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SEDK Sport Event Management Uddannelse 

PRESENTING THE BID – THE FINAL PRESENTATION
The role of the Final Presentation 
There have been a number of books written by people involved in successful Olympic bidding campaigns sharing their experiences with future bidders and attempting to analyse the reasons which contributed to the success of their bid. 
In truth, such an analysis is interesting, but is usually the opinion of one executive or leader of a bidding team and is never ultimately corroborated by the approximately 120 IOC Members who were the actual recipients of the campaign materials and messages, and who finally voted in a secret ballot to select that particular city. IOC Members rarely speak publicly about these votes and if they do, it is well known that they rarely tell the truth about such things – that is their ultimate strength – nobody actually knows how they really voted. 
There is however a common consensus contained within all reports of IOC bids and generally confirmed by all IOC Members, and that is that the Final Presentation to the voters is never worth more than 20% of the whole campaign. Generally by the time of this Final Presentation, 80% of the voters will have decided for whom they are going to vote. There is a possibility therefore to convince a maximum of the final 20% of the voters to select your bid over the competitors following the Final Presentation. 
What is also generally understood and confirmed by the IOC Members is that the Final Presentation may only be able to convince up to 20% of the voters to select your bid, but a bad, lacklustre or poor presentation would actually lose some of the votes previously secured amongst the 80% of decided voters. 

A Final Presentation can therefore rarely WIN many votes, but it can certainly LOSE votes. 

A Final Presentation also enables a bidder to lay out clearly, concisely and in an entertaining manner, the main reasons that the voters should select your bid. It is also possible that your bidding team will only have been able to spend a short time with each voter and will not have had the opportunity to illustrate to him/her the key messages and advantages of your bid when compared to the bids of your competitors. The Final Presentation allows you to do all of this, whilst enabling you to demonstrate a clear difference between your bid and those of your competitors. 

For any bidding campaign, this is the ONLY opportunity for you to clearly lay out the strengths of your bid to the complete voting membership and for them to compare your bid to those of your competitors. The voters will then have an opportunity (albeit a short one) to discuss the relative strengths and weaknesses of the various bids prior to the vote. 
Presenting the Bid 

There are eight key elements of a good Final Presentation: 

1. Keep it clear, simple – and memorable 

2. Make it look extremely professional, without looking ‘clever’ 

3. Repeat only the main messages of the whole campaign 

4. Appeal to the emotions of the voters 

5. Train the presenters to speak from the heart (and not to read their scripts) 

6. Consider including something to surprise the voters (and your competitors) 

7. You are given a time limit – do not abuse it 

8. Remember that the first language of the majority of the audience will not be English – make it clear and understandable for the whole audience 

1. Keep it clear, simple – and memorable 

Many people make the mistake of trying to build too much information into their Final Presentation. They also often try to build in too much technical information into a Final Presentation, which is designed to illustrate the main and most persuasive messages of the bidding campaign relative to the other bids. Every bid that reaches this stage of the bidding process will be expected to have the necessary technical specifications to host the event. You must demonstrate the technical/infrastructure side of the bid, but do not dwell on it. At the end of all the presentations, no voter will remember one bid from another in terms of the infrastructure! No voter can be expected to remember more than between one and three clear messages from a Final Presentation, so concentrate on ensuring that those are clearly put across. Try to add one memorable moment as part of the presentation. 

2. Make it look extremely professional, without looking ‘clever’ 

It could well be argued that Paris lost a few votes following its Final Presentation for the 2012 Olympics by being too clever with its content and miss-reading the audience. In order to ensure that no presenter made any mistake, they decided to present nearly 80% of the presentation utilising video. Beautifully crafted and shot video, but for this relatively aged audience it provided an opportunity for them to doze and was also seen as an insult to their intelligence. 
A multi media presentation, including excellent video material is now expected and is a must for a Final Presentation for any major sporting event. For a bid where the majority of voting members will be unable to visit prior to the vote, it is crucial that the visual material is entertaining and informative, and very professionally compiled. A professional ‘look’ to the whole presentation (reflecting the printed material that preceded it) is also extremely important, as is the professionalism and believability of the presenters. 
3. Repeat only the main messages of the whole campaign 

The attention span of the voting audience (and most international sports decision makers are over 60) means that it is crucial that the messages contained within the Final Presentation should be FEW and should be clearly presented. It is also crucial that these messages are merely repeating the key messages which have been utilised in the campaign. The Final Presentation is purely an opportunity to illustrate these winning messages to the whole voting membership. 

4. Appeal to the emotions of the voters 

The Final Presentation is the one moment of the whole bidding campaign where there is an opportunity to appeal to the emotions of the voting members. Unlike an Olympic or Commonwealth Games bidding campaign, the decision makers will be made up entirely of voters for whom your particular sport is their life, for whom every waking moment is devoted to thinking about the sport and who have spent their entire life wedded to the sport. It is crucial that the Final Presentation plays on these emotions and demonstrates that you not only understand their sport, but that you are able to play on their emotions through words and pictures about their passion. Until now it has been important to demonstrate your professionalism and understanding of their needs, the Final Presentation is the moment to also play on their emotions. 
5. Train the presenters to speak from the heart (and not to read their scripts) 

Although the Final Presentation must be fully scripted, timed, rehearsed and tested many times, no presenter will ever convince his/her audience if they are seen to be reading their presentation. The voting members must believe that the people who are presenting their bid to them are the people who will be responsible for safeguarding the values and strengths of their flagship event – therefore they must BELIEVE you and they must TRUST you. All those involved in presenting the case, if they are not already proficient public speakers and presenters, must be prepared to undergo professional presentation training and to be available to devote a considerable amount of time prior to the Final Presentation to rehearse this crucial 30-minute presentation. 
6. Consider including something to surprise the voters (and your competitors) 

This tactic can be extremely useful should you find yourself in a tight race and are seeking a ‘coup de grace’ to unsettle your main competitor’s campaign. By revealing (in the Final Presentation) a simple to understand ‘offer’ that it would be difficult for the voting members (or their Member Federations) to refuse, you are able to potentially upset the momentum of your competitors and to do something that they will be unable to counteract in their own Final Presentation. It is a tactic that should always be considered and can sometimes prove exceptionally effective. 

7. You are given a time limit – do not abuse it 

This would seem to be an obvious ‘must’ for any Final Presentation (and simply polite) but bidding cities have often fallen into the trap of overrunning extensively with their presentations, which will only anger and upset the audience and can have a very detrimental effect on the outcome – whilst making your bid look extremely unprofessional. For a good and entertaining presentation to overrun by a few minutes is acceptable, but it will always be better to complete the Final Presentation within the allotted time. 
8. Remember that the first language of the majority of the audience will not be English – make it clear and understandable for the whole audience 

At the top of every international sports governing body there will be a number of the voting members who do not speak good English and will be reliant upon the translators to follow the meeting. Sports organisations generally utilise the same team of translators (who are often well known to TSE) and it will be crucial to observe two things during the Final Presentation. Firstly, out of courtesy to the French speakers in the audience, a short section of the presentation should be in French (it could be a video section utilising a French voice-over). Secondly it is vital that the translators have a complete script of the Final Presentation, with the main points emphasised, at least 24 hours prior to the presentation to enable them to read and understand all the messages clearly. This way their translation will be free-flowing and absolutely clear and understandable to all the voting members. 

Who should be involved in the Final Presentation?
For a 20 to 30-minute presentation, it should not be necessary and would in fact be counter-productive, to involve more than 5-6 presenters (which is often also the restriction imposed on the bidders by the sports organisation). 

Treat your audience with the highest possible respect and always bring the most important political figure (Head of State, Minister, Regional Governor etc.) that you can to the Final Presentation to lead the delegation. 

He should be accompanied within the presentation by: 

· The President of the sport’s federation in your country 

· Any Board Member of the international sports organisation from your country 

· A star athlete (current or past) 

· An iconic figure from the sport from your country (generally matching the same generation as the voting audience) 

· A young athlete of the future 

The last two contributors could be utilised as part of the video element of the presentation and need not necessarily be on stage for the Final Presentation. 

The bid team’s presence in the city prior to the Final Presentation is crucial as this time can be utilised most effectively for last minute lobbying and it is at this time that the iconic ‘bid ambassadors’ can be revealed and can be utilised to talk to the voting members who will be well known to them. 
The final make-up of the team to participate in this Final Presentation should be discussed in the light of the relative strengths of the competitors. 
Should a competing bid for example utilise an iconic, international celebrity as its spokesman, then it might be beneficial to field a very senior Government Minister as a key member of your delegation, thereby emphasising the federal government’s support for your bid and counteracting the ‘celebrity factor’. 

Final Presentation content 
When considering the content of the Final Presentation, it is useful to look at the potential requirements of such a presentation (in terms of the amount of video material, computer generated slides etc) and to look at the potential utilisation of different speakers that might be used. The following broad outline is designed as a presentation that should capture the imagination of the voting members, whilst retaining their attention for the full 20-minutes duration: 
	VIDEO (2.00) V/O introduction and pictures of host country/cities with a potential message from the Head of State 

	LIVE (3.00) The Bid Leader 

Slides throughout of the particular sport’s events and statistics of bid country/city 

	VIDEO (3.00) Material illustrating the stadium/stadia and the 

technical aspects of the bid 

	LIVE (2.00) Head of NGB 

Slides or video to support 

	LIVE (2.00) The Bid Leader introduces the bid’s key initiatives 

supported by slides 

	LIVE (2.00) An athlete’s view 

supported by slides 

	LIVE (2.30) How the bid will impact the IF or sports organisation (a view from a ‘friend’ or colleague within the organisation) supported by slides 

	VIDEO (2.30) A very emotive video finale 

	LIVE (1.00) Bid leader closes and thanks 


The total duration of the video material to be considered would therefore account for approximately 40% of the total presentation, with the remaining 60% being live speech supported by slides. 
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