, additional employment, more local business opportunities, better 

corporate relocation, opportunities for city marketing, renewed community spirit, better inter-

regional cooperation, production of ideas, production of cultural values, popular memory, 

opportunities for education, emotional experience and additional know-how.
52

 

Preuss also points out the difference between negative and positive legacy as well as visible 

and invisible legacies in the case of the Sydney Olympic Games in 2000.  Ultimately, he 

                                                           
47
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 Ibid, 3 
49
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suggested the following definition of legacy: "irrespective of production and space, legacy is 

planned and unplanned, tangible and intangible structures created for and by a sport event that 

remain longer than the event itself."
53

 

Sport governing bodies are very concerned about the legacy left by mega events organized 

under their control. They want to secure that "host cities and residents are left with the best 

possible legacy in terms of venues, infrastructure, environment, expertise and experience."
54

 

Furthermore, they need to protect themselves against the prospect of "white elefants" – 

infrastructures built for the event whose level of use after the event is low relative to its cost 

to build and maintain. 

For this reason, legacy is one of the key parts of the questionnaire that the bidding 

cities/countries have to follow in the creation of the bid book. The questionnaire addressed to 

the candidates for hosting the UEFA European Football Championship 2016 contained an 

entire section related to the tournament legacy: "For the credibility of the entire project and 

public acceptance in the host country, it is important to ensure that the planning of the UEFA 

European Football Championship final tournament is based on a long-term legacy in the 

context of sustainable development. The legacy-related aspects should be taken seriously by 

the bidder as this will be perceived as an important factor in the evaluation process."
55

 

Similarly, the IOC in the Olympic candidacy questionnaire enquires the bidding countries a 

series of questions that have the aim of establishing "how this vision for the Olympic Games 

fits into the city/region’s long-term planning and what legacy is planned for the city/region 

after the Olympic Games."
56

 

The next section describes the possible legacy categories obtained from losing a sports mega 

event bidding procedure. 

3.1.1 LEGACY OF LOST BIDS 

As we saw in the previous section, the concepts of legacy in the sports literature is applied to 

measure the impact of sports events. The principal aim of bidding is in fact to achieve the 

result of hosting the event. Many bids in fact are not evaluated on the basis of what benefits 
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the candidacy brought to the city/country but only based on the final result of the event award. 

In order to have a holistic approach to the bidding topic and to judge a bidding experience in 

the right way, it is important to understand that the event award is just a part of the whole 

candidature. 

One of the goals of this thesis is to identify the legacy that may result from the bidding 

experience in itself. To identify this legacy our attention will be mainly focused on the lost 

bids due to the fact that these cases will allow us to isolate the bidding experience from the 

event hosting. In particular our case studies will regard the bids to host the Olympic Games, 

the FIFA World Cup and the UEFA European Championships. 

After clarifying the concept of legacy and how it is used  in the respect of the impact of sports 

events, it is now important to explain how the authors will apply this concept to the bid 

experiences of the cities/countries. 

The different categories of legacies mentioned in the literature concerning sports events can 

be applied also to the bidding experiences. This may be explained for the reason of certain 

similarity of the bid and the event. The main similarities between the two are the following: 

 An investment from the bidding/hosting city/country; 

 The association of the bidding/hosting city/country to sports; 

 Time-limited experiences; 

 Development of infrastructure; 

 High visibility. 

As first statement, it is important to say that the legacy of lost bids to host a sport mega-event 

can be positive and negative. 

Speaking about the legacy of bidding procedures, it is important to have a pluralistic and 

multidimensional approach
57

 to the topic, which means that the legacy of bidding procedures 

can in fact touch different fields of the society. 
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We identified seven main areas that can be effected either positively or negatively from a lost 

bid:  

 Political legacy. It is the impact on the national or international political relations in 

the sport and public environment, an example of which is the capability of the hosting 

entity to develop political relations with major sport governing bodies. Can be positive 

or negative. 

 Social legacy. It is the impact of the bid on the community and can be positive or 

negative. An example is the increase of community spirit connected to the bid. 

 Environmental legacy. It is the environmental impact which is related to  the 

implementation of environmental programs connected to the bid. It is usually positive. 

 Promotional legacy can be defined as the impact of the bid on the image of the 

bidding city/country. Can be either positive or negative. 

 Economical legacy. It is related to the cost of the bid and to the capability of the 

candidature to attract positive economic factors. Can be either positive or negative. 

 Sporting legacy. It is the contribution of the bid to the development of sport. It is 

usually positive. 

 Infrastructural legacy. Any construction of infrastructure and venues implemented in 

connection with the bid and according to the bid plans. It is a positive legacy left by 

the bid 
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Furthermore, it is possible to divide the legacy of bidding experiences in other different 

categories: 

 Proactive legacy. The proactive legacy is the legacy of taking action by causing 

change and not only reacting to change when it happens.  An example of  a proactive 

legacy is the realisation of infrastructure related to the bid. 

 Passive legacy. It is the direct outcome of bid procedure and requires no effort by the 

bidding entity. The fact that the bidding city/country is going to associate its name to 

the brand of the sport event is an example of passive legacy of the bid. 

The authors believe that there are different types of legacies according to their duration: 

 Short term legacy. Those are impacts that have a limited temporal effect and that 

finish at the end of the bidding experience or few months after. The media exposure 

related to the bid procedure is an example of short-term legacy. 

 Medium term legacy. This type of legacy takes place during a period of maximum 

one year after the end of the bidding process. An example of medium term legacy is 

the reaction of the public opinion to the result of the bidding race. 

 Long term legacy. Those are effects of the bid that survive in a long range of time. 

Typical example of long term benefits are the infrastructure realised in connection 

with the bid. 

This graph explains the concept of short, medium and long-term legacy in the context of a lost 

bid to host the Olympic Games. 

An important element to point out when we speak about the legacy of a bidding experience is 

that the impact of a bid is strictly connected with the event. From a geographical point of 

view, in fact, we know that, while the FIFA World Cup and UEFA European Championships 
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are events that are hosted in a nation, the Olympic Games are hosted in a city. For this reason, 

the legacy of Olympic bids will be mainly city located while the legacy of bids to host the 

FIFA World Cup and UEFA Euro will more spread in the whole national territory. 

The authors will divide this chapter in two parts related to the positive and negative legacies 

of lost bidding experiences. Through different literature researches and interviews to key 

experts, the authors find out that lost bids can produce different types of positive and negative 

legacies.  

In the rest of this chapter, the authors will analyse in depth each of this type of positive and 

negative legacies and will give specific examples of bidding experiences that encountered 

those benefits or problems. 

3.2 NEGATIVE LEGACIES OF LOST BIDS  

Territories are now facing an increasingly competitive logic forcing them to consider a real 

strategic approach which may be at the source of their differentiation. In this context, mega 

events are likely to be placed at the centre of the strategic weapons for the public local 

managers.
58

 They offer, in fact, renewal opportunities for the attractiveness, the structuring 

and the legitimizing of the territories. Lever of change, they differ in their ability to create 

confrontation, to shake the deadlines and, thereby, contribute to the fight against some forms 

of inertia of the public local action. 

In recent times, some cities have been obsessed with hosting a sports mega event (Istanbul 

and Paris for example). Unsuccessful bidding carries along certain risks, such as high 

inflation, expensive housing, white elephants and public debts.
59

 

According to Andranovich, there is a risk that profits will be overstated and costs 

underestimated.
60

 The organisations order the different impact studies in an attempt to 

convince sceptical residents, academics and politicians. However, these studies are biased and 

the proposed numbers and figures should be looked at with a magnifying objective glass. The 
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costs are underestimated and sometimes wild improvident investments will be made. In 

reality the cost-benefit outcomes could turn out to be not such a positive legacy after all. 

When it comes to sports, it is crucial to avoid over-betting or over-estimating your 

competitive advantage because the consequences could harm the image of the city/country. 

Government has to weigh the impact of any potential diversion of resources – other sports 

could lose out if the bid went ahead. This is particularly true in the context of bidding for 

sports mega events. "First of all, the organisers and supporters of major sporting bids 

invariably overestimate the revenues, and underestimate the costs and difficulties. That seems 

to be almost an immutable rule. Secondly, the bids are usually launched with intense media 

enthusiasm but as soon as the first problems are encountered all those supporters who have 

been cheering us on from the side-lines largely disappear, become prophets of doom, cross 

their hearts and say, I told you, you should never have bid in the first place."
61

 

In this section, we will focus on four main negative legacies and their consequences for a 

bidder. First of all, we will talk about the economic legacy of a failed bid, which will be 

followed by the political, the promotional and finally the social legacy. 

3.2.1 NEGATIVE ECONOMIC LEGACY  

Public expenditures on sports infrastructure and event operations necessarily entail reductions 

in other government services, an expansion of government borrowing, or an increase in 

taxation, all of which produce a drag on the local economy.
62

 At best public expenditures on 

sports-related construction or operation have zero net impact on the economy as the 

employment benefits of the project are matched by employment losses associated with higher 

taxes or spending cuts elsewhere in the system.
63

 At worst, the spending on sports projects 

represents true costs.
64

 

There is a risk that a city/country needs to fulfil certain requirements in order to host the 

event. It can lead to a typical mega-event-based urban development with an overload of 
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convention centres, fancy hotels and sports facilities.
65

 The city/country needs to stage the 

event in such a way that it not only achieves the event’s goals but more importantly the 

city/country’s goals. In order to speed up event-related projects, others projects have to be 

delayed, displaced or even cancelled. For example, development of other important facets 

could be hampered if the bid went ahead. "I would rather spend money creating jobs and 

improving services like water and electricity" said Jacob Zuma's cabinet when they were 

discussing the idea of Cape Town bidding for Olympics 2020.
66

 

Another economic concern is the cost of the bid. According to Greg Curchod
67

, the average 

cost of a Summer Olympic bid is approximately USD 50 million. 

It is always important to be aware of the source of funding of the bidding campaign.  

According to an article published on May 17
th

, 2010 on NBC Chicago
68

, the city received 

75.6 million in cash contributions, event revenues, merchandising sales and interest income; 

59.4 million were spent while the remainder has been given to the bid’s legacy youth sports 

organization - World Sport Chicago. In that case, no money coming from the tax payers was 

spent: it was privately funded. However, it is not always the reality and some bidders 

(England for the 2006 WC bid or Australia for the 2022 WC bid for example) use the money 

coming from the community during the bidding process, while something could have been 

developed by spending this amount instead of bidding (public facilities, hospitals, parks, 

environmental programs, etc.). 

As a further illustration of this, the bid for the 2006 World Cup in Germany cost England 

10.77 million pounds.
69

 Taking into account an inflation rate of 2.5% per year over the last 11 

years and an exchange rate of 1.6 USD for 1£ means that the cost of the bid today is worth 

22.61 million dollars
70

, of which nearly one third came from lottery funds. Despite the 

expenditure England finished third in the voting by FIFA.
71

 66.7% or two thirds of the money 
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spent for the bid of England came from public funding. The production cost of the bid 

document alone was approximately £880,000 in 2000.
72

 

Another great example of public spending is Australia’s bid for hosting the 2022 World Cup. 

The federal government paid millions of dollars in wages at the privately operated Football 

Federation of Australia during the preparation of Australia's failed World Cup bid - but had 

limited control over the work done. A breakdown of spending obtained shows that the 

government spent more than $34 million on expenses, including travel and consultancy for 

the bid. Another $11.4 million the government gave the football body is yet to be accounted 

for.
73

 

So, in this case for example, we know that the money comes from the government but where 

does the money go? Here we have an example of what has been spent in detail:
74

 

 Consultancy: $6.6 million. 

 Public relations: $1.1 million. 

 Preparation of the bid book: $5.2 million. 

 Travel expenses and accommodation: $2.5 million. 

 Business operations: $1.7 million. 

 Marketing and advertising: $5.2 million. 

 CSR: $2 million. 

The Australian bid won only one vote and was knocked out in the first round of applications 

in Zurich, but the government and the federation defended the spending. Not the same case 

with the population, who would prefer to see this money invested elsewhere, and as taxpayers 

they have the right to contest. For example, instead of the bid, the amount of fifty million 

dollars could be spent for infastructural development of a city. In Milan, it is envisioned to 

spend this amount for the prolongation of the metro for approximately 10km until a city of 

Vimercate. The transportation development has been required for many years to connect this 

small regional centre and Milan.
75
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Citizens are very concerned about public spending and a good understanding of this worry is 

a survey published in 2002-2003
76

 about London 2012: 56% of British people surveyed 

agreed and strongly agreed that "money could have been better spent on grassroots/school 

sport in communities."
77

 Furthermore, 51% agreed and strongly agreed that the "majority of 

the investment will be in London, and there will be no gain at national level". In this case, it 

was a winning bid, whereas it might have been tough to justify public spending in the 

example of Australia’s bid. Moreover, when people are unhappy with government spending 

and how funds are allocated, it could change the political landscape during the next elections 

for example. As a matter of fact, it is important to consider the political aspect of a failed bid. 

3.2.2 NEGATIVE POLITICAL LEGACY 

Usually, the bid is supported by the political parties which are in power at the particular 

moment. If the outcome of the bid campaign is unsuccessful, this can be associated as a 

failure of the government or the municipality. For this reason, this can be seen as a possibility 

for the opposing political powers to accuse the government of their inefficiency and 

overspending. This is especially true in the situations where the result is extremely 

dissatisfactory, such as in the case of Egypt bid for the World Cup 2010, where it got no votes 

at all. "We have to know who is responsible for this disaster and this time we are not going to 

allow the government to hide the truth as usual" said Mr. Beltagy the deputy in the Parliament 

in 2005.
78

 

Delays in significant projects of public importance may lead to the discontent of the 

population, furthermore to a drastic change in next elections or to a lack of support in the next 

bidding process if the same city decides so in the future. 

The political side of a bid is closely linked with the promotional one. In fact, politicians want 

to show to the city/country the best aspects of a bid and often use a seducing speech about 

their city/country. 
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3.2.3 NEGATIVE PROMOTIONAL LEGACY 

For a winning bid, the other major intangible benefit of mega-events is that of national and 

international exposure (what was really desired by Chicago 2016 bid
79

 or Venice 2020 

national bid
80

 for example). A lost bid can result in a negative publicity for the whole country. 

This is explained by the fact that a bid is also an instrument of promotion and is closely 

connected with the image of the city/country. The inability of the bidding city/country to win 

the hosting rights of a sports mega event sends a negative message to the whole international 

community due to the perception of the city’s/country’s lack of resources or special skills. 

An interesting case about promotional legacy is the Egypt bid for the 2010 World Cup. Egypt 

is one of the best sporting countries in Africa and has hosted a lot of sport events in the past. 

The Egyptian government was refering to Egypt as a leader in Africa and was very confident 

about their chances to win the World Cup bid. Later on, the competition has been attributed to 

South Africa. It was a shock for the entire Egyptian community and it has affected not only 

the sport ministry and the national football federation but the entire political landscape as we 

saw in section 3.2.2. These internal political debates showcased Egypt in the negative way. 

The international press discussed this situation intensely and this lead to negative promotional 

legacy of the Egypt bid for the 2010 World Cup. Fpr example, Sports illustrated, one of the 

leading sports journals worldwide published an article related to investigation of the failed bid 

and its political consequences
81

. 

The government wanted to promote the country, while after the failed bid they showed to the 

world the lack of transparency and corruption between some members of government and 

different actors in the football sphere. 

In conclusion, the loss in the bid campaign had consequences of the lack of support from the 

community and Egypt will face difficulties in the future in bidding for sports mega events, 

because the public lost faith in a corrupted government. Former youth minister Ali Eddin 

Hilal faced angry interrogation in parliament after Egypt's failed bid and lost his portfolio 

                                                           
79

 Dennis H. Tootelian and Sanjay B. Varshney , "Chicago 2016 Economic Impact Analysis, The Expected 

Incremental Economic Impact of Chicago Hosting the 2016 Olympic and Paralympic Games" 
80

 Maria Giulia Palazzo, "Venezia candidata alle Olimpiadi 2020?", Venezia Si,  2009 
81

 Sports Illustrated (Cairo), August 23
rd

, 2004 



Bidding: How can you win even if you lose? 
Identifying the legacies of lost bids to host a sports mega event. 

 

 
35 

 

when the new government was formed in July.
82

 More recently, the Egyptian revolution could 

help Egypt in bidding in a proper way and being supported by its people. 

3.2.4 NEGATIVE SOCIAL LEGACY 

Next to the economic and building legacy risk, the sociological risk has to be considered. 

Most of the time, mega-events are defined as favourable for the disadvantaged. However, 

world class sports facilities and housing for squatters are two opposing goals that are not easy 

to reconcile.
83

 As Hiller
84

 states, "the mega-event usually symbolizes a social class change in 

the event location as a consequence of the displacement of existing working-class populations 

and industrial functions to middle class residents and consumers." As a result, opposition by 

the negatively affected people can be expected. 

In the UK, Prime Minister David Cameron was establishing a rigorous economic policy and 

asked the British citizens to understand that the coming years will be difficult and that times 

of spending are over. On the other hand, he was giving his total support to the World Cup bid 

for 2018. It may be difficult for the public to accept government cutting off all funds to the 

country's school sports partnerships from last spring.
85

 

On December 15
th

 2008, he stated: "I am in no doubt that the greatest responsibility for this 

economic crisis lies with the government. It is first and foremost a debt crisis and it was the 

government that borrowed too much itself, and the Government that set the regulatory 

framework allowing others to borrow too much."
86

 Excessive spending on the bidding 

campaigns will face societal opposition especially in the situations when the government 

reduces funding of necessary programs. 

The negative social legacy in the case of England 2018 bid means specifically the separation 

of opinions in the community and as well as negative reaction of the public. This has been 

illustrated by the reaction of Kelso to the failure of England in the bid to host the FIFA World 
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Cup 2018. He stated that England’s 2018 World Cup bid book, compiled at a cost of £3 

million, was requested by just three FIFA executive committee members, which means £1 

million per reader.
87

 Moreover, in 2006, according to a survey, 49% of the population said to 

be against the World Cup in 2018 because it would have cost too much.
88

 

Furthermore, we will continue the discussion on possible social threats with a particular focus 

on the New York bid for 2012, later on defeated by London. The American society has a 

number of fundamental rights. One of such rights is the freedom of the press guaranteed by 

the US Constitution. During the bid, the political interest to indicate the support of the society 

for the event may limit some of the fundamental rights. For example, one of the short-term 

negative legacies of the bid is the limitation to freedom of the press. Few months before the 

US Olympic Committee selected New York as the American contender, Newsday columnist 

Kathleen Brady wrote one of the few critical pieces to appear in that city’s mainstream 

newspapers.
89

 In an article titled "Torch the Olympics and build housing instead", Brady 

questioned the spending priorities of the mayor and other elected representatives, and the 

promised solutions to unemployment and the housing crisis that would allegedly flow from 

hosting the Olympics. Two weeks later, New York bid committee head Jay Kriegel phoned 

Brady at her home to demand a retraction
90

. This is not only against the right to free speech 

guaranteed by the US Constitution but also reveals patterns of Olympic industry threats to 

civil liberties. 

3.2.5 AVOIDING NEGATIVE LEGACIES 

In conclusion, creating a positive and lasting legacy requires deliberate effort, strong 

leadership and sustained commitment and attention, even in a case of a failed bid. In order to 

avoid legacies to be negative, bidders need to be realistic. It is important to actively and 

continuously promote the legacy vision so that the public and other key stakeholders do not 

lose interest. It is highly recommended to be transparent with regards the potential benefits 

and the steps to achieve them. 

Even if the application fails, it needs to be clear how the money will be spent on projects that 

will be built anyway – for that a partnership with the private sector on major infrastructure 
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investments has to be established. As the required level of investment skyrockets, new and 

innovative financing models are starting to emerge. The consequences of such investment is 

public recognition, because even if the city/country fails to host the event, the citizens will be 

confident that their money will not be spent for infrastructure which will not be used in the 

future. In this manner, the  private sector will contribute to the public welfare. 

To control the cost of the bid, the bid committee has to involve a high number of stakeholders 

that can contribute by guaranteeing a substantial amount of cost-cutting. A good example of 

such financial model is the Manchester bid 2000 which had the financial bid model where, 

according to R.Scott
91

, the bid committee was established on a voluntary basis and it had 

partnerships with a variety of enterprises, amongst others, the British Airways that allowed 

the committee members to travel around the world for free. Such partnerships allow to avoid a 

substantial overall cost of the bid and the negative economic legacy. 

Finally, another point to consider is to expect the unexpected. Irrespective of the ultimate goal 

of the campaign, a bidder must always have a long-term plan and a strategy in order to avoid 

the worst-case scenario. 

However, losing a bid does not always need to be a disaster it may initially appear. The next 

section describes possible positive categories involved in losing a bid procedure and provides 

recommendations to bidders. 

3.3 POSITIVE LEGACIES OF LOST BIDS 

3.3.1 INTRODUCTION 

After describing the negative legacies of a lost bid, the authors will point out and analyse the 

possible positive legacies. Greg Curchod, director of TSE Switzerland, an international 

company specialised in consultancy for bidding procedures, affirmed that the first question 

that is important to ask to a city/country which expresses the intention to bid is "What do you 

want to achieve from the bid apart from hosting the event?"
92
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The graph
93

 shows that a bid should have primary and secondary objectives that are not 

connected with the event award. 

 

It is of the utmost importance to understand from the first stages of the candidature that the 

bid, whatever its result will be, must have a winning legacy. 

A research made by J. Alderslade
94

, that involved different US cities participating in sports 

bidding, shows that the bidding entities are becoming aware of the need of assuring a positive 

legacy to the bid. The executives of the 2012 Florida Olympic bid "highlighted the 

importance of the legacy component at the bidding stage for both winning and losing with the 

message that a bidding community can go on to benefit from the relationships after a failed 

bid because there is potential for future growth. Respondents from the three other US cities 

that lost at the same national round of bidding – Tampa, Cincinnati and Dallas – are reported 

to agree and for the latter it is claimed that the city was still able to gain a legacy from the 

profile it gained despite its early elimination."
95

 

The positive legacies that can result from a bid experience are strictly connected with some of 

characteristic features of bids to host international’s mega events. Firstly, bid competitions 

have usually a great media exposure. This is because the host of sports mega event is a topic 

that interests the national and international public opinion. Some of the positive legacies that 

we will analyse in this chapter are a direct consequence of the bid procedure's high visibility. 

Secondly, another important characteristic of bid is its capacity to attract different economic 

and political interests. This is another important way by which a bid can produce a positive 
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legacy. Thirdly, a bid creates an emotional connection with the national stakeholders. The link 

of the bid and the events with rich tradition is capable to be a leverage emotional component 

of the people involved in the campaign. 

The different types of positive legacies of a lost bid will be described in the next sections with 

specific examples. 

3.3.2 POLITICAL LEGACY 

Greg Curchod
96

 affirmed that a bid procedure is divided in two main parts: the technical part 

and the political part. As stated in the introduction of this chapter, the political legacy of the 

lost bid is the impact on the national or international political relations in the sport and public 

environment. The bid competition is a process that implies a high involvement of the national 

and international political landscapes. From the national point of view, the support of political 

civil and sport stakeholders is often crucial to provide to the bid a positive legacy. On the 

other hand, the international sport governing bodies are those who decide about the result of 

the bid and for this reason are fundamental stakeholders to involve. 

In their researches the authors identified three main types of positive political legacies. 

BUILDING RELATIONSHIPS IN THE SPORTS WORLD97 

As stated in the previous section, being successful in the business of bidding requires strong 

relationships with sports decision-makers. A bidding entity needs to understand the different 

agendas and concerns of sports governing bodies, which are the final decision makers of the 

event award. "Getting to this point is anyway a long process, and is much more than just a 

handshake a few hours before the final vote."
98

 The sports world is a much closed network; it 

is usually quite difficult to access to it and to understand all the political and relational 

dynamics that are involved. 

If a bidding city/country wants to host a sports mega event, one of the most important 

elements on which it is pivotal to work on is in building up a network of connections inside 

the sport governing bodies. One of the best ways to build up this network is the bid in itself. A 

lost bid can lead to a positive legacy in terms of knowledge of the specific dynamics of the 

international sports environment and regarding the network in the sports world. From the time 
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point of view, this can be either a short, medium or long term legacy. This depends on the 

capability of the bidding entity of maintaining the relations even after the bid. This is one of 

the best examples in which the legacy is the result of a proactive behaviour of the bidding 

entity.  

Now we will analyse some key behaviours that a bidding city/country has to have in order to 

assure to the bid a positive legacy in terms of sports relations. The first key element is to 

approach the sport governing body with a specific preparation and expertise in the sports 

field. "For the majority of sports decision-makers, in fact, their sport is their life and they have 

reached their position through the love and their passion for sport."
99

 Sharing this interest is a 

very important element to develop good relations with them. In order to have this specific 

preparation in the sport field, a good way could be to involve in the bid committee a sports 

personality with the role of maintaining the relations with the international sport stakeholders. 

It is important to involve these sport ambassadors not only for the day of the final vote but 

during all the fundamental steps of the bidding process. Sir Bob Scott
100

 affirmed that one of 

the major assets of the bidding experience of the Manchester 2000 Olympic bid was the 

consistent involvement in the bidding Committee activities of Sir Bobby Charlton, member of 

the England team who won the FIFA World Cup in 1968 and icon of English sport. 

Another key behaviour that a bidding committee needs to have in order to develop an 

effective relational legacy is assuring the systematic presence of bidding committee members 

in the main sports events during the bidding process. This will show to the sport governing 

bodies the interest of the bidding entity in sport and will provide the bidding city/country with 

invaluable knowledge about the content of the event. In this respect, it is very useful for the 

bidding entity to have a bidding team with a few key representatives who are always present 

during the important occasions. Those key representatives should be introduced in the early 

bid process and be committed to a long term engagement. 

This relational legacy in the sports world can lead to a more important kind of legacy of the 

lost bid – the success in future bids. 
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SUCCESS IN FUTURE BIDDING CAMPAIGNS 

Lost bids can give the possibility to the bidding city/country to be successful in future bidding 

campaigns. This is one of the most important positive legacies that a city or country can have 

from a lost bid. The close connection between the lost bid and the future success has been 

affirmed by different authors. Guy Masterman states that "several pieces of research have 

identified that prior experience of the bidding process is considered an important factor in 

winning a future bid for either the same or other events."
101

 Emery’s research
102

 identified that 

an initial bid should be used as a pre-requisite to develop important relationships and 

experience to give future bids more chance of winning.
103

 Hans de Blauwe states that "many 

bid even if their chances of winning are low. One incentive is that it is an on-going learning 

process with several expected failures before the ultimate winning bid. History has proven 

them partially right."
104

 

What are the reasons why a lost bid should lead to a success in bidding campaign in the 

future? As stated in the previous paragraph, a sport event bid is made of two main parts: the 

political one and the technical one. A past bid experience can be useful in both the political 

and technical aspects of the bid. 

The political part basically consists in the work done by the bidding committee to convince 

the decision makers of the sport governing bodies. This is a pivotal aspect of the bid in which 

the network of connections and the understanding of the inside dynamics of the sports world 

can have a very important role. The relational legacy left from a lost bid can help the bidder in 

future bidding campaigns. Yalcin Aksoy, general director of the Istanbul Olympic Bidding 

Committee, presenting the Istanbul bid of 2004, stated
105

 that "When we bid for the 2000 

Olympic Games in 1993, we only received seven votes. We then visited each and every IOC 

member and categorised their reasons for not voting for us. The results fell into three areas. 

One group thought we were not really serious and just wanted the PR benefits from the bid. 

The second group felt we did not have enough venues and could not build them in time. The 

third group were concerned at our general lack of infrastructure at the time. Those are all 
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areas we have addressed or are addressing." This is an example of how a lost bid can help the 

next experience in the political aspects of the bid campaign. 

Another important aspect of the bid is the technical development of the bid book. In the 

Olympic and FIFA bidding procedures, the bidding documents are evaluated by a technical 

commission that will then provide a report to the final decision makers. Even if the final 

decision about the event award is totally subjective, the technical report is an important 

element on the basis of which the decision makers will assign their vote. According to the 

IOC President Jacques Rogge, the IOC assessed the 2012 applications with full attention to 

the technical qualities of the bid.
106

 The creation of the bid book is carried out by the bidding 

entity following the completion of a very detailed questionnaire provided by the sport 

governing body. A past bidding experience can enable the bidding committee to have a better 

vision of the priorities that it has to assess in the bid book in order to have a positive technical 

evaluation. The knowledge transfer between several bids can be facilitated by consulting the 

evaluation documents of the previous lost bid, which are usually published by the sport 

governing body. These reports usually synthesise the main technical strengths and weaknesses 

of the bidding documents. Sir Robert Scott
107

 said that "Manchester developed from the 

scratch the whole business of making bid books in Britain, and London 2012 Bidding 

Committee had some positive outcomes from our experience." 

Another important aspect that a previous bid can transfer to a future candidature is related to 

the organisation of bidding committee. Sir Robert Scott
108

 affirmed that, thanks to the 

previous Olympic bids, the Manchester's bid committee for the 2002 Commonwealth games 

greatly increased its efficiency and internal organisation. 

The examples of the successful bids after a previous lost candidature are numerous in the 

Olympic history. The table
109

 below provides an overview of history of the Summer Olympic 

Games hosting and bidding after the First World War. 
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TABLE 2: 

The first important date that is indicated in this matrix is the one after the 1
st
 World War: 

fifteen out of the twenty three hosting Olympic cities lost a bid before obtaining the event 

award. This means that the 65% of the Olympic cities had at least one losing bid experience 

before hosting the event. Obviously not all these cases are relevant. Large gaps between 

different bids decrease the interconnection between the campaigns. The authors believe that in 

order to secure a connection between different bids, the gap between the two should not 

exceed 10 years. We have eleven examples of cities that had an Olympic lost bid in the ten 

years before obtaining the event award. This means that nearly 50% of the Olympic cities had 

a previous and potentially connected lost bid prior to gaining the rights to host the event. After 
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the Great War, Amsterdam had to bid unsuccessfully twice before being able to host the 

Olympic Games in 1928. After the Second World War, the most interesting case is without 

doubts Los Angeles. Before hosting the Olympic Games in 1984 Los Angeles lost five 

bidding competitions, two of which were entered into ten years before the Olympic Games 

were hosted. In the recent years, there are three examples of previous losing experiences 

before winning a bid. Beijing, Athens and Rio were able to host the Olympic Games after a 

previous lost bid. Eduardo Paes, CEO of the Olympic bid of Rio de Janeiro, formulated: 

"Even being a bid city already meant that a lot of things were happening and there was an 

acceleration of efforts in the city."
110

 According to the above statement, it is possible to argue 

that a lost Olympic bid can be helpful for future successful candidature of the same city. 

Furthermore losing an Olympic bid can be helpful not only for the future candidatures of the 

same city but also for other national Olympic bids. Hans De Blauwe affirms that "it can be 

said that the Manchester bids indirectly lead to the winning 2012 Olympic bid by London."
111

 

Sir Robert Scott
112

, stated: "The legacy that Manchester left to London
113

, I think, was 

important [...], it was like they could say, you received the Britain second team, from their 

second city, but now you have the first team, from first city [...]. Manchester cleared the way 

to London [...]." Usually smaller cities bids can open the way for bigger cities candidatures. 

The table
114

 below shows some interesting figures regarding the hosting cities of the last 

summer and winter Olympic Games. All the Olympic cities had at least one other national lost 

bid in the ten years before their success in the event award. 

TABLE 3: 
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A failed bid can also lead to a success in future candidatures for another kind of sport event. 

Manchester, for example, had three consecutive failed Olympic bids (1992, 1996, 2000), and 

then hosted the 2002 Commonwealth Games. Sir Robert Scott
115

 affirmed that due to the 

infrastructural legacy of the 2000 Olympic bid Manchester "destroyed the opposition" in the 

2002 Commonwealth Games bid campaign. Manchester is without any doubts one of the best 

examples where a failed Olympic bid can led to a success in a future bidding campaign. After 

the last Olympic bid, Manchester hosted many important events. In 2008, for example, 

Manchester got the Sport Event Management Award and was nominated the best "Sports 

City" by SportBusiness
116

 for its successful hosting of different international sport events. 

Another interesting example is the Istanbul case. Istanbul bid unsuccessfully for the 2000, 

2004, 2008 and 2012 Olympic Games. From 2005, after the creation of the Istanbul Racing 

Circuit, the city was able to attract diverse international recurring racing events. Furthermore 

Istanbul hosted other important events such as the FIBA World championship in 2010. 

Istanbul was also selected as European Capital of Sport 2012 by the European Capital of 

Sport Association (see table 5). 

TABLE 4: EVENTS HOSTED BY MANCHESTER AND ISTANBUL AFTER 2000 

There are some key behaviours that a bidding entity must undertake in order to give the 

possibility to the lost bid to leave a positive legacy for the next bidding experience. The first 

and more important approach is that the bid must be part of a long term plan of the 

city/country. The bid and the possibility of hosting a sports mega event must be just one step 

in order to achieve higher objectives for the city/country. The possibility to lose in the bidding 

campaign must be also included in this long term plan. The bidding entity must be prepared to 
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the eventual loss to maximise the positive legacy of a lost bid. Manchester demonstrated this 

strategic approach. Guy Masterman stated: "Manchester considered the achievement of the 

objectives to be more important than the events that were used as the vehicles to achieve 

them. [...] The city’s 2000 Olympic bid document for example reveals a long-term capital 

investment programme for the refurbishment of the city and a 7 year plan, from 1993 to 

2000."
117

 Another interesting case regards the New York 2012  bid for the Olympic Games. 

Also in this case Masterman affirms: "The US city was prepared to benefit from it's bid win or 

lose."
118

 Also in this case an early strategic planning was undertaken to secure a positive 

legacy to the bid. The graph below gives an example of a bid insert in a long term strategy. 

GRAPH 5 

It is also important for the bidding entity to undertake some specific practical behaviours in 

order to facilitate the knowledge transfer process from different bidding experiences. It is 

important firstly to collect data during the bid and to store it in a way in which it is easy to 

consult. The data that is important to collect concern the contacts of the key national and 

international stakeholders involved in the bid and reports summing up the "lessons learned" 

during the bidding experience. Another important element includes the reaction of the bidding 
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committee after the loss in the bidding competition. It is important to have a positive reaction 

to the loss to preserve good relations with key stakeholders. This should include writing 

letters to the decision makers to thank them for their consideration, regardless of their final 

decision. Finally, it is also crucial to keep a good communication level with the international 

sport stakeholders after the bid. This allows the next bidding team to build up relations 

starting with an already good level of awareness of the decision makers. 

GRAPH 6119 

 

IMPROVEMENT OF NATIONAL POLITICAL RELATIONS 

A lost bid can leave to a city/country a positive political legacy related to the national political 

relations. This legacy is related to the relations of the municipality with the national political 

authorities and with other important national stakeholders. 

The image, as well as infrastructural and social profile of a city/country, is connected to the 

support and the investments of the national government on that city/country. The national 

government has the financial and communicational power to implement what a city/country 

cannot do independently. In this respect, a sports mega event bid can positively influence the 

relations between cities and national authorities. The bid is an international competition where 

the bidding city represents the country and also the national government. For these reasons, it 

can be beneficial for the national authorities to support the bidding entity during the 

candidature. A certain involvement of the central government is a necessary feature of bids to 
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host international sports mega events.  In the Olympic bid the national authorities have two 

important functions, as stated by Lionel Martins: "First, legitimate candidate cities in the bid 

process fulfil the obligations strictly required by the International Olympic Committee. 

Second, legitimacy problems aside, their involvements go even further insofar as national 

governments provide the bid committee with legal or financial commitments, such as the 

crucial guarantee of covering a potential economic shortfall of the Organizing Committee."
120

 

The close relations between the bidding city and the national authorities during the 

candidature can help the city to develop an important long term partnership with the national 

authorities. The Madrid and Paris 2012 bids are good examples of bids that were able to 

create a positive relation between central and local governments. The Madrid bid for the 2012 

Olympic Games was highly supported by the central Spanish government. The Parliament 

supported the Olympic bid unanimously with the aim to "make the Madrid bid into a bid of all 

the Spanish."
121

 Different members of the central government were included in the Madrid 

2012 foundation, which, as stated
122

 by the President of the foundation, the Major of Madrid 

Alberto Gallardon, tried to involve all the Spanish society. 

Moreover, the 2012 Paris bid started as an initiative of the major of Paris, Bertrand Delanoë, 

and was enthusiastically supported by all public authorities on national and regional levels. 

This support was demonstrated by the composition of the bidding committee that included 

representatives from different public stakeholders. As stated by Lionel Martins, the 2012 

Olympics bids in Paris and Madrid completely restructured the relationships between national 

and local authorities. The relations of the city with the central government for the bid can also 

lead to important investments of the national authorities in the city. The Manchester 2000 bid 

is also a good example. Sir Bob Scott affirmed that despite of the two previous bidding 

experiences where there was no involvement of national government, the John Major 

government supported the Manchester 2000 Olympic bid with a 55 million pounds investment 

in the city which was used to build important public infrastructure
123

. 

A bid can also help the city authorities to renew relations with important local stakeholders. 

The relations between the city government and the local football club can be in some cases 

problematic especially in countries like Italy where the municipalities own the stadiums used 

by the clubs. Michele Uva, project leader of the Italian bid for the Euro 2016 Championship, 
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in an interview with the authors, affirmed that in some cases the Italian bid was the occasion 

to refurbish the problematic relations between the city municipalities and the local football 

clubs. This can be explained by the fact that the creation of the bidding documents regarding 

the 12 host cities of the event required a high degree of collaboration between the cities and 

the local football clubs. 

Finally a bid can also help the city to solve internal political problems of the municipality. As 

stated by Greg Curchod
124

, the bid, due to its tight deadlines, can be a catalyst to speed up the 

adoption of specific norms or legal acts by the municipality. During the New York 2012 

Olympic bid, the members of the bidding committee revealed to Curchod, who acted as their 

consultant that during the 3 years of the campaign, that different laws were passed, which 

would otherwise have taken much more time to be adopted without the bid. 

In order to achieve the national political legacy which was discussed in this paragraph, it is 

useful for the bidding entity not to isolate itself and to try to involve the national government 

as much as possible and other important local stakeholders such us the football clubs. 

3.3.3 SOCIAL LEGACY 

It is not easy to define the word "social" precisely.  On the one hand  Oxford Dictionary 

defines social as "relating to the society or its organisation."
125

 On the other hand, it is also 

defined as "relating to activities in which you meet and spend time with other people and 

which happen during the time when you are not working."
126

 As we can realise in this 

definitions, the term social is very broad. The authors will refer to social legacy as the impact 

a lost bid can have on the community. The authors identified  two main types of social legacy 

which we will describe below. 

The first kind of social legacy left from a lost bid is the raise of the sense of community inside 

a city or country. McMillan & Chavis define sense of community as "a feeling that members 

have of belonging, a feeling that members matter to one another and to the group, and a 

shared faith that members' needs will be met through their commitment to be together."
127

 The 

concept of community or community spirit can be applied to a national or urban level. 

Historically, important events such as wars and disasters have shown their capability to 
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increase the community spirit of a country or city. Sport is an important element that can be a 

catalyst to enhance community spirit. "The World Cup in 2006, held in Germany, saw a wave 

of patriotism sweep the country in a manner not seen for many years."
128

 A bidding 

competition to host a sports mega event has the ability to raise the community spirit. A bid 

gives in fact to a community the possibility to become part of the history of sport by hosting 

an edition of the sports mega event. The bid is an international competition where a city and 

country and their communities must show to the world that they are capable to host a sports 

mega event. A bid is an occasion to unify the community with the common goal of the event 

award. "The community pride and confidence gained from having pulled off a bid will create 

a can-do attitude, enlarge the self-image and the desire to do something great like that 

again".
129

 

An important example of a bid that was able to involve the community in positive way is the 

Manchester's bid for the 2000 Olympic Games. Sir Robert Scott
130

 affirmed that the 

Manchester bid of 2000 was able to involve all levels of the Manchester society. A study 

commissioned by the bidding committee that interviewed 1000 persons all over England 

showed that less than 8% expressed a lack of support for the Manchester's bid.
131

  The bid 

book of Manchester reported different quotes from the public, such as taxi drivers and 

policemen that were supporting the candidature of Manchester for the 2000 Olympics.
132

 Side 

events as City Pride
133

 contributed to enhance the community spirit. Even after the 

announcement of the loss of the bidding competition the reaction of the community was 

absolutely positive. The crowd that was following the bidding decision in the central square of 

Manchester, few seconds after the announcement of the event award started to sing "Always 

Look on the Bright Side of Life", a popular song written by Eric Idle.
134

 Sir Robert Scott
135

 

stated that the bid experience was capable of raising the Manchester community spirit. Also 

the Lille bid to host the 2004 Olympics was a good example of social legacy left by a lost bid. 
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The societal support to the bid was massive. "The Olympic bid led to a database of volunteers 

for future events that were used for the 2004 Lille Capital of Culture edition."
 136

 

In order to achieve this community participation, it is important that the bidding entity 

proactively operates to involve all levels of the community in the bid. This can be done 

through a clear internal communicational campaign that presents the bid and the event as 

"new answers to old questions."
137

 Promotional events related to the bid with the aim of 

involving the local population can be a good way to achieve local consensus and community 

spirit increase. The direct involvement of the local community in the bidding committee is 

also very good way to achieve a positive social legacy from the bid. The Toronto bid of 1996 

is a great example in which popular representatives were included in the bid committee.
138

 

Kidd argued that each bidding city should "conduct a social impact assessment and a public 

consultation before submitting its bid"
139

 in order to involve all the local stakeholders. 

There are some examples in which a bidding campaign was able to leave a social legacy 

connected with the education of the youths. In the case of Olympic bids this type of social 

legacy is related to introduction of the Olympic ideals and Olympic history to youth. The 

Manchester Olympic 2000 bid introduced a pilot programme on Olympic ideals into local 

schools. "Children are being encouraged to explore those ideals through, music, dance and the 

arts as well a wide number of sports [...]. Manchester 2000 is working in partnership youth 

organisations, religious groups and with sport bodies to bring Olympic ideals to as many 

young people as possible."
140

 The Manchester case is an example of bid that left a social 

legacy by teaching the the Olympic ideals and history youth. 

There is a significant environmental impact in staging events, including consumption of 

resources that affect air and water quality. Environmental issues occupy an increasingly 

important role in the sports world. The following section of the paper is focused on the 

environmental legacies of the lost bids. 
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3.3.4 ENVIRONMENTAL LEGACY 

Sports mega events, such as the Olympics are a strong driving force to changes and therefore 

have the potential to function as a catalyst for environmental transformations. Sustainable 

sport is a relatively new concept in both environmental and sport circles. Sustainable 

development is one aspect of the Olympics’ holistic approach.
141

 The IOC role is to 

"encourage and support a responsible concern for environmental issues, to promote 

sustainable development in sport and to require that the Olympic Games are held 

accordingly."
142

 

The damaging effect of the lack of any environmental policy and guidelines has a long-term 

impact on the global mandate of the International Olympic Committee.
143

 It had become 

obvious that environmental concerns raised by the Olympics could not be confined to the 

suitability and accessibility of locations for athletes, the international media and sponsors or 

to merely aesthetic improvements of tourist, cultural and industrial projects being tied to the 

economic development of the region.
144

 

The bidding procedure for Olympic Games emphasizes the significance of environmental 

matters. The cities must provide an assessment of the environmental impacts and legacies of 

staging the Olympic Games in the city/region.
145

 The Sydney Olympic Games is one of the 

first examples of integrating sport and environment. The Australian Olympic Committee 

presented a plan to reclaim a toxic wasteland outside the city as the main site of Olympic 

competition, and this strategy provided a competitive advantage over other bidding cities.
146

 

One of the good examples of environmental legacy is the case of Paris lost bid file for the 

summer Olympic Games 2012. Paris 2012 team commented on the environmental legacy of 

Paris bid saying "[winning and losing is a very human view and that] nature shows us that 

winning can take many different forms and that “losers” can be the winners of tomorrow."
147

 

One of the consequences of the Paris 2012 bid was the creation of an "Environment and 

sustainable development Charter", which was intended to increase public awareness to 
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environmental issues and to initiate changes in individual behaviours. The reflection of the 

Paris bid environmental legacy appeared clearly in two main projects, one of which was 

development of the residential area around a park in the 17
th

 district at the Batignolles
148

 for 

the Olympic village construction purposes. The district planned for the village was located on 

land owned by the French National Railway Corporation and the aim of the village was to 

become an eco-neighbourhood which is under construction now, despite the bid was lost. This 

project, conducted from October 2010 by a local public management society created by the 

City of Paris, is centred around the Clichy-Batignolles-Martin Luther King park, built on an 

area of 4.3 hectares (10 are scheduled for the future).
149

 

The second achievement was a large-scale public bicycle sharing system in Paris ("Vélib’"). 

The project was launched on 15 July 2007 and the system quickly expanded over 20,000 

bicycles and 1,202 bicycle stations across the French capital and in some surrounding 

municipalities.
150

 

The emphasis on environmental sustainability will undoubtedly be more critical in the years 

to come. The heightened levels of accountability for sports organizations and events reflect 

the increased level of interest and urgency to environmental concerns that has emerged in 

political contexts worldwide. The link between the sport and the environment is very strong 

and is becoming more important for the sport's governing bodies in order to promote the 

importance of sustainable environment. These values and concepts could be exploited by the 

bidding countries in order to reach these goals by working on it irrespective of whether they 

win or lose the bid. 

Creation of such initiatives by the cities/countries provides superb opportunities for 

establishment of promotional instruments and the potential to attract media attention. Next 

section covers the issues of promotional legacies related to lost bids. 

3.3.5 PROMOTIONAL LEGACY 

Many of the legacy gains from hosting can be realised albeit in a more minor way from the 

bid process itself. Indeed some entrants have no expectation of winning the competition but 
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they can see the benefit of gaining the experience as justifying the costs involved. One of 

these legacies includes international promotion and "place branding".
151

  

A city’s or country’s brand image can profoundly shape its economic, cultural and political 

destiny and managing a brand is a complex task. Most cities or countries have a certain 

image, whether they like it or not. People have heard about them and believe certain things 

about them. In many cases, the city or country neither needs nor could sustain a new image, 

but it could benefit enormously by challenging people’s prejudices and opening their minds to 

hearing something new and relevant about the place once in a while.
152

 

The effect of bidding may not be as strong in one city as it could be in another. As Sir Robert 

Scott
153

 points out, when the city is of a smaller size and has a "regional status", the 

promotional effects of bidding may be greater than for capitals. 

Some authors
154

 consider that bidding cities highlight common elements in their bid 

campaigns such as the images and descriptions and images of the city, descriptions and 

images of the Olympic Games and messages connecting the city and the Olympic movement. 

By conveying these messages, even by losing a bid, a city (depending on its size/type) may 

achieve the following benefits: 

 Promotion of the city. For instance, the mayor of Leipzig Wolfgang Tiefensee, 

candidate city for the 2012 Olympic Games, said he was proud to be Germany’s 

candidate: "Leipzigers believe in another miracle. We shall become one big Olympic 

village. Leipzig most certainly does require a miracle to ward off the urban giants. But 

at least it has made a name for itself in simply being one of the candidates."
155

 

 Re-positioning of the city/country. One of the main aims of the Poland bid to host 

the 2012 UEFA European Championships was to reposition the image of the country. 

Members of the bidding committee stated during the candidature: "We know that there 

is a certain perception of Poland out there that is out-dated, a perception that stems 

from the second half of the 20
th

 century. This event – EURO 2012 – will be a 
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tremendous opportunity to show that this perception is completely out-dated, and that 

we are a vibrant, young, colourful society. We will surprise the world"
156

 

 Putting the city "on the map": TSE Consulting points out the fact that the mere fact 

of bidding for the Olympic Games puts the earlier unknown region of the Black Sea 

and specifically the city of Sochi on the map of international sports.
157

 Additionally, 

attention must be drawn to the fact that especially unknown cities are looking for free 

promotion during the bidding campaigns, and even the announcement of the intention 

to bid may leverage their profile internationally, irrespective of whether the bid is 

continued at the later stages.
158

 For instance, the President of the Georgian Olympic 

Committee, referred to the Borjomi 2014 bid as "a natural extension of Georgia’s 

recent economic and political development". He noted on Borjomi 2014’s official 

Web site that the Olympics are a "natural step" as the country "strives" to take its "due 

place" in the world community.
159

 

Three successive Olympic bids were able to raise the national and international image of 

Manchester. The bids led to the organisation of several side-events. A city festival was 

organised in partnership with the City of St. Petersburg in 1990 to promote the 1996 Olympic 

bid.
160

 Several side-events were organised to promote the 2000 bid, like City Pride
161

. All 

these efforts were concentrated on the city scale level in order to promote the city of 

Manchester as a whole. The Olympic bid of Lille in 2004 contributed to spreading a cultural, 

dynamic and attractive image of the city.
162

 

The promotion of a city or country may be achieved not only through hosting an event, but 

also by a promotional bidding campaign which does not always result in a victory. The 

majority of cities send common messages to the sport governing bodies to achieve a 

recognition or re-position of the city/country status, image or brand. It is arguable whether 

promotion through sports is a more effective way of showcasing a city/country than by way of 

different types of advertising. 
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The increment in promotion and showcasing of a certain region may eventually lead to the 

increased interest from stakeholders from outside this region and result in investment 

opportunities. The following section analyses the potential economic legacies of lost bids. 

3.3.6 ECONOMICAL LEGACY 

One of the most significant types of legacies that a lost bid can leave to the city/country is the 

economic legacy. The UK National Heritage Committee stated that "it is clear that bids to 

stage major sporting events […] can operate as a catalyst to stimulate economic regeneration 

even if they do not ultimately prove successful.”
163

 The economic legacy is defined by the 

IOC as "all the economically-related investment, spending and revenue generation effects"
164

. 

The positive economic legacy that a lost bid can bring to the city or country is often the result 

of high international visibility of the bid campaign. The main areas in which a lost bid can 

bring a positive economic legacy are: 

 Tourism 

 Employment 

 Business opportunities 

Another important part of the economic legacy of a lost bid is the raise of the image of the 

country/city. 

What is the relation between a lost bid and the tourism arrivals in the city/country? It is 

possible to argue that the promotional legacy of the bid may lead to an increase of "touristic 

brand awareness" of the city/country. In any case it is not easy to connect the increase or 

decrease of the tourism in a city/country with the bid experience due to the fact that this data 

can be influenced by many different factors apart from the bid. The Olympic bid experience 

of Lille for the 2004 Olympic Games started in 1990 and finished in 1997. According to 

Giblin-Delvallet
165

 the number of tourists in Lille doubled from 1994 to 2004. The connection 

of this figure with the 2004 Olympic bid is anyway difficult to establish. Giblin-Delvallet 

affirmed that this increase is connected with special events like "Lille, European Capital of 

Culture" rather than to the international media exposure generated by the Olympic bid
166

. As 
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it was illustrated in this example, it is difficult to establish a certain economic legacy of a lost 

bid connected to tourism. 

Another type of positive economic legacy that can be generated from a lost bid is related to 

employment. The direct employment generated by the bid is quite modest and is connected to 

entity that is behind the bid. If a bid is promoted by a municipality or a sport federation, they 

will usually use mainly internal employees and no new employment will be generated. If the 

bid is led privately the bidding committee will have to employ some resources to manage the 

different activities of the candidature. Anyway we are speaking of a very limited numbers of 

full-time contracts that will expire at the end of the bid procedure. More relevant is the 

employment that a bid can generate indirectly. The Chicago 2016 Olympic bid left an 

amazing economic legacy in terms of employment opportunities. During this candidature the 

2016 Olympics Fund for Chicago Neighbourhoods was created with the purpose of helping 

neighbourhoods potentially affected by the Olympics. In June 2010, after the loss of the bid 

"more than 2.000 Chicagoans received up to 16 weeks of combined paid work experience and 

job training through Chicago Neighbourhood Job Start. [...] Job Start is a legacy of the 2016 

Fund for Chicago Neighbourhoods, a philanthropic collaborative established in 2008 to 

support communities most impacted by the city’s bid for the 2016 Olympic Game"
167

. The 

employment legacy of a bid can also be generated by the infrastructure built for the 

candidacy. A KPMG report
168

 before the Manchester 2000 Olympic bid stated that the bid 

had the potential of generating a global investment of 200 million pounds and 480 full time 

jobs. Unfortunately no post bid data is available. 

The international visibility generated by the bid can attract to the city/country various types of 

business opportunities. Companies and investors can become more interested in investing in a 

city or country due to the bid.  "If Manchester has the confidence to go out and bid for the 

Olympic Games, then it will be of more interest to Japanese or North American companies 

who are likely to invest"
169

 as stated Cohrane, Peck and Tickell about the Manchester 2000 

Olympic bid. In 2008 Manchester was ranked as the second best city to locate a business in 

the UK and fourteenth in Europe
170

. 
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Anyway it is difficult to connect this figure directly to the bid experience that ended in 1993. 

After the bid for the 2004 Olympics, the Lille bid committee stated that "international 

companies would now consider locating the Lille region."
171

 On the other hand, Hans de 

Blauwe stated that just regional firms moved to Lille after the bid. Based on the available 

sources, the authors believe that a bid is capable to "open the gate" to new investments in the 

city or country. Anyway, it is difficult to measure this economic legacy of the bid precisely. 

However the policy of the city/country after the losing the bid is pivotal for maintaining the 

same level of investments and to "keep the gate opened". 

A bid experience can also lead to the creation of partnerships that can contribute to the 

development of the city after the candidacy. The Chief Executive of the Manchester City 

Council, Sir Howard Bernstein, said: "In the early 90s, we had united the public and private 

sectors in Manchester through two Olympic bids [...]"
172

. From those relations, the 

Manchester Millennium Limited, a private-public task force, was created and was able to 

attract 600 million pounds investments
173

 for the urban regeneration of the city after the 1996 

IRA bomb in Manchester. 

Unsuccessful candidacies can be the catalyst to stimulate the investment of the local 

enterprises. Hugo Wetzel, President of the Saint Moritz bidding committee for the 1999, 2001 

and 2003 FIS Ski World Championships, stated
174

 that the two lost bids had the fundamental 

function of stimulating the local enterprises to invest in new touristic facilities that were very 

useful when the event was finally hosted in 2003. 

To conclude, a lost bid can lead to different types of economic legacies. However the relation 

between those different economic impacts and the bid can be difficult to measure because of 

the different factors that can influence them. In order to obtain any kind of positive economic 

impact it is important that the bidding entity considers the bid as a step in the development 

path of the city/country. In this long term plan it is fundamental that the bid is aligned with 

the development goals of the city or country. 

Sport can become a powerful tool for individual and community growth. There is a constant 

focus on developing sport and implementation of certain social strategies. The following 
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section considers the sporting legacies which can result in losing a bid to host a sports mega 

event. 

3.3.7 SPORTING LEGACY 

The IOC defines sporting legacy as "the legacies of the Olympic period that facilitate the 

promotion and development of sport in the Host City, region and country."
175

 The forms of 

sporting legacy envisioned by the IOC are new permanent venues, upgraded existing 

facilities, increased/rehabilitated training grounds, sporting equipment, increased sport 

participation, sport development, developmental training programs, etc.
176

 

The bid can become a catalyst for the development of sport in a city or country. This sporting 

legacy is the direct outcome of the connection between the bid and the sporting event. The bid 

will often bring some connected initiatives that can influence the development of sport in a 

city or country. The sporting legacies connected with the bid can lead to the promotion of 

sport, to the diffusion of the sport practice and to the capability of the bid to serve as an 

analytic tool on the sport situation in the country. 

A bid must include an important internal communication campaign – extremely important to 

involving the local community. This communication campaign indirectly promotes the event 

and the specific sport for which the bid is in place. This promotion can lead to an increase of 

the brand awareness of a specific sport. Obviously this is a modest increase and is not very 

useful for the sport which is already famous in specific countries. The impact is more 

effective for sports which are not popular. The bid committee can organise promotional 

initiatives that include the practice of sport. 

The Rome's bid for the 2020 Olympic Games organised a sporting camp which lasted three 

days in the main square of Rome where more than half a million persons
177

 had the possibility 

to practice some Olympic sports such us judo, shooting, fencing, athletics and volleyball. We 

don't know yet if this specific initiative had a legacy, but certainly had a positive effect for the 

diffusion of "minor" Olympic sports such us shooting and fencing. 

The Istanbul Olympic bid for the 2000 Olympics was capable to leave an important sporting 

legacy is terms of diffusion of Olympic sports to the youth. According to Yalcin Aksoy, 
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general director of the Istanbul Olympic Bidding Committee, bidding for and hosting sports 

events has changed the whole culture of the Turkish people. “We have a young population 

with 14 million people having an average age of 26 years. Many are also below the age of 14 

years and we have not previously been able to educate them about sport. However, bidding 

for the Olympics has given them focus and raised the profile of sport in our country."
178

 

As we will see in the next section, a bid can lead to important infrastructural legacies. The 

sport infrastructure built in the city/country for the bid can be very important for the 

development of sport. Sir Robert Scott affirmed that, in 1993, the Manchester bidding 

committee for the 2000 Olympics invested 3 million pounds of the governmental funding to 

the bid, in the construction of the first covered velodrome in Great Britain. "The velodrome 

was completed in 1994. In 2008, Great Britain won 7 Olympic gold medals in Beijing. That 

was entirely due to the fact that the velodrome was built in Manchester because before that, 

there was no covered velodromes in Great Britain as the national team had to train abroad.[...] 

That is a fantastic sporting legacy of our bid."
179

 

A bid can also leave an important sporting legacy in terms of analysis of the overall situation 

of sport in a country. A bid in fact is a snapshot regarding the situation of sport in a country or 

city. The bid book contains a lot of data regarding the sport practice, the infrastructure and the 

general ability of the country to host sport mega-events. 

Michele Uva
180

 stated that one of the aims of the Italian football federation to bid for UEFA 

Euro 2016 was to have an analytical overview of the Italian football system. The bid was an 

important analysis of the overall situation of the Italian football and had the role of 

highlighting to the relevant stakeholders the main strengths and weaknesses of Italian 

football. M. Uva continued affirming that the bid for the 2016 UEFA Euro championship can 

be considered as an important starting point for the refurbishment of Italian football. He 

concluded by saying that the bid was also very important because it gave to the smallest cities 

that were involved in the bid an overview of what was needed to host an international sports 

mega event. This does not concern the stadium only but also the transportation facilities, the 

promotional initiatives and everything around the mega-event. 
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As we have seen in this section a lost bid can leave a positive sporting legacy in the city or 

country. However this is not an automatic outcome of the bid. Often the bid is perceived just 

as an international promotional campaign and the connection of the bid with sports is not 

considered relevant by the bidding committees. In order to achieve a positive sporting legacy 

the bidding committee must understand that an investment in the bid is an investment in sport 

and that the bid is closely connected with the sporting event object of the bid. The bid 

experience, despite the event award, must be carefully planned to leave positive legacy to 

local sport in terms of promotion, infrastructure or analysis of the sport situation. 

3.3.8 INFRASTRUCTURAL LEGACY 

In the past it has been proven that mega events can transform a city.
181

 The Olympic Games in 

1992 is in this sense a turning point in the history of the Olympics.
182

 After this point the 

competing-to-host cities have focused more on the power of the event on urbanism and 

environment; cities have adopted this motivation for partial regeneration projects.
183

 In the 

UK there has been a common understanding that major events can bring economic and social 

benefits to the host city, region or country.
184

 Following several failed bids in the 1980s and 

the 1990s to host the Olympics, several cities have adopted a tactic of attracting major 

sporting events as a means of economic and urban regeneration policy. This tendency has 

especially increased after successful hosting of the UEFA European football championships 

by England in 1996. This gave an incentive to other cities for regeneration and to bid for 

different sports events.
185

 

Nevertheless, the benefits of bidding are not clear and extensive research has not been 

conducted up to date on this topic. Most urban development studies have focused on the 

legacies of events that have been attracted and hosted. But with the increasing competition 

between cities to host mega events, a lot of contenders develop detailed urban development 

plans for city renewal. These plans are rarely implemented. There is indication in the 
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literature that even the process of bidding for the Olympic Games is partially constitutive of 

urban planning
186

. 

The non-exhaustive list of examples of the urban legacies may include construction of sport 

facilities, building transportation networks, environmental-friendly or so-called "green" 

facilities and realising technical plans, that can be used in the future. 

By virtue of the motivation to host the Olympic Games, cities initiate large-scale urban 

development projects that may not be carried out at all or would otherwise be carried out on a 

much more limited scale. Given that nowadays a lot of cities are in contention for hosting the 

Olympic Games, they often try to gain an advantage over other candidate cities by starting 

some of the projects before submitting their bid documents. Alberts argues that even an 

unsuccessful bid may arguably be beneficial for the development of new infrastructure.
187

 

It must be stressed that it is complicated to assess the benefits of the Olympic Games and to 

separate which projects were realized only because of the Olympic Games and which ones 

would have been undertaken anyway. A good example of using sport bidding as a tool of 

urban renewal is the city of Berlin. Berlin intended to use the 2000 Summer Olympic Games 

to integrate the two halves of the city and increase East Berlin’s level of urban development. 

Several other projects, such as the velodrome and the swimming hall, were to be built even if 

Berlin was not awarded the Games. Overall, these projects were used to facilitate the bid of 

Berlin in the eyes of the decision makers.
188

 

Despite not being selected for the 2004 Olympics, Stockholm implemented part of their 

promises stipulated in the bid books, such as the initially planned Olympic village in 

Hammarby Sjöstad.
189

 

The city of Manchester had four consecutive bids – for the 1992, 1996 and 2000 Olympics 

and then the 2002 Commonwealth Games –  before it could implement its plans to regenerate 

the east side of the city. Manchester was following an event-led strategy of regeneration of its 

east side
190

 and, even though it did not succeed with either of its bids, it still built its 
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strategically important facilities, the aquatics pool, Sport City and the City of Manchester 

Stadium. However, it may be argued that it required another event as a catalyst – the 2002 

Commonwealth Games – which in a way can be considered as a positive legacy of the 

previous failed bids.
191

 

According to the City of Manchester 2000 Olympic bid document, there has been a long-term 

capital investment programme for the refurbishment of the city.
192

 This plan included 

development of the metro transport system in order to connect the newly planned Olympic 

Centre with the rest of the city. With the building of Sport city
193

 in this same location, it may 

be argued that both the Commonwealth Games, and the 2000 Olympic Games before, were 

intended as mechanisms for a specific strategy for municipal regeneration for the city.
194

 

Istanbul has bid for the Olympic Games for four times (1993, 1997, 2001 and 2005). Before 

and during these bids, many other Turkish cities have also got interested in hosting different 

events. Some cities have accomplished mega-events hosting and some cities have remained 

with unsuccessful bids. It has been observed that Olympic biddings have been automatically 

put as a dictation of the Olympic law, which has generated a condition of consecutive bidding 

without any kind of strategic planning. The bids of Istanbul have been structured upon the 

infrastructural requirements of the city and the potentials and social requirements of the 

young population. Even if Istanbul was never selected they used the enthusiasm generated to 

bring together the different stakeholders and think every four years about the long-term 

development of the city. Several Olympic facilities were built, most notably the Ataturk 

Olympic Stadium
195

. 

In order to avoid the problems of "white elephants", the city/country should include the bid in 

the long-term infrastructural planning strategy. Even when a bid is lost, the infrastructure 

included in the bid documentation will be built according to the needs of the government. To 

facilitate the realisation of such strategy, involvement of public stakeholders, such as the 

government, is recommended in the bid. 
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CHAPTER IV – CONCLUSIONS 

Throughout our research we have identified that one of the main problems in the sport 

landscape concerns the fact that in a long-term competition for the right to host an event there 

is only one winner. Every other contender is still obliged to invest a lot of money for the bid 

campaign. Moreover, the cost of bidding is constantly increasing, which should raise alarm 

for the sport governing bodies since there may be fewer or no bidders at all in the future if 

bidding becomes unattractive due to high costs. Furthermore, by analysing the regulation of 

bidding for sports mega events, we have come to a conclusion that the bidding process is 

complex and involves considerable risk and commitment. For example, the requirements of 

the governing bodies may not coincide with the vision or the development strategy of the city 

or country. Requirements of governing bodies for a high number of facilities may lead to lack 

of public support during the bidding stage. Additionally, a lost bid can lead to negative 

legacies such as overspending, political tension and bad publicity for the whole country. It 

may reasonably be assumed that only the world’s largest and most powerful cities will still 

have the capacity to stage sports mega events. 

The potential solutions to the presented risks are the positive legacies obtained from the losing 

bids. By analysing different examples of cities that have suffered a loss in the past, we have 

come to a conclusion that in some cases a loss in a bidding campaign may lead to positive 

legacies. These legacies vary on a case by case basis, often depending on the size of the city, 

its strategy and objectives. The authors believe that the legacy of lost bid can affect different 

fields of the society. In this thesis the authors identified different case studies of such positive 

legacies of lost bids (see appendix 3). However sometimes it is complicated to establish a 

precise consequential link between the lost bid and the positive legacy. 
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The table below summarizes the main positive and negative legacies of unsuccessful bids. 

TABLE 5: 

During our study we have classified the following recommendations for the bidders in order 

to be able to reach the positive legacies stemming from losses. 
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RECOMMENDATIONS 

The Authors have summarized a list of recommendations which advise the bidders how to 

avoid negative impacts and the ways to achieve positive legacies from losing a bid. 

 Have a proactive approach. Being proactive for a bidding committee is a decisive 

precondition in order to obtain competitive advantage and to gain most types of 

positive legacies from the losing bid. Passive fulfilment of the procedural bidding 

requirements will drastically decrease the possibility of gaining positive legacy from 

the bid. 

 Elaborate a long-term plan. The bid must be a part of a long-term strategy of the 

bidder and clear objectives must be set out in order to realize what the benefits of 

entering into the bidding race are and how the bidder will benefit even if the victory 

will not be obtained. 

 Perform an analysis before you bid. Economic benefits of the bid outcomes must be 

carefully planned. The city/country should perform a financial analysis of the potential 

event hosting. The intangible benefits for small size cities/countries form a 

considerable element for deciding whether the campaign should be proceeded with. 

 Measure, analyse, compare. In the context of a long term strategy of the city/country 

it is important to understand whether the vision of the city/country is going in the right 

direction. This can be achieved by performing measurement, comparisons and analysis 

of the expectations and the achievements obtained by the bid in specific spheres. 

 Involve public stakeholders. The involvement of public stakeholders is important for 

different reasons such as financial support, credibility and collection of information. 

Knowledge of government policy, direct communication and including representatives 

of public stakeholders in the bidding committee are means to obtain this involvement. 

 Involve the community in the bid. By involving the community in the bidding 

campaign and creating a common goal as well as obtaining support from the public, 

the bid will create a platform for social legacy in terms of renewed community spirit. 

This can be achieved by organising promotional events related to the bid, and by 

involving community members in decision making process of the bid through public 

surveys. 

 Make the bid transparent. Making the bid transparent is essential in order to avoid 

political tension after the loss. The transparency can be obtained by a clear 
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communicational campaign regarding the costs, benefits and risks of the bid. The bid 

should be as transparent as possible to avoid any accusations in the event of losing and 

furthermore in the light of the effect that a non-transparent campaign may leave on the 

image of a city or country. 

 Control the cost of the bid. Management of the cost of the bid is important to avoid 

overspending. To control the cost of the bid, the bid committee has to involve a high 

number of stakeholders that can contribute by guaranteeing a substantial amount of 

cost-cutting. For example partnerships with airlines will save the travelling expenses 

that usually are an important part of the bidding budget. 

 Integrate the bid in the city long term urban vision. In order to obtain a positive 

infrastructural legacy from the bid, it is highly recommended to include in the bid the 

urban plans that are needed to renew the city/country. Even if the bid will be 

unsuccessful, it is more likely that the plans will be implemented. Cooperation with 

the relevant public authorities will contribute to such integration. 

 Build and maintain relationships with sport governing bodies. Creation of network 

within the sport governing bodies is advisable for the success in future bidding 

campaigns as well as for other associated reasons. In order to be successful in this 

component the bidders must have a recognizable team, which has to participate in the 

events not only dedicated to the bid competitions. In this team it is recommended to 

include icons of sport in order to facilitate the communication with the sport 

governing bodies. Furthermore, it is important to react positively to the decisions of 

the federations and to show appreciation for their work. 

 Use the previous bid experience. Bidders can leverage on the knowledge and 

network acquired in previous campaigns. In order to secure the transfer of know-how 

there should not be strong disconnection between various bids in terms of time and of 

data collection. 

 Link the bid with sport. The bidders should not forget the close connection between 

the bid and sports. Linking the bid with sport is one of the ways in order to obtain a 

sporting legacy from the bid. The bid for a sport event is a good opportunity to 

promote sports. 
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After the performed examinations, the authors will like to state a final remark. 

We believe that hosting a sports mega event can contribute to the development of a 

city/country and approach to the ideal condition. On the other hand, hosting a sports mega 

event entails risks of overspending, "white elephants", inflation, public debts. In this context 

the bid can be an ideal catalyst for obtaining development with a reduced degree of risks. 

 

GRAPH 7: 
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APPENDIXES 

APPENDIX 1 

SAMPLE QUESTIONNAIRE 

 

The aim of the following questionnaire is an attempt to identify whether losing a bid to host 

a sports event may in some cases be beneficial to the bidding countries or cities by raising 

relevant inquiries. 

TOPIC: /name of the city/ bid for the /name of the mega event/ 

Q.1 What was your motivation to bid for this particular sports mega event? Did /name of the 

city/ bid to win or to achieve other objectives? 

Please answer in the box below. 

 

Q.2 What are the criteria according to which /name of the city/ selected to bid for this 

particular sport event? 

Please answer in the box below. 

 

Q.3 What was the legal form of the Bid Committee? 

Please answer in the box below. 
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Q.4 What  was the overall cost of the bid? 

Please answer in the box below. 

 

Q.5 What were the most costly elements of the bidding budget? 

Please underline the correct answer. 

 Salaries of the bidding team (YES / NO) 

 Promotion of the bid (YES / NO) 

 Travel exepenses (YES / NO)  

 Consultancy (YES / NO) 

 Other (please specify in the box below)  

If the answer to one of the above is "NO" please add comment in the box below: 

 

Q.6 What was the source of financing of the bid? 

Please underline the correct answer. 

 Public (YES / NO) 

 Private (YES / NO) 

 Public/Private partnership (YES / NO) 

Please mention the sources of financing in detail: 
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Q.7 What was the reaction of the public opinion after the loss?  

 

Q.8 What kind of benefits did your city gain from the bid experience? Please underline the 

correct answer. 

 Building relationships in the sports world (YES / NO) 

 Raising the sense of belonging of the population to the city through the bid (YES / NO) 

 Realising technical plans that can be used in the future (YES / NO) 

 Promoting the city (YES / NO) 

 Obtaining of know how and development of professionals in sports industry (YES / NO) 

 Increasing level of participation in sports (YES / NO) 

 A tool for enhance legislative initiatives (YES / NO) 

 Not hosting an event which, if it is not managed properly, can be a huge problem for the 

national economy and image (YES / NO) 

 Did a failed bid result in a successful future bidding campaign? (YES / NO) 

 Did the city develop certain infrastructures related to the bid (YES / NO)  

If the answer to any of the above is “YES”, please provide additional comments 

 

Q.9 Considering the differents negative features of the bid (cost, negative image for losing, 

etc.) and the positive features resulting from the bid (see previous question)  which of these 

two prevailed? 

Please answer in the box below. 
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APPENDIX 3 

List of case studies. 

Cities that gained concrete legacies after losing a bid. 

1. Berlin 

Lost the bid for the 2000 Olympic Games. 

An example of using sport bidding as a tool for urban renewal. Swimming hall and the 

velodrome were constructed to facilitate the bidding campaign. 

2. Chicago 

Lost the bid for the 2016 Olympic Games. 

The Chicago 2016 Olympic bid left the legacy in terms of employment opportunities. During 

the candidacy the 2016 Olympics fund for Chicago neighbourhoods was created with the 

purpose of assisting the neighbourhoods potentially affected by the Olympics to benefit from 

planning of the event. In June 2010, after the loss of the bid more than 2.000 Chicagoans 

received up to 16 weeks of combined paid work experience and job training through Chicago 

neighbourhood "Job Start" programme, established in 2008 to support communities most 

impacted by the city’s bid for the 2016 Olympic Games. 

3. Istanbul 

Lost the bids for the 2000, 2004, 2008 and 2012 Olympic Games. 

The city bid four times in a row due to a special Olympic law implemented by the 

government granting the city full financial support. Olympic Ataturk Stadium was built in 

connection with the Istanbul bid for 2000 Olympic Games and the long term plan of the city. 

4. Lille 

Lost the bid for the 2004 Olympic Games 

The Olympic bid led to a databank of volunteers and people for future events, used gratefully 

for the European Cultural Capital that Lille was able to attract after the Olympic bid. 
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5. Madrid 

Lost the bids for the 2012 and 2016 Olympic Games. 

The bid was able to create a positive relation between the central and local governments. It 

was highly supported by the central Spanish  government. The parliament supported the 

Olympic bid unanimously. Different members of the central government were included in the 

Madrid 2012 foundation that, as stated by the President of the foundation the Major of Madrid 

Alberto Gallardon, tried to involve all the Spanish society. 

6. Manchester 

Lost the bids for the 1992, 1996 and 2000 Olympic Games. 

Legacy of lost bids resulted in gaining other events, such as Commonwealth games. The 

velodrome, aquatics pool, Sport City and the City of Manchester Stadium were constructed. 

Furthermore an educational programme to promote the Olympic values was developed during 

the bid. 

7. New York 

Lost the bid for the 2012 Olympic Games. 

New York was able to rezone West Side Manhattan into development zone due to the 

timetable of the 2012 Olympic bid. 

8. Paris 

Lost the bids for the 1992, 2008 and 2012 Olympic Games 

A good example of a bid where some of the promises were implemented after the loss such us 

the Olympic Village and the Velodrome. Paris developed among others the Olympic 

Swimming Pool and created the Clichy Batignolles Park where the Olympic Village was 

proposed. Additionally, a bike-sharing programme "Vélib" was created in connection with the 

bid. 
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9. Stockholm 

Lost the bid for the 2004 Olympic Games 

Stockholm implemented part of their promises stipulated in the bid books, such as the initially 

planned Olympic village in South Hammarby (Hammarby Sjöstad). 
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