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Johan Eliasch

Executive Summary

We need a fresh strategic plan.

If | am elected President of the IOC, we will
begin the process of drafting a detailed, five-year
strategic plan, to ensure we stay focused.

With my leadership, every IOC member will be
equally special — and every voice will be heard, no
matter how long you have been a member for.

Businesslike, and entrepreneurial.

I will work 24/7 to inject our organisation with
creativity and innovation.

More for less.
We can make efficiencies across the board, taking
advantages of synergies to make our organisation
lean and dynamic.

Sporting excellence front and centre.
| will initiate a review of all sports and formats to
maximise their attractiveness to fans.

Our athletes come first.

Those who dedicate their lives to sport deserve our
dedication in return, with an improved experience
before, during and after the Games.

We must return to biological facts to ensure
fairness for all.

The greatest show on earth.

We will maximise the spectacle and star power of
the Olympic and Paralympic Games, to increase our
impact and influence.

Digitalisation changes everything.

New generations are watching sport in dramatically
new ways — we will transform our approach to
digitalisation, streaming and storytelling to stay
ahead of the game.

Al is the new reality; embracing it

is essential.

There are huge opportunities here for efficiency,
training and judging that | will ensure we seize.

Sustainability must be central

to the IOC agenda.

We will take our commitment to sustainability to the
next level, with an approach that is unashamedly
bold and based on the latest science.

We are a team that is united around a shared
passion for sport — and its world-changing
potential.

Bound by
sport, undivided
by borders.
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I have always aimed to
be someone who actively
drives positive change.

Foreword

Foreword

The Olympic movement is one of the
greatest forces for hope and unity the
world has ever known, but it cannot
stand still. This is something our outgoing
President understands instinctively.
Thomas Bach’s leadership of the IOC

has been exemplary, his diligence
phenomenal. With the unarguable success
of the Paris Olympics and Paralympics),
he hands over our brand on a high both
organisationally and reputationally.

The core message of my campaign is simple. We

live in an increasingly complex time, with many
challenges ahead: foreseen and unforeseen. If we are
to stay ahead of the game, the IOC needs a safe and
experienced pair of hands who can hit the ground
running and is capable of bringing members and
others on a journey to an ever-brighter future. We
need highly experienced leadership, gained over
decades at the sharp end of sports administration,
business, politics and philanthropic endeavours.

Our next president must have steered a large
organisation and managed change within it; faced

a blizzard of decisions to make every day; and not
only made decisions but overseen their delivery too.
The experience of personally leading a multi-faceted
global organisation cannot be picked up on the

job. The demands of such a role are intense at any
time, but now - at this juncture of rapid geopolitical,
technological and cultural change - they are
exceptionally challenging, demanding exceptional
experience. This is, to paraphrase a political slogan,
no time for a novice.

I may not be a veteran of the IOC, but | am no novice.
My experience has equipped me with the exact skill
sets needed for this role. There can be no better
apprenticeship in sports administration than running
a big international federation - and FIS, which |

lead, is one of the largest, covering 14 disciplines
and delivering 55% and 80% of the Olympic and
Paralympic Winter Games medals respectively.

When it comes to boosting the IOC’s commercial
prospects and getting more for less, | have a multi-
faceted CEO background, steering many global
businesses to success. My leadership would bring
an injection of entrepreneurialism, with bold thinking
encouraged and colleagues inspired to break the
mould. We must be businesslike in our approach,
with rigorous metrics to define and measure
success, thinking afresh to unleash creativity and
potential. Where things aren’t working as effectively
as they should, | want colleagues to speak out. There
must be zero complacency in our drive to excel. We
ask our athletes to challenge world and Olympic
records, and we need to offer the same level of
administrative and commercial skills to match and
showcase their extraordinary talents.
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My love for the Olympic
movement and all sport,
combined with my
experience, would create a
powerful force for change.

Foreword

On the issue of navigating difficult geopolitical
issues, | bring the knowledge of an insider, having
worked as a member of government at the highest
levels. The next president of the IOC should also be
an expert on sustainability, with the knowledge to
ensure our organisation is on top of the major issue
of our time. As someone who has been part of the
movement for decades - chairing environmental
foundations, setting up foundations to conserve
rainforest and writing government reports (such as
the Eliasch Review on financing global forests and
the science and innovation part of the UK Net Zero
Review) - | am well-placed to handle this part of
the job.

Last but not least, our next president must be
across the latest technologies that are convulsing
the worlds of sports and entertainment. As a patent
holder who has had a hand in the digital innovations
that shaped the products we all use every day, | am
highly alert to new technologies and their practical
application in our field.

In short, my past four decades have been a unique
preparation for the role — and for this moment.

But that is not why | am standing. | am running for
president not because of what is on my CV but
because of what is in my heart. My passion for the
Olympic movement and all it stands for stretches
back to my boyhood. Olympic sport touches parts
of our psyche that nothing else can reach, uniting
humanity in a way nothing else can. Countless times
| have watched in awe as athletes push the human
body to its limits - and as women and men from
all corners of the planet meet on common ground,
united in a sense of sporting camaraderie.

This passion would be critical to my dynamic
approach as President of the IOC. Throughout my
career, my passion and drive for innovation have
proved a forceful combination when it comes to
making things happen. My love for the Olympic
movement plus my experience would create a
powerful force for change - but that force

would only become magical and sustainable
working together with all our members.

My years in business and sports administration have
taught me this critical equation: one plus one equals
three. When it comes to making things happen, a
leader cannot go it alone. A stronger future is only
possible if we draw on all the talent across the IOC.
My vision is of total equality: all IOC members being
equally special and all voices being heard, regardless
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of the length of your CV or how many years you have
served. The best ideas should always win.

In that spirit, | have enjoyed the dialogue with friends
and colleagues across the I0C about the future of
our movement. What has emerged is a strong desire
to evolve our organisation so that we are fighting fit
to face the challenges of the day. Though the IOC

is much more than a business, it must be run with
the dynamism of a business: devoid of unnecessary
bureaucracy; with entrepreneurialism; with passion
and emotion; and with the utmost creativity and
innovation. It is about generating value and impact
not just for the I0C but for humankind.

The conversations that have helped to shape this
document are just the start. | want this to be a long-
term conversation, which is why this document is
rich with not only answers but questions. These
questions - and the feedback from you - will form
the basis of the comprehensive review that | would
initiate immediately. This review would leave no
stone unturned, with the goal of ensuring we are fit
for purpose in a rapidly changing environment.

So, please, let me know what you think. Your views
matter to me. | hope to continue this conversation
in the years ahead, for the good of the IOC and the
Olympic movement.

Together, let’s get ahead of the game.

Jlen

Johan Eliasch
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Five
challengesina
fast-changing
world

Managing a large global organisation

like the 10C requires not only strong
leadership skills but exceptional foresight.
To steer our movement successfully
through fast-changing times we need to
think around corners about the challenges
we face, and how we shall address them.

When new technologies develop in surprising
directions, when geopolitics is highly unpredictable,
and when the worlds of sports and entertainment
are changing in ways that would not have been
foreseen even five years ago, that makes long-term
planning more difficult - and it makes nimble, astute
responsiveness to change even more important.

Johan Eliasch Candidature Document

Mi ll .
People forcibly displaced from
their homelands

The first challenge we face is the divisions that scar
our world. Most obviously, there are the geopolitical
divisions currently driving major international
conflicts. Less obvious are the divisions between the
developed and developing worlds, with more than
700million people living in extreme poverty — and
poverty on the rise across parts of the global south.

4
Billion+

Hours of content from Paris 2024
watched on YouTube

Another challenge - and opportunity - is the
digitalisation and rapid technological change
that is transforming the way people participate
in, and enjoy sports. Over a third of the world’s
population is younger than 20 years old. They
have grown up in a media world that would be
unrecognizable even ten years ago, resulting

in completely new consumption behaviors and
preferences which any organization must reflect
in order to thrive commercially.

Five challenges in a fast-changing world

501 ;
B .l l l .
Active social media
users worldwide

Linked to this is the challenge of holding ground

- and gaining it — within the fiercely competitive
attention economy. New sports and entertainment
events are proliferating. Live events are offering
ever-more memorable and exciting experiences.
Insurgent brands can break through much more
quickly thanks to social media. Three big shifts

are shaping and disrupting this landscape: the
shift from live programming to highlights; from
traditional formats to storytelling; and from traditional
commercial models to You Tubers, free streaming
with presenting partners, product placement and
so on. In this context, staying relevant is a very real
challenge. We must stay ahead of the curve - both
digitally and in live events.

0%+

Of people around the world want
more climate action

Falling levels of public trust are another serious
challenge. In recent years we have seen a
widespread deterioration of trust - not just in
governments but in large organisations such as
ours. People around the world are crying out for
integrity and transparency from their leaders.
Increasingly, these calls are focused on climate
change. The urgency and scale of this challenge is
increasingly real to people across the world, and they
are desperately seeking practical and trustworthy
leadership. Showing leadership on this front is
critical to the future of the Olympic brand.
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We must
be prepared

To these | would add a fifth challenge which is
particular to the I0OC: increasing expectations around
the Olympic movement itself. Our brand is long-
established. It is synonymous with inspiration and the
highest peaks of human endeavour and endurance.
It has not just survived but thrived through the
massive cultural and economic shifts of the 20th and
21st centuries. Now, expectations have increased
exponentially, in line with the success under
President Bach’s leadership. If we are to navigate
these fast-changing times effectively, we must
ensure that our own house is well prepared.




Together, these challenges present five
clear areas of focus for the I0C:

In a world of high expectations and forensic scru-
tiny of the IOC, we must ensure our organisation is
dynamic and businesslike.

In a world of fast-changing technologies, we must
stay ahead of the commercial curve and get more
for less.

In a world of increasingly fierce competition for
consumers’ attention, we must stay relevant and
prioritise sporting excellence above all.

4

In a world of growing cynicism about national
and global institutions, we must build trust and
credibility — not least on sustainability.

In a world divided by politics, poverty and
inequality, we must unite around our values.

Beyond these specific challenges, we must adopt
an attitude of boldness and innovation. At a time of
relentless technological and cultural change, we
must be courageous about pursuing new frontiers.

The only way we can be equal to these challenges
is with a spirit of relentless entrepreneurialism
and innovation - a spirit that rejects bureaucratic
tinkering, that embraces creativity and that is led
by our hearts and minds.

Johan Eliasch
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A dynamic and businesslike IOC
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President Bach’s leadership means

the ship is in good shape. To ensure we
are equal to our future challenges,
though, the IOC must be lean, dynamic
and relentlessly focused on achieving
stated goals.

Though the I0C is not a business, it must be runin a
businesslike manner. In practice, that means clearly
defined metrics for achievement, with accountability
for success or failure. Our minds must be open to
new approaches, new ideas and new technologies.
Our forums must encourage debate, and our
approach must inspire fresh thinking.

We must be particularly careful not to fall into the
trap of exclusive arrangements and partnerships
which suppress creativity and growth. We should
pursue an approach which encourages competition
and dynamism.
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We should have a detailed five-year rolling strategic
plan, rich with milestones, to ensure that we stay
focused and that we all pull in the same direction.
Such a plan would be a collaborative effort, drawing
on wisdom and insight from across our movement,
rich with details and targets, to be updated on an
annual basis.

® o
o 0000000
3OO0
° 0. 0. 0.0 00
OOOC &
®© 00 o g
°

Successful organisations which have sustained

success are built on rock-solid foundations, such as:

- Asstrong focus on governance

- Clearly defined areas of responsibility,
accountability, and authority throughout the
organization

- Strategic thinking, with clearly articulated
objectives

- A culture of collaboration, creativity and innovation

- Succession planning

The I0C must be no different.

We need to draw on talent across the organisation.
All lOC members are equally special and all should
have the opportunity to be seen and heard. We
should aim for the paradigm where one plus one
does indeed equal three, fostering a collaborative
culture and moving everyone in the same direction.

It shouldn’t matter whether you are new to the 10C or
a long-time member; it’s your ideas and your passion

that matter, and your experience of turning a plan O
into reality.

We must welcome insight and innovations
from outside, whether those come from sports
professionals, climate scientists, artists or
cultural figures.
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Olympism seeks to create a
way of life based on the joy
found in effort...
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Sporting excellence above all
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Sporting
excellence
above all

We must never forget that, ultimately,
our movement is about sport and
sporting excellence.

It is about those heart-stopping moments of
human endeavour, skill and courage which inspire
billions around the world. As media consumers
around the world are offered ever-more varied,
compelling and seductively packaged sports and
entertainment, we must be mindful that global
sporting excellence is our unique selling point.
How do we ensure that Olympic sport and event
formats remain as appealing, exciting and inspiring
as they have always done?

Nurturing the experience of athletes is critical to this
challenge. Those who dedicate their lives to sporting
excellence are the beating heart of the Olympic
movement. We must ensure their experience is
exceptional and their safeguarding is paramount.
Not only that, but athletes must have a strong voice
within the movement; their perspective is essential
as we shape our future.

When it comes to ensuring that Olympic and
Paralympic sports remain of the highest quality, the
IOC’s relationships with the International Federations
and National Organising Committees are vital.
Wherever possible we must build bridges with the
IFs and the NOCs, taking advantage of synergies,
reducing duplicated tasks and pooling wisdom.
There is much we can learn from them - and there is
much we can do to support them. Our attitude must
be that we are different branches of the same team:
a team that is passionate about global sports and its
power to inspire.

Above all, we must be mindful of the importance of
keeping our brand relevant at a time in which the
options for entertainment and diversion are endless.
Our glorious past does not guarantee us a bright
future; that is something we must earn and work for
every day.
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Key issues

Athletes are the very heart of the Olympics. How
can we improve their experience before, during and
after the Games?

We must build on Paris 2024. What more can we do
to make this period exceptional for all athletes?

When it comes to the Olympic Village, how can we
strike the right balance between the comfort of
athletes and sustainability?

Our leadership on sustainability must never be in
doubt, but athletes also deserve the best possible
standard of living while they are on site. Indeed, this
is fundamental to the vision of the Games as a place
where all are treated equally, no matter there they
are from or the sport they compete in. As a wider
point, our action on sustainability must always be
meaningful.

We must extend capability and capacity on
safeguarding, including enhanced mental health
support for athletes both during and after the
Games.

Looking out for athletes’ wellbeing is paramount and
shouldn’t end with the Games. We must continue
our hard work and look for opportunities to improve
support for former Olympians as they transition out
of their active athletic career.

Integrity and fair play are essential to the

Olympic brand.

We must collaborate more closely with Interpol

and the United Nations Office on Drugs and Crime
(UNODOC) to create a campaign which increases
awareness of competition manipulation, designed to
reach athletes, teams, judges and referees.

Women'’s sports must be ring-fenced:

no ifs, no buts.

There can be no grey areas. The integrity of women’s
sport must be protected whatever the cultural
pressures. In the face of these pressures, fairness
and clarity can be achieved if we come back to
biological facts.

We must be guided by biological fact,

not cultural trends.

Regardless of current testosterone levels, exposure
to puberty creates sex differences in height, weight
and so on which can provide a sporting advantage.
It is on the basis of this biological fact that | firmly
believe we must ringfence women’s sport, ensuring
that only those who were born female can compete
in women’s sport. We owe it to female athletes to
protect their competitive future through objective,
science-informed frameworks, not policies shaped
by subjective opinions or ideologies.

Sporting excellence above all
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Key issues

The IOC must lead on the issue of gender and
eligibility, creating the framework for international
federations.

While international federations are ultimately
autonomous organisations which set their own
policies, it is vital that sports bodies across the
globe have a uniform approach. The I0C should lead
the way, establishing a simple and clear policy to
ensure a fair and safe environment for all athletes,
particularly women. This will not be easy, for obvious
reasons, but we must remember that the integrity
and even the viability of women’s sport is at stake
here. What is paramount is not public opinion or
prevailing trends but the integrity and safety of
women’s sport.

The Olympics and Paralympics must be

inclusive for all.

We need to be open-minded about how to recognise
the fact that every human being has a right not only
to participate in sport, but to compete at the highest
levels. This could mean, for instance, separate
categorisation based on biological identity and
science-based metrics. It’s not about exclusion—it’s
about fairness and safety.

Would the benefits of prize money for Olympic
athletes outweigh the drawbacks?

Our movement is about celebrating human
excellence and endurance; athletes devoting years
to producing their best possible performance and
receiving rewards far deeper than money: national
pride, personal glory and their competitors’ respect.
We must ask ourselves: is introducing prize money
consistent with this spirit? And is it necessary?
Winning an Olympic medal earns the athlete sporting
immortality and endless possibilities. Another issue
to be considered is the precious Olympic ideal

of inclusivity. Instead of concentrating monetary
rewards on a few elite athletes, we should focus

on ensuring more athletes have the opportunity to
compete at the highest level.

How can we make the Games more attractive to
younger generations - and how can we engage
them more than once every couple of years?

The relative infrequency of the Games (compared to
other major sporting competitions) makes relevancy
challenging. The IOC must therefore explore ways to
boost the Olympic profile between the Games. How
could we tailor the Youth Games budget to make it
commercially sustainable?

We need to maximise the spectacle of the

Olympics and Paralympics, continually renewing its
reputation as the greatest show on earth.

We have exceptional convening power and the ability
to bring together a range of high-profile figures from
the worlds of sport and entertainment. We must use
this to create more ‘star-powered’ entertainment
features - not only for the opening and closing
ceremonies, but throughout the Games.

How can we make the Games’ viewing experience
more exciting for all viewers?

We must consider expanding our use of well-known
sporting commentators, harnessing their star power
to pull in more viewers and underline the Olympics
and Paralympics’ status as the pinnacle of sporting
events. For instance, why shouldn’t we have familiar
voices such as John McEnroe and Chris Evert
commentating for Olympic tennis?

We should review all existing and potential
Olympic sports against their attractiveness to fans,
entertainment value and potential for technological
integration.

This review could consider both the inclusion of new
disciplines and the continuing viability of others.

Are the formats for each sport right and sufficiently
attractive to modern viewers?

For instance, should tennis be played in a grand slam
format in best-of-five-set matches, with a grand slam
draw? Should we emulate rugby sevens success
with football seven to lure the stars of the game?

We must aim to equal the attractiveness of

other global events in every single Olympic and
Paralympic sport, such as the tennis grand slams.
We should always strive to have the best athletes
in the world. How, for instance, could we ensure
the participation of the world’s top golfers? Where
quotas are involved, let us not be held hostage

to fortune.

How can we build a bridge between Olympic and
Paralympic sport, attracting more viewers and
giving a higher profile to Para athletes?

Relay competitions with able-bodied and Para
athletes teaming up should be explored, looking
for new formats that will allow viewers to focus on
the extraordinary abilities — not disabilities - of all
participants.
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Staying ahead of the commercial curve

In a business, value is generated for
the stakeholders. In the I0C, value

is generated for billions around the
world: the athletes whose careers are
transformed, the fans whose hearts
are stirred, the people whose cities,
prospects and lives are changed
beyond measure.

Money does not just matter to our movement’s
continuing relevance. It matters because the deeper
our investment pool, the more we can enthuse and
support new athletes - especially from countries that
cannot afford such development. Every cent the IOC
earns generates value for all. A healthy bottom line
means ‘a better world through sport’.

That is why we need to redouble our focus on

value generation and stay ahead of the commercial
curve. In the short and medium-term, there are clear
challenges to the Olympic business model. Income
from conventional television screening is likely to fall
as a result of four shifts in the way people consume
content: from linear television to streaming; from
watching sport live to picking up highlights; from
conventional enjoyment of sport to an appetite

for storytelling featuring familiar faces; and from
conventional models to You Tubers, free streaming
with presenting partners, product placement

and so on.

We must not simply observe these trends but
anticipate them and use them to create compelling
output. It is not good enough to rest on our laurels
and the heritage of our brand; as people look to
consume content in new and innovative ways, we
need to ensure that the I0OC stays ahead of the
digital curve. Doing this will mean embracing new
modes of storytelling and being open to new forms
of monetisation. With digital technology, we have
unparalleled opportunities to proliferate our values.
Let us make the most of this opportunity.

A brand is like a living organism: it evolves, it
changes with time, but it must always stay true to its
values. Our brand enjoys a rich heritage, synonymous
with the highest peaks of human achievement. To
ensure it has an equally rich future, we must promote
those values, show integrity in everything we do, and
respond to global concerns such as climate change.

This brand evolution is critical if we are to remain
an attractive proposition for sponsorship partners -
and so, too, is how we nurture those relationships.
Trust is everything and our sponsorship partners
expect consistency, with a transparent and clear
architecture and framework of rules and policies
inclusive of the host city.

Rapidly changing expectations, content
consumption patterns and channel mix must be
closely observed. There were lessons learnt during
the internet bubble and there will be more lessons
to be learnt from the commercial impact of current
trends. We must soon make a strategic decision on
our future broadcast policy.

Staying ahead of the curve also means getting more
for less. Critical to this efficiency will be collaborating
with the international federations on the delivery of
the Olympic and Paralympic Games, and making
sure our capabilities and investments are serving our
objectives well.

In the coming years we must strike the right
balance between sponsorship goals, television
rights exploitation, digital strategies and new
commercialization models.
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Key issues

40 billion hours of content from Paris 2024 was
watched on YouTube alone. The site brought 30 top
creators to the Olympics to deliver new perspectives.
We must embrace this shift, using our power and

our platforms to help athletes, fans and social media
influencers tell better and deeper stories.

With the seismic shift towards streaming and
highlights, we have made the right choice to
embrace cloud-based distribution models. But

the innovation cannot stop there. Ahead are new
opportunities for monetization which will require
careful strategic consideration, as well as significant
investment to build capabilities.

Today the fashion is for clips, highlights and
summaries of sport. Tomorrow it may be augmented
reality glasses and ultra-personalised content.
Wherever the trends are going, the IOC needs to
have got there first. As digital consumption continues
to outpace TV viewership, we must continue
investing in digital innovations; the expansion of
direct-to-consumer platforms, with high-quality
exclusive content and different tier-focused content
models; and more premium fan engagement
experiences.

Building these relationships takes time and effort.
We must work relentlessly to nurture existing
relationships and develop new ones. Are we listening
to our sponsorship partners enough?
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Staying ahead of the commercial curve
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We must review the architecture and framework

of rules around our sponsorship and marketing
programs so that we and our partners are crystal-
clear about what opportunities they will enjoy relative
to other brands.

Having the required skill sets is essential. We need
the right people with the right capabilities in the
right places.

Our partners want to know their place in the
sponsorship hierarchy, and they want to know that
their commercial objectives will not clash with
others’ objectives. We must hear them on this, and
we must deliver.

Sponsors and partners are looking to do things
differently. Rather than caring only about the visibility
of their logo, they wish to integrate their brand into
stories and moments around the Games. We must
work on unlocking the next level of value creation
with sponsors, creating unique stories that not only
resonate with viewers but which continue to improve
their experience. Future expectations will push the
limits of innovation and technology — and we must be
prepared.

Value-in-kind sponsorship can bring clear benefits
to the bottom line and the brand - but only when

it is intertwined with our objectives. As technology
continues to evolve rapidly, it is important that
value-in-kind sponsorship does not undermine our
strategic objectives.

Major television contracts are coming up for renewal,
starting with the 2034 and 2036 Games. We are a
brand leader and can afford to take a long-term view,
but at the same time we need to closely observe the
marketplace and make the right decisions for the
right reasons. Ultimately, we must decide our future
broadcast policy.
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Key issues

Ahead of LA 2028 we should be preparing the
ground for a completely different viewer experience,
with storytelling and highlights more prominent. If
we want access to fast-growing audiences and to
amplify our storytelling, then we must open the door
more widely to streaming services such as YouTube,
Netflix, Apple and Amazon. Future viewers are
heading decisively in that direction, and so must we.

A wealth of commercial opportunities is available
to the I0C, from the more effective monetization of
our digital channels to the expansion of ecommerce,
merchandise and digital consumer products. We
must be smart about which opportunities we seize.
The key question will be how each commercial
opportunity fits with our values and our long-term
strategic objectives - and how each would impact
our premium positioning. We must keep a close
dialogue regarding commercial initiatives with our
stakeholders, sponsors and commercial partners.

The sheer power of our brand has meant that in

the past we could afford to be less rigorous about

efficiency. We no longer have that luxury. Our

structures have expanded exponentially. We need to

focus relentlessly on getting the best value for money.

Actions must include:

- Reviewing our fixed overheads and investment
strategies;

- Being astute about where we deploy resources and
how we generate income;

- Striving for our capabilities and capacities to
always serve our purpose;

- Taking advantage of synergies;

- Streamlining our investments, costs and overheads
in line with our strategic goals.
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From my own experiences in business and as

the President of FIS, the largest winter Olympic
federation, | am confident that with new technologies
and closer involvement by the international
federations we can deliver future editions of the
Games more efficiently, at significantly less cost -
and at an even higher standard of quality. Sharing the
benefits would allow the international federations to
invest more in their athletes and their sport, ultimately
benefitting the Olympic movement. This is just one
example of the equation which is threaded through
my approach: 1+1 = 3.

In a fast-changing landscape with cloud-based
delivery, new technologies, drones and Al, is our
current strategy aligned with new opportunities to
elevate viewer experiences? Could we benefit from
a different balance of in-house/outsourced functions
and competencies? The challenge is to ensure value
for money while also ensuring the highest quality.

We have so many stories to tell our audiences - our
approach must be aligned with changing viewing
habits. We must focus on the channels which will
deliver the best results.
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By failing to prepare,
you’re preparing to fail.
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Reinforcing trust and credibility

In the past few decades there has been
an implosion of trust in politicians and
governments around the world, and

its impact is felt by large organisations
such as ours. Because of this, we must
continually renew our efforts across all
areas of responsibility, particularly on
sustainability.

Leading on sustainability is not only essential to
retaining our brand’s attractiveness to younger
generations; it is our solemn responsibility. Let us be
clear about the scale and the urgency of the climate
challenge. The world was not designed for 8 billion
people living the way we do. Food, water, weather,
climate and energy security are real and present
threats to all of humanity.

Paris 2024 was an exemplar in terms of sustainability.
Our challenge is not only to continue on that positive
trajectory but to improve it. That means constantly
looking for innovative solutions to minimise our
carbon footprint and protect bio-diversity. It

means embracing both adaptation and mitigation,
being mindful of circularity and waste, spreading
awareness and engaging with communities across
the world to find practical and workable solutions

on sustainability. By both doing the right thing and
being seen to do the right thing - such as avoided
deforestation and reforestation initiatives - we can
reinforce trust in the I0C.

We must be the
strongest voice
tfor our values.
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Key issues

Trust is a vital part of the Olympic brand.

We must not just espouse our values in documents
and strategies; we must live them every day in the
work we do.

Sustainability must be central to the IOC agenda.
What new innovations can both achieve meaningful
change and reinforce trust that we are taking
action?

We should, for instance, create a new Forest City
initiative, in which a portion of rainforest which is the
exact size of the host city is conserved, meeting the
criteria of permanence, leakage and additionality.

Our approach to sustainability must be based in
science.

As an organisation we must observe closely what the
science is telling us, rather than being led by public
opinion.

How can we use the Olympic brand to spread
awareness of climate change and encourage action
across all our stakeholders?

As a global influencer, the Olympic movement can
help businesses and individuals across the world

to make better choices. We should make use of

the I0C’s observer status at the COP, integrating

our work more effectively with this and other
international climate organisations. We must gain
more recognition for our great work on sustainability.
And we must leverage our brand to spread more
awareness around climate action, not least by better
engaging athletes as ambassadors for change.

We need to be clear-eyed about the fact that
climate change is an existential threat to the
Olympic Winter Games.

Rotating the OWGs between permanent venues is
a desirable and sustainable option. Exploration of
this policy must be expedited, with all stakeholders
contributing to shape this idea. As President of the
largest winter Olympic federation, | wholeheartedly
support this concept; it is a win-win for the
movement and for the planet.

How can we hold ourselves accountable for the
progress we make on sustainability?

If | am elected President of the IOC, | would set clear
and transparent annual targets to galvanise change
across the organisation.
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Uniting around
our values

Our movement is about sport, yes, but it
is about far more. It is about social justice.
It is about transcending difference in

the name of friendship. It is about values
which have no language and no culture:
unity; hope; respect for others.

In a world divided by politics, poverty and inequality,
these values are exceptionally powerful. We must be
astute about how to leverage them, promoting unity
and peace wherever and whenever we can.

Sport has the
power to unite
people in a way
that little else does.
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Uniting around our values

Key issues

We must uphold the precious principle of
political neutrality.

President Bach’s achievements in steering the
IOC through controversial waters - not least in
securing several groundbreaking UN Resolutions
- are Nobel Peace Prize-worthy. They involved
difficult decisions taken under enormous
pressure. Our task is to continue this great

work with the same courage and commitment,
recognising that political neutrality is sacrosanct
to our movement. With every geopolitical dispute
or conflict, the IOC will face pressure to take a
side, or to demonstrate that we are on the ‘right’
side of an argument. We must vigorously defend
our political neutrality.

We must safeguard athletes from being
weaponised for political purposes.

You cannot choose where you were born. It
would be highly discriminatory to block an
athlete from competing at the highest levels on
account of their passport. We should, therefore,
expand on the approach of allowing neutral
athletes to compete under their own name at
the Games. Paris 2024 demonstrated that our
AIN program is working well for Russian and
Belarusian competitors, and should continue for
the benefit of the athletes. Holding a passport
from a particular country should not disqualify
you from pursuing your sporting dreams. The
AIN program respects these rights while
acknowledging our current geopolitical reality.
The bottom line: sport is a human right.

Could we do more to leverage the Olympic brand
to foster understanding between different peoples
and promote unity? Should we be increasingly
proactive in spreading sporting opportunity across
the world?

The Olympic movement is the greatest purveyor of
hope and excitement in the world; a forum which
encourages everyone to aspire to greatness, no
matter where they are from. We must be relentlessly
proactive in building on this reputation with new
ideas for global engagement and participation. We
have a unique ability to facilitate dialogue between
divided nations and peoples - and we must use this
ability more regularly for the good of humanity.

Creativity is required to support developing nations
- are we brave enough? Encouraging investment
in sport is critical — but can we be more innovative,
doing more with less by utilising technologies such
as Al? Could we, for instance, create data-based
training plans for Olympic nations which cannot
afford the technology themselves?

Does Olympism have a place on school
curriculums?

Mankind has a lot to learn from the Olympic
movement and its values. What better place than
the school curriculum to introduce children to the
Olympic movement and its values? How can we
encourage that?
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New frontiers

The Olympic movement has a rich history
of which we are all rightly proud. But we
must never rest on past glories.

Maintaining our reputation and influence requires us
to boldly explore new frontiers, pushing for progress
across the places we go to, the sports we champion,
and the technologies we adopt.

If we are to stay relevant as a global movement,

we need to show that the Olympic torch does not
just race through the developing parts of the world
on its way to wealthier nations. We must be brave
in exploring new territories in which to host future
editions, seeking to break down preconceptions
about where we can and cannot go to - and in turn,
breaking down barriers across the global south.

This boldness must extend to new frontiers in sports,
too. E sports may seem distinctive in many ways
from Olympic sport, but their fast-growing popularity
offers a glimpse of a tantalising future in which
Olympic values are leveraged to reach a larger and
younger audience.

Fortune favours
the bold.
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We are a movement for the entire world.

In the past there has been understandable
reticence about exploring the possibilities of
hosting editions in the developing world. The
stakes are high but the risks can be managed.
With a bold mindset we must look to new
destinations - including the global south - for
future Olympic and Paralympic Games. The
prospect of future editions in Africa, India and the
Middle East should excite and energise us. Let’s
make it happen.
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How could the risks of awarding the Games to less
developed countries be mitigated?

Ouir first priority is to ensure a viable, safe and
spectacular Olympic experience, wherever in the
world this may be. To assist nations without the
existing standard of infrastructure we have seen

in previous editions, we could look to award the
Games earlier to allow more time for planning and
organisation. When it comes to event delivery, close
cooperation with international federations would be
even more important than usual, a process which
would be assisted at all times by the IOC.

New frontiers

Embracing e-sports.

The size of the global e-sports market is expected to
increase more than five-fold over the next decade.
Integrating this into the Olympic fold makes sense
not only from a commercial perspective but from

a strategic standpoint too. While any new sporting
genre must be approached carefully, we must be
open to exploring the possibility for new events

and formats which give a platform to e-sports. The
significant numbers drawn to e-sports — and the
huge potential for growth - offers us an opportunity
to leverage Olympic values to new audiences across
the world.
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How should we approach artificial intelligence?
The Olympic Al Agenda provides an excellent
foundation for the future. It recognises that Al is not
a threat to the Olympic movement but a fantastic
opportunity.

Beyond the hype, we must recognise what Al will
do, and what it will not do.

Artificial intelligence may assist in the process of
creativity, but ultimately all original creative and
innovative thought will come from human beings.
Instead, Al will be a fantastically helpful efficiency
tool. It will perform for us, but it will not replace us.

How can we seize the value-for-money
opportunities presented by Al?

Al will allocate resources more effectively and help
us deliver more seamless and stunning spectacles
more efficiently and at lower cost to the bottom line
and to the planet.

Al has the potential to help immensely with
classifications, judging and data-based training
programs.

Investing in these technologies now will reap great
savings in time and money down the line. We must
also be mindful that Al has the potential to make
doping even more difficult to detect — another reason
why investing now is important for the Olympic and
Paralympic brand down the line.

Al can also help us to further our values, reaching
more athletes and fans in more countries.
Technology that can swiftly identify exceptional
athletes is already available; the IOC has trialled this
in Senegal. How can we move swiftly to roll out this
technology across the developing world, identifying
future gold medallists and using Olympic resources
to back their progress?
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Ahead of
the game

Johan Eliasch

| want to thank all of those who have given me their
views and thoughts over recent months. | have
enjoyed countless conversations about the future of
our movement, with IOC members across the world.
No matter the continent we are from, the country

we represent or our previous experience, there is a
common thread: we care passionately about steering
and safeguarding the Olympic movement because of
its importance to humankind.

We all want our organisation to be fit for purpose so
we can meet the challenges of our rapidly changing
times. We all passionately want to leverage the
power of the brand to improve the world. All the
colleagues | have spoken to have also been clear that
they want the 10C to be run in a businesslike and
dynamic manner.

If | am elected President of the IOC, | would work
24/7 to achieve these things - and | would also work
to inject collaboration and equality into every level of
our organisation. As | stated earlier in this document,
all IOC members are equally special. All voices must
be heard, regardless of the length of your CV or how
many years you have served as a member of the I0C.
We are, first and foremost, a team - a team united

in our passion for sport and its world-changing
potential.

| hope that this manifesto is just the start of a long
and productive conversation with you about how

we evolve our organisation so that it is fighting fit to
face the challenges of the day. Your views matter to
me. Your passion and commitment is essential to our
movement. There are so many opportunities ahead to
take the Olympic movement to ever-greater heights.

Together, let’s stay ahead of the game.
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Winning is the art of being prepared.
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