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Marketing Glamour of Beijing Olympic Games

BAO Ming-xiao

(China Institute of Sports Research, Beijing 100061, China)

Abstract: The marketing of the Olympics is the marketing of an event. Compared to the previous
Olympics marketing, 2008 Beijing Olympic Games provide a good opportunity for the marketing of an
historical event. There exist a marketing chance of facing the vast public, a marketing chance with the best

image and high reputation, a most exciting marketing platform, incubator of name brands, Chinese ele-

ments and the feature of Beijing.
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