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The intersection of marketing and the Olympic Games (OG)
represents a critical area of research due to the Games’ extensive
global reach and commercial significance. This study conducts a
bibliometric analysis using advanced techniques, including citation
analysis, co-word analysis, and thematic mapping, to identify key
trends, contributors, and influential research in Olympic marketing.
Utilizing the Web of Science (WoS) database, 152 documents were
initially identified, with a refined dataset of 66 relevant articles
published from 2015 to 2024. The analysis reveals notable
publication patterns, citation impact, and emerging research themes
such as sponsorship strategies, ambush marketing, destination
branding, social media influence, and athlete endorsements. Leading
journals, including the International Journal of Sports Marketing &
Sponsorship, and key scholars have significantly shaped the field.
The findings highlight the evolving nature of Olympic marketing,
emphasizing its role in brand perception and consumer engagement.
This study provides valuable insights for academics, marketers, and
policymakers, informing future Olympic marketing strategies and

research directions.
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Revealing Trends in Olympic Games Marketing: A Bibliometric Perspective

1. Introduction

Bibliometric serves as a vital research tool for
analyzing scientific outputs and literature within
specific fields (Abdavi et al., 2024), making it
particularly well-suited for the study of Olympic
marketing. In light of the rapid expansion of
information and scientific resources, bibliometric
analysis has emerged as a crucial method for
uncovering trends and patterns across various
domains, including sports and sports marketing
(Shekhar & Shah, 2023). By systematically
analyzing publication patterns, citation networks,
and keyword associations, this study provides a
comprehensive overview of Olympic marketing
scholarship, helping scholars and practitioners
navigate the expanding body of literature.

Mega sporting events, particularly the
Olympic Games (0OG), exemplify significant
organizational complexity and far-reaching
impacts (Malfas et al., 2004). Recognized globally
as one of the largest sporting events (Malfas et al.,
2004; Muller et al., 2023), the Olympics transcend
mere athletic competition, embodying profound
cultural and social significance (MacAloon, 2023;
Pop, 2013). With a diverse range of sponsors and
an extensive audience, the OG provide a unique
platform for examining sponsorship dynamics, as
these large viewership numbers present substantial
opportunities for sponsors to extract value (Rutter
et al., 2020).

The marketing initiatives surrounding the
Olympics have been pivotal in the evolution of the

modern Olympic movement. These initiatives not

only foster collaboration among stakeholders but
also bolster the promotion and financial stability of
the Games (Ferrand et al., 2012; Singh & Hu,
2008). Marketing, as a subject of interest among
sports academics, is closely tied to revenue-
generating activities, including ticket sales,
merchandise, and television broadcasting (Manoli,
2018).

promotion of products and services through

Sports  marketing encompasses the
sporting events and athlete endorsements, aiming to
enhance revenue through public engagement
(Shank & Lyberger, 2014).

When COVID-19 spread worldwide in 2020,
big events everywhere faced problems. Many
international and local sports competitions,
religious gatherings, and cultural festivals were
canceled. This unusual situation especially affected
sports. Major tournaments that normally attract
millions of participants were postponed or
completely canceled (Hoang et al., 2020). Among
Olympic events, the 2020 Olympic Games, due to
the postponement and the unique circumstances
associated with the COVID-19 pandemic, provide
a very interesting case study in the broader
examination of Olympic events. The Tokyo 2020
Olympics faced many challenges due to the
COVID-19

unprecedented increase in the cost of the Games,

pandemic, which led to an
which is now a record and with the emergence of
the coronavirus, the Olympics were postponed for
a year (buki¢ & Kojic, 2023).

A crucial aspect of contemporary Olympic
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marketing is the increasing significance of digital
transformation and artificial intelligence (Al) in
sports (Pashaie, Mohammadi, et al., 2024; Russo et
2022; 2024).

platforms, analytics,

Santomier, Social media
Al-driven

engagement strategies have reshaped how brands

al.,

and digital

interact with consumers during the Games
(Mahmoud, 2024; Mohammadi et al., 2025).
Digital marketing strategies, such as personalized
content delivery, real-time audience analytics, and
Al-driven

transforming brand engagement within the sports

sponsorship evaluations, are
industry, particularly in the context of the OG
(Celiker & Mehmet, 2024,

Golmohammadi, et al., 2024). These advancements

Pashaie,

not only enhance consumer experiences but also
provide sponsors with data-driven insights to
optimize their marketing investments (Mohammadi
et al., 2025; Phay, 2019).

Given their significant roles in the global
2017), both
marketing and the OG warrant comprehensive

economy and culture (Steliac,

examination (Tojari et al., 2012). The impact of
these events extends beyond sports, influencing
host countries’ economies, brand marketing
strategies, and even social policies (Davis, 2012;
Khodadad Kashi & Karimnia, 2016; Pashaei et al.,
2019; Singh & Hu, 2008). Although the potential
for economic growth drives bids to host the
Olympics, the resultant legacies are often complex
and politically charged, making them difficult to
quantify (Malfas et al., 2004). Research indicates
that the economic benefits of hosting the Olympics
are primarily short-term and contingent on factors

like GDP and unemployment (Tien et al., 2011).
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Brands and companies strive to harness the
OG’s

products and services, particularly in a landscape of

prestige to effectively showcase their

heightened commercial competition (Davis, 2012).
The excitement associated with the Olympics is a
defining aspect of its brand personality, which
sponsors generally embrace. However, sponsors
often choose to maintain their distinct identities
rather than fully aligning with the Olympic brand.
This nuanced relationship is especially evident
among long-term sponsors, who manage to
incorporate the Olympic excitement into their
branding strategies while preserving their
uniqueness (Rutter et al., 2020). Bizen and Tsuji
(2024) demonstrated that the perceived alignment
between a sponsor and an athlete in the OG
significantly influences employees’ perceptions of
sponsorship. Furthermore, the study indicates that
athlete endorsements are particularly effective for
internal marketing efforts, enhancing employee
engagement and brand alignment during the OG.
Overall, conducting a bibliometric analysis in this
domain can unveil trends and patterns in marketing
related to the OG, offering valuable insights for
researchers and practitioners.

The aim of this study is to conduct a bibliometric
analysis of marketing-related studies related to the
OG to identify key topics, authors, and influential
publications in this field. It also seeks to examine
changes and developments over time, such as the
shift in marketing focus across Olympic eras or the
emergence of new strategies in response to social
and cultural changes. Given the quadrennial nature
of the Olympic Games, this study provides an

opportunity to examine the evolution of marketing
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strategies and their long-term implications for
markets and brands. The research questions
formulated in the field of Olympic marketing are as

follows:

RQ1: What are the trends and patterns in Olympic
marketing research??
RQ2: What are the key terms in global Olympic
marketing research?
RQ3: What are the research areas and future

directions in Olympic marketing?

2. Methodology

Bibliometric analysis is a robust method for
examining large scientific datasets, revealing the
evolution of a field and highlighting emerging
trends (Donthu et al., 2021). Bibliometric analysis
IS a quantitative approach used to assess the volume
and growth trends of publications in a specific
emerging field (Guleria & Kaur, 2021). The study
utilized Bibliometrix, an R package designed for
bibliometric and co-citation analysis. The
bibliometrix R package offers a collection of tools
for  conducting quantitative  research in
bibliometrics and
Cuccurullo, 2017).

On January 20, 2025, a database search was
conducted in the Web of Science (WoS) to identify

articles related to the topic of Olympic Games and

scientometrics (Aria &

Marketing. The search was specifically focused on
article titles, abstracts, and keywords, using the
format TS=(“Marketing” AND “Olympic Games”).

Ultimately, this study endeavors to conduct a
thorough bibliometric analysis of marketing and the
OG, revealing existing trends and patterns. By
identifying strengths and weaknesses in marketing
strategies associated with the Olympics, the
research aims to offer recommendations for
enhancing brand performance in these global
events. The significance of this analysis lies in its
potential to guide researchers, marketers, and
decision-makers in crafting and executing more
effective marketing strategies and organizing the

OG based on the insights derived from this study.

The initial search yielded a total of 152 documents
available for preliminary screening.

Since the aim of this study was to analyze
original research articles and review papers, other
types of publications (e.g., proceeding papers, book
chapters, editorial material) were excluded.
Additionally, only articles published from 2015
onward were considered for analysis. After
applying these criteria, a total of 71 articles were
downloaded from the WoS for detailed analysis.
Following further review, six articles were
identified as irrelevant to our study and were
therefore excluded from the analysis. These articles
did not align with the core focus of our research, as
they were not directly related to the themes of
marketing and the Olympic Games. Their exclusion
ensures that the analysis remains accurate, targeted,

and reflective of the intended scope of the study.
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The remaining articles (66 articles) were
indexed across four main WoS indices: Social
Sciences Citation Index (SSCI), Emerging Sources
Citation Index (ESCI), Science Citation Index
(SCI-EXPANDED), and Arts &
Citation (A&HCI). This

Expanded

Humanities Index

systematic process ensured the inclusion of
pertinent and high-quality literature, enabling a
thorough bibliometric analysis. Figure 1 depicts the

methodology and stages of this study.

IDENTIFICATION

Total documents identified in the initial search in the Web of Science (WOS) database (n=152)

SCREENING
Documents excluded based on

application of exclusion criteria
(n=81)

ELIGIBILITY

Documents abstracts assessed
for eligibility (n=71)

Documents excluded
due to relevance (n=5)

Studies published outside the timeframe of 2015 to January 20, 2025, non-
English publications, and non-article formats (e.g., proceeding papers,
book chapters, editorial materials) were excluded from the review. Only
articles and review articles were retained for analysis.

After a thorough review of the titles,
abstracts, and keywords of the remaining
articles, those that were not relevant to
our research topic, namely the Olympic
Games and marketing, were excluded
from the study.

Reports of included studies (n=66)

Figure 1. Research methodology stages

The selection timeframe was based on the need
to capture recent developments and emerging trends
in Olympic marketing research. Over the past
decade, the field has experienced significant
transformations, particularly due to the rise of
digital marketing, social media engagement, and
Al-driven sponsorship strategies. By focusing on
this period, we aim to provide an up-to-date and
relevant analysis that reflects the most current

research contributions and industry practices. This
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approach ensures that findings remain applicable to
present and future Olympic marketing strategies.
Furthermore, since the Olympics happen every
four years, this period covers three completed
Games: Rio 2016, Tokyo 2020 (postponed to 2021
due to COVID-19), and Paris 2024 - letting us
examine how each host adapted to different global

challenges.

Studying these Olympic cycles provides valuable

insights into evolving sponsorship dynamics,
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marketing innovations, and the impact of global
events on Olympic branding strategies.

3. Findings of the Research

3.1. Overview and Data Description

The provided bibliometric data indicates that
the time frame for this analysis is from 2015 to
2024, covering 44 sources (including journals), and
66 documents. The annual growth rate of these
documents is -6.03%, with an average document
age of 6.02 years. However, this does not
necessarily indicate waning research interest in
Olympic marketing. Instead, it may suggest a
consolidation of knowledge within the field, where
foundational theories and established frameworks
have reduced the need for frequent publications.
Additionally, fluctuations in publication trends

could be influenced by external factors such as

shifting academic priorities, funding availability,
and the impact of global events like the COVID-19
pandemic on research output. Each document, on
average, has received 15.55 citations, and the total
number of citations is 3,522. In terms of document
content, 222 Plus (ID) keywords and 264 Author
(DE) keywords have been identified. The total
number of authors is 186, with 16 of them having
Author

includes 16 single-author papers, an average of 2.94

single-authored  papers. collaboration
authors per paper, and 34.85% international
collaboration. In terms of document type, 64 orginal

articles and 2 review articles have been presented.

Table 1. Main information about data

Description Results
Timespan 2015:2024
Sources (Journals) 44
Documents 66
Annual Growth Rate % -6.03
Document Average Age 6.02
Average citations per doc 15.55
References 3522
Keywords Plus (ID) 222
Author's Keywords (DE) 264
Authors 186
Authors of single-authored docs 16
Single-authored docs 16
Co-Authors per Doc 2.94
International co-authorships % 34.85
article 64
review 2

3.2. Annual Scientific Production
Figure 2 shows annual scientific production
from 2015 to 2024, showing fluctuations in the

number of papers published each year. Starting from

7 papers in 2015, a noticeable increase was
observed, reaching a peak of 10 papers in 2017.

However, a sharp decline in the number of papers
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published was observed in 2018, falling to a
minimum of 4 papers. Another peak is observed in
2019 with 10 papers, but the following years show
a downward trend with minor variations. Overall,
the data shows inconsistent productivity trends over
the years, with significant peaks and troughs. The

observed upward and downward trends in scientific

production can be influenced by factors such as
proximity to Olympic events, changes in research
priorities, and global conditions such as the
COVID-19 pandemic. These factors have increased
or decreased the attention of researchers to the topic
of Olympic marketing at different times.

Al

Figure 2. Annual Scientific Production

3.3. Leading Publications and Sources" Local Impact

The table 2, shows the top five selected journals
with the highest number of published articles in our
research topic. The International Journal of Sports
Marketing & Sponsorship, with an h-index of 5 and
a citation count of 67, has a higher impact than other
journals. In contrast, the International Journal of
Sport Communication with 3 articles, has an h-
index of 2 and citations of 11, indicating its relative
start in this field. Also, the International Journal of

the History of Sport, with an h-index of 2 and
citations of 5, is less influential than other journals.
The journals Marketing Intelligence & Planning and
Sport Business and Management-an International
Journal, with similar h-indexes (2) and citations (23
and 32), are in the next position. These differences
indicate the different impact of these journals in

their specialized fields.

Table 2. Most Relevant Sources

Source h_index g_index m_index TC NP PY start
International Journal of Sports Marketing & Sponsorship 5 6 0.455 67 6 2015
International Journal of Sport Communication 2 3 0.4 11 3 2021
International Journal of the History of Sport 2 2 0.182 5 3 2015
Marketing Intelligence & Planning 2 3 0.182 23 3 2015
Sport Business and Management-an International Journal 2 3 0.182 32 3 2015

3.4. Most Relevant Authors and Authors' Local Impact

Based on the number of publications, authors

with more than one article on our research topic
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were selected. Detailed information about these

authors is presented in the table 3. At the top of our
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list is Jensen JA, with an h-index of 2, 102 citations,
and two articles. Following this, the list includes Liu
DF, Mataruna-Dos-Santos LJ, Milla AC, O'reilly N,

Schnitzer M, Giraldi JDE, and Maheshwari V. Each
of these authors has published two articles.

Table 3. Authors' Local Impact

Author h_index g_index m_index TC NP PY start
JENSEN JA 2 2 0.2 102 2 2016
LIU DF 2 2 0.222 22 2 2017
MATARUNA-DOS-SANTOS LJ 2 2 0.286 5 2 2019
MILLA AC 2 2 0.286 5 2 2019
O'REILLY N 2 2 0.182 6 2 2015
SCHNITZER M 2 2 0.222 16 2 2017
GIRALDI JDE 1 2 0.143 13 2 2019
MAHESHWARI V 1 2 0.143 13 2 2019
3.5. Most Relevant Affiliations
According to our research, the top six University of Sport, University of Glasgow,

institutions listed in Table 4 each published three
articles related to our research topic. These

institutions include Peking University, Shanghai

University of Innsbruck, University of Queensland,
and University System of Ohio, highlighting their

significant contributions to the field.

Table 4. Most Relevant Affiliations

Affiliation

Articles

Peking University

3

Shanghai University of Sport

University of Glasgow

University of Innsbruck

University of Gueensland

University System of Ohio

WwWwwwl w

3.6. Most Global Cited Documents

Table 5 presents the most frequently cited
research papers relevant to our study, showcasing
key contributions to the field. Notable entries
include the highly cited paper by Fink (2015) in

Sport management review, which leads with 213

total citations. The table provides a detailed view of
these top papers, including total citations, annual
citation rates, and normalized citation counts. For a
comprehensive look at these influential articles and

their impact, please refer to the table below.

Table 5. Top Globally Cited Research Papers: Detailed Citation Metrics

Paper Journal Total TC per Normalized
Citations Year TC
Fink (2015) Sport Management Review 213 19.36 5.63
Chalip et al. (2017) International Journal of Sport Policy and Politics 104 11.56 4.02
Jensen and Cornwell (2017)  Journal of Sport Management 59 6.56 2.28
Jensen et al. (2016) Business Horizons 43 4.30 257
Ireland et al. (2019) Bulletin of the World Health Organization 41 5.86 2.43
Kassens-Noor (2016) Urban Planning 36 3.60 2.15
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Kennelly (2015) Ethnography 35 3.18 0.92
Garcia and Murillo (2020)  Sport, Business and Management: An International Journal 28 4.67 3.57
Hahm et al. (2019) Journal of Destination Marketing & Management 27 3.86 1.60
Vierhaus (2019) Tourism Economics 26 3.71 1.54

3.7. Most important keywords
A word cloud is a visual tool used to show quantitative and qualitative analysis, helping

important words or phrases from a text or a group of researchers gain a better understanding of their
texts. In this tool, the size of each word depends on study results (Golmohammadi et al., 2025). In the
how often it appears in the text words that are used word cloud analysis of authors’ keywords, figure 3
more frequently appear larger and more noticeable. was created based on the 50 most frequent words.

Therefore, word clouds can be useful in both

— -3 snnn evems'-“uc- R
c,,.,,,,,,,m,gtUestmauon unag"""e,,,,,":,m

m. l ' scbolce einﬂnu]ml
-oﬂdcn social meaia
0 v n c mega-events

olymp Iﬁ -gaines

e
sonsorshinambush marketln-
T sports marketing s e

destination marketling
transformation

Figure 3. Word Cloud of Author's Keywords

Additionally, according to the data in Table 6, finally Destination Marketing, Social Media, and
the 10 most repeated words were: OG (13 times), Sponsorship (3 times each). These keywords clearly
Olympics (8 times), Ambush Marketing and Sports highlight the key topics and trends in research
Marketing (5 times each), Destination Image, within this field.

Mega-Events, and Sport Events (4 times each), and
Table 6. The 10 most repeated words

Terms Frequency
Olympic games 13
Olympics 8

Ambush marketing
Sports marketing
Destination image

Mega-events
Sport events
Destination marketing
Social media
Sponsorship

WWWwhib~p~oo

3.8. Thematic Map
Figure 4 presents a thematic map constructed themes into four distinct categories: motor themes,
based on author keywords, organizing research niche themes, emerging or declining themes, and
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basic themes. This classification provides valuable
insights into the evolution of Olympic marketing

research by illustrating which areas are well-

agacy

mega-avent
place
avan managemans
local government
o
o
Z
g3
£
&8
2
2
I3 Chormieldpistg !
(&}

established, gaining prominence, or experiencing a

decline in scholarly attention.

sports marketing
sponsarshp
chira

cammunication

or,mmﬁ’;"rs
olymoics
ambash marketing

Relavance degreo

(Ceantrality)

Figure 4. Thematic mapping analysis

Motor Themes: These clusters exhibit both
high centrality and high density, indicating well-
developed and influential topics within the field.
Key themes such as “sports marketing”,
“sponsorship”, and ‘China’ fall under this category,
suggesting they have been consistently studied and
play a crucial role in Olympic marketing research.

Niche Themes: These themes display high
density but low centrality, meaning they are
specialized topics with limited broader relevance.
Examples include “legacy”, “mega-event”, “place”,
and “event management” and “local government”.
These topics indicate areas of focused academic
interest but may not yet have significant
interdisciplinary impact.

Emerging or Declining Themes: These themes

have both low centrality and low density, implying

that they are either nascent areas of research or
fields that have lost prominence. Topics appear in
this quadrant, highlighting their potential as future
research directions or waning interest due to shifts
in academic focus.

Basic Themes: These themes demonstrate high
centrality but low density, indicating fundamental
topics that are well-integrated into the research field
but not yet extensively developed. Examples such
as “Olympic”, “Olympic Games”, and “ambush
marketing” fall into this category, showing that
while they are core components of Olympic
marketing research, there remains room for further
exploration.

The thematic map thus serves as a strategic tool
for identifying research gaps, tracking scholarly

developments, and predicting future directions in
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Olympic marketing. It highlights areas where
knowledge is well-established and others where

further investigation is needed to enhance the

4. Discussion and Conclusion

The findings of this bibliometric analysis
underscore the dynamic evolution of marketing

research related to the Olympic Games (OG).

What are the trends and patterns in Olympic
marketing research?

Over the past decade, the field has experienced
fluctuating scholarly output, reflecting shifts in
research priorities, industry practices, and the
broader socio-economic context. The observed
decline in annual publication growth (-6.03%)
suggests an increasing consolidation of knowledge
rather than a decline in academic interest. While the
decline in annual publication growth is noteworthy,
the overall impact of Olympic marketing research
remains significant, as evidenced by the steady
citation rates and the continued relevance of key
themes such as sponsorship strategies, digital
engagement, and ambush marketing. Future
research may focus on emerging areas such as Al-
driven marketing in the sports industry (Jokela,
2024, 2025;
Golmohammadi, et al., 2024) and sustainability
(Manoli 2024),

publication trends in upcoming years. These results

Mohammadi et al., Pashaie,

et al, potentially influencing
align with previous bibliometric studies indicating
that mature research fields often experience
decreased publication growth as foundational

theories and frameworks become well-established
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understanding of marketing dynamics within the
Olympic context.

(Esmaeili Mahyari et al., 2022; Shilbury, 2011;
Wang et al., 2023).

What are the key terms in global Olympic marketing
research?

Our analysis revealed several dominant themes
in OG marketing research. Sponsorship strategies,
brand positioning, and athlete endorsements
emerged as core areas of interest, with notable
contributions from leading scholars such as (Jensen
et al., 2016); Jensen and Cornwell (2017) and
Chalip et al. (2017). These findings are consistent
with previous literature emphasizing the Olympic
Games' role as a premier platform for global brand
exposure (Ferrand et al., 2012; Ratten, 2019; Rutter
et al., 2020). The high citation count of articles
focusing on sponsorship effectiveness Ratten
(2019) underscores the growing importance of
corporate partnerships in sustaining Olympic
operations and maximizing brand engagement
(Lockstone-Binney et al., 2018).

Additionally, the prominence of ambush
marketing in the thematic analysis reflects ongoing
concerns regarding brand protection and market
exclusivity (Séguin & O'Reilly, 2008). Previous
research has shown that unauthorized marketing
activities can significantly impact official sponsors'
perceived value, leading to legal and strategic
countermeasures (Nakamura, 2018; Nufer, 2016;

Sandberg & Bruin, 2020). The persistence of
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ambush marketing in academic discourse highlights
its continued relevance in Olympic marketing

strategies.

What are the research areas and future directions?

The increasing reliance on digital platforms for
fan engagement aligns with broader shifts in sports
marketing (Golmohammadi et al., 2025), as seen in
the rising use of influencer-driven campaigns and
interactive media strategies (Abeza, 2023; Karimi et
al., 2025; Pashaie, Golmohammadi, et al., 2024).
This trend is particularly relevant given the rapid
expansion of social media platforms, which have
transformed audience interactions with brands and
athletes (Naraine et al., 2022; Pashaie &
Golmohammadi, 2024).

Another noteworthy finding is the growing
emphasis on the internal impact of sponsorships,
particularly regarding employee engagement and
organizational identification (Bizen & Tsuji, 2024).
This aligns with  contemporary  research
highlighting the internal branding benefits of sports
sponsorships, where alignment between corporate
and sporting identities fosters stronger employee
loyalty and motivation (Blumrodt et al., 2013;
Kolyperas, 2012; Pashaie et al., 2022; Walters &

Tacon, 2010).

Comparison with other mega-event marketing
research

Comparing the Olympic marketing literature
with other mega-events, such as the FIFA World
Cup and Super Bowl, reveals similarities in

sponsorship dynamics but notable differences in

audience engagement strategies. Unlike FIFA,
which has faced extensive controversies over
sponsorship transparency (Henderson, 2014), the
International Olympic Committee (IOC) has
maintained a more structured and exclusive
sponsorship program through The Olympic Partner
(TOP) initiative (Legg et al., 2015; Ojuawo &
2024).  This

partnerships enable brands to cultivate deeper

Simkus, program's  long-term
associations with the OG brand compared to more
transactional FIFA sponsorships (Widdop et al.,
2022).

Furthermore, research on the Super Bowl
suggests that short-term, high-intensity advertising
campaigns generate immediate consumer impact
but lack the sustained brand equity benefits seen in
OG sponsorships (Cornwell, 2020). This difference
underscores the OG's unique value proposition: an
enduring, global brand association supported by
long-term storytelling and athlete endorsements

(Mdller et al., 2023).

4.1. Practical Implications

In response to the findings, the practical
recommendations of this study have been revised
and strengthened with an emphasis on the results of
data analysis. Given the importance of topics such
as sports marketing, sponsorship, and ambush
marketing, which were identified as key and
frequently used themes in this field, it is suggested
that policymakers and activists in the field of sports
and Olympic marketing focus more on these
concepts. Also, given the prominent role of

specialized journals in publishing relevant research,
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the use of reliable scientific sources can help
improve the quality and effectiveness of decision-
making.

For marketing practitioners, the findings
emphasize the need to integrate digital strategies
into traditional sponsorship models. The increasing
prominence of social media in OG marketing
suggests that brands must adopt multi-platform
strategies to maximize reach and engagement (Das
et al., 2020; Kalou, 2025). Real-time digital
engagement, influencer collaborations, and Al-
driven analytics should be leveraged to enhance
sponsorship effectiveness and audience connection.

Additionally, the persistent challenge of
ambush marketing highlights the necessity for
proactive legal and marketing countermeasures to
protect brand investments. Brands should adopt
comprehensive sponsorship activation plans that
interactive

include exclusive digital content,

experiences, and strategic collaborations with
athletes to reinforce sponsorship legitimacy and
consumer association.

Another key recommendation for marketers is
to harness internal branding benefits by strategically
communicating sponsorship initiatives within their
organizations. Employee engagement programs,
branded experiences and internal campaigns that
align with Olympic sponsorship themes can
enhance workplace morale and strengthen corporate

identity.

4.2. Limitations and Future Research
This study, by providing a comprehensive
picture of the main trends and achievements in the

field of Olympic Games-related marketing, can
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pave the way for future research in this area.
However, the present study has some limitations.
The analyses were conducted only on articles
indexed in the Web of Science database, and only
articles that mentioned marketing and the Olympic
Games in their title, abstract, or keywords were
reviewed. Also, only English-language sources
were included in this study. For the development of
future research, using data available in other
scientific databases such as Scopus or Google
Scholar, as well as utilizing theses, dissertations,
and sources published in different languages, can
help to better understand global patterns and
cultural differences in this field. Such an approach
can expand existing knowledge and improve
planning and policymaking in the field of Olympic
Games-related marketing.

Conclusions
This

bibliometric analysis of marketing research related

study provides a comprehensive
to the Olympic Games, identifying dominant trends,
influential scholars, and emerging research areas.
By systematically examining the evolution of
sponsorship strategies, digital marketing trends, and
ambush marketing concerns, this study offers
valuable insights into how Olympic marketing has
developed over the past decade.

The findings of this study underscore the
importance of continued research in Olympic
marketing, particularly as the industry undergoes
shifts. The

increasing influence of digital platforms, evolving

rapid technological and cultural
consumer behaviors, and the global nature of the

Games demand ongoing scholarly attention to refine
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marketing strategies and ensure brand effectiveness.
As Olympic marketing remains a dynamic and
evolving field, future research should focus on the
long-term impact of digital sponsorships, the ethical
considerations of Al-driven campaigns, and the role
of sustainability in brand positioning. Continued
investigation into these areas will provide valuable

insights  for  academics,  marketers, and

policymakers, ensuring that Olympic sponsorships
and branding efforts remain relevant and effective

in an ever-changing global market.
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