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A Probe into the Establishment of the Brand Meaning of the Match

Fu-Ping Jhuang' ,Jyun-Wei Wu?, May-Ling Yeh®, Yu-Liang Lin*
Graduate Institute of Sport Coaching Science Chinese Culture University', Chinese Road

Taipei Runnig Association Chiu®,National Defense University™**

Abstract

In the leisure and sports become a center of life of the people now, sports has been developed
for the enrichment of people's mental and physical needs and entertainment national culture, but at
the same time gradually booming sports industry process also saw the sport business or organization
business activities have become increasingly frequent. And sporting events also belong to one
product project, to make the product development for a long time, the tournament's brand-building
is its necessity, and other events to highlight the characteristics of the image, thereby providing
high-quality events, to enhance the overall quality of life and environment sports culture
environment. As the domestic academic circles for Construction tournament brand literature has not
yet had a full discussion, therefore, this article through the literature sporting events, brand and
corporate identity systems to explore sporting events brand's meaning as a reference, and the
inference that, the tournament brand via "specific organization or enterprise by the symbol of
philosophy, there are plans to hold a unique value of the tournament, and other events as the
difference." Let the public for the tournament brand formed a deeper concepts and stimulate
transact business or organization of sporting events on the tournament will be able to pay more
attention to the brand.

Key words : Sports tournament, tournament management, enterprise identification system
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