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Abstract

Based on the pale situation of the present sports events( article at herein-
after referred to as “event” ) , the world operating large — scale sports events
have settled in China,the goal of sports power construction to put forward , es-
pecially the transformation of sports events held value, by using the methods of
documentation , expert interview , and logical analysis, visiting survey , research
the consumption of the sports events, mainly involves competition product con-
cept and characteristics, the main consumption and their motivation, the com-
petition consumption process and its audience value , competition related prod-
ucts and consumer solutions,aim at providing theoretical reference for the op-
eration and development of the sports events.

The main research contents:

On the basis of strengthening the aim and tasks,from four aspects as the
event connotation, economics attribute and economic value of event products,
the marketing and economic value development of the event products,the con-
sumption of event products to view, summed up and redub the earlier re-
search,and analysis and research the spirit of event,the transformation of po-
litical value to economic value. Based on the economic transformation of the
sports events held value , examine again to the sport products concept and con-
notation; With microeconomics as the theoretical basis and in sports market
development demand for practice foundation,from the society ,the production,
consumption and value analysis the characteristics of the product sports e-
vents; From angel of sports events as the service product, expatiates on the
concept of subject, economic subject, consumer and the Consumption subject ;
Dialysis five main consumption of the sports products,and analyses the whole
process of consumption.

Analysis of the audience for events, TV media to event broadcast rights,

gaming houses to athletics lottery distribution rights,all kinds enterprise to e-
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vents sponsorship ,the network to the event sponsored ‘ motivation and neces-
sity; Analyzes the psychological function of price for events and present the
audience’ s mental performance for events consumption, demonstrates the TV
media ‘s requirements of buying the event broadcast rights,discusses the im-
portant significance of gaming houses’ consumption of event products, from
dimensions of enterprise consumption outlines the sports sponsorship planning
and its process; Analyzing the current event broadcast rights, Lottery issuing
authority and development status of events network carrier in eyeball economy
perspective. On this basis, formulating the corresponding strategies from the
following five aspects: pricing for events, broadcasting right market develop-
ment, competing lottery publisher market development, events sponsorship
planning and sports events network carrier development.

The main conclusion

The value of the sports events has be changing bag from spirit, politics to
economy. And the event product also has its special characteristics. Its social
characteristics includes regional , commercial , cultural and monopoly. Its pro-
duction performance characteristics include uniqueness, not held controllable
and business charter sex. Its consumption characteristics include consumption
process performance irreversible, consumption mode and the main consump-
tion dual diversity. The value of the performance characteristics includes value
volatile, value derivatives and value timeliness.

The consumption subject of sport event products mainly includes the au-
dience, TV media, gaming institutions, enterprises and network. The audience
belongs to the direct consumption main body. But the TV media,gaming insti-
tutions , enterprises and network belong to the indirect stealth consumption
subject. The audience’ consumes the events for enjoyment, and TV media,
gaming institutions , enterprises and network ’ sports products consumption is
in order to obtain reproduction interests.

The process of sports consumption includes five links, attention ,interest,
looking forward , release and aftertaste. There are three audience value forms as
attention economy , influence economic and turn the economy in the whole
process. The two links of attention and interest is belong to the potential audi-
ence value period. Looking forward , release and aftertaste is belong to the real-
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ization of the value of its audience.

The tickets of sports event has four functions, includes event measure,
self than to,needs regulation and psychological price specific. At present, the
audience’ psychological performance for events consumption is the habitual
mental , consumer spending the sensitivity of the consumption psychology , the
feeling of psychological and consumption tendency of psychology. The pricing
strategies and methods mainly include leave fat pricing,integer pricing,across
the pricing, price, a prestigious pricing, grading pricing, penetrate perceived
pricing and discount pricing, etc.

At present, the sports rights consumption current of TV media includes
consumption to ex — pay still existing, CCTV channel consumption unifying
the whole country and event broadcast right unbalancing consumption. The
strategies for sports events rights market development include improving the
quality of sports events,to improve service quality games, creating the high -
quality goods sports events, building local features events, determining reason-
able price,taking reasonable way to sell,introducing negotiations intermediary
organizations , changing the media thought cognition, and strengthen the anti-
trust measures.

The quizzes type lottery issue to sports events as the carrier. Its consump-
tion status is that state monopolies the quizzes lottery Issue — right market,
quizzes lottery Issue — right laws and regulations is not sound, quizzes lottery
has many internal problems,the lottery game between the black wager ball and
legal contest.

The consumer strategies for sports events quizzes lottery’ Issue — right in-
cludes quizzes lottery tickets being commercialized , selling legalization , adap-
ting to the market, cost management , mining the main consumption , reasonable
pricing , foreign experience learning, etc.

The sports sponsorship planning is very important for sport event to get
corporate sponsors successfully. Three points must be attention that is knowing
what is the enterprise’ need , mining sports events holding advantage , and rec-
ognizing the cooperation of both sides of the common ground The planning
keys include development of the exploitable resources highlighting the value of

the enterprise returns,and having creativity. And “events of the time hold ef-
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fectively ,emphasize the reasonable selection of venues, formed the content of
the creative design, the famous motor unit deseribed emphatically” is also
need outstanding.

The development of sports events’ network carrier on eyeball economy
can be divided into four stage,legend, budding, development and comprehen-
sive utilization. Now, the present situation is the sports events and network
win-win development , network and many media frequent cooperation, Internet
advertising form and application continuous innovation, and search engine
more particular and online marketing environment becoming increasingly per-
fect. The development approaches in the future is that to perfect the event
website platform,unite network marketing for events spread, innovate the new
cooperation pattern between sport events and network station,issue self views
for sports events from professional perspective, explore the efficient develop-

ment of sports podcast, perfect event website online services, etc.

Key words ;sports events; consumption subject; consumption process; oper-

ation ; derivatives
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(1) #Z&. TEEZERGRMEERFZN (N] . PEFFR, 2009 -11-22.
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(12): 26 -30.
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T IERMRE A BT R A — LA L T, BB BRI 2R
MEF g . VIEFRAR B, 18 S 7E 2006 455660 & ti AR A9 28 Ik
3R T I 200 AZRRTTHI 2 BRI 5 B ORI BOR R BRE AR — i
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20100718/n273584590_ 1. shtml.
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