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Olympic Sponsorship to China's Local Sponsors: Pie or Pit ?

YUN Lin

(Shanghai Normal University, Shanghai 200234, China)

Abstract: By the method of qualitative research and based on the relative knowledge of Olympic sponsorship,
the paper analyzes the previous cases of Olympic sponsorship and the cases concerning the local sponsors
of the Beijing Olympic Games according to the relative theories of experience marketing in marketing and
the resource-based view in management science. The analysis at the macro-level shows that the local
sponsors should do their best to realize the sponsorship value, to materialize their objects, taking resource-
based view in practice and to provide experience for target groups.
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