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A Comparative Study on the First-tier Sport Brand Marketing
between China and Other Countries

——Based on Examples of Nike, Adidas and Li Ning, Anta

JIANG Liang', ZOU Juan-hua', LI Hong-jun', CHANG Sheng-liang',

ZHANG Yu-bao’, XIE Ming-zheng'

(1. School of Sport Sciences, Hengyang Normal University, Hengyang 421008, China;
2. School of Physical Education, Anyang Normal University, Anyang 455000, China)

Abstract: Methods of literature, advertising observation and comparative analysis are applied to com~
pare the first-tier sport brand marketing at home and abroad in terms of the marketing concepts, mar-
keting structure, marketing channels. The results show that; (O Nike, Adidas take consumers’
minds as center, and adopt targeted marketing, while Li Ning, Anta are producer-centric, and are
product marketing-oriented. @ Nike and Adidas have established a three-dimensional and three-level
marketing structure and have achieved a full coverage of major international events and top sport
stars, and even the youth in streets and at schools, while L.i Ning and Anta’ marketing presents a flat
structure, mainly covering national, regional sport events and second-tier international sport stars and
domestic stars. @) The marketing channels of Nike and Adidas were developed under the background
of separate production and marketing, featuring a focus on marketing and a management of produc-
tion, while Li Ning and Anta also appear as separate production and marketing, but they show a focus
on production and ignorance of marketing. This study attempts to learn from successful international
experience and put forward development proposals for the innovation of Chinese sport brand marketing
activities and the establishment of national sport brands.

Key words: sport products; brand marketing; Nike; Adidas; Li Ning; Anta



