
 

 

 

 

 

 

 

 

Investigation and analysis of Anta's product marketing 

strategy 

 

 

 

Jinyu Chen 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Bachelor’s Thesis 

Degree Programme in sports  

coaching and management 

 2021 



Abstract 
    

 Date 

  
    

 

Author(s) 
Jinyu Chen 

Degree programme 
Degree Programme in sports coaching and management 

Report/thesis title 
Investigation and analysis of Anta’s product marketing strategy 

Number of pages 
and appendix pages 
59 + 5 

The purpose of this study is to analyze Anta Sports Goods Company (hereafter Anta) 
existing marketing strategies based on consumer survey research, which mainly include; 
product strategy, price strategy, distribution strategy, promotion strategy, public relations 
strategy, and brand strategy. Can a good marketing strategy promote the rap9id 
development of an enterprise? At the same time, with the help of SWOT to analyze the 
impact of Anta's marketing strategy and compare Nike's 4p marketing strategy, find out the 
problems of Anta's marketing strategy and make relevant suggestions. 
 
The significances of this study are: firstly, to analyse Anta's current development in the 
market using relevant theories and research tools, and to provide a theoretical basis for 
optimizing Anta's brand marketing strategy. Secondly, it provides a reference for the mar-
keting development of other sporting goods companies in China. Thirdly, it enriches the re-
search on sports brand marketing strategy in China academia. 
 
The research methods used in this study are: literature, case study, online anonymous 
questionnaire, comparative study, and SWOT analysis method. This study firstly provides a 
theoretical basis for the study based on the concepts of marketing, marketing strategy and 
SWOT. Secondly, the marketing environment of Anta is analysed and the possible influ-
ence of macro environment on Anta is discussed. Thirdly, the feasibility and marketing pur-
pose of Anta's existing marketing strategies are analysed through consumer survey re-
search, and compare and study the marketing strategy of competitor Nike. Finally, SWOT 
analysis of Anta's marketing is conducted. 
 
From the consumer survey, as well as the analysis of Anta's marketing strategy and the 
benefit returns obtained after implementing the strategy, the research results show that a 
good marketing strategy can promote the rapid development of the company. Firstly, from 
the consumer survey, Anta's overall marketing strategy is basically in line with the purchas-
ing power of Chinese consumers. Secondly, the analysis of Anta's marketing environment 
reveals that China has introduced more preferential policies for the sports industry and the 
Beijing Winter Olympics Games, which provides opportunities for Anta's marketing promo-
tion. However, the fierce competition in the sporting goods market and the serious homog-
enization of products will pose a greater challenge to Anta. Thirdly, Anta's marketing strat-
egy is mainly based on product, price, promotion, distribution, public relations, and brand-
ing strategies to achieve rapid revenue growth. Finally, through the above analysis, it is 
concluded that there are three reasons for Anta's marketing purpose: 1, to establish brand 
image and brand awareness. 2, to improve consumers' brand loyalty. 3, to gain market 
share and maximize profit. 
 
In response to the problems of Anta, the several suggestions are as follows: firstly, in-
creasing the investment into female market; then, strengthening the investment in technol-
ogy research and development; furthermore, increasing the investment in social media; 
lastly, strengthening the use of sports resources. 
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1 Introduction 

1.1 Background 

The 2020 epidemic has had a huge impact on the economic market, industrial structure, 

industry development and consumption patterns in China and around the world. The 

epidemic has not only changed the consumption habits of the general public, but also has 

increased the focus on health and daily exercise, opening up new opportunities for the 

global sports industry. With the epidemic wreaking havoc on the global economy, China is 

one of the few countries that is currently experiencing GDP growth and has the greatest 

potential for future growth. Despite the impact of last year's epidemic, Anta's offline 

operations and marketing of sporting events were significantly impacted. However, Anta 

still achieved growth, with revenues reaching 35.512 billion yuan, up 4.7%, and its market 

capitalization surpassing HK$300 billion, and its net profit even surpassed Adidas for the 

first time, reaching 5.162 billion yuan (Anta sports products limited, 2021a, 10).  

 

In 2019, the total size of China's sports industry reached 2,948.3 billion yuan, up 10.9% 

from last year to 1,124.8 billion yuan; among them, the sales of sporting goods and re-

lated products were the largest, up 256.2-billion-yuan, accounting for 22.8% of the value 

added of the total sports industry (National Bureau of statistics of China, 2020a). With the 

advancement of the preparations for the 2022 Beijing Winter Olympics and Paralympics 

Game, and the proposed development plan for ice and snow sports in China, the develop-

ment of ice and snow sports in China continues to rise. The overall scale of the ice and 

snow industry is expected to reach 100 billion yuan in 2025, which will drive 300 million 

people to participate in ice and snow sports. The development of ice and snow sports will 

also bring new development opportunities and momentum to the sports industry. On Sep-

tember 28, 2017, Anta officially became the official sportswear partner of the Beijing 2022 

Winter Olympics and Paralympics Game. 

1.2 Purpose of the study 

The purpose of study is to analyze Anta's existing marketing strategies based on 

consumer survey research, which mainly include; product strategy, price strategy, 

distribution strategy, promotion strategy, public relations strategy, and brand strategy. Can 

a good marketing strategy promote the rapid development of an enterprise? At the same 

time, with the help of SWOT to analyze the impact of Anta's marketing strategy and 

compare Nike's marketing strategy, find out the problems of Anta's marketing strategy and 

make relevant suggestions. 
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1.3 Significance of the study 

The research significance of this study is as follow: firstly, enhances Anta’s product 

competitiveness, to enhance Anta’s profit margin. Through the use of relevant theories 

and research tools to analyses the development of Anta Sports in the marketing, to 

optimize the Anta brand marketing strategy to provide a theoretical basis. Secondly, for 

the marketing development of China’s other sporting goods companies to provide 

reference. Thirdly, it enriches the research on the marketing strategy of sports brand in 

the China academic circle. 
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2 Theoretical foundation  

2.1 Marketing concept 

Regarding the theoretical definition of marketing, China and the West have different 

understandings and interpretations. Due to the different periods and development 

backgrounds, the definition of expression and development changes are closely related to 

the marketing concepts at that time. Marketing was founded in the United States from the 

late 19th century to the 1920s. With the in-depth development of the market economy and 

prosperity all over the world, marketing has become not only a basic operating mode of 

the market economy, but also a direct theoretical source of enterprise sports marketing 

theory and practice. 

 

Western marketing theory has an early origin and mature development. The famous 

American marketing experts Jerome and William (1993, 4-10) proposed that marketing is 

not just sales or advertising. Marketing exists at two levels, micro and macro. Micro-

marketing refers to execution of activities that seek to accomplish an organization’s goals 

by predicting client or customer needs and directing a flow of need satisfying goods and 

services from producer to client or customer. Macro marketing refers to the social process 

of leading the flow of economic and social goods and services from manufacturers to 

customers in a way that effectively matches supply and demand and achieves social 

goals.  

 

The American Marketing Association (2017) defines marketing as: marketing is the activ-

ity, set of institutions, and processes that bring value to client, customers, partners and the 

entire society in the creation, communication, delivering and exchange of products.  

 

The well-known marketing experts Kotler and Keller (2012, 5-11) have fully integrated 

marketing and management, and believe that marketing should focus on marketing 

management, and from the perspective of marketing value, it is proposed that marketing 

is adopted by individuals and groups Create, provide and freely exchange products and 

services with others to obtain a social process they need and want. And the core 

marketing concepts include: Needs, Wants, and Demands; Target Markets, Positioning, 

and Segmentation; Offerings and Brands; Value and Satisfaction; Marketing Channels; 

Supply Chain; Competition; Marketing Environment. 

 

Grönroos（2006, 407）, a professor of marketing in Finland, believes that marketing is a 

customer-centric focus, which permeates the functions and processes of the organization, 
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and aims to make commitments through value propositions, to achieve individual expecta-

tions created by these commitments, and to achieve this expectation by supporting the 

value creation process of customers, thereby supporting the value creation process of the 

company and its customers and other stakeholders. 

 

Kotler and Armstrong（2017, 28-30）also believe that marketing is the process for the 

company to interact with customers, establish a strong customer relationship and create 

customer value to obtain value from customers (Figure 1.). At the same time, the goal of 

marketing is to attract new customers by promising superior value, and to maintain and 

develop existing customers by providing value and satisfaction.

 

Figure 1. The marketing process (Kotler & Armstrong, 2017, 30.) 

 

Compared with foreign countries, China's marketing theory research started late, but there 

are many scholars to conduct research and analysis on it. 

 

Cai and Zhao (2001, 5) believe that marketing is the whole business process for compa-

nies to meet the needs of consumers and to provide goods and services based on market 

demand. This process includes market research, selection of target markets, and A series 

of market-related business activities from product development, pricing, communication, 

promotion, storage, transportation to product sales and service provision.  

 

Scholar Hu (2005,16) also agrees with this point of view, and believes that marketing is a 

process of market management activities in which enterprises meet the needs of consum-

ers and achieve their own business objectives in the constantly changing market environ-

ment. It includes market research, selection of target markets, product development, prod-

uct pricing, establishment and selection of sales channels, product promotion, product 

sales, and after-sales service.  

 

Chen (2010, 48-56) proposed that marketing should be carried out around target custom-

ers, and adopt 4ps strategy to target customers. For this purpose, enterprises should es-

tablish and improve marketing information systems, marketing planning systems, market-

ing control systems, marketing mix and execution systems. Under certain circumstances, 
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both under the influence of the macro environment (such as politics, economy, law, popu-

lation, technology, culture, nature, and so on) and micro environment (such as suppliers, 

competitors, marketing agents, and the general public).  

2.2 Marketing strategy concept 

Jerome McCarthy, a famous marketing scientist in the 20th century, outlined and simpli-

fied the elements of the marketing mix. He proposed the famous 4p classic model of the 

marketing mix, which are product, price, channel, and promotion. Product is the combina-

tion of products and services that a firm offers to its target market; price is the amount of 

money that consumers must pay to obtain the product; channels are the various activities 

that a firm takes to make the product reach its target customers smoothly; and promotions 

are the various activities that communicate the value of the product and persuade the tar-

get customers to buy it. 

 

A marketing strategy specifies a target market and a related marketing mix. The target 

market is the same (similar) customer base that the company wishes to attract, while the 

marketing mix is the combination of variables that the company can control to meet this 

target group, namely product, price, location, and promotion, which is the famous "4p" 

marketing mix model (McCarthy & Perreault 1993, 44-46）. 

 

Palmatier and Sridhar (2017, 5) take a component perspective and propose that market-

ing strategy is comprised of decisions and actions that focus on creating a sustainable dif-

ferential advantage in the minds of customers relative to competitors, thereby creating 

value for stakeholders.  

 

Gilligan and Wilson (2003, 4) argue that effective marketing strategies are based on four 

key aspects: first, staying close to the market, second, developing valid assumptions 

about environmental trends and market behaviour, third, developing the organization's ca-

pabilities, and fourth, laying the foundational competitive advantage for acquiring and 

maintaining sustainable growth.  

 

Mothersbaugh and Hawkins (2015, 10), from the perspective of the purpose of the study, 

suggest that marketing strategy aims to provide more value to customers than competi-

tors, while still generating profits for the company. Marketing strategy is developed based 

on the marketing mix; it involves identifying the product price, features, communication, 

services, and distribution that will provide higher value to customers.  
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Therefore, marketing strategy refers to the strategy of the target market chosen by the en-

terprise according to its own internal conditions and the competitive situation of external 

conditions, mainly from the needs of customers. According to the experience to obtain 

customer demand and purchasing power information, business expectations, the planned 

organization of business activities, through the coordinated product strategy, price strat-

egy, channel strategy and promotion strategy and other strategies to provide customers 

with satisfactory goods and services to achieve the business objectives of the process. By 

formulating marketing strategies, enterprises aim to give full play to their advantages, en-

hance their competitiveness, better adapt to changes in the marketing environment, and 

obtain maximum economic results with less marketing investment. 

 

2.3 SWOT theory 

SWOT is a strategic analysis tool used to assess the strengths and weaknesses of a com-

pany, and analyze the opportunities available to the company and the threats the com-

pany faces (Figure 2.).  

 

Figure 2. SWOT (Business research methodology, 2021） 

 

Among them, the advantages and disadvantages are internal, which the company can in-

fluence and control; while opportunities and threats are external, the company can only 

respond and adjust. 
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Advantage is to give a company a competitive advantage and characteristics in the mar-

ket, making it more advantageous than other companies, such as: brand value, market 

position, product price. 

 

The disadvantage is to weaken the competitive advantages and characteristics of the 

company in the market, making it at a disadvantage compared to other companies. Such 

as: debt, high employee turnover rate. 

 

Opportunity is a favorable factor that can enhance a company's competitive advantage or 

provide a new source of competitive advantage for the company in a specific context. 

Such as: product development, policy. 

 

Threats are factors and unfavorable conditions that may damage the competitive ad-

vantage of a company to a certain extent. Such as: patent infringement, rising raw mate-

rial prices. 

（Business research methodology, 2021） 
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3 Research object and research methods 

3.1 Research object 

The research object of this study is Anta Sports Goods Company. 

3.2 Research methods 

3.2.1 Literature method 

This study refers to multiple resources such as the school library, CNKI, Baidu Scholar, 

Google Scholar, Wan fang Database, and development reports of enterprises and indus-

tries. The content is mainly about books, academics, and dissertations, magazines, and 

other literature related to marketing, and marketing strategy In China and abroad. The 

purpose is to provide reference materials and theoretical basis for the research analysis 

and writing of this article, to analyze the marketing strategies of Anta. 

3.2.2 Case Study Method 

This study selects Anta as the object of research, through a comprehensive analysis of 

Anta's marketing environment, marketing strategy, marketing purpose and SWOT. 

Through the case study analysis of Anta's marketing strategy, it can prove the importance 

of marketing strategy to sports companies and grasp the direction and goal of Anta's mar-

keting strategy on a macro level. 

3.2.3 Online anonymous questionnaire 

According to the research needs, this study designs and adopts an anonymous online 

"Anta Consumer Use Survey" ，to collect and analyze consumers' usage of Anta sports 

products and their opinions and suggestions on Anta sports brands. The purpose is to an-

alyze Anta's marketing strategy and make feasible suggestions for Anta. 

 

1. Questionnaire design 
 

The survey was conducted in order to ensure the integrity, objectivity, and validity of the 

data obtained, the questionnaire design strictly follows the general procedures and re-

quirements of the questionnaire survey, including data collection, preliminary design of the 

questionnaire, preliminary survey, questionnaire modification, and finalization of the ques-

tionnaire. 
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First, this study designs the questionnaire of “Anta Consumer Use Survey” based on the 

purpose of this study and related issues after consulting the relevant survey literature and 

the opinions of the tutor. Secondly, ten people were selected for pre-survey on the Inter-

net to test the feasibility of questionnaire design. Then, discussing the preliminary draft of 

the questionnaire with the tutor and determining the final questionnaire after repeated revi-

sions. Finally, using the survey system ‘questionnaire star’ to distribute，collect and statis-

tics data on the Internet. 

 

The questionnaire mainly adopts the form of multiple-choice questions and open-ended 

questions. The content includes a survey of consumers ' primary conditions and a survey 

of consumers' usage and views of Anta sports products. 

 

2. Questionnaire distribution and recycling 
 

The questionnaire is implemented in the form of online surveys, which makes the re-

spondents' interviews more comprehensive and increases the rationality of the question-

naire. Investigators come from groups of different genders, ages, occupations, and re-

gions. The survey link is distributed from February 15, 2021 to February 30, 2021. The 

survey subjects were 150 to 200 people, and 220 questionnaires were eventually re-

turned. The number of valid questionnaires is 220, and the effective rate is 100%. 

 

3.2.4 Comparative study method 

Through the comparative study of Nike's marketing strategies, including products, prices, 

promotions, and distribution strategies, to find out the differences between Anta and Ni-

ke's marketing strategies, to provide reference and reference. 

 

3.2.5 SWOT analysis method 

Use SWOT analysis tools to analyse the advantages and disadvantages of Anta's market-

ing strategy, as well as favourable opportunities and threats, to provide recommendations 

for Anta. 

 

3.2.6 Research framework and data collection 

1.Research framework and process 
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Figure 3. Research framework and process 

 

This research is divided into 7 parts in total（Figure 3.）. The research started in Septem-

ber 2020 and end in November 2021. 

 

The research background, purpose, and significance of the first chapter determined in 

September 2020, mainly to lay the foundation for the writing of the thesis. 

 

The literature review in Chapter 2 reviewed and sorted out in October 2020, and the col-

lection will be completed in January 2021, which will take 4 months. The literature review 

includes research on the concept of marketing, the concept of marketing strategy and the 

theory of SWOT, the purpose is to provide a theoretical basis and reference for the study 

of Anta's marketing strategy. 

 

The determination of the research objects and research methods in Chapter 3 started in 

February 2021 and end in April. The research object is Anta Sporting Goods Co., Ltd. The 

research methods mainly use literature, case analysis, questionnaire survey, comparative 

research, and SWOT analysis. 

 

The discussion and analysis of the results in Chapter 4 started in May 2021 and end in 

August. The study period is 4 months. Discussions include: Anta current situation analy-

sis, Anta consumer survey analysis, Anta sports product industry development environ-

ment analysis, Anta product marketing strategy analysis, competitor (Nike) marketing 

strategy analysis, Anta marketing purpose analysis, and Anta SWOT analysis. 

 

The conclusion of Chapter 5 is from September 2021 and is mainly based on the results 

of the above discussion. 

 

The suggestion in Chapter 6 is from October 2021, and are mainly based on Anta’s con-

sumer questionnaire survey, the differences between Anta and its competitor Nike’s mar-

keting strategies, and the results of SWOT analysis to provide further feasible recommen-

dations for Anta. 

 

7.Evaluation and gain of study 11.2021 
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The seventh chapter of the evaluation and gain of study is start in November 2021, and 

complete the thesis. 

 

2. Date collect 

 

Table 1. Date collect in research 

What When How Why Where 

Marketing 

concept, 

marketing 

strategy con-

cept, SWOT 

theory 

October. 

2020 

Search for related 

books and articles 

by searching key-

words such as 

"marketing", "mar-

keting strategy" 

and "SWOT". 

Provide reference 

basis and theoreti-

cal framework for 

studying Anta's 

marketing strategy 

School library, 

CNKI, Google 

Scholar and 

other data-

bases 

Anta Con-

sumer Sur-

vey 

February. 

2021. 

By distributing 

questionnaires 

online, a random 

method is used to 

allow consumers to 

answer the ques-

tionnaire anony-

mously. The col-

lected sample is 

220 question-

naires. 

Collect consumer 

data to study and 

analyse the cur-

rent marketing 

strategies and im-

plementation ef-

fects of Anta, as 

well as consum-

ers' views and 

suggestions on 

Anta. Found re-

lated problems 

and deficiencies, 

in order to provide 

further sugges-

tions for Anta's 

marketing strat-

egy. 

Make a ques-

tionnaire with 

the help of 

questionnaire 

star's survey 

software, and 

publish the 

questionnaire 

on the Internet 

for collection. 

Policies of 

China's 

Sports 

Goods In-

dustry 

May. 

2021. 

Through the State 

Council, the State 

Sports General Ad-

ministration, and 

other institutions to 

A comprehensive 

understanding of 

the political devel-

opment environ-

ment of China's 

The State 

Council, the 

State Sports 

General Ad-

ministration 
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find relevant sports 

policies. 

sporting goods in-

dustry to help Anta 

better formulate 

marketing strate-

gies and use poli-

cies to promote 

the development 

of the company. 

and other rele-

vant govern-

ment agencies 

China's eco-

nomic de-

velopment 

May. 

2021. 

Through the Na-

tional Bureau of 

Statistics of the 

People's Republic 

of China to find the 

economic data of 

each year, includ-

ing gross national 

income, gross do-

mestic product, 

GDP per capita. 

By understanding 

the level of Chi-

na's economic de-

velopment to un-

derstand the mar-

ket environment 

where Anta is lo-

cated. 

National Bu-

reau of Statis-

tics of the Peo-

ple's Republic 

of China 

Anta's tech-

nical envi-

ronment 

May. 

2021. 

Search for data 

such as the num-

ber of Anta's pa-

tents and related 

cooperative institu-

tions on Anta's offi-

cial website and 

Anta annual report. 

Understand Anta's 

technical environ-

ment 

Anta official 

website, Anta 

annual report 

Anta's market 

value and 

market share 

June. 

2021 

Find Anta’s 2020 

revenue and 

growth in Anta’s 

2020 annual report; 

at the same time, 

search for Anta’s 

market share in 

Brand Finance. 

Understand the 

development of 

Anta's market 

value and market 

share. 

Anta's 2020 an-

nual report, 

Brand Finance 

released the 

"World's 50 

Most Valuable 

Apparel Brands 

in 2020" report. 



 

 

14 

Anta's mar-

keting strat-

egy (product, 

price, distri-

bution, pro-

motion, 

brand, and 

public rela-

tions strat-

egy) 

June. 

2021 

Through consumer 

questionnaire sur-

veys, Anta news 

releases, Anta an-

nual reports and 

other channels to 

find the corre-

sponding market-

ing strategies and 

analyse the effects 

of the implementa-

tion of the market-

ing strategies. 

Understand Anta's 

marketing strategy 

and find out the 

existing problems 

to provide sugges-

tions and refer-

ences. 

Consumer sur-

vey results, 

Anta official 

website, Anta 

2020 annual 

report, Anta 

news 

Competitor 

Nike's mar-

keting strat-

egy (product, 

price, distri-

bution, and 

promotion 

strategy) 

July. 

2021 

By studying Nike's 

market value, prod-

uct categories and 

research and de-

velopment, pricing 

methods, distribu-

tion methods (of-

fline, online and 

distribution chan-

nels), advertising 

and sponsorship 

promotions and 

other content to 

study Nike's mar-

keting strategy. 

Through research 

and analysis of the 

marketing strategy 

of competitor Nike, 

find the difference 

between Anta and 

Anta, to provide a 

reference for Anta. 

Statista、in-

sights、Kai-

yuan securities 

 

The data collection of the study is mainly collected through several aspects, including 

academic databases, questionnaire surveys, Chinese government agencies, Anta official 

website, and other survey agencies（table 1.）.  

 

First, search for marketing-related concepts and theories through the school library, CNKI, 

Google Scholar and other databases to provide a theoretical basis and reference frame 

for study.  
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Second, with the help of quantitative research questionnaire survey methods, consumer 

data are collected in a random manner to study and analyze the current marketing 

strategies and implementation effects of Anta, as well as consumers' views and 

suggestions on Anta. At the same time, it analyzes Anta-related problems and 

shortcoming in order to provide further suggestions for Anta's marketing strategy. Among 

them, the anonymous survey of consumers surveyed will be more authentic. At the same 

time, these interviewees cover all ages, genders, occupations and consumption levels, 

and they can more accurately reflect the effect of Anta's marketing strategy.  

 

Third, collect policies on China’s sporting goods industry from relevant government 

agencies such as the State Council and the State General Administration of Sports to fully 

understand the political development environment of China’s sporting goods industry and 

help Anta better formulate marketing strategies and use policies to promote corporate 

growth. develop. Since these data come from government agencies, the data is more 

authoritative and reliable.  

 

Fourth, collect China’s economic development at the National Bureau of Statistics of the 

People’s Republic of China, including gross national income, gross domestic product, and 

gross domestic product per capita. In order to understand China's economic development 

level and the market environment in which Anta is located.  

 

Fifth, search for data such as the number of Anta's patents and related cooperative 

institutions on Anta's official website and Anta annual report to understand Anta's 

technological development environment.  

 

Sixth, search for Anta's 2020 revenue and growth in Anta's 2020 annual report. At the 

same time, search for Anta's market share in Brand Finance. 

 

Seventh, find out Anta's marketing strategies (products, prices, distribution, promotion, 

brand and public relations strategies) through consumer questionnaire surveys, Anta 

press releases, and Anta annual reports, and analyze the effects of marketing strategies.  

 

Final, in institutions such as Statista, Insights and Kaiyuan securities, research Nike’s 

market value, product categories, research and development, pricing methods, distribution 

methods (offline, online and distribution channels), advertising and sponsorship 

promotions and other content to study Nike’s marketing Strategies to find the difference 

between Anta and Anta, so as to provide a reference. 
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4 Results and discussion 

4.1 The Analysis of Anta's current situation 

Established in 1991 in Jinjiang City, Fujian Province, Anta is a sports goods brand mainly 

engaged in the design, development, manufacturing and sales of sports shoes, apparel, 

and accessories. Anta is a professional sporting goods brand targeted at the general pub-

lic with the aim of providing the most cost-effective professional sporting goods to the gen-

eral consumers. Looking back at the development history of Anta, in 1994, it became the 

first group of companies that started to distribute and produce products with Anta's logo 

nationwide; in 1999, the current chairman Shizhong Ding boldly signed table tennis player 

Linghui Kong as the spokesman and put a lot of advertisements on CCTV. In 2000, Kong 

won the men's singles championship and Grand Slam in the Sydney Olympic Games, 

which opened the popularity of Anta brand and developed rapidly; in 2001, Anta took the 

lead in becoming the first sports goods company to establish a sports goods franchise 

system in China, completing the transition from producing a single sports product to oper-

ating a comprehensive sports goods brand. In 2005, Anta established the first sports sci-

ence laboratory in the domestic industry, mainly for product development and technologi-

cal innovation; and then in July 2007, Anta raised a total of 3.5 billion yuan to be listed on 

the Hong Kong Stock Exchange. In 2012, Anta surpassed Li Ning to become the No.1 

sports goods brand in China. After more than 20 years of development, Anta has trans-

formed from a private enterprise to the largest integrated sports goods company in China 

with manufacturing and marketing orientation. The company now owns brands such as 

Anta, FILA, DESCENTE, SPRANDI, KINGKOW and KOLON SPORT, as well as Amer 

Sports Corporation, a Finnish sports brand group, which was successfully acquired in 

2019. Amer Sports Corporation includes several international brands such as Salomon, 

Suunto, Peak Performance, Arc'teryx, Atomic, Wilson and Precor. According to the latest 

Annual Report 2020, revenues increased by 4.7% to $35.5 billion, gross margin increased 

to 58.25% and profit attributable to shareholders increased to $5.2 billion for the year 

ended December 31, 2020 (Anta sports products limited, 2021b ,10). 

4.2 Anta consumer survey analysis 

Before planning marketing strategies, companies need to understand and assess the con-

sumer needs of their consumers. At the same time, after the implementation of marketing 

strategies to analyse the perceived benefits and impact effects of consumers. As modern 

consumers' needs tend to be diversified and manifest as differences, consumer groups of 

different ages, education levels, occupations and consumption levels have different needs 

and choices of products. From the 220 valid questionnaires of Anta brand consumers, it is 
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found that men account for 62.73% with 138 people and women account for 37.27% with 

82 people, see Figure 4. 

 

 

Figure 4.  Anta Consumer Gender Survey （n=220） 

 

Figure 5. shows that 67.27% of the consumers who buy Anta brand are between 20 and 

30 years old. However, most of the consumers in this age group are students or new job 

trainees, with relatively weak purchasing power, and Anta's lower price positioning can 

meet their needs. This group of consumers is generally in the middle to low-income level 

and accounts for a large proportion of consumption, and is relatively well educated and re-

ceptive to new things and new products, and at the same time has relatively high require-

ments for comfort and product design. 

62.73%

37.27%

male female
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Figure 5. Anta Consumer Age Survey （n=220） 

 

The proportion of 58.18% of college and 26.36% of bachelor and above students in Figure 

6 and 63.18% of students in Figure 7 just confirms the above point. This part of the con-

sumer group is more educated and tends to have higher requirements for products, which 

are usually expressed in product style, packaging, function, and service requirements. In 

Figure 5, the proportion of consumers under the age of 20 accounts for 22.27%, this part 

of the consumer group is basically dependent on parental spending, no purchasing power 

of their own, mainly by the celebrity effect and advertising influence is relatively large. The 

proportion of consumers aged 40-50 accounted for 3.64%, and 0.91% of consumers over 

50 years old, this part of the consumer group has a strong purchasing power, the quality 

and comfort of the product requirements and can choose higher-priced products, so the 

proportion of consumers in these age groups is relatively small. 

22.27%

67.27%

5.91%

3.64%
0.91%

Under 20 years old 20-30 years old 30-40 years old

40-50 years old Over 50 years old
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Figure 6. Anta consumers' education level survey（n=220） 

 

In addition, in Figure 7, the occupations of consumers who choose to buy Anta products 

show a diversity of characteristics. Among them, the proportion of private unit personnel 

and other occupations accounted for 7.73% each, the proportion of freelance occupations 

accounted for 5.91%, the proportion of teachers accounted for 5.45%, the proportion of 

workers accounted for 4.09%, the proportion of medical personnel and athletes accounted 

for 2.27% each, and the proportion of civil servants and institution personnel accounted 

for 1.36%. The wide occupational coverage of consumers further reflects Anta's brand 

awareness and the wide range of product applicability. However, as a consumer group 

with fixed income and purchasing power, its proportion is small, which reflects the lack of 

product promotion and promotional efforts. 

 

58.18%

26.36%

7.27%

6.82% 1.36%

College Bachelor's degree or above

High School Junior high school and below

others
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Figure 7. Anta Consumer Occupational Survey（n=220） 

 

With this, it can be found from Figure 8 that consumers spend 40.91% below 200 yuan, 

26.82% between 200-400 yuan and 14.09% between 400-600 yuan in sports, and the 

prices of the product areas involved in Anta fully cover these consumption price levels. 

Since most Chinese consumers are still in the middle- and low-income levels, the 8.18% 

of consumption above 1,000 yuan and the 5% each of 600-800 yuan and 800-1,000-yuan 

price levels are low. It can be seen that Anta's price positioning is relatively successful in 

meeting the purchasing power of the overall Chinese consumer group and in line with its 

own brand positioning as a professional sporting goods company in line with the general 

public. 

 

63.18%

5.45%

4.09%

2.27%

2.27%

5.91%

1.36%

7.73%

7.73%

students teachers

workers Athletes
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Figure 8. Anta Consumer Sports Consumption Survey（n=220） 

4.3 Analysis of the development environment of Anta's product industry 

China as the world's largest sports goods manufacturing country, the sporting goods in-

dustry shows a rapid increase in the situation. The increase in the development of sports 

industry attracts more and more sporting goods enterprises to participate in the develop-

ment and production of each product, while the marketing and strategy implementation of 

enterprises cannot be developed without the analysis of the overall macro environment. 

The macro environment mainly includes politics, economy, social culture, technology, 

competition, etc. Through the study and analysis of the current situation and changing 

trends of the macro environment, it will be beneficial for enterprises to take advantage of 

the opportunities for survival and development, and to discover and avoid the threats that 

the environment may bring in time. 

4.3.1 Political environment  

The political environment refers to the legal system and political elements that affect and 

restrict an enterprise, mainly including the political system, laws, regulations, and policies 

of the country or region. In a stable political environment, companies can obtain legitimate 

rights and interests through fair competition and thus continue to develop and survive. 

And national policies and regulations will also affect and control the production and opera-

tion of enterprises. （Mbalib ,2021a） 

 

40.91%

26.82%

14.09%

5%

5%
8.18%

Under 200 yuan 200-400 yuan 400-600 yuan
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Since the reform and opening, China's sports industry has continued to develop rapidly, 

and a complete and independent industrial system has been established. However, com-

pared with the world's advanced level, there are still gaps such as weak independent inno-

vation capabilities, low resource utilization efficiency, unbalanced industrial structure de-

velopment, and lack of world-renowned brands. At the same time, the development of the 

sporting goods industry is inseparable from a good industrial policy environment. In order 

to further accelerate the development of China's sports goods industry and promote sports 

consumption, China has introduced many related sports industry policies (Detailed poli-

cies are shown in Table 2.）to create an excellent policy environment for the development 

of the sports goods industry. 

 

As a sporting goods company, Anta should make full use of the convenience policies pro-

moted by the government to cultivate and enhance the core competitiveness of the com-

pany and promote the development of the company to the greatest extent. By handling 

the relationship with the government, the key to maximizing profits is that Anta must un-

derstand the needs of the government, keep abreast of changes in local and national gov-

ernment policies, and adopt appropriate measures through appropriate channels to adjust 

and response. 

 

Table 2. Policies related to China's sports industry  

Times Publishers Policies Profiles 

2010.03 State Council 《Guiding Opinions on Ac-

celerating the Development 

of Sports Industry》 

Explicitly develop a com-

prehensive sports and fit-

ness market. 

2014.10 State Council 《Several Opinions on Ac-

celerating the Development 

of Sports Industry and Pro-

moting Sports Consump-

tion》 

Promote national fitness as 

a national strategy. 

2016.01 State Council 《Guiding Opinions on Ac-

celerating the Development 

of Fitness and Leisure In-

dustry》 

By 2025, the total size of 

the fitness and leisure in-

dustry reached 3 trillion 

yuan. 

2016.06 State Council 《Comprehensive Fitness 

Plan (2016-2020)》 

In 2020, the total scale of 

sports consumption will 

reach 1.5 trillion yuan. 
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2016.11 State General 

Administration of 

Sports, Develop-

ment and Reform 

Commission 

《Development Plan for 

Mountain Outdoor Sports 

Industry》 

By 2020, the total scale of 

the mountain outdoor 

sports industry will reach 

400 billion yuan. 

2016.11 General Admin-

istration of 

Sports, National 

Development and 

Reform Commis-

sion, Ministry of 

Transport 

《Ice and Snow Sports De-

velopment Plan (2016-

2025)》 

The total scale of China's 

ice and snow industry 

reached 600 billion yuan in 

2020 and 10,000 billion 

yuan in 2025. 

2018.12 State Council 《The Guidance of the 

General Office of the State 

Council on Accelerating the 

Development of Sports 

Competition and Perfor-

mance Industry》 

By 2025, the total scale of 

the sports competition and 

performance industry will 

reach 2 trillion yuan. 

2019.08 State Council 《Notice of the General Of-

fice of the State Council on 

the Issuance of the Outline 

for the Construction of a 

Strong Sports Country》 

By 2035 the sports industry 

to become a pillar industry 

of the national economy. 

(Source: public information) 

4.3.2 Economic environment 

The economic environment refers to the national economic policies and socio-economic 

conditions that constitute the survival and development of the industry, including the so-

cio-economic system, economic development level, economic structure, and future eco-

nomic trends. Among them, the indicators to measure the economic environment include: 

national income, gross national product, and exchange rate and other national fiscal and 

monetary policies. （Mbalib , 2021b） 

 

The economic environment is not only an important factor that constitutes the survival and 

development of an enterprise, but also a direct factor that affects the purchasing power of 

consumers. When the economic environment is good, with the help of economic develop-

ment forecasts, enterprises can further develop clear and valuable marketing strategies to 
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maximize the opportunity to seize and promote the development of the enterprise. Con-

versely, when the economic environment is unfavourable, it is time to take appropriate 

countermeasures to minimize losses and impacts. 

 

Table 3. China's National Economic Accounting Indicators 

Indicate/Years 2015 2016 2017 2018 2019 2020 

Gross National 

Income (billion 

yuan) 

686255.7 743408.3 8313181.2 914327.1 984179.0 1009151.0 

Gross Domes-

tic Product (bil-

lion yuan) 

688858.2 746395.1 832035.9 919281.1 986515.2 1015986.2 

GDP per cap-

ita (billion 

yuan) 

50237 54139 60014 66006 70581 72447 

(Source: National Bureau of Statistics of China 2021b) 

 

The 2020 epidemic has hit the economies of most countries, but China's economy has re-

covered relatively quickly. It can be seen from Table 3 that China's economy is showing a 

trend of rapid and steady growth. In 2020, the gross national income will reach 100915.10 

billion yuan and the per capita GDP will reach 7,244.7 billion yuan. The increase in the 

proportion of national income and GDP has increased consumer demand for products, 

which in turn drives consumption in the sporting goods industry. With the gradual promo-

tion of the vaccine and the control of the epidemic in China, the consumption of sports-

wear is expected to achieve a recovery and high growth in 2021. At the same time, the 

development of the real economy further stimulates the vitality of the market and opti-

mizes the market environment, providing better opportunities for Anta’s development and 

environment. And Anta should make full use of this development opportunity to integrate 

enterprise and economic development, to increase brand awareness and market share, 

and prepare for long-term development. 

4.3.3 Socio-cultural environment 

The social cultural environment refers to the formation and changes of factors such as the 

social structure, religious beliefs, customs, cultural levels, and lifestyles of the area where 

the enterprise is located. The social and cultural environment has a subtle influence on 
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the production and operation of enterprises. For example, religious beliefs and customs 

may resist and prohibit certain activities of enterprises. Different religions have certain re-

quirements and taboos on festive etiquette and the use of commodities; cultural level The 

level will indirectly affect the level of consumer demand and the difference in product style, 

function, packaging, and service requirements. (Mbalib, 2021c) 

 

Since every company will exist in a certain social and cultural environment, Anta must 

adapt to the influence and constraints of the social and cultural environment when holding 

marketing activities. Therefore, when Anta conducts marketing activities such as market 

development, product pricing and promotion, it should first fully understand and analyse 

the local socio-cultural environment, organize different marketing activities, and develop 

different marketing strategies for different cultural environments to avoid conflicts and con-

tradictions that bring losses to their marketing activities. 

. 

At the same time, with the improvement of living standards and the promotion of sports, 

people's awareness of fitness and participation in sports activities has greatly increased, 

and the desire to consume in the field of sports has also shown a rapid growth trend.  

In addition, with the in-depth advancement of the preparations for the 2022 Winter Olym-

pic Committee, the development of winter sports in China continues to heat up. It is esti-

mated that the overall scale of the ice and snow industry will reach 100 billion yuan in 

2025, which will drive 300 million people to participate in ice and snow sports (National 

Development and Reform Commission, National Sports General Administration, Ministry 

of Education and National Tourism Administration, 2016, 5). As a sponsor of the 2022 Bei-

jing Winter Olympics, Anta must not only seize this opportunity, but also increase its ef-

forts to develop winter sports-related products and marketing activities to attract more 

consumer groups. 

4.3.4 Technology environment 

The technological environment refers to the current level, development speed and devel-

opment trend of science and technology related to enterprises, as well as national science 

and technology policies. Among them, the level of technology will determine the perfor-

mance of the product, and the speed of technological development will shorten the life cy-

cle of the product. In the context of rapid technological development, the impact of the 

technological environment on enterprises may be opportunities or challenges, and enter-

prises must foresee the changes brought about by these new technologies and take cor-

responding countermeasures. (Mbalib，2021d) 
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In 2005, Anta invested 30 million RMB to set up the first sports science laboratory in the 

domestic sporting goods industry, which is mainly used for the company's own develop-

ment needs, product development and technological innovation. Among them, Anta's re-

search and development activity cost has accounted for 5.2% of total cost of sales and 

obtained more than 900 patents for each; and has several research and development and 

design centres around the world, including the United States, Japan, Korea, Hong Kong, 

and China, with nearly 200 design and research and development experts from 18 differ-

ent countries and regions. (Anta sports products limited 2019c) 

 

By strengthening the cooperation with domestic and foreign universities and research in-

stitutions, Anta utilizes various research and development resources in the enterprise and 

at home and abroad, thus forming the enterprise's own research and development sys-

tem, which makes Anta's technical strength maintain a large leading position among do-

mestic sports brand enterprises. However, compared with NIKE and other international 

sports brands, Anta's technology level still has a certain gap. Therefore, Anta needs to 

continuously study and introduce advanced production technology and scientific person-

nel from abroad, and constantly improve its own technological shortcomings, to improve 

the technological content of its products and its own research level. 

4.3.5 Competitive environment 

The competitive environment includes the number of competitors, the degree of intensifi-

cation of competition, and the scale of competition. Specific competition includes peer 

competition, buyer competition, substitute product industry competition, and supplier com-

petition. (Mbalib，2021e) 

 

China as the world's largest sports goods production base and major consumer market, 

the competition in the sports goods industry has become increasingly fierce. Not only the 

fierce competition between Chinese corporate brands, but also international brands such 

as NIKE and Adidas have joined the competition, thus leading to the further occupation of 

China's sporting goods market share. From a general point of view, the brand competitive-

ness of Chinese sporting goods enterprises is still relatively weak, its brand awareness, 

consumer loyalty and reputation and other competition is far below the international 

brands, which makes the low-end sporting goods market competition situation becomes 

more tense and brutal, bringing a certain threat and challenge to the Chinese brand, and 

the lack of special products of the enterprise brand survival environment will become even 

worse. International competitive brands are mainly NIKE, Adidas, which rely on their 

strong capital, strong brand image, advanced technology and management experience 

and globalization of sales channels, so that it is difficult for China’s local brands to catch 
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up and go beyond in a short period of time. The domestic sporting goods competition 

brands mainly include Anta, Li Ning, Xtep, 361°, PEAK, Qiaodan and ERKE, and so on, 

which are competing for market share. Although Anta is in the first position of domestic 

sports brands at this stage, it still cannot ignore their competitive pressure. Among them, 

Li Ning is still the strongest domestic competitor Anta faces, and its brand awareness, rep-

utation and product design still has a high reputation in the country. 

 

Figure 9. Survey of sports products purchased by consumers（n=220） 

 

Through the survey of consumers from Figure 9. feedback, Chinese consumers in the 

same kind of sports goods often buy products NIKE accounted for the largest proportion 

of 51.36%, followed by Anta accounted for 39.55%. International sports brands NIKE and 

Adidas are still Anta's strongest competitors, followed by domestic sports brands Li Ning, 

while brands like 361° show less brand competitiveness. As a nationally famous brand in 

sports and leisure industry, Anta only has a clear understanding of its own competitive en-

vironment and situation in the increasingly competitive market environment, so that it can 

design a competitive marketing strategy according to the competitors' strategy, combined 

with the consumers' demand. 
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28 

4.4 Analysis of Anta's product marketing strategy 

4.4.1 Product strategy 

Products are necessary to meet social needs and enterprise production, and the relation-

ship between enterprises and markets needs to be communicated through products or 

services, therefore, product strategy is the basis and guarantee for enterprises to imple-

ment marketing activities. Product strategy includes product design, product development, 

delivery time and other decision-making elements, and its influencing factors mainly in-

clude product quality, appearance, nature, accessories, packaging, and trademarks. 

Therefore, enterprises need to produce corresponding products according to the target 

market demand, including the selection of product raw materials, product technology, 

product cost control and product functional design and other aspects of research and de-

velopment design. （Mbalib, 2021f） 

 

In order to better meet the needs of different consumer groups, enterprises should strive 

to improve product quality and optimize product structure. Comparing the products on 

Anta's official website shows that Anta has not only expanded from the original single 

sports shoes to the current sportswear and sports accessories and other sports products; 

it has also continuously enriched the types and areas of various products. Its product line 

covers men's, women's and children's sporting goods, and the sports field involves run-

ning, basketball, soccer, general training, outdoor, fitness and life, etc. It mainly contains 

various sports footwear, apparel, and accessories. 

 

As an official partner of the 2022 Beijing Winter Olympics game, Anta officially established 

a laboratory for research and design for the Winter Olympics game in January 2020. At 

the same time, Anta and the Beijing Institute of Fashion work together to research and de-

sign products and performance for the Winter Olympics game to ensure the highest qual-

ity apparel and equipment support for the 2020 Beijing Winter Olympics game. In addition 

to providing official apparel for Chinese athletes, Anta also partnered with the Beijing Win-

ter Olympic Organizing Committee to launch a series of licensed flag models of sports-

wear in Shanghai. The products not only attracted first-time buyers of Anta products, but 

also increased Anta's brand awareness. It is understood that by December 31, 2020, 

Anta's revenue by product will be 1,270 billion for footwear, 2,167.1 billion for apparel and 

114.1 billion for accessories, an increase of 4.7% over 2019 revenue (Anta sports prod-

ucts limited 2021d, 48). 
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As the sports market shows a gradual tendency for consumers to personalize their prod-

ucts, Anta has effectively avoided the problem of products being out of line with consumer 

expectations by focusing on this feature in its product design, thus strengthening the 

brand personalization. In Figure 10. from the survey of consumers' satisfaction with Anta's 

product style design, 65.91% of consumers said that the product style design meets the 

requirements of their heart, while 34.09% of consumers said that it does not meet the re-

quirements. 

 

Figure 10. Anta consumers' satisfaction with product style survey（n=220） 

4.4.2 Price strategy 

Price strategy refers to the selection of a strategy that can attract customers and realize 

the marketing mix through the quantitative forecast and cost analysis of customer needs. 

Price is one of the main means for enterprises to compete. In addition to choosing differ-

ent pricing methods according to different pricing objectives, enterprises must also use 

flexible and changeable methods to determine product prices based on complex market 

conditions. (Baidu, 2021a) 

 

Anta's product prices are sold in a unified national standard. Since Anta's consumer 

groups are mainly low-end mass groups and the product prices are much lower than the 

international brands NIKE and Adidas, Anta can obtain more profits in terms of prices. 

However, when Anta's pricing goal is to pursue profit, it also needs to consider the impact 

of competitors' product prices, different levels of consumers' different needs and choices 

for products, and changes in market conditions. Through questionnaire surveys and com-

parison of product pricing on Anta's official website, it is found that Anta mainly adopts the 

65.91%

34.09%

Satisfaction Not Satisfaction
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following three pricing strategies when dealing with these influencing factors to attract 

consumers to buy and increase product sales. 

 

1. Competition-oriented pricing strategy 
 

Anta's pricing method, on the one hand, is used to compete with international brands 

NIKE and Adidas for middle and high-end products with a small number of middle and 

high-end product prices, while establishing the image of the company and the brand; on 

the other hand, it competes with other domestic sports brands with a large of middle and 

low-end products, thus gaining most of the market share and reaching large profits. 

（Baidu, 2021b） 

 

The survey of Anta's consumers, Figure 11, shows that the prices of the products pur-

chased by consumers cover the mid- to low-end price points, which are sufficient to com-

pete with other brands at all price points. Among them, the middle and low-end product 

prices accounted for the largest proportion, respectively: 100–200-yuan purchase propor-

tion accounted for 22.27%, 200–300-yuan purchase proportion accounted for 33.18%, 

300–400-yuan purchase proportion accounted for 20.91%. While the price of high-end 

products purchase proportion is smaller, 400–500-yuan purchase proportion accounted 

for 7.27%, 500 yuan or more purchase proportion accounted for 9.09%. This pricing strat-

egy effectively prevented the monopoly of international brands in the middle and high-end 

product market. 

 

Figure 11. Range of products purchased by Anta consumers（n=220） 

 

2. Psychological pricing strategy 
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Through the investigation of Anta's product prices, it is found that the pricing of products is 

generally based on consumer psychology. Many of Anta's product prices are priced with a 

trailing 9 instead of a trailing 0. For example, the price of a pair of Anta's sports shoes is 

299 yuan instead of 300 yuan. Although the difference is only one yuan, Anta has seized 

the trade-offs of consumers' purchasing psychology and created the illusion of cheaper 

prices by using the trailing number pricing, thus catering to consumers' psychology to 

achieve the effect of promoting product sales. 

 

3. Discount pricing strategy 
 

Due to the decline in product sales caused by the large number of homogeneous products 

in the sporting goods market, most companies encounter inventory backlogs. In order to 

avoid this situation, companies usually adjust the basic price of products according to 

changes in market conditions, encourage consumers to buy in large quantities or increase 

purchases in off-season. Anta usually uses discounts and price reductions to stimulate 

market demand. At the same time, when the purchasing power of the sporting goods mar-

ket is in the off-season, Anta will encourage consumers to buy in the off-season by adopt-

ing a concession and discount method, thereby ensuring that the production and sales of 

the company can maintain a relatively stable state throughout the year. 

 

4.4.3 Promotion strategy 

Promotion strategy refers to the promotional methods such as personnel sales, advertis-

ing, business promotion and public relations, which are used by companies to deliver 

product information to consumers and stimulate purchasing behaviour in order to increase 

product sales. Usually, promotional strategies are implemented in cases such as the re-

lease of new products, inventory backlog of old products or market share grabbing with 

competitors. （Mbalib , 2021g） 

 

1. Advertising promotion 
 

With the development and growth of sports and events, sports stars are becoming more 

and more famous, thus driving the development of fan economy and making consumers 

have a strong desire to buy products endorsed by sports stars. As a result, sports compa-

nies are effectively combining the value of celebrities with their products and brands, 

adopting sports celebrity endorsement as one of their main marketing strategies. Anta 

was the first company in China's sporting goods industry to hire sports stars as brand 
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spokespersons, starting from signing Kong Linghui in 1999 to open brand awareness and 

achieve excellent marketing results, to hiring NBA stars as basketball spokespersons, 

thus driving the sales of the company's products in the basketball field. At the same time, 

Anta cooperated with CCTV5, the CCTV sports channel, and exclusively sponsored the 

"Anta CCTV Sports Personality" contest from 2006 to 2010. It not only improves Anta's 

brand image, but also helps Anta to establish a close relationship with the State General 

Administration of Sports and jointly promote the development of Chinese sports. On the 

other hand, Anta strengthens cooperation with major famous online media and social plat-

forms, such as Sina, Tencent and Weibo, to promote Anta's activities in product marketing 

and Olympic marketing in all aspects and continuously improve brand awareness and 

brand image. 

 

2. Discount promotion 
 

Discount promotion is mainly applied to the promotion of new products or short-term pro-

motions taken to attract consumers to buy. Due to the influence of business promotion, it 

is easier to attract consumers to buy; then this promotion method cannot be used fre-

quently, easy to make consumers question the quality and price of products. （Mbalib , 

2021h） 

 

Therefore, when companies carry out business promotion activities, they should pay at-

tention to the timing, duration, and way of promotion. Among them, Anta's business pro-

motion methods used for consumers in the case of new product promotion, holiday pro-

motions, seasonal products, or competition with competitors for market share are mainly 

in the form of full discount promotion, complimentary promotion, lottery promotion and 

packaging promotion. Through Figure 11. consumer tendency of business prefect to pro-

motion methods survey found that the full reduction activities promotion methods to bring 

the largest proportion of influence accounted for 42.73%; followed by some products half 

price promotion methods accounted for 19.09%; followed by membership discount points 

and other promotional methods for 14.09%; and finally is the gift of shopping for 10%. 
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Figure 11. Anta consumers prefect to promote the way to buy survey（n=220） 

4.4.4 Distribution strategy 

Distribution strategy refers to the ways and means used by enterprises to put their prod-

ucts into the target market smoothly, to achieve their business goals. Among the factors 

that affect the choice of distribution channels are the product, market competition, the fi-

nancial ability of the enterprise, the choice of intermediaries, and so on. （Mbalib , 

2021i） 

 

7.1 DTC strategy 
 

In 2020, Anta proposed the transformation of the DTC strategy, that is, to achieve efficient 

cooperation between brands and terminal retail organizations. The DTC model will help 

Anta quickly respond to consumer needs and is expected to make DTC business ac-

counted for 70% in 2025. The first batch of transformations in 2020 will involve 3,500 

stores, of which 60% will be directly operated by the company, and 40% will be operated 

by franchisees in accordance with Anta's standards. That is, franchisees formulate rele-

vant product pricing, promotion, store placement, inventory management, customer ser-

vice and after-sales service standards as required. Anta plans to invest about 2 billion 

yuan in its first transformation, of which about 80% to 90% are related to product returns. 

DTC transformation promotes brand efficiency. By constructing a direct connection model 

between consumers and products, Anta's management efficiency will be further improved. 

First, through the verification under FILA's direct marketing model, the company can effec-

42.73%

14.09%

19.09%

10%

14.09%

Full discount offer Member discounts and points offers

50% off the second of some items Gift with purchase

others
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tively integrate and develop online and offline through the data-based middle station, ef-

fectively allocate and control inventory, and provide timely feedback and follow-up on 

changes in demand, to establish a good connection between demand and supply. Sec-

ond, a unified store image and service will help the company optimize its brand image, 

which is expected to further increase the company's influence. Finally, the DTC transfor-

mation reduces some of the intermediate levels, and the reduction of links allows the 

brand to have more room to benefit consumers or obtain more profits. Huajin Securities 

predicts that from 2021 to 2023, the Anta brand will focus on online expansion and store 

unit production optimization. With the advancement of DTC transformation, revenue will 

increase by 39%, 15%, and 13%, respectively, and operating profit will increase by 34%, 

26%, 20%. (Huajin Securities, 2021) 

 

7.2 E-commerce strategy 
 

With the gradual improvement of the use and status of e-commerce among consumers, e-

commerce sales have become a platform for comprehensive interaction between enter-

prises and consumers, directly providing consumers with the most convenient online 

shopping experience and after-sales service. At the same time, the epidemic has changed 

consumer habits, making e-commerce businesses form new consumer trends and be-

come more important. 

 

By accelerating the deployment of e-commerce business, Anta clarifies the online busi-

ness strategies and multiple operating standards of each brand, and establishes an inde-

pendent online business organization structure and a complete marketing strategy plan. 

According to Anta's 2020 annual report, Anta's e-commerce revenue increased by 53% 

from 2019 to 9 billion yuan. (Anta sports products limited, 2021e, 48) 

 

Anta mainly optimizes the consumer experience by strengthening the operation of the offi-

cial website and the production of content, thereby enhancing consumer stickiness. On 

the other hand, continue to strengthen the construction of the membership system and im-

plement refined consumer labels to maintain the diversification of the sales platform. First, 

Anta not only operates the official online shopping malls of its various brands, but also co-

operates with traditional e-commerce companies such as JD.com, Tmall, VIP shop and 

Pinduoduo in the Chinese market and different well-known e-commerce platforms. In 

overseas markets, it cooperates with Amazon. cooperate. At the same time, Anta began 

to expand its own e-commerce platform to promote the integration of offline and online 

sales. In order to better operate the official website and e-commerce platform, Anta has 

established a dedicated online sales team to attract more customers by optimizing the 

shop interface, improving product search, and ranking functions, and improving product 
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introduction and display. Online shopping consumers. Secondly, Anta also adjusted the 

combination of exclusive online products in various e-commerce channels and seasonal 

products to optimize the product selection mechanism. Finally, Anta is also actively pro-

moting the reform of the logistics model, bringing convenience to e-commerce marketing 

by shortening the logistics time of products from delivery to consumers, to meet market 

demand more quickly. 

 

Figure 12. Anta Consumer Channel Purchase Survey（n=220） 

 

From the survey of Anta consumer channel purchase in Figure 12, it is found that con-

sumers mainly buy in physical stores, with a proportion of 51.82%; followed by the e-com-

merce channel represented by the official website with 34.55%, and then other channels 

and agents’ level for purchase, with 9.09% and 4.55% respectively. It can be seen from 

this that Anta's e-commerce business measures have achieved certain results. 

 

4.4.5 Public relations strategy 

Enterprises adopt non-payment methods in order to gain the trust of consumers and the 

social public and expand the corporate awareness, brand image and corporate reputation. 

This promotion method mainly includes releasing news, holding press conferences, carry-

ing out social welfare activities and corporate celebrations, etc., so that the public has a 

full understanding and knowledge of the enterprise, as well as strengthening the social re-

lationship between the enterprise and the public, creating a harmonious and friendly mar-

keting environment for the enterprise, thus indirectly promoting the sales of products.  

（Mbalib , 2021j） 

51.82%

34.55%

4.55%
9.09%
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When Anta conducts major marketing activities, the company's public relations depart-

ment publishes and posts news on the brand's official website and major social media, so 

that more members of the public can further understand Anta's operation and develop-

ment. Since 2016, Anta and the Marketing Development Department of the Chinese 

Olympic Committee have established the 'Bridge of Love Public Welfare Campaign' to let 

more children understand Olympic sports and support the development of sports in China 

with practical actions of donating sports equipment. At the same time, Anta itself is also 

actively fulfilling its social responsibility by opening the 'Anta Dream Centre' thriving public 

welfare project in Fujian, Yunnan, and Sichuan since 2017, providing classroom books 

and stationery, sports apparel and equipment for children in remote areas of China. Anta 

actively fulfils its social responsibility through public relations to promote social welfare, 

which also helps build a good social image for Anta. 

4.4.6 Branding strategy 

Branding strategy is a business strategy in which a company uses its brand as its core 

competency and thus gains value and differential profit. Brand strategy, as a necessary 

condition for the rapid development of a company, is positioned to show the corporate cul-

ture and grasp the target audience. （Mbalib , 2021k） 

 

With the positioning of its own main brand in consumers and the market share that needs 

to be expanded, Anta realizes that it is relatively difficult to complete innovation and up-

grade through its main brand. For the development of the mid-to-high-end market, the 

company adopted the way of outward acquisition to complete the upgrade and evolution 

of Anta in the high-end market by acquiring brands with different positioning and catego-

ries. After years of operation and development, Anta has gone through four different 

stages of brand strategy with innovation and upgrading: firstly, manufacturing, secondly, 

brand creation, thirdly, retail transformation and fourthly, multi-brand development. The 

"single focus, multi-brand, omnichannel" is Anta's brand strategy plan at this stage, which 

is also the key to Anta's rapid profit growth. Up to now, Anta has formed three brand 

groups, including professional sports brand group, fashion sports brand group and out-

door sports brand group, through acquisition, establishment of joint ventures and subsidi-

ary brands. As of December 31, 2020, the number of brand stores under Anta is generally 

on an upward trend, with a total of 9,922 branded Anta stores (including branded Anta 

children's independent stores); 2,006 FILA stores in mainland China; 175 DESCENTE 

stores; 157 SPRANDI stores; 173 KOLON SPORT stores (Anta sports products limited 
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2021f, 11). By leveraging Anta's unique brand strategy, thus penetrating different market 

segments and distribution networks, and thus capturing more market shares. At the same 

time, how to make each brand of the enterprise change from independent operation to 

mutual cooperation, so as to maximize the interests of the enterprise, is also a problem 

that Anta needs to solve now. 

 

4.5 Analysis of Competitor's Marketing Strategy——Taking Nike as an Example 

Founded in 1964, Nike is an American conglomerate mainly engaged in the manufactur-

ing, design, development, global marketing and sales of apparel, footwear, accessories, 

and equipment. Nike's slogan is Just do it. Currently operating three brands, NIKE, Jor-

dan, and Converse. According to Statista statistics, in 2021, the Nike brand value is ap-

proximately 30.44 billion U.S. dollars (Statista, 2021a). 

4.5.1 Product strategy 

Nike's product line covers sports shoes and accessories for children, youth, and adults at 

different ages, including baseball, ice hockey, track and field, football, surfing, yoga, ten-

nis, basketball, lacrosse, skateboarding, fighting sports, cycling, wrestling, Volleyball, 

cheerleading, racing, water sports, cricket, and golf. At the same time, Nike attaches great 

importance to product research and development. As of September 2021, Nike has a total 

of 25,762 patents worldwide, of which 18,340 have been authorized, and more than 79% 

of global patents are active (Insights，2021). 

 

In 1980, Nike established a sports research laboratory, employing more than 40 top scien-

tists in physiology, biomechanics, biomedical engineering, mechanical engineering, math-

ematics, physics, kinesiology, and other related fields. Nike also hired a research commit-

tee and a customer committee, including coaches, athletes, equipment operators, podia-

trists, and plastic surgeons to meet regularly with Nike’s leaders to review various design 

plans, materials, and ideas for improving sports shoes. The research laboratory has also 

established strategic partnerships with top universities in Asia, Europe, and North Amer-

ica, and continues to track the development of cutting-edge sports science. At the same 

time, Nike also has cutting-edge instruments and equipment to provide guarantee for the 

company's research and development. Such as: high-speed cameras, motion visualization 

equipment, environmental simulation systems, etc. While ensuring continuous product in-

novation and research and development, Nike also speeds up the product development 

process to reduce the design cycle. The goal is to complete product updates within 90 
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days, and set up design teams overseas to develop products for the local market. (Kai-

yuan securities,2020a, 15) 

4.5.2 Price strategy 

Nike mainly uses value-based pricing and premium-based pricing strategies. Value-based 

pricing refers to the strategy of pricing based on the perceived value of consumers. The 

core is the customer (Andrew Blumenthal，2020) . Value-based pricing is carried out by 

Nike for consumers in the high-end market segment. Nike helps the company increase 

profits by measuring the maximum value that customers are willing to pay for a particular 

product, while also ensuring a loyal customer base. Nike has also obtained a higher price 

advantage than products on the market by virtue of its brand image and product technol-

ogy research and development level. 

 

premium-based pricing refers to the value of products beyond the normal market competi-

tion conditions. It is the price that consumers are willing to pay for consuming a company’s 

products (Mbalib, 2021l,). Nike associates loyal customers who form a special intimate re-

lationship with the product with the price of the product. Therefore, Nike can ensure that 

consumers are willing to pay higher prices for the products, to obtain classic products. 

 

However, the fierce market competition environment has also brought some pressure to 

Nike. As competitors also provide high-quality products within acceptable price ranges, 

customers have more purchase options, which will affect Nike's price strategy. 

 

4.5.3 Promotion strategy  

Nike's target audience is mainly people who love sports, especially young people. Due to 

the high level of activity among young people on social media, Nike also uses social me-

dia to interact with millions of people through Instagram, Facebook, Twitter and YouTube 

and consumers to promote products. Nike's sponsorship promotion involves well-known 

athletes and celebrities from different countries and regions. In order to make fans and 

consumers who love sports recognize and buy Nike products, Nike hired athletes such as 

Rafael Nadal, Kobe, Jordan, Tiger Woods, and LeBron James to endorse products and 

shoot commercials. According to statistics from Statista, Nike’s advertising costs in 2020 

will cost $3.5 billion（Statista，2021b）. In addition, Nike also benefited from athletes' 

fans, thereby increasing the income of related products endorsed by athletes. For exam-

ple, Nike has set up a special brand for Jordan, Air Jordan, and is far ahead of other prod-

ucts in terms of sales volume and market demand. At the same time, Nike also sponsors 
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cricket, NBA, marathon and other events and sports teams to increase brand awareness 

and sports customer groups. 

 

At the same time, Nike attaches great importance to product development and marketing 

in the female market. In October 2014, Nike announced the Nike woman strategy in New 

York, announcing its official entry into the women's market. With the release of the Nike 

woman strategy, Nike has made a series of offline retail experience innovations and 

online communication for women. For example, in 2014 Nike opened women's experience 

halls in the United States and Shanghai to provide all-round services and products for 

women. At the same time, Nike is also actively exploring new online marketing methods, 

and produced an original 8-episode short drama "Margot vs. Lily", which was released on 

NIKE's official website, YouTube, Youku and other platforms. In addition to watching the 

plot, the audience can also receive fitness-related tutorials and suggestions, as well as the 

marketing and promotion of NIKE's fitness shoes and clothing, APP, and social accounts. 

According to statistics, the show has received more than 80 million views, and it has also 

attracted audiences to download NIKE's fitness assistance App: NIKE+ Run and Training 

Club (Kaiyuan securities,2020b, 35). Nike provides continuous incentives for women to 

actively participate in sports and challenge themselves to further expand Nike's influence 

in the women's sports market. 

4.5.4 Distribution strategy 

In direct offline stores, Nike uses offline and online integration and intelligent upgrades to 

strengthen interaction with consumers, thereby establishing closer connections and in-

creasing customer stickiness. For department-operated stores, Nike has transformed it 

into a highly interactive and immersive retail environment, realizing online and offline inte-

gration. For example, Nike Shanghai Innovation Retail Store, where the store showcases 

the latest product innovations, provides data-based product try-on and product customiza-

tion services for customers. Due to the current epidemic situation, Nike has shifted its dis-

tribution focus to online, bringing the flow of offline retail stores that need to be temporarily 

closed to online. On the one hand, it can reduce offline losses, and at the same time, it 

can seize the opportunity brought by the epidemic, expand the number of online mem-

bers, and cultivate consumers' online consumption habits. 

 

In the online channel, Nike mainly obtains data through the NIKE Tmall flagship store, the 

official WeChat applet, NIKE.COM, SNKRS App, NIKE App and e-commerce platforms to 

obtain data and information to grasp the needs and preferences of consumers. For exam-

ple, in cooperation with Tmall, Nike has developed consumer experience standards for 

online channels. In the WeChat applet, Nike not only provides customers with a channel 
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to purchase products, but also allows consumers to check offline inventory in real time, 

making it easier to try on and purchase, to better promote consumer purchases. SNKRS 

App is mainly the main lottery sales platform for NIKE limited edition sneakers, meeting 

the demand of Chinese consumers for trendy shoes. In the Nike app, Nike focuses on the 

ecological construction of the membership system. In addition to providing purchase func-

tions, it also provides Chinese users with a one-to-one membership service centre, as well 

as more personalized and customized content pushes, including localized training tech-

niques and eating habits tailored to Chinese consumers. 

 

In terms of distribution channels, Nike reduced the number of retailers, selected "differenti-

ated" retailers, and continued to share data with high-quality retailers. In October 2017, 

NIKE announced that it would reduce the number of 30,000 retail partners worldwide to 

40, and cooperate in-depth to become a "strategic retail partner." At the same time, Nike 

will share customer data with retailers and connect with core retailers to provide consum-

ers with better services across all channels. (Kaiyuan securities,2020c，23) 

 

4.6 Analysis of Anta's marketing purpose 

4.6.1 Build a brand image and increase brand awareness 

The fact that Anta is the highest-level sponsor of the Beijing 2022 Winter Olympics is 

proof of Anta's strength. Secondly, the Olympic brand has experienced centuries of cul-

tural precipitation and value accumulation, which is the best carrier to enhance the image 

and popularity of the sponsor company, and this advantage is also incomparable with 

other branding strategies. On the one hand, it can make the public transfer the same good 

impression of the Olympic Games to the Olympic sponsors; on the other hand, the Olym-

pic sponsors are more easily accepted by consumers when promoting and operating their 

products. The Olympic spirit of "Higher, Faster, Stronger" will also help to combine and 

promote the brand value and Olympic spirit culture, thus enhancing the brand value of en-

terprises. As a strategic partner of the Chinese delegation and the Chinese Olympic Com-

mittee, Anta has been providing the Chinese delegation with medal uniforms since 2012, 

so that Anta's logo can be displayed in front of the world again and again, and more peo-

ple can understand and recognize Anta, and finally enhance the brand awareness. With 

this, Anta became the official sportswear supplier of the IOC in 2019, and will have the 

right to use the emblem and title of the Olympic Committee for marketing and advertising 

and other activities, and become the designated product of the Olympic Games, while this 

product also has a certain degree of exclusivity, which can help the sponsoring company 
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further consolidate its corporate status, strengthen its brand advantages, increase the dis-

tance from competitors and improve brand awareness. When a company has established 

a good brand image and brand awareness, it will play a great degree of advantage when 

consumers shop. Since in general, consumers will give priority to products with higher 

brand awareness in their shopping list. When consumers are unable to distinguish the dif-

ference between products due to inexperience while shopping and are faced with the 

choice of having to buy, brand awareness becomes an important factor for consumers to 

purchase. In the survey on Anta's brand awareness, it was found that 61.82% of consum-

ers said they knew about Anta and 38.18% said they did not (Figure 13.). 

 

 

Figure 13. Anta Brand Awareness Survey: Do you know Anta? （n=220） 

4.6.2 Increase consumer brand loyalty 

When a company has a high brand image and reputation, this can to a large extent enable 

consumers to have a certain tendency and preference for the brand, that is, brand loyalty. 

Improving brand loyalty is vital to the production and development of an enterprise and ex-

panding its market share. (Mbalib, 2021m,) 

 

Anta uses sports resources-related activities to attract consumers to experience and par-

ticipate in brand marketing and publicity activities, to obtain their views and attitudes to-

wards the brand, to improve and enhance marketing methods in a targeted manner. At the 

same time, Anta provides a variety of corresponding convenient activities in the process of 

consumer participation, such as customer service experience, perfect after-sales service, 

etc., to narrow and deepen the relationship between enterprises and consumers, and pro-

mote the effectiveness of consumers and enterprises. Communication is conducive to the 

61.82%

38.18%
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formation of close ties between enterprises and consumers, and ultimately enables con-

sumers to generate brand loyalty and promote brand development. For example, Anta 

uses social media such as Weibo to communicate with consumers on certain sports hot 

events, first attract the attention of consumers, and then release various marketing activi-

ties related to products, so that the communication between the two parties is not limited 

to basic understanding. , It also includes the changes that companies and brands actively 

make for consumers, as well as consumers’ opinions and suggestions on the brand. 

 

Figure 14. Anta Consumer Loyalty Survey（n=220） 

 

As shown in Figure 14, in the survey about Anta's consumer loyalty, the survey was ana-

lysed whether consumers are willing to buy Anta's products for a long time. Among them, 

the proportion of consumers who expressed general willingness to purchase Anta prod-

ucts for a long time was half of 52.27%, the proportion of consumers who expressed will-

ingness to purchase products for a long time was 27.73, the proportion of consumers who 

expressed very willingness to purchase products was 11.36%, while the proportion of con-

sumers who were not willing to purchase products was 6.82% and the proportion of con-

sumers who were very unwilling to purchase products was 1.82%. From the survey re-

sults, the proportion of consumers who are very willing and generally willing reached over 

90%, which shows that consumers have certain brand loyalty to Anta and the effective 

communication between Anta and consumers. 

4.6.3 Gaining market share and maximizing profits 

Market share refers to the percentage of a company’s sales in the entire industry, or the 

percentage of a company’s sales in a certain market to the total sales of similar products 

11.36%
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6.82%

1.82%

Very willing Willing Good Unwilling Very willing
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in the market. The market share is a direct reflection of the company's operating condi-

tions and the competitiveness of its products. (Baidu,2021c) 

 

When Anta has established a good brand image, with the help of good communication 

with consumers, then by increasing product exposure and improving product sales, and 

finally gaining a large share of the market share, the ultimate corporate profit can be max-

imized. As the official partner of the Beijing Winter Olympics Organizing Committee, Anta 

will receive the rights and interests of the Beijing Winter Olympics Organizing Committee 

to provide products and services and marketing rights. Therefore, Anta uses the rights 

and interests of the Olympic Games to combine Olympic-related products with its own 

Marketing strategy to quickly occupy market share and maximize profits. From the per-

spective of market share, the gap between Anta Sports and Nike and Adidas is also nar-

rowing. According to Euromonitor's data, in the Chinese sportswear market, Anta's market 

share will increase to 15.4% in 2020, second only to Nike and Adidas' market share of 

25.6% and 17.4% (Zhou Jie, 2021). 

4.7 Analysis of Anta marketing SWOT 

4.7.1 Strength analysis 

According to the analysis of Anta's marketing environment and marketing strategy, Anta's 

marketing strengths are as follows： 

 

1. Anta is keen to participate in public welfare undertakings for donations and sponsor-

ships and other activities, which has laid the foundation for Anta's good brand image 

to be established. 

 

2. Through the above channel strategy analysis, it can see that Anta has many sales 

channels, including retail stores, various channels dealer cooperation and e-com-

merce and other sales channels. Anta has established perfect sales channels 

throughout various provinces and cities in China, especially in the second and third-

tier cities, to close the distance with the consumer market and shorten the response 

time to the changes in market consumer demand. 

 

3. Anta is the first sports goods company in China to start sports marketing. From 1995, 

Anta started to sponsor the World Championships in weightlifting, to 1999, when it 

signed the contract with table tennis player Kong Linghui, to 2009, when it signed the 
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contract with the Chinese Olympic Committee and a series of other sponsorship activ-

ities. Anta's sponsorship of sports events, sports players and sports organizations for 

many years has enabled Anta to accumulate rich marketing experience. 

 

4. Anta not only has sufficient sports sponsorship resources, but also maintains long-

term cooperation with the Chinese Olympic Committee, which provides a good foun-

dation and platform for Anta to carry out product marketing. These sports resources 

provide a good foundation and platform for Anta to carry out product marketing. By 

combining with corporate marketing strategies to maximize the benefits of existing 

sports resources, Anta will continue to increase its visibility and influence in the sports 

goods market. 

 

5. Anta has sufficient liquidity. As of December 31, 2020, Anta Group's liquid cash 

reached 15,323 million yuan, an increase of 7,102 million yuan from 2019. Even un-

der the impact of the epidemic, Anta still has a healthy cash generating capacity (Anta 

sports products limited 2020g, 52). 

 

6. Anta's production and operating costs are controlled at a low level and it has a certain 

cost leadership advantage. 

 

7. Anta has numerous brands under its umbrella, and the synergistic development of 

multiple brands will facilitate the development process of Anta's participation in the in-

ternational market. 

4.7.2 Weakness analysis 

According to the analysis of Anta's marketing environment and marketing strategy, Anta's 

marketing  weaknesses are as follows： 

1. When studying Anta's product strategy, it was found that Anta's products are mainly 

male products, while female products are relatively few. From the side, it reflects 

Anta's insufficient investment in the women's market, resulting in a low share of the 

women's market. 

 

2. Although Anta is the top ranked sports brand in China, there is still a large gap in 

technological research and development and innovation capabilities compared to top 

international sports brands such as Nike and Adidas. And product development capa-

bilities and innovation on consumer choice preferences largely determine the sales of 

products, as well as the lack of core competitiveness. 
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3. The positioning of Anta brand is in line with the low-end market of the general public. 

In the early stage, in order to enter the market smoothly, Anta's product design is 

mostly based on imitating NIKE, Adidas and other popular product styles, so that 

there is a serious problem of product homogenization. Due to the lack of independent 

design and innovative ideas, Anta has formed a resistance psychology and bad im-

pression in consumers' mind, resulting in the phenomenon of low brand reputation. 

 

4. Anta has numerous sports resources, such as sponsored sports events and sports or-

ganization sponsorship, as well as contracted sports athletes and celebrity endorsers. 

However, Anta has not fully integrated and utilized the existing sports resources and 

cannot maximize the value of these resources. 

4.7.3 Opportunity analysis 

According to the analysis of Anta's marketing environment and marketing strategy, Anta's 

marketing opportunities are as follows： 

 

1. China is paying more and more attention to the development of the sports industry 

and has enacted a series of preferential policies to support and develop it. 

 

2. In recent years, China has made great efforts to promote sports programs and 

events. At the same time, the national awareness of fitness has been gradually 

strengthened. It proves that there is still much room for the development of China's 

sports market. 

 

3. The continuous development of China's economy and the increase of national income 

level have gradually increased the purchasing power of consumers. This has laid the 

economic foundation for Anta to develop the market and further expand its market 

share. 

 

4. The holding of the 2022 Beijing Winter Olympic and Paralympic Games will further 

stimulate the market potential of outdoor sports and winter sports. This will provide 

market development opportunities for Anta's outdoor sports and winter sports sporting 

goods. 

 

5. Rapid development of e-commerce, which the emergence of the epidemic has made 

a new consumption model. Among them, live e-commerce and social media-driven e-
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commerce show a substantial increase in the Chinese consumer market. By leverag-

ing different social media and increasing marketing promotion investment, not only 

can we strengthen the communication between Anta and consumers, but also in-

crease the sales of Anta's products. 

4.7.4 Threat analysis 

According to the analysis of Anta's marketing environment and marketing strategy, Anta's 

marketing threats are as follows： 

 

1. Under the impact of the epidemic, Anta was mainly affected by the following: firstly, 

the consumer's desire to consume was restricted and the flow of customers to the 

stores decreased, which affected the revenue situation of the company resulting in in-

sufficient cash flow for the company to operate and maintain. Secondly, the temporary 

closure of stores in high-risk areas of the epidemic required the company to bear 

large expenses such as expensive store rents and staff salaries, and to face the prob-

lem of large inventory accumulation. Thirdly, in order to cooperate with the prevention 

and control of the epidemic and to ensure the health and safety of employees and 

customers, sponsored sports events and activities were postponed or suspended, 

causing huge economic losses to the company. And the sales of a series of sporting 

goods driven by sporting events stagnated and the inventory cycle lengthened. 

 

2. At present, competition in the sporting goods industry in both domestic and interna-

tional markets is becoming increasingly fierce. Among them, it is mainly due to the 

gradual expansion of the sports industry and the rapid expansion of international 

brands in the country. At the same time, the competition in the sports industry has 

changed from the original product price and quantity to quality and technology. The 

intensification of market competition will have an impact on Anta in terms of revenue 

and market share occupation. 

 

3. Innovation and technology in the sporting goods industry is developing rapidly, while 

Anta's research level and innovation ability is weak. Without increased investment of 

capital and personnel in this area, Anta's products are more likely to be replaced by 

products of other brands in the industry. 

  

4. Although Anta has a strict management and quality control system for its suppliers, 

business can be affected by factors such as the quality of raw materials provided by 

suppliers, transportation time, and delivery conditions. There may also be instances 
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where the quality of raw materials does not match, deliveries cannot be made on time 

and in the agreed time, quantity and location, or where products are lost or misplaced.  
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5 Conclusions 

This study starts from the concept of marketing, combined with Anta's macro marketing 

environment and surveyed consumer conditions, analyses Anta's existing product market-

ing strategies, and compares the marketing strategies of competitor Nike, as well as 

Anta's marketing objectives. The conclusions are as follows ： 

 
First, in the questionnaire survey of Anta consumers, the respondents were mainly men 

and a few were women. Secondly, the age group of consumers' is mainly in the 20 to 30 

years old young people, whose consumption ability is relatively low. Thirdly, consumers' 

education level is generally higher, and they tend to have higher requirements for prod-

ucts, which requires Anta to have certain product technology development and innovation 

capability. Fourthly, the consumers' occupations cover a wide range, reflecting the popu-

larity of Anta's brand and the wide range of application of its products. However, consum-

ers are mainly students with no income. Finally, consumers spend mainly between less 

than 200 yuan and 600 yuan on sports, and Anta's product pricing is in line with the pur-

chasing power of the overall Chinese consumer group. 

 
Secondly, through the analysis of Anta's marketing environment, it is found that China has 

introduced more preferential policies for the sports industry to promote the development 

and prosperity of China's sports industry to the greatest extent. The rapid development of 

China's economy and the growth of national income, as well as the increase of people's 

fitness awareness, the holding and promotion of the Beijing Winter Olympics and ice and 

snow sports, constantly increase the demand for sports goods. This has provided devel-

opment opportunities for Anta's marketing development. However, China's sporting goods 

market is becoming more and more intense and the industry competitors are gradually in-

creasing, making the phenomenon of product homogenization more and more serious, as 

well as the increase of substitute products, which will pose a greater market challenge to 

Anta. 

 

Thirdly, the analysis of Anta's marketing strategy reveals that the main marketing strate-

gies used by Anta are mainly product, price, promotion, distribution, public relations, 

branding and people strategies. The effective marketing strategies will further promote the 

sales and profits of the products, as well as increase the market share and competitive-

ness. First, Anta's product strategy is mainly designed and implemented in terms of prod-

uct categories, areas involved, product materials, product styles and product develop-

ment. Among them, most of the consumers are more satisfied with Anta's product style 

design. Secondly, Anta's price strategy mainly uses three aspects of competition-oriented, 
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consumer psychology and discount pricing. Thirdly, Anta's channel strategy is to sell prod-

ucts through retail, channel cooperation and e-commerce channels. And in the consumer 

survey, it is found that consumers mainly buy from offline stores, followed by online web-

sites represented by the official website. Fourthly, Anta's promotion strategy implemented 

in new product release, excessive inventory accumulation, and market share grabbing 

with competitors is mainly based on personnel sales, advertising promotion and business 

promotion. For example, signing spokespersons, sponsoring sports events, cooperating 

with social media platforms, and implementing various product promotions. Fifthly, in or-

der to increase the company's awareness and brand image, Anta has adopted a public re-

lations strategy based on public service and donations to gain consumers' trust and recog-

nition. Sixthly, Anta is currently implementing the brand strategy of "single focus, multi-

brand, and omni-channel", so that its multiple brands can be operated independently to 

cooperate with each other to maximize corporate benefits. Finally, in order to better serve 

consumers, Anta needs to train its employees and other personnel strategies. Among 

them, it is found in the consumer survey that consumers are more satisfied with Anta's 

service and after-sales service. 

 

Fourthly, Nike's product strategy is mainly based on product research and development. 

Through cooperation with many scientists, assisting high-tech equipment to continuously 

continue product innovation and speed up the product development cycle. Nike's pricing 

strategy mainly uses value-based and premium-based pricing strategies, relying on close 

contact with customers, making them a loyal customer and voluntarily paying product 

prices. Nike's promotional strategy is mainly based on advertising and sponsorship. At the 

same time, Nike also attaches great importance to the marketing of the female market, 

further expanding Nike's influence in the female market. Nike's distribution strategy con-

sists of three parts: offline stores, online platforms, and distribution channels. 

 

Fifthly, the above analysis found that there are three reasons for Anta's marketing pur-

pose. Firstly, to build brand image and brand awareness. Secondly, to increase consum-

ers' brand loyalty. Finally, to gain market share and maximize profit. 

 

Finally，the analysis of Anta's marketing strategy and the benefit returns obtained after 

the implementation of the marketing strategy reveals that a good marketing strategy can 

promote the rapid growth of the company. 
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6 Suggestions 

In order to further promote product sales and increase market share, Anta needs to seg-

ment the market in terms of consumers' gender, age, education, income and consumption 

level, and design products according to consumers' needs. The company should promote 

and expand Anta's image and popularity through various ways. At the same time, it should 

strengthen the product development and innovation ability to attract more potential con-

sumers. According to the problems of Anta's existing marketing strategy, the following 

suggestions are made. 

6.1 Increasing investment in the female market 

Currently men still have the advantage in the income share, but in many households, 

women have more influence and decision-making power in their purchases. In the mean-

time, there are more and more excellent female athletes, and with that comes a lot of fe-

male sports enthusiasts. These female consumer groups also have a growing share of 

consumer share and purchasing power, and have become an important segment and a 

new growth point for sports brands that cannot be ignored. According to Accenture (2020), 

China has nearly 400 million female consumers aged 20-60, controlling up to 10 trillion 

yuan of consumer spending annually, enough to constitute the third largest consumer 

market in the world, close to the combined retail markets of Germany, France, and the 

UK. This part of the female market is largely untapped effectively. Therefore, there is a 

great market prospect. Anta needs to increase its development and investment in the 

women's market. Design different products according to the needs of women of different 

ages, occupations, and income levels. Secondly, increase the signing and sponsorship of 

female athletes and female events to continuously attract female fan base. Enrich wom-

en's sports consumption products, strengthen the connection with women's groups, and 

focus on marketing and publicity for the women's market. 

6.2 Investing in science and technology research and development 

As one of the core elements of the competitiveness of sporting goods, technological inno-

vation is of great help to enterprises in capturing market share. Compared with Nike's re-

search and development investment and product innovation ability, there is still a gap in 

the technological research and development ability of Anta's products. If Anta wants to 

achieve the goal of internationalization as soon as possible, product technology is a cru-

cial step. By increasing the investment in research and development and innovation of 

product technology to improve product quality and technology content, to gain consumer 

recognition and cultivate loyalty. Anta can develop scientific and technological products 
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with other companies, research institutions and universities through various forms of tech-

nical cooperation. By using external research and development resources, it can shorten 

the product development cycle, reduce input costs, and reduce market risks. At the same 

time, enterprises should actively participate in international science and technology and 

talent exchanges, as well as training more scientific and technological talent, to strengthen 

the ability of independent innovation. 

6.3 Increasing investment in social e-commerce 

As a result of the 2020 epidemic, people are spending more time at home and gradually 

increasing the number of hours they spend on the Internet, which is driving the growth of 

online consumption. According to statistics, in 2020 China's online retail sales increased 

by 10.9% compared to last year, of which online retail sales of physical goods accounted 

for 24.9% of total retail sales of social consumer goods (Dong 2021). Currently, social e-

commerce, which uses social media to drive product sales, has become a new consump-

tion model for current Chinese consumption. With strong user stickiness, accurate user 

segmentation, low-cost marketing expenses, huge business potential and close interac-

tion with consumers, social e-commerce has been able to develop rapidly. Therefore, 

Anta should grasp this new consumer trend to enhance communication with consumers 

and promote product promotion and sales. By promoting product content through online 

social platforms such as Weibo, WeChat, Xiaohongshu and short video app, users can be 

guided and motivated to consume the products. At the same time, it is necessary to con-

tinuously optimize the functions and services of the products. 

6.4 Strengthening the utilization of sports resource 

Anta has many sports resources and sports marketing history, including sponsorship of 

sports events, multiple cooperation resources with the Chinese Olympic Committee, Inter-

national Olympic Committee, Chinese delegation, athletes, etc. Facing the fierce competi-

tion from foreign brands, Anta must make full use of and integrate the existing sports re-

sources. By leveraging the brand benefits of the Chinese Olympic Committee and the In-

ternational Olympic Committee, and the visibility and influence of athletes, it can expand 

our active contact with target consumer groups. Secondly, recruit marketing personnel 

with professional ability to integrate marketing of existing resources. 
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7 Evaluation and gain of study 

7.1  Evaluation of study 

The purpose of this study is to analyse Anta's existing marketing strategies based on con-

sumer survey research, which mainly include: product strategy, price strategy, distribution 

strategy, promotion strategy, public relations strategy, and brand strategy. Can a good 

marketing strategy promote the rapid development of the company? At the same time, 

with the help of SWOT to analyse the impact of Anta's marketing strategy, and compare 

Nike's marketing strategy, to find out the problems of Anta's marketing strategy and make 

relevant suggestions. 

 

The study designed a questionnaire survey of related issues for Anta's marketing strategy 

(product, price, distribution, promotion, public relations, and brand strategy), and analysed 

and evaluated the feasibility of the implementation of Anta's marketing strategy through 

the results of the questionnaire. The results of the consumer questionnaire show that 

Anta's marketing strategy has achieved certain results. At the same time, the study also 

compared the market share and profit return after the implementation of the marketing 

strategy, to evaluate and verify that the implementation of Anta's marketing strategy can 

promote the company's rapid development. As mentioned above, as of December 2020, 

Anta's revenue has increased to 35.5 billion yuan, and it has become the third largest 

sports brand in the world, second only to Nike and adidas. Finally, in the analysis of Anta's 

marketing objectives, it is found that the implementation of marketing strategies can shape 

brand image and increase visibility, increase consumer loyalty, gain market share and 

maximize profits. Therefore, a good marketing strategy can promote the rapid develop-

ment of enterprises. 

 

On the other hand, SWOT analysis can analyse Anta’s disadvantages and threats, and 

compare the marketing strategies of competitors Nike to find out the gaps in Anta’s mar-

keting strategies, and find out the problems in Anta’s marketing strategies, and address 

related issues. Refer to Nike's good marketing strategy for reference, and put forward fea-

sible reference suggestions for Anta. 

 

7.2 Gain of study 

 

Firstly, in the study process, I have deeper research and understanding of the course of 

sports marketing. It allows me to apply the knowledge learned in class to research, and 
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continue to study in depth and expand the scope of knowledge. Secondly, through the lit-

erature review, I have a clearer and deeper understanding of the concept of marketing 

and marketing strategy and SWOT theory. Thirdly, through the questionnaire survey, I 

learned how to design the questionnaire and obtain the questionnaire data, so that I can 

use it in research. Fourthly, through the development environment of Anta's sporting 

goods, I fully understand China's overall policies, economy, customs, technology, and 

competitive development environment, to help me better engage in the sporting goods in-

dustry. Fifthly, by analysing Anta's marketing strategy, I have a better understanding of 

marketing strategy and apply it to my work, helping me learn and formulate marketing 

strategies in business. In the end, I learned to summarize and summarize, which greatly 

improved my thinking in the process of how to make the paper more organized and logi-

cal. 

 

7.3 Reference for future study 

 

Since this thesis only conducts research and analysis on Anta’s marketing strategy based 

on six aspects, including product, price, distribution, promotion, brand, and public relations 

strategy, it has failed to fully study other marketing strategies, and there is insufficient re-

search. It is suggested that future research can further comprehensively study Anta's 

other marketing strategies, such as sports marketing, advertising marketing, sponsorship 

marketing and other marketing strategies. 

 

At the same time, regarding the marketing strategy of Anta's competitors, this article only 

selects the foreign brand Nike as a reference for comparison, and there is a problem of 

relatively single comparison. Although Nike has a sound marketing strategy and has 

achieved good results, Nike is a foreign brand and has a different market environment 

from Chinese sports goods companies. Therefore, it cannot be a good reference for Anta 

and other major sports goods companies in China. Reference role. Therefore, future re-

search recommendations can further study and compare the marketing strategies of other 

Chinese companies, which will have more practical reference significance. 

 

Finally, as the official sportswear partner of the Beijing 2022 Winter Olympics and Para-

lympics, Anta will carry out related Olympic marketing to obtain greater return on sponsor-

ship rights. With the advancement of the preparations for the Beijing Winter Olympics and 

more and more people pay attention to the Winter Olympics, the value of Olympic market-

ing will also increase. Therefore, in the future, we can also study and analyse Anta's 

Olympic marketing strategies. 
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Appendices 

Appendix 1. Questionnaire 

Anta brand consumer usage survey 

Hello, I am a junior student who is preparing a graduation thesis at HAAGA-HELIA UNI-

VERSITY OF APPLIED SCIENCE. In order to complete the graduation thesis, I need to 

collect data about Anta's marketing strategy. I hope you can support and take your pre-

cious time to help me fill out the questionnaire. I believe it would be impossible for me to 

complete my thesis without your help. I will use my personality to assure you that the 

questionnaire data you filled out will only be used for my academic thesis, and will never 

leak any information and data about you. At the same time, I hope you can fill out this 

questionnaire carefully. Thanks again for your help! 

 

 represent Single choice 

 represent multiple choice 

———represent answer directly 

 

1. Gender 

 Male 

 Female 

 

2. Age 

 Under 20 years old 

 20-30 years old 

 30-40 years old 

 40-50 years old 

 Over 50 years old 

 

3. Education level 

 Middle school and below 

 High school 

 Junior college 

 Bachelor degree and above 

 Others 

 

4. Occupation 

 Student 
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 Teacher 

 Worker 

 Athlete 

 Medical staff 

 Liberal profession 

 Civil servants and public institutions 

 Enterprise and private unit 

 Others 

 

5. City  

 first-tier city  

 second-tier city 

 third-tier city 

 fourth-tier cities 

 others 

 

6. Do you spend on sports products? 

 Yes  

 No 

 

7. What is your monthly sports consumption? 

 Below 200 yuan 

 200-400 yuan 

 400-600 yuan 

 600-800 yuan 

 800-1000 yuan 

 1000 yuan or more 

 

8. What sports brands do you often buy? 

 NIKE 

 Addidas 

 Anta 

 Li Ning 

 361° 

 Peak 

 Jordan 

 ERKE 

 others 
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9. Do you know about Anta’s brand? 

 yes 

 no  

 

10. How much do you know about Anta’s brand? 

 Very well 

 Understand  

 General 

 Don’t understand 

 I don’t know 

 

11. How did you learn about Anta? 

 TV broadcasting 

 Magazines and newspaper 

 Flyer distribution  

 Celebrity endorsements 

 Outdoor advertising 

 Sports event sponsorship 

 Influence of people around  

 Others 

 

12. When talking about Anta, which of the following options would you associate with? 

 Sporting goods 

 Slogan: keep moving 

 Event sponsor 

 Fashion   

 Brand logo 

 Advertising screen 

 Brand spokesperson 

 Others 

 

13. What are the factors that influence your purchase? 

 Brand awareness 

 Product quality 

 Reasonable price 

 Promotion services 

 Service attitude 
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 Product style 

 Others 

 

14. What circumstances would you choose to buy Anta? 

 New listing 

 Promotion 

 Sports needs 

 Others 

 

15. What is the price range of Anta products you bought? 

 Below 100 yuan 

 100-200 yuan 

 200-300 yuan 

 300-400 yuan 

 400-500 yuan 

 500 yuan or more 

 

16. Do you think the product pricing meets your standards? 

 Yes  

 No 

 

17. Which channels did you purchase Anta products? 

 Physical store 

 Official website 

 Agent 

 Others 

 

18. As a consumer, which type of promotion do you prefer? 

 Discount when spent enough 

 Member discount  

 The second half price of some product 

 Shopping gifts 

 Others 

 

19. Do you think Anta’s product styles meet your requirement? 

 Yes 

 No 
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20. Compared with other sports brands, what aspects do you think Anta has done better? 

 Reasonable price 

 product quality 

 Service attitude 

 product design 

 Branding promotion 

 After-sales service 

 Others 

 

21. Compared with other sports brands, what aspects do you think Anta has shortcomings? 

 Reasonable price 

 product quality 

 Service attitude 

 product design 

 Branding promotion 

 After sales service 

 Others 

 

22. What do you think of Anta’s service and after-sales service attitude? 

 very good 

 Good 

 General 

 Not good 

 Very poor 

 

23. Are you willing to buy products for a long time? 

 Very willing 

 Willing 

 General 

 Unwilling 

 Very unwilling 

 

24. Do you have any valuable suggestions for the Anta brand? 

____________________________________________________________________ 

 

Thank you for taking your valuable time to fill out the survey! 

Wish you have a happy life, thank you! 


