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Theme 7: Marketing and Communications
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Enhancing the Commonwealth Games brand
Highlights

e Total commitment to the Joint Marketing
Programme Agreement

A fair and equitable ticketing strategy to deliver
full venues, all with a great atmosphere and make
certain that everyone has the chance to experience
the Commonwealth Games live — over 80% of tickets
will be less than GBP 6.00

e A communications plan that shares Hambantota's
excitement at hosting the 2018 Commonwealth
Games and inspires Sri Lankans and the rest of the
Commonwealth to feel an integral part of the event

e Committed local sponsor support before, during and
after the Games that will bring investment, raise the
profile of the Games and also help to establish long
term partnerships to deliver Games-related legacy
programmes and associated benefits

» A Sponsor Hospitality Village at the heart of the
Games and no more than 1.2km from any venue within
the Commonwealth Games Park

e A new and credible brand identity recognised the
world over that harnesses the diversity of Sri Lanka
and embodies the values of the Games and the CGF

o Fully integrated national and international
communications programmes that will build on the
excitement generated by this first opportunity to stage
the Games to stimulate greater interest, engagement
and participation in the event, both at home and abroad

* An opportunity not just for Sri Lanka to celebrate
the event while marketing itself to the world, but also
a significant opportunity for the CGF to market the
Games to potential new hosts, thus enhancing the CGF
brand and its values.
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Q7.01

Enclose one fully executed copy of the JMPA, including
the written guarantees from each National Sports
Federation and other required appendices in your
Guarantees File.

Joint Marketing Programme Agreement (“JMPA”
g Frog 8

Please see Guarantee 7.01in the Guarantees File.

Q7.02

Provide (a) written guarantee(s) from the relevant
government authorities confirming that the legislation
necessary to effectively reduce and sanction ambush
marketing (e.g. preventing competitors of Commonwealth
sponsors from engaging in unfair competition in the
vicinity of Commonwealth sites), eliminate street vending,
control advertising space (e.g. outdoor advertising space,
advertising on public transport etc.) as well as air space
(to ensure no publicity is allowed in such airspace) and at
airports, during the period of the Commonwealth Games
(including two weeks before the Commonwealth Games),
will be passed no later than 30 June 2014.

Ambush marketing

Please see Guarantee 7.02 in the Guarantees File.
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Q7.03

Use table 7.3 below to indicate projected income from
domestic sponsorship.

Domestic sponsorship

Table 7.3 — Projected income from domestic sponsorship

Level of sponsorship Product category Projected income by
level of sponsorship

(GBP 201)

First level 11T

(Highest level of 2. Insurance
national sponsors) | 3. Retail banking
4. Air travel

5. FMCG

1. Utilities

2. Media

3. Pharmaceuticals

4. Automotive

5. Soft drinks

6. Supermarket chain
7. Restaurant

8. Catering

9. Clothing brand

10. Money transfer

Second level

102.22 million

Third level Circa 20 third level
sponsors/suppliers

to include:

1. Hotels

2. Household

3. Logistics

4. Technology

5. Bottled water
7. Refuse disposal

The total estimated income from domestic sponsorship
is GBP 102.22 million.

As detailed in Theme 2, the Sri Lankan economy continues
to develop at a healthy rate year on year with positive
future economic growth projections. Based on this growth
and the unique opportunity to be associated with the
Hambantota 2018 Commonwealth Games (the Games),
a prestigious event and the first to be staged in Sri Lanka,
the Hambantota 2018 Organising Committee (OC) expects
to draw on a continuously increasing private and public
sector corporate base to engage with and secure new
sponsors and suppliers.

Hambantota’s bid has already attracted a great deal of
interest from both public and private sector organisations
and the following organisations are identified as

Games partners:

Sri Lanka Telecom/Mobitel Telecommunications

Sri Lanka Insurance Corporation — Insurance

Sampath Bank — Retail banking

Ceylon Electricity Board — Utilities

Premium American — Drinking water

Browns Group — Pharmaceuticals,
Automotive, Household

LOLC Company Ltd — Finance

Shermans Logistics — Logistics

John Keells Holdings — Hotels.
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Q7.04
Provide a brief outline of your ticketing strategy.

What is the total projected income from ticket sales?

Ticketing

The Games ticketing strategy will focus on ensuring
affordability and accessibility, so that as many Sri Lankan
and international visitors as possible can experience
the Games as live spectators, at venues full to capacity
and with great atmosphere and excitement.

The OC will engage the services of an experienced
ticketing service and solution provider at an early stage,
to handle all ticketing operations and ensure a robust
programme is put in place.

The main principles of the ticketing strategy are to:

o Make tickets affordable by having a range of ticket
prices for all sessions

» Maximise spectator attendance to help ensure
full venues

 Help to ensure that a fair and equitable system for
ticketing operations and distribution is put in place

o Make certain that everyone, especially the youth of
Sri Lanka, has a chance to experience the Games live

» Provide free public transport in the District of
Hambantota (the District) on production of an event
ticket for that day

« Offer attractive ticket bundling schemes in partnership
with Games sponsors

« Include a number of non-ticketed or free events
(e.g. Road Cycling, Cycling Time Trial, Triathlon and
Marathon) with strategically placed ‘Games spectator
spots’ that offer the feel and experience of the Games
free of charge.

During the period of the Games, valid tickets will

provide all day access to the Commonwealth Games Park
(the Games Park) as well as the respective sport session.
A Live Site within the Games Park and a number of Games-
related activity centres, shops and food areas will provide
entertainment throughout the day. Ticket and information
booths within the Games Park will be strategically located
to promote ‘match day’ ticket sales as well as providing
information on upcoming events, medal sessions and results.

There will be 110 million saleable tickets available for the
251 sports sessions during the Games and the projected
income from these tickets is anticipated to be

GBP 4.90 million.



Q7.05

What percentage sell-out rate are these projected
incomes based on?

The percentage sell-out rate (based on saleable tickets)

is based upon a conservative estimate of 85% sold for
ceremonies and 70% sold for sport competition sessions.
However, given this will be the first event of this nature
to be held in Sri Lanka and considering the detailed
communication programmes to cultivate interest over
four key communication stages, it is expected that sell-out
rates for both ceremonies and competition sessions will
far exceed these percentages.

Q7.06

What is the price range of Commonwealth Games
tickets in the following categories:

e Opening and Closing Ceremonies

 Prime events (e.g. athletics, swimming or other
sports with a particularly strong national appeal)

o Other events

The OC will set ticket prices in such a way that there
will be maximum availability to Sri Lankans. The tickets
will be categorised into four tiers, with 55% of tickets in
the lower priced tiers. Prices will also be differentiated
between qualification sessions and finals sessions where
medals will be awarded.

61% of total available tickets will be priced at GBP 3.00 or
less and 83% of total available tickets at GBP 6.00 or less.

In addition to this, there will be many free or non-ticketed
events for spectators to enjoy, including Triathlon, Marathon
and the Cycling Road and Time Trial.

Prices for the Opening and Closing Ceremonies will range
from GBP 12.50 to GBP 75.00 per ticket. Prime events such
as Athletics, Aquatics, Rugby 7's and Badminton will range
from GBP 1.25 to GBP 15.50 and all other events will range
from GBP 0.50 to GBP 9.00.

Table 7.6 — Ticket price ranges

Minimum Maximum
price GBP price GBP
Opening/Closing Ceremonies 12.50 75.00
Prime events 125 15.50
Other events 0.50 9.00

Q7.07

How do the proposed ticket prices compare to other
major events held within the Candidate City/Country?

A multi-sport event of this scale will be a first for Sri
Lanka. Previous multi-sport events hosted by Sri Lanka
have included the 10th South Asian Games and the
inaugural South Asian Port Games, both held in Colombo
in 2006 and 2008 respectively.

Other events have included annual international cricket
series, Davis Cup tennis, Carlton 7’s International Rugby
Tournament and the 2011 ICC Cricket World Cup jointly
hosted by Sri Lanka, India and Bangladesh. Hambantota
and Arugam Bay are also joint hosts for the 2011 South

Asian Beach Games in August and Hambantota will also
host the 2016 South Asian Games.

Apart from international cricket matches, tickets for sport
events have traditionally been offered free of charge.
Hosting the Games will be the biggest celebration of sport
that Sri Lanka has ever seen. As such, tickets for the many
people wishing to be part of the Games and make Sri
Lankan history will be priced recognising both this unique
opportunity and the price sensitivity evident in the market.

The fair and affordable ticket pricing structure for the
Games has been developed in line with ICC Cricket World
Cup ticket prices, as well as prices for other local leisure
activities such as film and theatre tickets.

Table 7.7 provides details of the ticket prices charged for
previous events.

Table 7.7 — Comparative ticket prices

Event Dates Venue/s Price | Average [ Notes
range price
(GBP)|  (GBP)
201 ICC February — | Colombo* 0.85— 2.55 [ *Includes
Cricket World | March 2011 22.60 a Quarter
and
Kandy 0.55— 0.90 | Semi-Final
2.80
Hambantota | 0.85— 1.60
5.65
2008 Asian 3-10 Colombo 0.55 140
Rugby November 110
Championships 2.80
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Q7.08 Q7.10

Use table 7.8 to indicate the projected income from Are there any plans for seigniorage or philately

licensed merchandise sales as well as type of categories:  programmes to help finance the Commonwealth
Games? If so, what is the concept and projected income,
including the OC’s share?

Licensi
lcensing What is the impact of current legislation regarding

igni hilatel for the G ?
Table 7.8 — Projected income from licensed selgniorage or pniiately prograrmmes for the Lames

merchandise sales In the event that a seigniorage and/or philately
programme is contemplated in the budget, provide

Cetegory type P'“""‘Zg;','f;:,‘f) (a) guarantee(s) from the relevant authorities, endorsing

the proposed plan and securing revenue projections.

Apparel (all clothing)

Collectibles (badges, photos)

Publishing (commemorative books, programmes) 1.06 million

Coins/philately

Toys (mascots, balloons, puzzles)
Gifts and homeware (dinnerware, umbrellas) No income from seigniorage and philately programmes
has been included in the budget. However, these initiatives
are common in Sri Lanka and further developments are
anticipated in consultation with the Central Bank of Sri
Lanka and the Ministry of Post and Telecommunications.

Q7.09

Are there any plans for a lottery to help finance the
Commonwealth Games? If so, what is the concept
and projected income, including the OC’s share?

Under the auspices of the JMPA, a detailed marketing plan
will be developed for these programmes addressing local,
national and global marketing, as well as a distribution

strategy and royalty remittance.
What is the current legislation in place regarding

lotteries in general and sports lotteries specifically?

Are there currently any sports lotteries on-going
or under development that would compete with
an eventual Commonwealth Games lottery?
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In the event that a Commonwealth Games lottery is
contemplated in the budget, provide (a) guarantee(s)
from the relevant authorities, endorsing the proposed
plan and securing revenue projections in case of any
shortcomings from such a lottery.

Lottery

Lotteries are very popular throughout Sri Lanka and
represent an excellent source of revenue generation and
a powerful vehicle for mass marketing. No income from
lottery has been budgeted. However, it is expected that
closer to the Games, the OC will work in partnership with
the Sri Lankan National Lotteries Board to develop a Games
scratch card programme and three special anniversary lottery
draws to contribute to the cost of staging the Games.

Under the auspices of the JMPA, a detailed marketing plan
will be developed for lottery programmes, addressing local
and national marketing and promotion.

VOLUME 1 Theme 7 Hambantota 2018 Commonwealth Games Candidate City File



Q7.1

Outline the general concept and location (e.g., number
of sites, distance from venues, etc.) for the Sponsor
Hospitality Centre.

Sponsor hospitality

Sponsor hospitality will form an integral part of the
Games sponsorship experience. For the organisations that
make up the sponsor family, the opportunity to develop
their hospitality programmes will be a vital part of

their decision to become sponsors and a key instrument
in their leveraging.

The unique compact design of the Games Park allows
for a Sponsor Hospitality Village (SHV) to be located
at the centre of all of the action and at the very heart
of the Games (Figure 7.11).

Figure 7.11 — Sponsor Hospitality Village location

Key
Il Sponsor Hospitality Village

The SHV'’s location offers easy pedestrian access and is in
close proximity to both the Mahinda Rajapaksa International
Cricket Stadium, to be used for the Opening and Closing
ceremonies, and the Athletics Stadium. The SHV is less than
1.2km from the furthest Games Park competition venue and
within 0.2km of the main transport terminal at the northern
access point.

The exact footprint of the SHV will be determined closer
to Games-time and will ultimately be determined by
the number of sponsors. However, the SHV’s maximum
available footprint is 15,000m?2.

A concierge will provide a personalised service for each
sponsor, coordinating entertainment options and providing
information about Hambantota and other assistance to
ensure the optimum hospitality experience. In addition,
a variety of services including the broadcast feed, internet
access and catering will also be provided. The SHV will be
fully air-conditioned and secure.

Q7.12

Describe your Commonwealth Games brand identity
strategy and how it may be implemented through,
among other initiatives, the development of an icon
presence in your city.

Communications

As described in Theme 1, the motivation driving the bid
and the nation’s vision for the Games relate closely with
the core values of the Commonwealth Games movement
— humanity, equality and destiny. These values, combined
with the vibrant spirit of the Sri Lankan people, will be
prominent in the Hambantota 2018 brand identity, which
will be developed in partnership with the Commonwealth
Games Federation (CGF).

The new brand will be a key identifier in all activity
building up to the Games and will unite the comprehensive
communications plan summarised in Q7.13.

The existing Hambantota 2018 Candidate City emblem
with its hugely symbolic ‘union of hands’” will undoubtedly
help to inspire the new identity. Where relevant, elements
may even be drawn through from one to the other in
the interests of continuity and to build on existing levels
of recognition.

The selected brand mark itself will combine a new,
distinctive proprietorial logo mark, the Commonwealth
Games Bar and a strap line and will come to represent,
through consistency and prominence of use, the essence
of the Hambantota and CGF partnership.

Opportunities to maximise the impact of the brand
development process will include:

A public competition to design the new emblem mark
A schools programme to generate support

« A social media push to encourage ‘voting’ for the
chosen shortlist.

The new emblem will then be selected and the identity
developed to engage the local population, the Sri Lankan
people generally, as well as prospective visitors and the
Commonwealth as a whole.

It will, as far as is possible, embody the unique brand
experience that the Sri Lankan games will represent.
The new identity will not require a formal launch in

its own right, however if a public submission is selected,
there will be opportunities to celebrate that achievement
and to build a public relations story around the individual
or individuals responsible.
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From this platform, the Games, as represented by the new
brand identity, can be developed to an iconic presence
within Hambantota, the District and Southern Province,
and other cities across Sri Lanka via contemporary uses
of media, technologies, events and education programmes.

The identity will also be merchandised extensively across
the country in order to build up recognition, engagement
and ownership amongst the Sri Lankan people.

Cities, towns and villages will act as a canvas for
commissioned works, promoting the Games and the
Commonwealth Games movement. Examples include:

» Games branding and brand projections displayed
on well-known regional and national sites

e Use of Sri Lanka’s public transport modes as moving
murals of the Games sport disciplines

« City central buildings lit up at night with images
and colours representing the diverse nature of
the Commonwealth

» Street poles along major city streets will flutter
with Commonwealth flags and branding as part
of ‘city dressing’ programmes.

The new emblem will literally become part of the visual
landscape of Sri Lanka.

This sense of ownership will then be extended through an
extensive educational programme to be developed around
the Games involving school children in competitions and
events, inspired by the new identity including:

 Art competitions to interpret the emblem and identity
through other media i.e. murals

« Digital/social media programmes to encourage
schools to spread the word around the world
e.g. Facebook twinning

 Schools exchange programmes with other
Commonwealth countries.

The new identity will be vitally important in the successful
communication of the Games at a number of levels:

o Embedding the Games in the consciousness
of the people of the home nation

 As a commercial symbol for prospective
sponsors and partners

 As a target of achievement for potential
competing athletes

¢ As a destination for visitors and television
viewers around the Commonwealth.

As such, the new identity will offer enormous
opportunities for securing the understanding, engagement
and participation of the Sri Lankan people and the wider
audience in what the Games represent. And, in particular,
what the Hambantota Games will be — a true celebration of
Sri Lankan culture, aspirations and shared Commonwealth
Games values.
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Q713

Briefly describe the communications programmes
you intend to set up during the years leading up
to the Commonwealth Games in order to promote
the Commonwealth Games, including CGF values,
both nationally and internationally?

How do you intend to cultivate local support
and interest within your country and community?

How do you intend to do so internationally?

Given the diverse nature of Sri Lankan people and the
people within the Commonwealth, it is essential that
creative communication programmes are developed
to ensure the core values of the Games are promoted
and successfully understood.

This success will start ‘at home’” and will be based on
involving the Sri Lankan people in the process and taking
them through a journey of understanding, commitment
and ultimately participation.

Once achieved, this will equip the Games with an army of
supporters and advocates; a group that can help to build
excitement and boost engagement within the business
community, via social media and at a word of mouth level.

At the heart of the communications programme, there will
be an articulation of the genuine positive benefits that the
Games will bring to Sri Lanka in terms of cultural, logistical
and commercial showcasing of the country, as well as
the positive impact on the health and welfare of a local
population much more engaged in participating in sport
and a healthy active lifestyle.

To promote the Games values, articulate these

core themes and to stimulate interest locally and
internationally, a fully integrated communications
programme will be activated. A summary of the key
national and international communication initiatives
planned in the lead up to the Games is outlined below:

National programmes and cultivation of local support
The people of Sri Lanka, young and old, will be given
ownership of the Games through a commitment to not
only mainstream media communications but ‘live’ face
to face activation, education programmes and social
media ‘content provision’, with a strong focus on mobile
opportunities due to high levels of mobile penetration
(64% on the whole Indian sub-continent).

The following initiatives will be implemented:

« Establishing an experienced and dedicated Marketing
and Communications Department within the OC,
supplemented by a local PR and media agency

e A commitment to regular communication providing open,
transparent and comprehensive updates on Games
developments (e.g. venue construction) and activities
(e.g. ticketing, volunteer recruitment and test events)



A clear and robust digital strategy including an all-
important ‘Google home page strategy’ to ensure that
searches for ‘Commonwealth Games 2018’ or ‘Sri Lanka
Commonwealth’ or indeed 2018 Games’ are all delivered
through a Google home page offering the consumer and
commercial website, the wiki page and all key movies,
images etc. The website itself will be web 2.0, fully
accommodating of the social media needs placed upon
it, maintained properly and updated regularly with fresh
content always available.

Use of television media to create programming and
programme content around the Games where possible,
including a focus on finding and developing Sri Lankan
sporting talent up to the Games and beyond

Building momentum through hosting other events in and
around Hambantota and ensuring a visible presence at
these events through appropriate branding and support.
To this end, the Government is committed to creating
a robust and extensive sporting events strategy to
attract existing sporting events to Sri Lanka and to create
new ones.

Proactive political and stakeholder management through
the deployment of influence programmes created with
key stakeholders such as the national sports federations,
local and regional government

Engaging with and involving the Sri Lanka Tourism
Promotion Bureau and the Sri Lanka Tourism Development
Authority to help develop awareness and recognition

Opening a visitor centre close to Hambantota’s Mahinda
Rajapaksa International Cricket Stadium, as well as one
in Sri Lanka’s capital, Colombo

Use of an athlete ambassador programme to personify
Hambantota 2018 and the CGF values for schools and
community groups

Utilisation of education networks and programmes
to increase awareness and understanding of the
Commonwealth countries and the Commonwealth Games

Implementing a nationwide Games roadshow, integrated
with a cultural programme designed for local audiences

Building upon and developing the volunteer
programmes set up for the 2011 South Asian Beach Games,
the 2016 South Asian Games and the other regional,
national and international events to encourage local
preparation for the Games, focus and understanding
of the sports involved and, finally, superb ‘front-line’
Games-time support.

The programme will aim to build interest in the Games
and Hambantota as a destination, by showcasing both
the rich culture and the investment potential of Sri Lanka
as a whole.

Hambantota will become synonymous with Sri Lanka’s
potential as part of the Commonwealth and will illustrate
the key qualities that Sri Lanka will bring to the event;
engaging hospitality and cultural wealth as well as
organisational and commercial excellence.

Key activities will include:

 Promotion of the Queens Baton Relay throughout the
Commonwealth — share the journey to Hambantota

 Organising familiarisation trips for international media
—discover the real Sri Lanka

« Build a brand presence in international media and
conferences through regular features demonstrating
Hambantota 2018’s progress leading up to the Games
— proving the case for Sri Lanka

e Hosting a Commonwealth focused major global
conference (2013 Commonwealth Heads of Government
Meeting) — build credibility

* Bidding for major international sport conventions such
as Sportaccord, the IOC’s Sport and the Environment
Conference and Legacy Lives, the International Legacy
conference — more than just a one-off

e Engaging with leading Sri Lankan companies with
an international reach to maximise the exposure and
profile of the Games. These companies will include
Sri Lankan Airways, Mobitel, Hayley’s and Prima
— building benefit across the business community

e Using the respective Sri Lankan High Commissions
and Embassies throughout the world to effectively
promote the Games through their day-to-day work
— raising awareness and the profile of the Games

 Retaining a leading international firm of PR
and international relations advisers to create a
communications platform across a range of media
including building and launching a corporate digital
platform — connecting to the world

e Building cultural and sport links with Commonwealth
nations and territories through, for example, athlete,
coach and sport administrator exchange programmes
and the youth exchange programme — future-proofing
the infrastructure

e Creating a leading sports university within Sports City

International programmes

and cultivation of international support

Marketing of the Games to the wider international
community will be driven by an integrated, multi-layered
programme of consumer, business and ‘influencer’
marketing initiatives.

— long term investment in people and skills

 Developing the Games Park in to Sports City — creating
a new venue for world sport and one of the world’s
best warm weather training arenas.

Hambantota 2018 will also ensure regular communication
and on-going dialogue with the CGF and Games
Family as well as frequent liaison with the Glasgow 2014
Organising Committee.
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Q7.14

Provide an overall communications plan including
a timeline.

One of main communication challenges facing any
organising committee is to sustain momentum during the
seven-year period between being selected as Host City
and the commencement of the Games.

The Hambantota 2018 communication plan aims to

communicate the right messages to the right people at
the right time, through a number of programmes and to a
number of different yet equally important stakeholders.

Hambantota 2018 proposes a four-phase communications
programme targeting local, national and international
audiences through a number of innovative initiatives,
channels and technologies.

Phase 1(2011 — 2013) — Highlighting Hambantota
Following the 2018 host announcement, first phase
communications will build on the national pride and
excitement. Full details of the Games venues, concept,
CGF values and ‘days until the event countdown’ will be
communicated throughout the country.

International communications will focus on raising the
profile of Hambantota and Sri Lanka by association with
the Games.

Phase 2 (2014 — 2015) — In the glow of Glasgow 2014
Second phase communications will aim to raise awareness
of the Glasgow 2014 Games and build support for the
national team and the athletes at these Games.

Education programmes and extracurricular activities will
be added to the school curriculum to showcase the sports
and competitions of the Games.

Progress with respect to venue design and construction
will feature regularly in local and national media.

International communications will promote the transfer
of the Games to the new host city and country.

Table 7.14 — Communications plan timeline

201 2012 2013 2014

Phase 3 (2015 — 2016) — The countdown

The successful delivery and opening of the high quality
competition venues in 2016 will be promoted both
nationally and internationally during this phase.

Completed venues will host the 2016 South Asian Games,
focusing the attentions of an international audience on
Hambantota and promoting it as an events destination
and a new venue for world sport.

Other events that will be linked to local and national
communications will include the launch of the volunteer
programme — providing Sri Lankans the opportunity to
be a part of the greatest sports event that Sri Lanka has
ever staged.

An ambassador’s programme will also be launched to
capitalise on high profile Sri Lankan sportsmen and women'’s
support for the Games, as well as promotion of the event
in all the Sri Lankan High Commissions throughout the world.

During this stage, international communications will target
regular features in the international media. A joint initiative
with the tourism board will also be activated to position

Sri Lanka as an excellent destination to watch elite sport.

Phase 4 (2017 — 2018) — Into the Games action

In the final communication phase, the launch of the
ticketing process will be communicated and driven nationally
through high profile promotions across all media outlets.
Test events and international training camps such as the
CGA Athlete Training and Development Support Programme
detailed in Theme 6, will also form a major part of national
communications in the final run up to the Games.

On Commonwealth Day in 2017, the Queen’s Baton Relay will
commence from Buckingham Palace and will pass through
all Commonwealth territories and nations.

The Games cultural programme and youth outreach
initiatives described in Theme 1 will be ramped up to build
excitement and engagement in the lead up to the Games.

A comprehensive programme of test events will help to
raise the profile of Hambantota and communicate to the
Commonwealth, both the development of high quality
competition venues at the new Sports City, as well as
readiness for the Games.

2015 2016 2017 2018

Highlighting Hambantota

In the glow of
Glasgow 2014

The countdown

|

Into the Games action

— 1 [

Host City
Announcement —
November 2011

Glasgow 2014 CWG
—July 2014

Commonwealth
Day & start of QBR
— March 2017

Venue completion Launch of ticket
and 2016 SAG — marketing and sales
Q12016 process — Q1 2017

Hambantota 2018
—May 2018
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Start of
test events —
Q12017









