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Olympic chat heats up as countdown 
reaches one year... 
...but with evident differences between Brazil and the UK

With almost exactly one year to go 
before the start of  the Olympic games in 
London, social media is increasingly 
reflecting the rising levels of  anticipation 
ahead of  the events. We have selected the 
following as some of  the key trends which 
have got people talking in social media 
for the past two weeks.

 
1. Proximity to the event is 

clearly making a difference for the 
UK public. Whilst the level of  tweeting 
and posting has seen a slow but steady 
increase in recent weeks, it is clearly and 
understandably been most prominent 
within the UK. The build up to the 
games clearly allows a host of  
opportunities and activities which can 
engage the public long before the 
opening ceremony.  Actions which are 
getting talked about include the torch 
ceremony, the visible presence of  event 
infrastructure and the presence of  
practice events within the city have all 
got attention of  late. 

2. Sponsor activity is beginning 
to get talked about. The subject 
which has received by far the most 
attention in the past fortnight relates to 
the announcement from McDonalds, one 
of  the games official sponsors, that it 
open it’s largest ever restaurant inside the 
Olympic village in East London.  On the 
day of  the announcement and in 
subsequent days the subject lead to heavy 
social media comment. What was striking 
was that both the mainstream media and 
subsequently the general public chose to 
focus on this element of  the McDonalds 
activity around the games

 at the expense of  a number of  
other partner activities which were 
launched on the same day. The 
announcement lead to a lot of  criticism 
in social media as the UK public 
questioned the decision of  games 
organisers to allow the fast food 
restaurant to be associated with the 
sporting event.

Although the official McDonalds 
launch spent most of  time attempting to 
get across a message about the quality of  
its food this seems to have been drowned 
out by the story of  the world’s largest 
restaurant at the heart of  the Olympic 
site. 

 
3. There is a noticeable 

difference in reaction to the 
McDonalds story across markets.  
Whilst the UK and US public were 
largely cynical in their response to the 
McDonalds story the same could not be 
said about the Brazilian public. The story 
was widely tweeted and re-tweeted 
amongst Brazilians but with significantly 
less criticism of  the role and presence of  
McDonalds as a games sponsor. 

4. Brazilians have created their 
own social media agenda. Whilst 
Brazilians have shown many similarities 
in the subject which got them posting 
and tweeting there are some the has been 
more interest are more interested in how 
events in London relate back to the 
hosting of  the Olympics (2016) and the 
World Cup (2014) in Brazil.  McDonalds 
story  
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As a result the announcements by the 
games organisers that the London games 
event infrastructure was already over 85% 
complete and would come in under the 
latest assumed budget created a lot of  
interest in Brazil, along with a moderate 
level of  synicism which reflects local 
concerns that infrastructure in Brazil is not 
proceeding quickly enough.  

5. Social media chat is not 
focused on events off  the track and 
field. In general, both across the UK and 
Brazil it is already evident that social media 
chat is, at this point, heavily skewed 
towards stories which have little to do with 
the athletes and events in themselves. 
Brazilians were especially interested in the 
rumours that the Beatles might possibly 
reform for a special Olympic games 
opening ceremony performance. In recent 
days news that News International might 
have lost exclusive media access because of 
the scandal which has engulfed the 
company in recent weeks has also been a 
popular subject in social media. 
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Because social comment is not 
reserved to digital media we’ll also be 
sharing some of the best offline  
examples of Olympic related 
comments here in London Listening.  
This photo was taken close to the new 
Olympic park.  

Thanks to www.flickr.com/loopzilla/ 

TWEETS OF THE WEEK
for each London Listening we select our favourite Tweets: the ones that 
make us laugh, reflect the topical issues or generate good conversations.  
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