E-Commerce Letters H17 7% 1¥if, 2024, 13(1), 276-285 Hans Xl
Published Online February 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.131034

R B BRI E TH RIS 5T

& @

FARUE B AR 4 Be, V05 At

ks HiH: 20244F1H4H; FHBEM: 20244F1H15H; KA HM: 202442 H29H

B

RELHFKALTRD EASH, 202088 L RELELFHR—EMNE, ERIERELRNZ
Trrg. B “DUEHR” FIRBFERR, NRYREFKTABHRR, MZBEFHE, ANRFERES
BHREIREE, REAFTIWIRFNERIS. ZEARINLDRANRE, RARBRKGSEEE
A, EENTZERREWT. “XER” KEKRNEZBR RS UREARRORERSETIZF)
PEAIEFTHLS, XA+ BB FERRENTIZIAE, ULREEHRE, RBEATERER, Fh
VRERRTS. AICH5E “QER” KRR RN EREENAE R T REEHRISHT AR, AR
BEIE NI AL AL E B SRR R AL MR W, E— PR R RIS T HALE ™ R R E LR

XA
RS, BHER, RN

Research on Marketing Strategy of Anta
Brand Sportswear

Yu Pan

School of Business, Nanjing University of Information Science and Technology, Nanjing Jiangsu

Received: Jan. 4‘h, 2024; accepted: Jan. 15th, 2024; published: Feb. 29”’, 2024

Abstract

China’s economy has been on a steady rise for a long time, and the 2020 epidemic brought some
impact on China’s real economy, but at the same time accelerated the development of China’s In-
ternet economy. With the formation of the new development pattern of “double cycle”, the conti-
nuous improvement of people’s material living standards, coupled with the enhancement of
people’s fithess awareness during the epidemic period, China's sports industry has ushered in new
development opportunities. Since its inception, Anta has continued to develop and become the
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largest comprehensive sports brand in China, with influence in the domestic market. The “double
cycle” development pattern and the post-epidemic era have created new opportunities for many
local sports brands represented by Anta in China. These local brands need to actively adapt to the
market environment, optimize brand marketing strategies, stimulate domestic market demand,
and strive to expand the international market. This paper makes a detailed analysis of Anta’s
marketing strategy under the current “double cycle” development pattern and the post-epidemic
era background, provides targeted suggestions for Anta to adapt to environmental changes and
optimize marketing strategies, further promotes development and gives other domestic brands
effective reference experience.
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Figure 1. Economic development map of China from 2011 to 2020
[ 1. 2011~2020 FHELZF L RE

£ “XUE” RIEF® R T, BUGE DY KA, RIBIE AT ERE R, S Fssiieirik
KM RE Z RN, FROELU . MBS RIS TR, kR RSOt R4 A I 2 DA 5

DOI: 10.12677/ecl.2024.131034 279 TR 4TS


https://doi.org/10.12677/ecl.2024.131034

N

SR, [ AT — RS AR S R E A, RE ARSI PR BOR R R G R i, f
SRS B PR, RN NOT A 2, O A B 24 AT 28 5F PR HEAT i RS B8 110 2 2034
o F[E GDP YEfF R B Y, MTBaIRARE ALAT fh hEA RE .

3.2.3. LI

18 3 MRS T 37 i RAUE B B K AL S IR B R A R A R AN A 2, SR AV RIZ Zh i, i n 4 R fg
REGEE, A AR S B T SR N B AT R, A B NS B IREAT R R SRR, AR T BOR S s
B REEsRe NIERIEE, Rigs, RS E R RAE I kiR, BkE AKE
T AN E] D [ AR AR L (R BEE B

3.2.4. BARFE

oG BB AR R R, BE R qar S AT R R R a3 . 23 REs W TE T B4 fErp, TG
(4 AR IR R IR AR AR AT, Gl SRR BN FiARE . B I RS hab
AR SRR AR, Pl RS E SEE. PRIHKPRI . DA E B RS A%
SRIVEE R, BORINAEILEC. RS S, MMIUSEEARZEE BRI, RN TR, (HHEILETE %%,
AT BEAE =SB TR FE AT, SR P SR . T 23 T DUERL T B B B2 R A HL
Gt Bt <1347 App B BREESRALN VR SR ROR, 45 T 9 ARG SEAT R AR, SR
HE) BRI R
3.3, REMEMNEHIAEST

TIREMRR AL G, ASCREE TR LB, MSE4n T WEEAE . P LB f
S R VA BE 3 A0 S L BE D AN TT I, 53 22 8 i RLE [ A A0 T (RO ORI 5E ,  WDf JEC  o f1 32 22
P85 S5 Pk

3.3.1. TEHEIF

R IZ BN R T BA Sl K DR JERNE, R REARX /MR, figEEEnTHE
GREE) Tz, TN BT A A PR A A G KT AR SRR E T, S, 7. MERKE. ST ASSE
Bl P S R R S, oI 25 T AR IR IE AR - SR BN 1 SE 4 00 o 2020 42 3 AR 7 A, B IR
P I P A B R T, TS YT K WA IR B E B, 2021 RS, B A K
40%~45%, JE T 75 FILA R K 75%~80%; 2% [k 2% DLAM S R4 B 40 K i A 1A 21 80%~90%;
FED B R ERR LK 2 55%. rHte] WL, 22 B B A T TG B SE 40 T2, A R
P ibeN i AR N I [N P S SN i 7 A R S o) U

3.3.2. BIEHNSE

IR N RWRAT WSS S AT R R B2 )& e BsE VIR E —2kigsh b, LA e i e
AL AR S R, 6 R T 3% K AR T B BRI SR 5% A B 11 7 2 5 A7 7 — 58 S RAROSE o = B AT
5, Bl EASThEEE, SeHtiEshtE, R RE RSN R R R E O R E Br oK
FELTE o e A [ AR b SRR e B . TN RN TS A R, S EEREAATE RO T i B
&2, WTEHE NG ME LA RE . Ay R X ST 3 AN R SR B R R R, M F S B il R el T e N AR
e AR IR, FE BRI R R B Re 1A IR, 38 7E T M DA S 38500 S kR . Rtk
TETERE N SR T ARG T, 10 2B CARBON IR E A g 2 b i e Sk, TR FERE N385 0 3 it
Hu A FEIE J) HAK

DOI: 10.12677/ecl.2024.131034 280 TR 4TS


https://doi.org/10.12677/ecl.2024.131034

N

3.3.3. FlERA

12 3 AR v T 3 s = B AR LAk, TP E SRR ThREE R, E AN
R A B BRI R, DR s2 30 s s AN LU 05 AN B AR B R AR B g IR E T
R T G, WWAMNIETE S0 E, XA B w340 I TR B R R, 7
Wil =, ARG, & sh2Em M i e N B 2 BN THERUR, 72 i 2 R O, B IR IE R
NFRRE, X RS A I8 2 ke S R S I e bk, A R AR AT G o AR AR Yeit, R
HI 3 117 37 S SR 1 3 A B i S B A . i e SO TR T A i T I e R, B e
(SRR BRI R AR, TR A SR A HE N FILA, 7= 7 —2og Wit , 76 E 4z
T B P LA AN T B AR

3.3.4. BLRIFFINEE

SR BB RS T 5, A5 B AR TR A RS A 5, AR I8 B IR AT ML N [ iR
PRSI, [ P AR A3 i A B R e RS, X e R it ELAT A A B 34 . OEM R 144
an R AR AR, R A4 ST AR T AR PR ) R AR R SR A, LRI v 55 XE LA WU
T1o BIEA LS A R URIEH E R A, I VR4 2 PRSI . 2B 2008 4E T
G, WRIBMRA PG, R “HP7 5 “OEM 477 A HN, e ssi# RT , 48
WER S AEP= B R A R L B IR 5555, S5 R AL AT AMELAE =, A TR I 4 2L R
JIFIRIEEA =877, HERF AN BE JT B S5 .

3.3.5. A& WU EE

AFTEEL, RE BB ARBEAT I e 5 AR B, AT R ¥ 2 3 A A+ (R, T
LB e 9 R R T e o D SIS WA BB RIE T XA R A 75 SR s X i R ) S IRE DA R i ) B 2 ek
FRIEE o 22 AH LU Pk ) LA AR L RN s B S B, 9l o AR AT SO, [ i 3 A = Tk B AR
HEA M SRANE RIS R A= S . DR TP 05 5 0 42 B R0 9 R 8 1 R, ) S Ay
BE 1T . AR T3 K 2 B0 R 2 B B FEBE A, AT e B 2, R NG 2SS, 728
AR F/NE, P L AE T SR 22 b = i, 9 Fod e KBRS B RE 78 /0 b 7 Mg o 3 i e »
AL S HR ARG Bt 117 3 1) ) ST WA B T 8058k

4, REERIISTIAINEE SR )R
4.1. RERE SWOT ot

SWOT ZpHr & 78 f = P o SRS o34, AT ML BRAR MV ORI TR R, W R e i A A7 A 1Y
MM, Tl TN UERTEAE BT, T LA g3 i 5 0 B SRS o AN STHE B 73 A 22 85 Wl et T Y
WLH . HH BAENEMEOLE 1), B2 U2 BEE NSNS R RIEES)RE, AE0 TE 1 High
B Ja SCOUAT SN, S AU IE 2 A, R B S

N 1 s, 2Bk MR SEOE. BORITR. HRE IR R E B ) AR
WAL M EIAL, ZRF . RE AU BT AR T2 A E I IME; s,
ROTERE I E R G LA, AWIRANIET Bt Il 782 A E S AR B A G, A B
AR AT, BATSEK BRI LA 588 10 2%, fEE A ST 8 M X
ST A S IRE, B IR R, BRI MY & WA L A, YT 6 B
W55 B ST E LA, AT AR o I Ak R P 55 B AL oot R ) R ik v i R P 7 5 T AN
B Ho—, RN R ve L Bk A BRI, e e A S R sk 2 R, B A TR Y

DOI: 10.12677/ecl.2024.131034 281 TR 4TS


https://doi.org/10.12677/ecl.2024.131034

N

B, DR WO R 2 R PP 28 T, TE— i A Sz i, [ bR A E A T 3 R I A 2
K=, ZEm TR, “Fa” FIMEIE SR HIEE R E T, I 2B DU =, R
LR o PR RN B, 3TN ASATIE 9 5 = A AN R G 28, SFECLECON T 439 A 2 #
4 dE AR K o
Table 1. ANTA brand SWOT analysis table
%=1 RESSEE SWOT otk
Lyl EEE S
1) AN ER A
2) FEARWE R
3) AHHIEEMRSE
Wlig B
1) A RBUR S Fr

2) WIBMFAEE KIE )
3) VM T A A R A AR

1) ARSI A 2
2) R EIAR AN

1) B AA LS
2) [E BRI i i 5 5+

ZES B RARZEANIE: K, T4, KFEshmb s B EEL, AU E
HNEEAIZAAT W B LSRR, 36 DAME—I& 3 i AR B A 5 P I S AR e 1. =, SREE W2
L TTIZEER WARB I, EHERT AWy Rl AR, WLms, WK ia Sk R 2
KN, BN BA BRI ). H=, %) 2020 FREEPN . HEH DR 5205 N, EAHEE
A PR BN FOB B F R BAY, T P E SRR AR, T 2 R S R i
(HS UL, 2285 ah i A7 AR AR 2V AE AU . — T, [ YA SRR SE SR DTS A o A
Wig a2, [FAT S E AWRTE ™ Mo MIEOR, U E WA E Y SRS, S RS A
IR eI o 53 —J7 T, FERRTUER GBI K. EAMAE P A R, B, 2 fii
FEE PR SR TR, I B ANWS NS [ A i, v, B ik 3 55 [ B i R AR R B (K T 37 o5 A
FAT R PE A A i, HBORBT AR SR LA, X 22 B9 KR A i3 At N B BT 373 B —
o

4.2. REDAEHRIEFER ISR

421 REMREEEN, BHEEURES

i T R i RAE T S BEAT B B A S5 — [ TI0D, VH 9 X PR A B R, LA R XU ) i it
TR T RE B 25T S B ARFACAZ 1 B KR s AN BT et ik i — B DR B E dh R R 280, iR B S ik
T EARAR IR A HARE, IR NG o 2208 NG ST B I A T3 SR A7 AE S WU 5 B0 S Bkt 8
R, XBRHIBRN KR 5P BAL BTA B PR TZCR, JEA B M A L Se 4 i,
LR R AT R AE LALE A 22 D05 it R o JBEA0ITD £ o e b, 22 N IS 3l W TT 32 80, 1991 4R61J52, 2007
AIER EWHEANE BT, Rarbs RIS SRR, i 5o AR ik 7 [ P 0T 4 © 24 R 1S
TP M B, TR A R 0 2 o i S A B N A P P £ T ) R e A 7 o
SRS (0 i BT AN DL S BN IR, BRI 328 (w2, SEIREAE LAR

4.2.2. FaERZ 81, BRHEES
HALEAE B P AT A B K T 37 o5 A R B BT 55 AU 20 2RI S, T H A
A 10 FERIBHIT I NENL 2 [ o AT TC VR A2 M R i 2T e i, IR R BORAN G, 2 51T

DOI: 10.12677/ecl.2024.131034 282 TR 4TS


https://doi.org/10.12677/ecl.2024.131034

N

WAL — SRR AL — ez . B T “ R QB G, AR 40 ZIEFE LA, H
HIEIZ B AR, BRI QIHHARIR A o 2B T00 2 7 i B TRE BE I R RN FH I K B # A
R Bt i, A7 Bt T THANVE 2 H B ROHERZ IP B HOL - S M bR, BT iz B &
Rith, $TiE 7 SRR M ORAE S S B TT A TR I, XERLCY B SRR R T 2 . BT
NRIR, WL B kE, FEREHELWAE PRI AR, PAR A B2 B S BABA IR (¥ iy 1
HEOR, X EFCH PR T Z R RIS A AL .

4.2.3. FiEY RIR, BENERARZ

LS R - 2R - T PRSEANZE LR R IR AR B LR, TN IRIE S, 2001 4EAEAL
FOPBES K TE, 2009 Y FILA 37K 2 Jotb e B IRE Ol . 220 T8 B M 2% 7 i 4
i, (H5 BRI 7B N R TR, R I DAL & N SR8 78 7 T Al ST Al it R IS, IR
FEREMEERRSZATE, ML T HEN RS 98 ERARARIREE, RIS (5
PBME AT RAF IS SR, 7R 5y o b A R LIRS MR 2 5 0 sE . 2k B IRIET I, 2218k
BENE NI ZA YT G AR 6, KV I R s Lk, (B RY e i RIE A I T
RERAMGE, EWAEREAERE, BENEAE ., & L TNREY R, PAEREGm HZERE
AR, B I 22 B ABL T BB AR T L, 0 SCAS 2 DATE S 2l 38 0o Hh AR R 5 [ 1 1) A

5. RETEHRMEIILEN
51 mEERZTN, ERIHHERK

R, LB S R 2 TR AN, AT DU 9% T A AR TS AR gy, R R T IAE C
A 1% el BRI DA . ORI KB RERUY KENE S FRNE, hF
WA A& 2Ll sE{E LAk, Rk FiEsh2 NREREFLTES, SEFEsfaR1ELk
B ARV B AR A AT S N R A E L 75 o U014 2 RIS SN AR B IR0 O AWt , ot B A H iz
ENWUEAT TE 7> HAWME TR, AR T 28780 A EES Bbrmily, (2t B 5 AT E B 28 2 18 1Y)
REERE . AR XU B R SRR ESR, @B Z oL ANy, X EAmpMEs T, ETA
(R B T B s 22 5 Ak, 22 AR [ PN A i 3760 I ot R A et 7 B AT 2 b . S E AT W 2 0T
st fErp, R AR A T, DS 2 B T e i 22 oo fe 2= Ak, 38 A R X O3 [ Y T
A 71 T 37 01 it R VA o A

5.2. A mAIFRES, RHMERFFHESR

TH BT BB AT AL B AL AR R I %, Ao lbh 75 S el S AT A M B . RIS e T
AN Dl tutasy, e E R ash i@ 5 /R, KAe e e A, % i 3 & L EAT N
KAEWIRAS, AT TS S S 7 i, XA AT . R MR
A, E AR TH SRR i RSO A% G SCA AR R & IO A L AN ok, ISR 1 06 A2 AT TL BN R B R
SEANGRAN, DRI 22 AT B 7 A R e Sk b R, S I R DGR R Y B 1V R A, R R
AR E A SATEN b2, PLGETH ™ b BUBTRE ST TR BRI T RFGHIIN[R] B R i e
A, FEIEFEN SCBE A A G X — b R i e A 3R, TR AR PR 9

53. fTHERURE, WERITITERBEFEFR

HRIE AT “XUEIA” B FXY RN FRIZR, J5EEARS FRRHLE, 2N D E N E
N, SR AT AT SE S AT O [ PR i I SRIE o AR [ A T 37 s B SCAR A B i 3 i A, 3

DOI: 10.12677/ecl.2024.131034 283 TR 4TS


https://doi.org/10.12677/ecl.2024.131034

N

TR RE SR, RE LB SR S FE B, RN EARTI A € 27, WEKRFEFRNA
SRS E IR IMA R o BT I AL BRI AR BB AT Sk X 2B A A Joy s B Gt 4 [ A T 3 A
[HBrTiid7, A EBR e EoR, SIEEERAA, RPN T2 R B E60H™d, - EHEs
T 3708 A I RE P AT RS S [ A T8 SRR, TLIR RIS A s AN 7] B 5T 3 1) R IR 1%, 2 8
PSEN SN E B IEIAMA R, AR TS 3 B JE e 2% B B I AR 2, R B A
37 [0 ROE A K 25

6. fRLEL

0 22 s P A TR N A T3 A L AT L O S AN SEmE AT, TR R E AN E s iR T e
PIEL, B “XUEIR A% SR A a1 IR A 2 i S5 [ 2 2l R e s PR S O A JR ARG, [ 7 s Bl e i it
PACHRNL 2, R A A T8 4 S

WA EEA IR, (1) ZEEE M RIS Z SR EH ™, 2 EHEE . 2) %
BERAHAR. FIE. SROMESFINS I E MRS RE, BRI SRR IEARL, KIEZEN
HRSE BT o (3) 22 R | LA [ i PR 24T AR “ XUIEIA” M R A a BERE IR ARRA B, A« ELHC K
+7 WBEANSMTIRZERCE, KA, 8RN

Sk

[1] [EIEEFRE- RS, B9 EE—— b HRIAsERIM]. 565 . Memn, %, % i BB ARHARAL, 1994,
[2] Keller, K.L. (1998) Strategic Brand Management. Prentice Hall, Upper Saddle River.

[31 [, A0 S M]L 28 7 i TRA, &, ¥, dtalt: R Hikktt, 2001.

[4] A0, Jisk. Branhd: apEoN 2E FEIM]. dbat e R 2% ittt 1999.

[5] WABEZ. AN E PP BT S —— BRI S T R R [M]. BUMI: LR 2 Hi ik, 2013.

[6] ey, Aol dh i B S A E AT AT [I]. W R K22 AR (fh 2R 24, 2015, 29(4): 142-149.

[7] Kotler, P. (1994) Marketing Management: Analysis, Planning, Implementation and Control. Prentice-Hall, Upper Sad-
dle River.

[8] Dwivedi, A. and McDonald, R. (2018) Building Brand Authenticity in Fast-Moving Consumer Goods via Consumer
Perceptions of Brand Marketing Communications. European Journal of Marketing, 52, 1387-1411.
https://doi.org/10.1108/EJM-11-2016-0665

[9] Blandine, H., Lise, A.C. and Pierre, M.J. (2019) The Role of Brand Innovativeness on Attitudes towards New Products
Marketed by the Brand. Journal of Product & Brand Management, 29, 569-581.

[10] Tsai, Y.L., Chung, M.C. and Hsieh, I. (2021) The Sustainable Key Strategy for Brand Marketing—The Case of Madou
Pomelo Products. International Journal of Agriculture Innovation, Technology and Globalisation, 2, 318-340.

[11] dk—t%, BOHAL, ESK. BT S0k AT LA AR S B A R R A oy A [3). LA BT AE, 2019(15): 64-67.
[12] ZERMG. ALZZ ML PR E S AL 1R SRS 1R s3], R AT, 2020(16): 88-90.

[13] FhRER EFREEE— HELSN RS AT R[] f£1E, 2021(4): 90-93.

[14] BunBse. CRART. MEIAFEL SREARD: SECE W = EZ R[], I, 2023(1): 8-10.

[15] TEfH, SREEAR. 2= AR RS A RIS 0] IUACE (B R), 2019(4): 98-100.

[16] horvl. [l i S AL R g 1) BB 0], FARid 3, 2021(20): 117-118.

[17] Lee, J.L., Kim, Y. and Won, J. (2018) Sports Brand Positioning. International Journal of Sports Marketing and Spon-
sorship, 19, 450-471.

[18] Myungwoo, L., Seob, M.L., Hun, L.D. and Soo, J.C. (2019) The Impact of Sport Brand Extension on Brand Loyalty.
International Journal of Human Movement Science, 13, 51-63.

[19] Jankovic, M. and Jaksic-Stojanovic, A. (2019) Challenges of Sports Branding. Sport Mont, 17, 75-78.
https://doi.org/10.26773/smj.190213

DOI: 10.12677/ecl.2024.131034 284 HLF R 55T iR


https://doi.org/10.12677/ecl.2024.131034
https://doi.org/10.1108/EJM-11-2016-0665
https://doi.org/10.26773/smj.190213

N

[20]
[21]

[22]
[23]
[24]
[25]
[26]

Bodet, G., Geng, H., Chanavat, N. and Wang, C.C. (2020) Sport Brands’ Attraction Factors and International Fans.
Sport, Business and Management: An International Journal, 10, 147-167. https://doi.org/10.1108/SBM-12-2018-0107

Alvaro, D.L., Leandro, P. and Renato, C.L. (2022) Outcomes of Social Media Marketing in Sport Brands. International
Journal of Service Science, Management, Engineering, and Technology, 13, 1-22.

BEFIIE. FRE AR H F 5 RS S JARTHFAL ], M E SCS T, 2016(2): 111-115.

JA %, M ER. RIGHESRARE MRS BB E SER%]. T8 RIEIME B 224, 2020, 37(3): 59-62.
BRETT. Bl AREDE T E =R E i AT LR B 10 88 Ak JRxT S [3]. BBy 5, 2021(38): 197-198.

Ji¥y, FOTT, R HBNE R NEE MM IP R E S AL]. EE S B4k, 2022, 25(23): 82-87.
LB “Bi AR R IR EA S R R R T[] 3 TR B RH, 2023, 45(2): 42-47.

DOI: 10.12677/ecl.2024.131034 285 HLF R 55T iR


https://doi.org/10.12677/ecl.2024.131034
https://doi.org/10.1108/SBM-12-2018-0107

	安踏品牌运动服装营销策略研究
	摘  要
	关键词
	Research on Marketing Strategy of Anta Brand Sportswear
	Abstract
	Keywords
	1. 引言
	2. 文献综述
	2.1. 品牌概念研究
	2.2. 品牌营销研究
	2.3. 体育品牌研究

	3. 安踏品牌营销环境分析
	3.1. 安踏品牌简介
	3.2. 安踏品牌宏观营销环境分析
	3.2.1. 政治环境
	3.2.2. 经济环境
	3.2.3. 社会环境
	3.2.4. 技术环境

	3.3. 安踏品牌微观营销环境分析
	3.3.1. 竞争对手
	3.3.2. 潜在进入者
	3.3.3. 产业替代品
	3.3.4. 供应商议价能力
	3.3.5. 购买者议价能力


	4. 安踏国内外市场现有营销策略及问题
	4.1. 安踏品牌SWOT分析
	4.2. 安踏现有营销策略存在的问题
	4.2.1. 品牌形象塑造模糊，忠诚度难以提高
	4.2.2. 产品缺乏创新，科技力量薄弱
	4.2.3. 渠道扩展过快，渗透力度有所缺乏


	5. 安踏营销策略优化建议
	5.1. 品牌建设多元化，国内外市场差异化
	5.2. 提升产品创新能力，刺激国民情怀消费
	5.3. 打开国际化渠道，构建内外市场营销循环体系

	6. 研究结论
	参考文献

