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Abstract

The Olympic Games are an international sports event, it brings
not only international sports competition and sports exchanges,
and also followed by a big gold mine of the sport products, many
small and medium enterprises related with sports or with little
correlation on sports all want to take their chance and to become
an excellent nuggets, for the scale of obtaining the maximum level
of their marketing value in the context of the Olympic Games.
However, in China, Sports operations planning is a new immature
thing. In view of the winter Olympic Games sports operations
planning, along with the stakeholder theory, need to be studied
and discussed in-depth, in order to achieve the marketing success
in 2022 winter Olympic Games.
Key Words: winter Olympic Games, sports marketing planning,
stakeholder theory

! Master Chinese MBA Student, Panyapiwat Institute ofManagement

Thailand,2015 Business Administration (Chinese Program). Advisor: Prof. Dr.
Hongyan Shang, yueyue.qg.com@qg.com

@ ST A %40 % H I WODISA 7l 7 B4 9 5




Journal of International Studies, Prince of Songkla University Vol. 5 No. 2 July-December 2015

A TR AR £ E S 6CDISA S| KB B 45 AT A
WE”’

REQZ-NERKTES, CEHFRNINIEERET X
TAERE R, MLTRGEAERE I MALT, GHFH
KO FE KRR E KPS BHEZRAKT —F, RA—
MFHBEA, ERECERZQHATRT, RERARE
HREE TUE, EEE TR, ATETEHAXEYEE
WR—ANHEWT R AW EN, AT B L08R AR,
e A K HE®, #ATERANNFREER, UHERKREK
20224 R Wi I w RS th 7 8 £ 51,

KA Ao REEHRSMK Atk CDISS

L REEAEEEREREECMBAR A 4, 20155 THARAL¥E (THEE)
WX Ae R H N K E EAEE S I B - #4%, yueyue.qq.com@qg.com
M RAIRE R E X AR AT (Century Dragon International Sports

Culture Communication Co., Ltd.)

Research on Sports Marketing of CDIS Company Based on Stakeholder Theory



NINTINARNY W FIAaUATUNS U9 5 atufl 2 nsngrAu-Sunau 2558

*\d TR

ARSFHRAKERER2ALANLHEHNWATERATE
%,%%HH?K@&K%T%R%I%&@%A,%EX%\
R R B AR, B RS A MR S R A E BE, £
B X SARFFTEEHFFEMGEE, FHREFE 2R
FREAL A A, FHER#ELREFPE20TTSEE,

FEEASMARLSRAEIBOFFIZFEA RS L, v
TREMARREFIABA R, e, vTEEFRRELSTH
HIRAS M, FEFEAHF EAORANER, B2008F+E
BAFE AR FRELZ)E, REMR, BHMEEFET RN
TR, vEBUNNESEEEWE KA EANE, FHEEREEEHK
RIEEE Y M W ERNE K,

H3m o Tt O B A e A SRR — RS T R R
BIFMBEfRE, RFRENTERAEE EAKBENAD D B &
HETBENEE, S THLRRETET XOEEFEHR R
(CDISA #]: Century Dragon International Sports Culture Com-
munication Co., Ltd.) i, #fTAE20224F 4 % & IENE,
AT REHKAX, T AREERTHR, S8 5%
¥, ABMRAG, BRMEFHLE, ZERIEEEL
T BEMEE T B IR ACDISE 45 I

1980 #, WERZTEHAE - KSWA L, 24, PEE
ARSE FMEEERAFER, BTEARETHURIEERS
¥, RRZE. YEREWH, RARKLE, SHRATE,
%ﬁ?%ﬁxﬁﬁ\%ﬁﬁkﬁ%%m%$io

FERZEXT2013F11ABEERMERRZLHE, i
TP A H 20228 A B iR AR, O T E 4k R
T, KETREWHPLARLZEHX—MRT. 201547A31H
BT, 202245 MR AMALFEAK, LRk ¥ E G A%
A FEEHED KRR -AFFHHNE, FrdeS iz

u‘(‘ru

@ A0 % E T HCDISA Al T £ 49 %



Journal of International Studies, Prince of Songkla University Vol. 5 No. 2 July-December 2015

BMBRELETIERT Eoml. A2000F M FEHETHA
HoER AL ERRE, HFK 2ELAISPETRERT #
THH289KEA, SERERHAHEIL5007 AR, AALTHE
K. TAKRE, L, BNFESREIABENRSY, T3
T _LaE s AT 5

REBMTHATEREETHHTWIR, FETUH0GE
EFme s, R AR EE, BHARLMRT,
R#KE T LiEsh iy & RAE S B EEH R

L2 BIKEFTE T XMEFERRAF (CDIS) o ZAF
RUKEREIE AT REENRA A, ZAF 8 KLU
RE2008FFEREL 55T REEH, ARZESF5TA
THRAIE R M K B KL AREE, EEHRUSTEEARE
W, BER. BEH. BEH. BEFE. BTk, BEHEEK
s

LRI E TR F SCUAEE DB B TR 7 o i 3798 &,
B 20064 24, A5 1S A4 Fn ik & oy Jb 4t fo SEAKE 4 4K
TR

Eﬁf—g 2006 2007 2008 2009 2010 2011 2012 2013 2014

KB
# 2 2 3 3 4 4 6 8 9

(4
e (A
)

% 1.1CDISA B By Fimoh S84t Fnde &0 I G #a $hok

300 400 500 610 740 B8O 1150 1600 2000

B3 RIETCDISA

WERTER LT, 2006201445 H V4K T 17007,
Hb 58 5671, A20064 F|20104 53 An 7 3407,
A A 11345, M20104 220144 W S38 n sk h 1.71%, W44

Research on Sports Marketing of CDIS Company Based on Stakeholder Theory @



NIANTINARNY WIMEIdeawaIuATUNg U7 5 adud 2 nsngrau-Sunau 2558

TRELREHY, X5EZHBRAEFENEHRES T I £
RIEHH2RHMEIR, #K T35k,
AMEARHEE T R, EUENEKT AT RWIREL F,
EERUSKENE, TARFER EEZPEZVS, £RMER
RRFMAHR, HEFTRENEFemEEFE, THHERL
FHT A, BARER LS
WTZAAAREARCFSERRTEN, HERGEHRR
2022 AR 2T REH R ARUY KA 2 ¥m h w7
EHE, RRRFHL S, JFRARXHFE LA — LT N
RAMERERIME, ARV EHRBAXRESE G,

=, AlEsERHER

Mt xHESAEMEE ER R T AR OAEIEE, #
"RV AE FESBNERE, LR ERE-NEZTUMNES
FREA G, FEARH RN R RREW S FEWELA
TR AT KR

| 35 AH % 8 Bk R 7R IR T 19324 % # % % E.Merrick
Dodd# frAdolf + Berle# i > {Corporate Powers On Trust) ,
HEERNEHAARETRAE (Stakeholder) —i, H73EAE#F % Ar
SRIF k¥ “Flitax#", WMEE 20 4 70 FREA, A
HEREBEQSRARSENSVEEEEL T ZHIAT, H4F2
T#—FHEREM. FlaMXHFEABZTERAN)Z, TRE
JRBERL T A B Z B A g TR 5 o T A LA, R
EAVHAH, AT, #BEBFEFZONTENEEEEEL,
MK HEEERE I TALEE RN, AEH#EF R
REEMAEMARENBENESEREFT oM, bUYHAET
R EMVRARE EELWER, TR LEHFESFIGHEXE
ZEA TR, R AR,

BV HFE AT N EREDEZES AT AT E: U
G BB E B o DAL RS B B ALK, AR R B A 2 AR
AEEZHRERHT, CYHEFREHANERAZR 2R EH S

@ ST |35 40 % HH I WODISA 7l 47 B 419 5



Journal of International Studies, Prince of Songkla University Vol. 5 No. 2 July-December 2015

T4, Freeman (1984) F Azt X% %o b FraA. & HFKH.
HaflaEtlx Z XM, RENFTARA G XA, DR T,
BACAL BRSO E R A, o R XE N P RK
i MO B, deE s AR, #4 %, Charkham (1992) 1A
AR AR F A EABR G R FRARB A GZERE, 4
AAGHAHERER BR. BE. 28#E. BEH. RHA
&, ARBFGHEXFCELEREFRE. BEH. BUFHI. #
W%, B (wheeler, 1998) AN Fla A XE A H%E: EEAH
SUAFEARE, BEBRAMEE. RIREZEAR. EF.
B R A A Sk REHSMAFEAEXE, SFFRER.
B, Io. BhmadxdFE, TEFHLUAGZHXE, &
FERIE., ARERE, AEFLL2BAFEHRHLFEAL
H# %, Mitehell (1997) AN Flitax# AW GEKE, ®
WA F R AR AT ERATLE, 2AREBATHEXE, BF
R, RIfE; MMAFGEAEXHE, SFERH. BRAK
FEE I, BENFEAHEXE, ERAWAEAERE. #ml. KA
M= U B — T B, David Wheeler (1998) AN Fl 2 4H
KEQANESUFEEXFEEL 2R EHEXE, AEESS
PRI R ZESAEEAEH, AFHEESSELE SV AH K
AW RS FAAM A, Lukchung (2005) #F% T Fl 248 %
Hat v FHE R, F4% (2001) A AT HRE LTS
MAGEMERFES L, FAEL (2002) A FIEHEXHEEL £
BHE, BEE (2004) AHEEZWAGHXFES S AE B,
Z iR (2006) A K A48 K F A Ak B AFF A X
WA E A, EEH (2008) Ay Atk # 5oLyt & 5w
£, ZFFE. FERE RETEH X,

SR AN R g AR K s b S Ak b, 2R A IE R 5
P #ALE, THRERAEAGHE AT NERFIHE, LI
b 43K A B T A A

Research on Sports Marketing of CDIS Company Based on Stakeholder Theory



NIANTIVARNY I aauaIUNg U7 5 atui 2 nsngrau-Sunau 2558

v, CDISA 8] 69 7] 5 48 % #1727

CDIS/A & B A 8 XA BT 2 2 TR E R AR & T 47 & B
KRR EFEBIHE, EHREFEMTY, FTRELZHBEHF
HEEE R, RIEEFXMNEE, LELZASS5EREEY
FREBEEL, RESFRENEAELEERENTE, bIA
WEMKARHENE, HETH, RAMRIFEOTT LA
R, Mg EIRNEL,

CDISA B Wy % fn & & 5 R340 K4 o I 5 R0 B AE X,
SR T A 6] 9 A 25 4F 25 & 2 T CDIS/A 7] ey 48 38 o 5 F ik B 0 B 1
w2 R B H, AT A B By R L R R SR R BT RE % A B B 1R R A
R My, T Hax el F 2 M A B B BaE 2 FF & B R R B ECR
W By & 4 B W R 1, CDIS/A Bl 6 Al 25 A8 ¢ 2t R 5l 2 BAn &
BT 7o

Flasx

% REHEE R F]E
nEkEAT AR, Edli
sndnzmes | L0 CRLETATARR 2R,
e BEMSFAEOBEEEG. AEEANATS
M., RARWEFHE, o ) ) P
BE o amsa. anpe YR EANARARAKFARTASTH
%Aﬁﬁﬁ" B, A AN FEEAE; A dAHA

- TaREHETLHE

LUBBEREY  ALAFARFLERNUBAER. AL
BEE B8, ALBHLER. FARTHEAEAFTRASIEY, ALHTE
&R HARFTTHAAERFAEEEER

) ZZ@;;?ﬂE LLBARMIATEE BEAERTA
gy o EERTARL R R SAFHEE, by ALEATM

wEsbuwsns T
5 hamEE W, AANEEHRATHT S HHHE?

RSl RINBLERAERRTRBBIRS,
BLik. RinsE RINEL FHAE. 5. EfFREA, §
AAH, RANRTR IRFA-REQLOLERE, AIHRRE
A LERNAE RAER?

@ SEF 340 % % b0 CDISA AR B HFF &



Journal of International Studies, Prince of Songkla University Vol. 5 No. 2 July-December 2015

HEA

#E

MLt

FaiE. i,
EEURFAHE LT

3

rIFEHRER
Eo, RABREFL,
ANFERETLLS
Y, A RIHIHE
i

FRiFERe.
NAHHE, RESHE
HBAFLE, RINE

HEnBELRHYS
(sEdk, H®), bus
SwET AR

FEREATTE, AThENR; Fath
BERSATRE: DOFANEHRATE
&7

FakBRiiAte, HERELE, &
NEEATRRFAARSTRAFALEA Y
RANFETLRARARFHETARAS
o, MRBHRIRR-IMFEZLHIH
4.

BREFRNRAAFLE, AT HAE
B, BIFRAGTALNTRNY, ART 28
REABEATTMERAANTA, FRdER
SERTATHLERAR, FARTHALA
THEHE

eLFENREATERARS, bLATH

I BickbE, TERNEERE, TR

BEALAR A, RRSHANFET &
KR, REABFRER, DUFRATHAT SR
G BEEN LSS PRIATE

A, B AT 9 A BRI ALK B R AR X F
FOH
NEAAELRWETEHRBAXNESG TR Y, £ LRHA
mRAFEEELY, KA. BEH. 2¥FH. RT. HEHE &
B REA, BRAY, HEREARZRKA G EZ MR KE
MERFEAHHEZEXREE, FAH, ELEWEHEBRAXF,
X % R S A0 K AR E W B R T LA A T A B R R

Research on Sports Marketing of CDIS Company Based on Stakeholder Theory



NINTINARNY W IFIAaIUATUNS U9 5 atun 2 nsngrAu-Sunau 2558

WANT R R B A B E, TE4AE =4 RF
it

(—) MERZTEE

HERTANATHN - NEEZAMGEHXE, LONETH
EOMRBRZRA, EHERTAELANTHME hEMEAR
e AARSTRAKTAEZEH, 7RG AR A EA S
W9 R v 1 R 2 A B K e

EH A ENRTE UGB RE R AR H 30 0 RGOy 2
Wo Y ARERERERIEFE X, KFHEELEET I
B g &, #mERHRTHLE, X2 —TEA K E
o KRMWRANY—RIUEFALE, RNKEHE, TAHTE
G m B RE TR, Bl E G R RN ER LA E, ERXK
WARREE AU A ZT T, HEIFTRREW R BIR, £
AWMEHNIRY, REAERRNERMBEAER, EEHETH
EIFRAGWEHANRAET OV B FME R ERTHENANE

/E\

HEARREA, TRAFELMES, B R E R 2 0T A
HEREHw, #ERFHRCABRIE . KT AET US4
MR b 5y, A AR de b M Al R T B AR
HERAERTHAER UTILAI7 @

(D REFAH

ZEARGCEFAEREWERESR, FERUEZE AR
BOm R B E A Ak, FRETAENRE L RE
WMy E—TEAM LR, AHGEEEEHEHAENE &
"y, EHBERTARS ERENSELS Y, FHNEER)
LRV A

(2) REREWIHEZ G 7= & By 18 A X

R ERTAEREFLEAG W REERTEH R, RLN
FEWAEMNHEAREGFEAGZHNBURS Y EEEHER
REEMELE, RASZHFA—SeRR, dTRIF &N &S

@ ST A3 40 % HH I WODISA 7l 47 B 419 5



Journal of International Studies, Prince of Songkla University Vol. 5 No. 2 July-December 2015

THEREA RARAWARSNER, AT, SWIFSEHEETH
ENREFAEERERTY. BEATE. AHEEMERE, #
DL B W e R, R R AR R SR R, BT X R
SOH O B B R E TLRR

Q) REAEREFERANZE NG

PRt g E N RBAEAANEHIRFEHERTALAS
B EWLIERE P, Bt E DB R TR T, RR
FEHILFRAENF M, HHERFNARBITARTR, F4E
RN AR, BT ERH WEN T RTES AR E T 285
Tk EEEy, EHRAFAE KRBT EAELMEAHARE L,
MR ERSE EEERTTENN, RFFRbL A ERTH
ERTRERRASGARERE TR, LEHIAGRIFBESE
RAEWEUT, REARWRSE 2T ER B AR E 0oy
GHATREE, #WSHESWHAEETERRK,

WAn20084F B aE o x| A B A7 AR AR, TR A B R AU
BESHZT AN EH LR, WX, TETAEREER G
AatE, EWFElERAW A ERT AR, FBAAEKNE
Wy E B AT L,

Ta— ). EERTHERETE NG SR -
RRBEE, W T ERE A ENRF R TUNLE LA K&
NEFEREL RN,

X TCDISAR KUK, CEUARTATAERETN A SN
B, ZFEN, RFNEKTNELKLHETEN T ERTNK
i, FEGFHAFNEHESMERERL SbEgERE
2B R T LI B 5R DR AR B PR TR

(=) SLABHZEE

DB HHAEHRRLVRBARNTHEERE, AFE
HREAXN G ENETRWHE LS, RRTHEAE, HAd
Wty B, RAREDLHL R NEREX LR, AT

Research on Sports Marketing of CDIS Company Based on Stakeholder Theory



MIATIVAANY UV ITUEVATUATUNS Ui 5 avuil 2 nsngIAN-suAY 2558

EHR R AR NENKEER, RIALTAHEHI AN
7 R HATH,

WA, EEFRES, ARe FE, T AEHK X,
EEEEHEBRREETNEEEE, KTEEFEAFEHME
BANFEHEE—NLENZARENEE R, o THRE EHN A
VAEEHNTREY, FEHRALEHEAARTHIANN LA, &
WA AR E AR AR, EEMEE LT URGBENH
R,

REMVEGEEREEEMDVERGEE EAR, T
WEWESLTA VAR RIS, RRAPRSEEMHAHE
A #y 7E B Y R

HE 58 A H 20024 fialr dE 2, 2 20084 301 H B DA K
BFFEILERFIELLLHEAX BRI, FLIREHR
B, R TR

ERHHMATY. FEAE., LEA¥ER, WTE®RAGLT
We “HEETR BH MFLZIREHR, @20084E )| HIX,
ERMRFXFES, AL, FRIEF, AHAERNEI N RET AR
EVFREAT. TAEENMNTENAHHY, BRET B HHLL
NEHE,

FlERSREEH&KEMXF, CDISATMKA, AT,
ZHW. BTN ERE Y, FHAERE. BN, BERE
HEMFGHEH S STFRAGEY, WINFRFHRE, THLE,

(2) 2L AFHKRE A E

HREXUERARETRAT S —RAIANEENE, KEX
N EZER, #E. PR AL BREERTALWAT,
BE, P, ATSBRREENETES, KT XHBAEAT
B R AN A Y

NE B R LR B R RS, Bk
B RS, DU A A FE g SR R A TR
NE R BERAFRE L,

@ SF A48 £ F B CDISA T KT EHT A



Journal of International Studies, Prince of Songkla University Vol. 5 No. 2 July-December 2015

XA E BB A RS R, D SRR E SO AT B
B AR, ERERLMAY RSN, EAVETHE
FHRCTEE A, DA R R R AR POl S T,
T LB BBl A L A oy A, 8 or A R R UM ey T3 R R e
Z b, XRAMEEH T KT RBRE,

N, B

WX TARLEBTEHNENFTEL, AHART TH
B 5h A FuCDISH AR 7 7 37 B 4 Ik, 78 A0 k& Bab iy K a
o B A B B A B e B R 2 AT K AT T ORA, R EEE R
AARNHEEEHRS WA ERE R RN, WEx
ARCRHEHRGEPHLY NG R, KT XTE——3#AT
THER, AERNIRTLEE T AR EL LK EHRBAX
FERET, ARFETHEAFRE—ANSHE, HFAL D
b B 7 4R B AL X 4R B A

Charkham, J. & Corporate Governance.(1992). Lessons from
Abroad. European Business Journal, 29 (2), 8-16.

David Wheeler. (1998). Including the stakeholders: The business
case. Long Range Planning, 20(2), 201-210.

Freeman, R.E.&Evan.W.M. (1990).Corporate Governance:

A Stakeholder Interpretation. Journal of Behavioral Economics,

29 (4), 337-359.

Mitchell, A.&Wood, D. (1997).Toward a Theory of Stakeholder
Identification and Salience .  Defining the Principle of whom
and what Really Counts. Academy of Management Review,
26(4), 853-886.

Wheeler D. &Maria, S. (1998). Including the Stakeholders the
Business Case. Long Range Planning, 22(31), 201-210.

Research on Sports Marketing of CDIS Company Based on Stakeholder Theory @



NIATINARNY NIV IRUEVANLATUNS U7 5 aduil 2 nsngIAu-Suau 2558

WRENME, (2004) . DA Fla K FwF G EK: b5 LiE .
b B IE A,

WA, HEE, (2002) . Flimtl k8 R 2 &R T,
SEZF S EHE, 23 (5), 13-18,

FH%Z, (2001). #E L FBREREN S R, L F E YK
25 A

FiRHE, (2010) . Al xHHISE FH S HSFTHE,
#2555, 23 (6), 44-50,

EEH, i, (2008) . ETA S xHFE LN PRd L

SR ERI.  HaRA 13(12), 23-25,

@ SF A48 £ F B CDISA T KT EHT A



