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ABSTRACT

The history of Sports Tipping Point was reviewed in this paper by methods of literature analysis, induction and
deduction. It discussed the attribution and mechanism of Sports Tipping Point. This paper proposed that, the Nan
Jing 2014 Youth Olympic Games can improve its competence by city marketing with the law of Sports Tipping Point.
It also put forward the ideas of Tipping Point for Nan Jing Youth Olympic Games.
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INTRODUCTION

South Africa World Cup in 2010 brought too muchpsige to fans, such as earsplitting “vuvuzelar odd
“celebrate” and those super stars who performedrmabaly .With no doubt, the most unexpected suepissthe
gorgeous debut of predictor Paul [1]. Octopus Fawh Germany Oberhausen aquarium successfully gestithat
the Spanish could beat the Dutch in the finals,nmig the World Cup for the first time. It succedlfipredicted
each time for eight which made all the so-calledesgts or scholars in football to be dumb. With gharm of the
World Cup, in a moment, commodities with the labktOctopus Paul”, “the World Cup” and “the PredicKing”

became to be hot. In addition, imitators such atefoforecasts the Premiership” and “snail forezatte
Premiership” appeared later on [2]. “Vuvuzela” teddo be prevalent which influence the performasfgaayers in
the match to produce several upsets ,on the otimad, PAnecdotes such as Robbie Williams, the sujaerirs pop
music from Britain separated with his wife for “wmela”, and presenting “vuvuzela” with room reséia

Obviously, “vuvuzela” became the most attractivetaoin the South Africa World Cup [3, 4].

In this paper, on the base of abundant facts, \aé/aed the attribution and mechanism of Sports ifigfoint and
discussed the enlightenment for Nan Jing Youth @ignGames.

EXPERIMENTAL SECTION

Prevalence is a universal social psychological phemon which represents the spread of culture atuitsh
However, the prevalence is not easy to be graspedl,it is just a critical point. For example, sonases draw
attention gradually without attraction at beginnimlgich is the “prevalence”.

As the name suggests, the “prevalence” must beveériFor instance, Something new that have not been
universally accepted by mainstream society andptiigic attract attention of certain groups, ethgioups
or influential individual with a certain method,eth the vast majority of people are concerned alitotat
use it to understand it, and ultimately may evemrge people's habits. Second, for most people who
pursuit for the prevalence, it is a total conceptfashion and relaxation with abundant contents and
complicated components which widely spreads in@ig@aar region or population around the worldwiihe
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different levels and sectors according to a certdiythm and cycles. Third, prevalence, also known a
fashion, is another kind of respect for the appeeeaof behavioral patterns, and through which we s2e
two kinds of people: one is driving and changing grevalence; another is always following behind.

Prevalence has the following features: Novelty--toatent of prevalence must be novel style recemtiyurred.
Transient--the whole process of prevalence is @bt in social life. Reality - Prevalence highlighhe current
social and cultural context. Trivialness—Prevalents=s and demises around trivialness. Scale--Rnesa
demands a certain number of social participatignitoin.

Psychological mechanisms of prevalence are maislyfallows: seeking to stimulation of new things and
self-defense, manifesting maverick of themselvastaios attention and appreciation of others especthe
opposite sex, requiring improving their social gsatand so on. People prefer gorgeous are mordigerts the
fashion. People with stronger vanity and ambitioefgr to pursuit fashion. Implementation for prevale gives the
participants an incentive which can meet their psfagical needs. Of course, prevalence needs guoadl$actors,
such as, be tolerant to newborn affairs with enggement and respect, developed media, sound netavatk
participation of authorities.

Prevalence has both positive and passive effe. pidsitive aspect is that it can meet the demanpeople
eliminating depression and anxiety to maintain rakelbalance which promotes to emerge new thingsnemdideas
in social, so as to promote social progress andtaiai good order and vitality. For the passive asgeshould be
guided positively to make it developing in health.

‘Tipping Point’ derives from a talented same nanogknby the full-time writer Malcolm « Gladwell whaorked for

the magazine ‘New Yorker'. He used the sudden fadarial as a starting point, considering the mdraewhich a

lot of "social epidemics" broke out, namely, themamt that a critical level reaches, is a tippingnpdlr'he authors
pointed out that there are three common charatitarifor some of the dissemination: infection, afimariation in

big consequences, sudden rather than gradual. ®lpatbis of this research and analysis, tippingetetements are:
the law of individual characters, adhesion factord environmental power law.

About the ‘Tipping Point’ exposition, the authorsad the following experience. The first experiente: initiate
popular tide, we must use the limited resourcekey aspects. Law of the Few believe that contaanbsgs,
experts and salesmen act as the initiator of tHexirof information dissemination, limited resouscehould be
focused on these three kinds of people. The seewperience: the world is not our intuitive impressi Successful
initiation of people in social epidemics not onlgenls to do something thought to be right. The foreddal beliefs
of Successfully launching a popular tide is thahofacturing variations are possible, it is ablestoldenly change
their behavior or ideas under certain power-drif@npeople. People are deeply influenced by therenment
around them and the character of the people sulingrihem, etc.

The wave of hip-hop nowadays, we've been callingnibther name - break dance, break dance realtyajus
representation of hip-hop dances. Hip-hop was dhiced into China in the mid-1980s, mainly due te 1984
American movie of the same name of a hip-hop th&meakdancing." At that time, a time when the fingtve of
American hip-hop, breakdancing was considered aazim by the audience for its difficult somersawltation,
support, and other actions, which is one of thecdathat has the best stage effects. Therefore kBa@aing
suddenly emerge from the ground floor, in the s&gelevision, meeting place. Thus, hip-hop gotimattention in
society, being reported by major media and appganirihe cover of "National Geographic" and majame-time
television, and even President Reagan is the itgatch break dance performances. A series of bpthemed
movies, TV have emerged, only in the 1984 yearglsaven hip-hop themed movies came out. The Higleek of
the whole breakdancing craze just occurred in $@41Los Angeles Olympic Games closing ceremonychvis
also the breakdancing tipping point in China.

At that time, for majority of Chinese fans, it wiéhe first time to see the opening ceremony of therpic Games
was held in Los Angeles in 1984, and the first tiwe heard American music, and saw breakdancing reigh
shock. When Lionel Richie singing "Happy overnigii"the fireworks shine, 200 dancers from more thén
organizations in the face of 100,000 spectatorsethmip-hop, several dancers turn heads while pdaga difficult

force action in breakdance), millions of viewersvsthis exciting scene through TV. Then, breakdamainaze
spread rapidly around the world. In China, videcorder begun to enter into home at that time, faissed the
movie "breakdancing" again with interest in breaialag, young people who are the oldest family owh®dvCR

became the center of the breakdancing spread. "Maléh swept inland which was the coolest dance. Speople
danced in the streets, attracting viewers’ clouad blocking traffic. Young perm explosion hair, athetre have
been many a time plunged fabric, "motor" with Hushoes (protagonist in "breakdance" ) who "clearting
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window" without anything, or "Biography electrigit from one hand to another, or walking around with
"moonwalk”, as if there was something wrong witkithorain.

The Olympic theme song interprets and sustaingdhemon emotion of peoples with different colors different
races by wonderful notes. Successive theme sorgsharsymbols of peace and hope. The song thatdaas
sensation worldwide and widely sung was "Hand imdfain 1988.The song sung by a Korean music band Ga
Liya make a deep impression on people, which begaopelar around the world rapidly, and was also rtest
popular in the history of Olympic theme song. Thiergtion and popularity of it are even more thag ahthe top
pop songs. On the Seoul Olympic Games opening aergnGao Liya chorus combined with 18000 singeitsirize
them made the performance majestic. "Hand in Hahdttly recorded the top in popularity in FederapRblic of
Germany, Sweden, Japan and other 17 countrieshandentered the top ten most popular song listaare than
30 countries. Gao Liya chorus became popular inwtbdd rapidly, the tape and album sales of "hamdand"
reached 9,000,000, in one fell swoop, and it cee#tte highest sales record over the same peritigeinwvorld. To
commemorate the demolition of the Berlin Wall, théiave been many famous singers like Michael stacknd
Jack ¢ McCormick to apply to the German Democr&@public, insisting to perform in the backgroundtio¢
Berlin Wall, but the democracy German televisiorergually invited Gao Liya chorus to participate timo
performances. On December 1989, under the backdrofithe collapsed of the Berlin Wall, Gao Liya oh®
performed again this classic song and caused semsathich is the biggest proof of their fame. &cf;, the impact
of "Hand in Hand" is not limited to the period dfet Olympics, so far, it is still widely circulategbridwide, the
familiar unchained melody even appears in beaugeaats, graduations, New Year's Eve celebratideyition
programs and other activities. Additionally, Chutedated "hand in hand" as a holy hymn to sing, whén the
former 10C president Juan Antonio Samaranch wasanient, he advocated determining “hand in handaas
permanent Olympic anthem.

In the late 1980s, young people in China begun a@emp from hearing, dissatisfying the old songimssyle,
however, at this time, the Western music has ngpgravay of media to spread in China, popular sonigk
electronic accompaniment and a dance style wasestibin as a blank at home except for the mechhalectronic
dance music played in disco. The pomp and concétheo Olympic Games undoubtedly making the "Hand in
Hand" which represents the future direction of asicel theme song have become the topic. Since tten,
electronic music broke out. From the mid-1990s,caihall of the music was attached to the feelingle€tron, and
even the world music has also become a kind ofreleic music material which is used frequently.

Modern sportswear appeared in the mid-19th centuity) the flourish of croquet, tennis, golf, rughsailing,

cricket, swimming, cycling and other sports, splediathes for hunting, golf and so on gradually egeel. In 1890s,
women in European began to engage in tennis, gyciwimming and other sports, therefore, tennishel® and
shirt with horizontal stripes fad. After the 20tentury, the variety of sportswear increased andkipispread
around the world. For example, during the boat rbeeveen Cambridge and Oxford University, the atisle
wearing sports jacket - single-breasted, "Bu Ldiziiad white trousers with a white hat. Around 1884 "Bu

Laizha" gradually turned into everyday casual waad in the 1890s it became popular in the UK inegal men.
After World War 11, "Bu Laizha" also applies to sent services and general casual wear, not onlgnéar, women
and children are also extended to the field.

Women's clothing reform movement emerged in thed$85 the United States, when the British womeraéneady
aware of the shackles of the traditional clothestifiem, "reasonable service association" was seh 881 in
London which organized exhibitions in London, extiity almost all apparel, such as tennis clothsigte clothing,
bike clothes, swimwear, walking clothes, traveltlsiog, etc., most of the clothes are a mixturekitts and pants -
"culottes.” The exhibition also organized a fashidesign contest; first prize is a design drawingtled "The
woman riding a tricycle". For tennis clothes, irB08, a women's tennis clothing company found #vanis apparel
was a variety of high society social clothing, #fere, began to design the production and markesintgnnis
clothes, fashion magazine was published on a nuwibtennis clothes pictures. After the World Wathle apparel
of Susanna ¢ Langland who won the Wimbledon gaeatgmpact on the world, representing birth of & meomen.
In 1949, Moran’s sportswear with flickering broktedugh the traditional taboos to the limit. In viefvswimwear,
bikini whose top and bottom is segregated appegréide 1950s. Compared with the most lethal newpwegea --
atomic bomb, "bikini" was named as the name ofWh®. military bases of nuclear tests. Nowadaysrtspear
originally appeared only in competitive sports $boskirts, hats and T-shirts and others have becth@ most
common clothing. In the late 1970s, the tennis @layilas matched flared trousers and T-shirts vkidlindstooth
patterns, which became the modern elements, andptéealence of bell-bottoms shaken the uniform and
monotonousness in China for decades. Since antighi# most famous musical instrument with initdlV has
been violin uniquely. However, the South Africa WoCup allows visibility of "vuvuzela" leapfroggedolin.
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Although notorious, and many parts in Europe arel winole world eagerly issued a ban, the vuvuzelaldvo
undoubtedly go down in history along with the 20¥6rld Cup.

"Vuvuzela" was a one-meter-long horn constitutinathich was used for convening tribal membersrfaetings
in the ancient African, meaning "making noise" m& For various sports competitions and evenSdath Africa,
participants prefer to use "vuvuzela" to add toftire According to the locals in South African,stkind of speaker
is designed to drive away baboons, and soundsliRevil horns of a horror film. During the World €in South
Africa in 2010, as a symbol of South African fodtlmaulture, "vuvuzela" became the "unique weapam”dheer to
spectators in South Africa, which was called asrfilaw of host”, creating a powerful incomparabféee of
"hornet's nest" in venue. Fans with broadcast cametl that the players on the field was painfulva}, scientists
even believe that blowing this horn was very degrtal to health. These did not affect the "vuvuztdabecome a
hot word in the world. People who like "vuvuzelmput the voice to their phone. Designers from Kegherlands
have release "vuvuzela" in Apple's player applazags ringtone, in a short time; it has been doaaéal 75 million
times. Driven by the fans from South African, fgrifans also blew the "vuvuzela", and visitors dike to bring
one or two as a gift when returned home. Today,estoreign tourists went to sporting venues thatnized the
South Africa World Cup in order to feel the warmitiut more people will choose to buy a "vuvuzelad &arn to
blow it before returning home. Linguists indicatiha@t "vuvuzela" limelighted during the World Cupaking it a
universal language. The new version of the OxfandliEh Dictionary has officially included "vuvuzélavhile the
U.S. Global Language Monitor ranked second for baela" in 2010 as the world's hot words. It carséid that the
ultimate effect of “vuvuzela” is to let more peogdee concerned about South Africa and to know tRairtbow
Nation” with 11 official languages.

RESULTS

The scenes of sports tournament is shocked follafyee volume of stadiums, tens of thousands of tapas,

dazzling bright colors showing, deafening cheedleaund, and a wave after wave of people to ma&plpexpose
in strongly felt the power and charm of sport. &lis will make the performance of the opening aflaking

ceremonies or sport competition if full of supenmwerful environment. The audience on the scedebafore the
television and the network will be infected by tkisvironment, the emotions will be infected andesgrby each
other as long as the amazing changes happen dhengpurse and eventually lead to the arrival & like the

aforementioned breakdancing craze, "vuvuzela" anons Superior Information adhesion of instant ¢igaand the
outcome in sport competition

The purposes of the audiences to watch a sport etitiop nothing but two: one is to appreciate tleadtiful form

and process of sport itself, and the other is fihais on the performance of the team or athleteyg support. (The
results) The ability of information adhesion of Bpmompetition depends on the extent of splendislioéshe match
and the correlation degree between the outcomdiam$aip and the audience. And stronger adhesiomye

appears in information with high degree of corietatand large practicability, which represents Tliygping Point.

The prevalence of "Octopus Paul" is a successfsé ¢hat using the pre-sentence psychology to theome.

Although people enjoy the good emotional experiemicthe technical and tactical performance of thelfmatch

with each other during the race when appreciatifaptball game, as well, the final result are stifed about. It is
the suspense that making more people has the patierwatch game with a possible result of goalless

Sports stars have high visibility and attractivenegiose every behavior can affect global audienceé, even
represents the fashion vane of an era. For exanifes would be no global popularity of Nike withddichael
Jordan, and after Beckham spend £ 400 to shavil fbeer" sweeped the globe. Because of the diffimad to
success for sport stars, the concept of top witlicdity improves the additional value, additionaltheir robust
body, uniform size, beautiful posture, healthy phys, outstanding quality, stylish temperamentraffine public a
strong sense of beauty, making the public feelctism of sport and integrate their emotions intortspstars who
shared the joy of victory and pain of failure. Thsioughts and actions are affected by the suazkesports stars
and find their own independent value and persoaégfaction. Overall, the unique image charactessand social
relations sports stars, coupled with their enttamiand charisma that can spread information quigkty efficiently
within a certain range. For example, such as tlrstiykes, tattoos, razor, sunglasses, cell phgregume, and even
underwear, shirts of Beckham quickly became todyufar products.

Sports are a special kind of universal languagkieaing the profound revolution of integrating sgadeng content
and media. From the view of propagation velocifyprés competition can be seen as the quickest fofm
transmission, which is a sport spread in the sc&he.rapidly changing demands of competition sHayhtning
speed of sports spread is always measured in secBnaim the perspective of spread, sports competgpread
locates in the middle lever of advancement and oy fundamentally representing the organizadiopehavior
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of sporting events which has significant differenceith cheers while live concerts in language, past
predisposition. In the view of spread extensiowrsppread reflects the same in time and spaaa;nmation sharing
and emotional resonance of spread everywhere ngiaut to be the main channel to achieve emotishating for
audiences both inside and outside the stadiumhdrview of depth, the image prints and emotionainory of the
audiences in sport scene spread remains long,as)the award ceremony and other classic soundpidgthres and
scenes tend to touch the audience for intenseraale worship, yearning for ceremonies and otlodr affective
factors.

DISCUSSION

In 2014, the youth all around the world will mertNanjing which is an ancient oriental civilizedycunder the
summon of the Olympic spirit. One charming Youttyi@pic Games will be held in the city with profouhistory
and culture. It will be a stadium for the youth pkoto challenge themselves, break the limit, s\vaealt passion, as
well as an event for them to learn from each otkbgre their happiness and transmit health anddsiap.
Meanwhile, the Youth Olympic Games will also be @wportunity for national marketing as well as Nagji
because the future belongs to young people [5].

Theoretical analysis and cases of sports tippingtpgeems to offer a unique perspective for citykatng of

Nanjing. It must obtain the multiplier effect if glging the principle and experiences of sportsitiggpoint to the
city marketing of the Nan Jing Youth Olympic Gamidsre, this article will be served as a modest,dpoping that
colleagues redouble their efforts to jointly pldiirst, develop products or services with keywor@eeation and
development focus on the keywords with the poténfi@roductization or servitization. The develogdductions
and services must possess characteristics likettias is to say, combining Localization with intationalization,
combining tradition with modern. It is possible itdimately inosculate the habit of the youth to elep digital

electronic products or mystery products with stradfural identity. Strongly recommend to focus @omestic
television programs, such as "Spring Festival",iléke people show up," "l want on the show" an@mstho select
performance forms that are favorite for the pulaig close-up magic of Liugian, crystal ball of HuzKjifor

participants to personally experience during thetly@lympic Games [6].

Second, take rules test of tipping point on producservice. As mentioned above, there are thrkss f tipping
point that are individual character rule, the powerndhesion factors and environmental law ruldse @eveloped
products or services must rely on the media platfof Youth Olympic, and be widely used and spr&de key of
tipping point is whether the spread is suitabletfar three rules. For instance, whether the produservice itself
has superior adhesion to closely associate witletleets and causes a strong desire for participantsspectators

[7].

Third, promote and propagate the products or senBtrategies of promotion and spread are diffdi@ndifferent
nature of products. Some products are loved andlifanwvith by using first in the market, such astBeoul
Olympic theme song "Hand in Hand", some product$ wstantly make people crazy by virtue of its edy,
peculiar nature [8]. Therefore, tipping point obgucts with different characteristics need différemmmunication
plans.

Fourth, extend in culture for products and serviég®ducts with cultural gene are of longevity, ethimakes it
possible to extend the products sense for consururguzela”, a normal horn, deriving from the ati African
culture has become a cultural symbol to be disclssel appreciated. Last, achieve unlimited convergeof
products (services) and urban marketing. "Vuvuzedaiot just a focus for the world during the SoAfhica World
Cup, and the final earnings for its prevalencdiitee mysterious country of South Africa [9]. Asresult, after the
World Cup more people begun to concerned about'thisbow nation.” Similarly, the prevalence of topus Paul"
eventually accomplished an unlimited convergendéseff with the Oberhausen aquarium in Germany.

CONCLUSION

However, there are many other steps without nagdti detail here. Some people think that the Ttigpoint" is
often irreversible, unpredictable and unknowablat this cannot prove that there is no factor tonprte it to
success, there still exists a certain knack. ImadwNanjing Youth Olympic Games requires carefahping, only
with well-designed and cunning spread contenfaiit be a strong adhesion and memorable, which bates to the
positive effect on the awareness of the particgpant spectators, and to inspire them to takeractio
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