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Research on the Image Correspondence between Sport Events and Host Cities
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Abstract: Sport event is one of the major strategies of city marketing. Study on the image correspondence between
sport events and host cities can not only help city marketers choose appropriate sport events, but also serve as a
criterion for evaluating the result of city marketing activities. The article focuses on the definition of the images of
sport event and city, the formation and measuring methods of both the images, the image correspondence between

sport events and host cities and the effects of image correspondence, especially the quantitative measurement and
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index selection for the images. It also analyzes the development process of image correspondence theory.
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