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International Sports Events and National Brand Strategy
——analysis on the opening ceremony of 2012 London Olympic Games
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( Renmin University of China, Beijing 100872)

Abstract: From the one hundred years of development of industrial revolution to the 1990s’ proposition of " cultur-
al and creative industry” as the pillar of the national brand strategy and then to the public diplomatic strategy to promote
national brand, Britain became the first country in the world to actively implement national brand strategy. Because of
the close connection between culture, sports and industry, the Olympic Games, especially its opening ceremony, has
constituted an important stage for Britain to exhibit its national brand strategy. The paper, according to Keller’s (an A-
merican scholar) brand strategy based on customers, believes that the opening ceremony of the 2012 London Olympic
Games presents four elements of national brand strategy, including its identifiableness, significantness, lovability and
adaptableness. Meanwhile, the countrys products (or companies) , policy and system, celebrities, significant events all
work together to serve as sub — national levers to promote its national brand strategy. Based on the analysis of the opening
ceremony of the London Olympic Games, the authors try to construct the framework of national brand strategy based on
the target audience as the planning core and the national brand recognition and association as the evaluation priority
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