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Abstract 

As a central city in western China, Chengdu has been actively organizing various sports events in recent years to 

promote the development of the sports industry and enhance the city's brand image. Taking the residents of 

Chengdu as the survey object and the 31st World University Games held in Chengdu as the empirical research 

object, a combination of qualitative and quantitative research methods was used to study the impact of sports 

events, integrated marketing communications and urban values on Chengdu's sports city brand. SPSS and AMOS 

software were used to process and analyze the data from 487 questionnaires. This study has four research 

objectives: 1) to investigate the current situation of Chengdu sports city branding in China. 2) To analyze the 

relationship between the influence of factors sports events, integrated marketing communications, and urban 

values on the branding of Chengdu sports city in China. 3) To construct a model of the influence of sports events, 

integrated marketing communications, and urban values on the branding of Chengdu sports city in China. 4) To 

evaluate the model of sports events. The influence of integrated marketing communication and city values on 

Chengdu sports city branding. It was found that the quality of sports events has a significant effect on trust. Sports 

event quality has a significant effect on Chengdu sports city branding. Integrated marketing communication has 

a significant effect on stakeholder trust. Integrated marketing communication has a significant effect on Chengdu 

sports city branding. City value has a significant effect on stakeholder trust. City value has a significant effect on 

Chengdu sports city brand building. Stakeholder trust has a significant effect on Chengdu sports city brand 

building. Sports event quality has a significant impact on Chinese sports city Chengdu branding through 

stakeholder trust. Integrated marketing communication has an indirect effect on sports city branding through 

stakeholder trust. City value has an indirect effect on sports city branding through stakeholder trust. Finally, a 

model of the influence of sports events, integrated marketing communication, and city values on the sports city 

branding of Chengdu, China was constructed (Chi-square=3640.017,DF=2750, Chi/DF=1.324, GFI=0.841, 

RMSEA=0.026, NFI=0.836, and NNFI=0.952). Therefore, this study helps to understand the overall status quo, 

influencing factors and model promotion application of Chengdu's sports city branding, and lays a certain 

theoretical foundation for the research related to sports event city branding. 
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1. INTRODUCTION 

The development of sports events and city brand building is a mutually promoting relationship, 

aiming to enhance the visibility, image and attractiveness of the city by hosting sports events 

(Wei, 2019, P. 18). This trend has become increasingly evident in the past few decades, with 

many cities using major sporting events as one of their strategies to enhance local economic, 
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cultural and social development. In this context, there is a close relationship between sports 

events and city brand building, which influence each other and jointly promote the overall 

development of the city. 

Nowadays, many cities in China are also keen to organize sports events and show regional 

competitive advantages that are characteristic of cities, such as, in recent years, Shanghai has 

basically held about70 international and national events every year. Nanchang, a city in Jiangxi 

province, successfully held four Nanchang International Marathons from 2016 to 2019, and 

Chengdu has put forward the slogan of becoming a world event name. 

As an important central city in western China, one of the top ten ancient capitals in the country, 

the first batch of national historical and cultural cities, and the birthplace of ancient Shu 

civilization, Chengdu's GDP has reached 1.99 trillion Yuan by 2021, and is listed as a "new 

first-tier city" in the ranking of Chinese cities mainly based on brand business data. Chengdu 

has also used sports events as an important means to promote the city's brand. In 

December2021, Chengdu Sports Bureau announced the "14th Five-Year Plan for the 

Construction of World Event Cities in Chengdu", which clearly proposed that by 2025, 

Chengdu will be built into a world event city; More than 50 international and national events 

are held every year, and the driving effect of sports events on related industries exceeds 30 

billion Yuan; The total scale of the sports industry exceeds 150 billion Yuan; The total scale of 

sports consumption exceeded 80 billion Yuan, and strive to build a high-quality national sports 

consumption center. Meanwhile, the 31st Universiade was 2023 in Chengdu in July (originally 

scheduled for June 2022); The 12th World Games will also be held in Chengdu in 2025, and 

Chengdu is the first city in mainland China to bid for the event, which will also become another 

important milestone in Chengdu's process of accelerating the construction of a world sports 

city. 

 

2. LITERATURE REVIEW 

In their study, Wei and Yuan (2019) highlighted the positive impact of hosting large-scale sports 

events on city brands. This impact includes enhancing the development of city history and 

culture, strengthening city brand identity, improving city infrastructure, and boosting city brand 

building. Furthermore, it involves expanding city co-construction and sharing, emphasizing 

city brand affinity, promoting overall city development strategies, and increasing the cohesion 

of city brands. 

Li (2022) emphasized that city competition extends beyond economic and political realms, 

with soft power and city brand image playing key roles in enhancing city competitiveness. 

According to Ramadhani and Indradjati (2023), social media plays a crucial role in shaping 

successful city brand strategies. By integrating social media into the city branding process, 

cities can adopt bottom-up approaches that influence brand development, making city brands 

more appealing to diverse audiences and ensuring long-term success. Utilizing social media 

user-generated content, local government-created materials, peer interaction, electronic word-

of-mouth (e-WOM), and engaging media can help assess stakeholder acceptance of city brands 
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across nine dimensions. In his research, Yu (2018) emphasized that shaping and promoting a 

city's brand image is a gradual process. However, leveraging large-scale sports events can 

expedite this process, enabling wider global recognition of a city's brand image in a shorter 

timeframe. 

Ren (2020), city brand is a comprehensive concept that includes various elements of city 

politics, economy and culture, and is the brand equity of city image, among which city culture 

is an important factor affecting the development of city brand. 

Lai (2021), a city brand is the symbolization and symbolization of the city image, the 

embodiment of the city's personality, and has the basic characteristics that can be recognized 

and recognized by city customers. 

Bo (2019) believes that the sports city branding means that in order to maintain a dominant 

position in the city competition and have a certain influence on domestic and even world sports 

affairs, city managers take sports functions as the positioning of future city development and 

use the sports elements of the city to leverage multiple resources of the city. 

Tzetzis and Tachis. (2014) pointed out that in the context of organizing sports events, the 

quality of organizing events is the ability of service providers to meet the minimum 

expectations of consumers for participating in events. 

Ko et al. (2011) Ability to meet the needs of service recipients. Service quality is the most 

important, creating the difference of service recipients, surpassing competitors, providing 

service quality that meets the expectations of service recipients is the action that must be taken. 

The concept of Integrated Marketing Communications (IMC) originated in the 1960s and 

1970s. Integrated Marketing Communication (IMC) is a theory pioneered and proposed by Don 

E. Schultz, a professor at the Meill Institute for Journalism at Northwestern University, who is 

known as "one of the most influential figures on marketing in the 20th century". 

Kotler (1997) in his book Marketing Management: In Analysis, Planning, Implementation, and 

Control, 4th Edition, Kotler emphasized the importance of integrated marketing 

communication and the need to coordinate various means of communication to achieve more 

effective marketing results. Philip Kotler emphasizes the integration and coordination of 

marketing. Kotler highlighted the importance of IMC. He pointed out that traditional marketing 

communication methods are no longer suitable for the changing market environment at that 

time, and brands need to integrate various communication tools to establish a consistent image 

and message in order to communicate with consumers more effectively. 

Jacobs (1961) is a renowned urbanist and city planner, whose book The Death and Life of Great 

American Cities discusses the value of cities and the importance of city planning. 

Glaeser (2001) explored the relationship between the value of cities and human capital in his 

study. He believes that highly developed cities are able to attract highly skilled and innovative 

talents, which brings economic growth and innovation to the city. 
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Mayer et al. (1995) pointed out that trust means that the trustor would rather give up his control 

when he has the ability to control the trustor, thus exposing himself to the possibility of being 

hurt. 

Reichheld and Schefter (2000) proposed that enterprises can gain the real trust of consumers 

and ultimately win the long-term support and loyalty of customers. 

Xing (2018) put forward specific implementation strategies. In the process of case 

implementation, by integrating a series of marketing strategies, such as advertising media 

strategy, theme activity strategy, product strategy, public relations strategy and sales channel 

strategy, advertising media strategy deeply integrates the essence of the brand with the Olympic 

spirit, so as to enhance consumer loyalty to the brand. The theme activity strategy increases the 

trust and favorability of the local people for the brand, which is conducive to establishing a 

good corporate brand image. 

In conclusion, the main factors influencing sports city brand include sports events, integrated 

marketing communication and city values. Urban values also play an intermediary role in many 

literatures. These documents provide theoretical basis for the research hypothesis of this paper. 

 

3. RESEARCH HYPOTHESES 

Based on the research of other scholars, this paper proposes the following hypotheses: 

H1:   Sports events quality has a significant effect on trust. 

H2:   Sports events quality has a significant effect on sports city branding of Chengdu, China. 

H3:   Integrated marketing communication has a significant effect on stakeholders trust. 

H4:   Integrated marketing communication has a significant effect on sports city branding of 

Chengdu, China. 

H5:   City value has a significant effect on stakeholders trust. 

H6:   City value has a significant effect on sports city branding of Chengdu, China. 

H7:   Stakeholders trust has a significant effect on sports city branding of Chengdu, China. 

H8:   Sports events quality has a significant effect on sports city branding Chengdu in China 

through stakeholders trust. 

H9:   Integrated marketing communication has an indirect impact on sports city branding 

through stakeholders trust. 

H10:   City value has an indirect impact on sports city branding through stakeholders trust. 
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Figure 1: Conceptual Model 

 

4. RESEARCH METHODOLOGY 

According to the above literature, the construction of sports city brand is influenced by the 

quality of sports events, comprehensive marketing communication and city values. This 

research is a mixed method research, that is, a combination of qualitative research and 

quantitative research. The author made relevant questionnaires. The first step is to investigate 

the current situation of China's sports city brand Chengdu through literature review, expert 

interviews and content analysis. The second step is to analyze the relationship between sports 

event factors, comprehensive marketing communication and city values on the influence of 

Chinese sports city brand Chengdu through questionnaire survey. The third step is to 

investigate the impact of sports event mode, integrated marketing communication and city 

values on Chinese sports city brand Chengdu through focus group and content analysis. After 

several on-site questionnaires and "questionnaire star" survey, a total of 500 questionnaires, 

487 valid questionnaires were recovered. SPSS and AMOS software were used to sort out and 

analyze the questionnaire data, and the structural equation models of sports event quality, 

comprehensive marketing communication, and brand construction of sports city with city 

values were constructed respectively. Finally, structural equation models of sports event 

quality, comprehensive marketing communication, and brand construction of sports city with 

city values were constructed through verification factor analysis. Check the reliability and 

validity of structural equation model. 
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5. STRUCTURAL EQUATION MODELING 

Based on the previous research hypothesis, the structural equation model was constructed, the 

correlation lines between the independent variables were drawn, and the data were substituted 

into AMOS to obtain the following results: 

 

Figure 2: Structural Equation Modeling 

In the process of structural equation modelling, the first thing to do is to conduct a fit test of 

the measurement model to test whether the model is able to describe the relationship between 

observed and latent variables. Evaluating the degree of fit of a model is a complex issue, and 

different fitting indexes have different emphasis when performing model evaluation. 

Therefore, it is generally accepted that the goodness of fit of a particular model should not be 

evaluated by one, but by a combination of multiple indicators. This study examines the degree 

of model fit with reference to three main indicators: absolute fit indicators, relative fit 

indicators, and parsimonious fit indicators.  
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The absolute fit indicators used are the chi-square degrees of freedom ratio (x 2 /df), the square 

root of the proximity error (RMSEA), the goodness-of-fit indicator (GFI), and the canonical fit 

indicator (NFI), which is the NNFI, or the Tucker-Lewis index (TLI). 

The non-standard model estimation residuals can be viewed through AMOS to be all positive, 

with no illegal estimation, and then switched to standardised estimation to produce the results 

in Figure2.  

Table 1: Structural Equation Model Fitting Index 

Index Judging standard Statistical value Fit condition 

CMIN - 3640.017 - 

DF - 2750 - 

CMIN/DF <3 1.324 Good 

GFI >0.90 0.841 Acceptable 

RMSEA <0.08 0.026 Good 

NFI >0.90 0.836 Acceptable 

NNFI >0.90 0.952 Good 

As can be seen from the above table, the value of x 2 /df is 1.324, which is less than 3; the 

RMSEA is 0.026, which is less than the standard level of 0.08, indicating that the fit is better; 

the value of the GFI is 0.841, the value of the NFI is 0.836, which does not reach the standard 

of greater than 0.9 but reaches the minimum standard of greater than 0.8, which is in the 

acceptable range, the value of the NNFI is 0.952, which reaches the excellent standard, and all 

the goodness-of-fit indicators meet the acceptable standard, and the model fits well. 

Table 2: Hypotheses Testing Result of the Structural Model 

Path 

Non-

standard 

load factor 

S.E. C.R. P 
Standardized 

load coefficient 
Hypothesis 

T <--- SEQ 0.243 0.066 3.675 *** 0.238 H1 

T <--- IMC 0.249 0.047 5.283 *** 0.347 H3 

T <--- CV 0.223 0.059 3.769 *** 0.239 H5 

BCB <--- SEQ 0.267 0.077 3.447 *** 0.244 H2 

BCB <--- IMC 0.149 0.053 2.803 0.005 0.193 H4 

BCB <--- CV 0.177 0.067 2.64 0.008 0.176 H6 

BCB <--- T 0.269 0.083 3.252 0.001 0.251 H7 

When P<0.05 then the path is significant, and when the path is significant, the coefficient is 

positive then the independent variable has a significant positive effect on the dependent 

variable.  

From the above table, it can be seen that the independent variables Sports Events Quality, 

Integrated Marketing Communication, and City Value have a significant positive effect on the 

dependent variable Sports city branding. 

 

 

 



  
  
 
 

DOI: 10.5281/zenodo.12696874 

917 | V 1 9 . I 0 6  

6. INTERMEDIATE PATH CHECK 

The mediator paths were examined using 5000 samples using the bootstrap sampling method 

of AMOS 24 and the results are shown in the table below: 

Table 3: The Mediating Effect of Trust on Sports Events Quality and Sports City 

branding 

Path Type of effect Estimate Lower Upper P 

Sports Events 

Quality=>Trust=>Sports city 

branding 

direct effect 0.267 0.118 0.443 0.001 

indirect effect 0.065 0.024 0.133 0.001 

aggregate effect 0.332 0.189 0.511 0.000 

The mediation path Sports Events Quality=>Trust=>Sports city branding holds true because 

its confidence interval does not contain the number 0. 

This shows that Trust mediates between Sports Events Quality and Sports city branding. And 

the direct effect of the path is significant, the indirect effect is significant and the total effect is 

significant, which means that Trust plays a partial mediating role. 

Table 4: The Mediating Effect of Trust on Integrated Marketing Communication and 

Sports City Branding 

Path Type of effect Estimate Lower Upper P 

Integrated Marketing 

Communication=>Trust=>Sp

orts city branding 

direct effect 0.149 0.035 0.275 0.009 

indirect effect 0.067 0.03 0.121 0.000 

aggregate effect 0.216 0.105 0.34 0.001 

The mediation path Integrated Marketing Communication=>Trust=>Sports city branding holds 

true because its confidence interval does not contain the number 0.  

The mediation path of Integrated Marketing Communication=>Trust=>Sports city branding is 

valid. And the direct effect of the path is significant, the indirect effect is significant, and the 

total effect is significant, indicating that Trust plays a partial mediating role. 

Table 5: The Mediating Effect of Trust on City Value and Sports City Branding 

Path Type of effect Estimate Lower Upper P 

City Value=>Trust=>Sports city 

branding 

direct effect 0.177 0.046 0.319 0.012 

indirect effect 0.06 0.022 0.127 0.000 

aggregate effect 0.237 0.113 0.378 0.000 

The mediation path City Value=>Trust=>Sports city branding holds because its confidence 

interval does not contain the number 0.  

This shows that Trust mediates between City Value and Sports city branding. And the direct 

effect of the path is significant, the indirect effect is significant and the total effect is significant, 

which means that Trust plays a partial mediating role. 
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7. CONCLUSION 

This article takes Chengdu residents as the survey object, taking the 31st World University 

Games in Chengdu as an empirical study uses qualitative and quantitative research methods, 

and studies the impact of sports events, integrated marketing communications, and urban 

values on the brand of Chengdu Sports City. 

Through qualitative research, information on the impact of factors such as sports events, 

integrated marketing communications, and urban values on the Chengdu Sports City brand was 

collected and presented through interviews, laying the foundation for future quantitative 

research. Quantitative research methods were used to conduct surveys and data collection. 

Descriptive statistics, exploratory and confirmatory factor analysis, correlation analysis were 

conducted from 487 valid questionnaires, and structural equations were constructed using 

Excel, SPSS, AMOS and other software to analyze the collected data. Modeling was conducted 

on the data to discover the impact of sports events, integrated marketing communications, and 

urban values on the Chengdu Sports City brand. Finally the following conclusions were 

reached: 

Sports events quality has a significant effect on trust. Sports events quality has a significant 

effect on sports city branding of Chengdu, China. Integrated marketing communication has a 

significant effect on stakeholders trust. Integrated marketing communication has a significant 

effect on sports city branding of Chengdu, China. City value has a significant effect on 

stakeholders trust. City value has a significant effect on sports city branding of Chengdu, China. 

Stakeholders trust has a significant effect on sports city branding of Chengdu, China. Sports 

events quality has a significant effect on sports city branding Chengdu in China through 

stakeholders trust. Integrated marketing communication has an indirect impact on sports city 

branding through stakeholders trust. City value has an indirect impact on sports city branding 

through stakeholders trust. 

 

8. SUGGESTIONS FOR FURTHER RESEARCH 

1) Adding a transdisciplinarity perspective: Building on existing research and incorporating 

more interdisciplinary perspectives such as psychology, sociology and cultural studies, in 

order to explore more comprehensive sports events, integrated marketing communication 

and urban values on the impact of Chengdu Sports City brand. 

2) Long-term follow-up study:Through the long-term follow-up study of Chengdu Sports 

City brand, observation and analysis of sports events, integrated marketing communication 

and urban values in the brand building of the continuing role, and their influence degree 

and effect in different stages. 

3) Comparative Study:Select Other Representative Sports Cities for comparative study, 

analysis of different cities in sports events, integrated marketing communication and urban 

values of the differences, as well as these differences to the city brand influence's reason 

and the effect. 
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4) Optimization of empirical research methods:On the basis of existing empirical research, 

optimization of research methods, such as the addition of big data analysis, in-depth 

interviews, etc. , in order to improve the accuracy and reliability of research. 

5) Focus on the perspective of stakeholders:Focus more on the role and role of stakeholders 

in the process of sports events, integrated marketing communication and the impact of 

urban values, and analyze their perceptions and attitudes towards urban brand construction. 

6) Discusses the brand construction under the digital transformation: Combined with the 

current trend of digital transformation, this paper studies how sports events, integrated 

marketing communication and urban values affect the brand of Chengdu Sports City under 

the digital background, and how to use digital means to optimize brand building. 

7) Research on sustainable development strategy of city brand:Based on the influence of 

sports events, integrated marketing communication and urban values, this paper discusses 

the sustainable development strategy of Chengdu Sports City brand, and provides more 

practical suggestions for urban brand construction. 

 
References 

1) Bo Chunlei. (2019). Study on brand construction performance evaluation and development strategy of 

Jinjiang sports city. Huaqiao University. Thesis for the Degree of Master. 

2) Egloff, G .& Fitzpatrick, A( .1997 .)Vocationally Oriented Language Learning. Learning Teaching Journal .

30 (July :)226 :242 . 

3) Gladden, J. (2016). Indianapolis: Leveraging the Sports Strategy. Berlin: Springer International Publishing. 

4) Han, Yanchao. (2023-01-11). Exploring the causes of urban-rural differences in residents' trust level. Paper 

presented at the China Social Science Journal. 005. 

5) Hankinson, Glaeser. (2001). Location Branding: A Study of the Branding Practices of 12 English Cities. 

Journal of Brand Management. 9(2): 127-142. 

6) Jane Jacobs. (1961). The death and life of great American cities. New York: Random House, Inc. 128. 

7) Kotler. (1997). Marketing Management: In Analysis, Planning, Implementation, and Control. Beijing: China 

Renmin University Press. 189-191. 

8) Lai Chunling. (2021). Research on the Impact of perceived factors of sports events on City Brand Image and 

Tourism Intention. Jiangxi Normal University. Thesis for the Degree of Master. 

9) Li Kunheng. (2022). The Impact of Sports Events on City Image and Behavior Intentions from an Event 

Portfolio Perspective. Journal of Sports Research. 36(May): 23-33 

10) Lindeman, R. H., Merenda, P. F., & Gold, R. Z. (1980). Introduction to bivariate and multivariate analysis. 

(No Title). 

11) Lin, K.J., Wu, P.S.. (2021). Analysis of soft law value and dilemma of sports event governance. Journal of 

Jilin Institute of Physical Education. 37(October): 56-61. 

12) Maja Šerić, Vernuccio M . (2019). The impact of IMC consistency and interactivity on city reputation and 

consumer brand engagement: the moderating effects of gender. Current Issues in Tourism. 11 (July): 1-19. 

13) Mayer R C, Davis J H, Schoorman F D. (1995). An integrative model of organizational trust. Academy of 

management review. 20(3): 709-734.  



  
  
 
 

DOI: 10.5281/zenodo.12696874 

920 | V 1 9 . I 0 6  

14) Ramadhani, I.S. & Indradjati, P.N. (2023). Toward contemporary city branding in the digital era: 

conceptualizing the acceptability of city branding on social media. Open House International. 48(4): 666-

682. 

15) Reichheld, F.F & Schefter, P. (2000). E-Loyalty: Your Secret Weapon on the Web. Harvard Business Review. 

(78): 105-114. 

16) Ren Jing. (2020). Research on the value construction and communication of Chinese city brands from the 

perspective of brand cultural value -- taking Guangzhou city as an example. South China University of 

Technology. Thesis for the Degree of Master. 

17) State General Administration of Sport. (2018). China Mass Sports Development Report. Beijing: Social 

Sciences Academic Press, pp. 96-105. 

18) Tzetzis, G. , & Tachis, S. (2014). The role of psychological commitment and attitudinal loyalty on the 

relationship between involvement and behavioral loyalty of sport fans. Sport Journal. 24(5): 18-32 

19) Wei, M. Z., Yuan, Lei. (2019). Analysis of the promotion of city branding by large-scale sports events--

Taking the Olympic Games as an example. Sports Culture Guide. 5(May): 18-22. 

20) Xing, Junru. (2018). Research on Integrated Marketing Strategy of 361° Sponsorship of Rio Olympics. 

Shanxi Normal University. Thesis for the Degree of Master. 

21) Xie Yanbin. (2021). Research on Luohe city brand under the perspective of integrated marketing 

communication. Henan University. Thesis for the Degree of Master. 

22) Yong Jae Ko, James Zhang, Kevin Cattani, Donna Pastore. (2011). Assessment of event quality in major 

spectator sports. Managing Service Quality: An International Journal. 21(3): 304-322. 

23) Yu Chao. (2018). Research on the Impact of Large Sports Events on Branding of Small and Medium-sized 

Cities-Taking Changde City Liuye Lake International Marathon as an Example . Hunan Normal University. 

Thesis for the Degree of Master. 

24) Yang Cheng. (2022). Refracting the Relationship between Sports and the City in Building a World Events 

City in Chengdu. Modern Urban Research. (11): 136. 

25) Zhang, L., Huang H. (2011). Pre-evaluation of Sports Events. Beijing: People's Sports Press. 

26) Zhang, S. L. (2022). Progress of Research on Sports Events and City Brand Image in Foreign Countries in 

the Past Ten Years and Its Implications for the Construction of Chengdu as a Famous City of Events. Sichuan 

Sports Science. 41(April): 1- 5. 

 

https://www.emerald.com/insight/search?q=Indira%20Shakina%20Ramadhani
https://www.emerald.com/insight/search?q=Petrus%20Natalivan%20Indradjati
https://www.emerald.com/insight/publication/issn/0168-2601
https://www.emerald.com/insight/publication/issn/0960-4529

