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New customer care strategies —— For ANTA under COVID-19

1. [bookmark: _Toc19648]Executive summary
During the epidemic period, the internal and external environment of Anta Company has changed greatly, so the company's marketing strategy should also change accordingly. Based on the previous speeches, this report will develop a new customer care experience strategy to enhance the customer journey and enhance the brand's international reputation.
2. [bookmark: _Toc17144]Information from the presentation
Founded in 1991, Anta is a standards-setting company in the sporting goods industry, specializing in sports and leisure clothing/shoes and accessories.In recent years, Anta Group adheres to the development strategy of "single focus, multi-brand, all-channel", and has made remarkable achievements.Anta Group pays more attention to high standards and benchmarks. Through high-quality operation and management ability, innovative consumption strategy, marketing execution, comprehensive improvement of commodity power, brand power and retail power, and fine management, Anta Group has achieved remarkable performance and sustained growth.

Now Anta is faced with the two external background of increasing online consumer demand and environmental pressure. 

It is nearly a truism that the needs and wants of the consumer are the critical issues today in creating new products and services, and developing the accompanying plans to merchandise them at a profit (John D. Louth). Affected by the outbreak of the epidemic, people’s awareness of exercise will increase, and the number of people exercising will increase, resulting in an increase in the demand for sportswear. The sportswear market is huge. Group vice president Li Ling is huge. In the short term, the epidemic will have the most direct impact on the entire sports industry, and enterprises will be affected to a certain extent. However, the epidemic will trigger consumer demand for health and exercise, and consumers may even have reactive consumption behaviors. (2022) 1. The picture below is a report by McKinsey that sports apparel companies are more attractive than other apparel industries (Figure 1). Raise activities.
（Figure 1）
[image: a9958867dda0ebd1ded0a331fef737c]

The impact of the pandemic is not just temporary - it has also accelerated changes that will have a long-term impact on companies across the sporting goods value chain.COVID-19 brings the next normal to the industry, defined by factors such as digital commerce, growing demand for sustainable products and increased participation in individual sports.To succeed in the new environment, the industry needs to adapt its customer proposition and operational capabilities (Sabine et al, 2021).

Another change in the external environment is that the clothing industry is increasingly demanding environmental protection. COVID-19 challenges many human certainties, but it also shows that we are capable of dealing with serious threats. In addition, it is possible to see a huge opportunity: to create a true and sustainable revival. However, the challenge is very complex and requires the participation of as many stakeholders as possible and the implementation of low-carbon models in different production sectors (D’Adamo, et al, 2020).

When analyzing and studying the circular economy in the fashion industry, it is useful to consider research that emphasizes consumer and company perceptions of sustainability. McKinsey conducted an important survey of 2000 British and German consumers in April 2020 (consumers' views on sustainable fashion development). Two-thirds of the respondents affirmed the following questions: (i) the use of sustainable materials is an important driver of final purchase (67%); (ii) the brand should be completely transparent in terms of sustainability (70%); (iii) Delay in new collections is not a problem (65%); (iv) There is a tendency to repair items to extend their use time (57%); (v) Frequent purchases of durable fashion items (65%); (vi) Keep things longer (71%). It can be seen that consumers' demand for environmentally-friendly clothing is also increasing.

In terms of innovative environmentally friendly products, anta launched the environmentally friendly A-AWAKE ENERGY series "Train and Recycle" using recycled plastic as raw materials for the first time. This series uses waste plastic bottles as raw materials and uses environmental technology to convert them into recycled polyethylene terephthalate ("RPET"), making Anta a Chinese sports brand that meets the RPET inspection standards. With the support of supplier partners, Anta's R&D team has overcome many technical obstacles and produced sportswear made of RPET, which has the same function as sportswear made of traditional materials and meets the safety standards of ecological textiles. In addition, the overall cost is 30% to 50% lower than that of international brands. To make an A-AWAKE ENERGY sportswear from RPET fabric requires 11 discarded 550 ml plastic bottles. In 2019, Anta collected 7.7 million bottles and turned them into RPET fabrics, providing a new and successful solution for recycling plastic waste (Anta, 2021).
3. [bookmark: _Toc4825]Marketing objectives
Anta sports products co., LTD. After more than 20 years of development, has become the number one sports goods company in China.The brand positioning of Anta in China is lower than that of Li Ning, and it is oriented to mass consumers. The target market is mainly concentrated in the second and third tier small cities, which effectively avoids the direct confrontation with the international big manufacturers.The establishment of a sports science laboratory also avoids the homogenization of its products with other domestic brands, which is the key to Anta's success.But as the pace of brand acquisitions quickens, Anta

It is necessary to explore more international markets and enhance the international visibility of the brand.In addition, the COVID-19 pandemic has led to significant changes in global consumer demand.Therefore, I hope to promote the internationalization of ANTA and provide more ambitious customer experience through this marketing plan.

4. [bookmark: _Toc5190]New customer care strategies
[bookmark: _Toc25277]4.1 Strengthen brand building
If Chinese sportswear brands want to have a position among international brands, they must pursue the differences between themselves and international brands. Our country itself has advantages that are not available in foreign countries, such as low raw materials, abundant labor, etc. If we can add Chinese characteristic culture to Chinese brands, increase international visibility and turn "Made in China" into "Created in China". Today's consumption The concept of the author has undergone a great change, from the previous emphasis on material to the spiritual level; from the previous rational consumption to perceptual consumption mostly. So most of this perceptual cognition is generated by the brand. Only by establishing an independent sports brand and creating Chinese characteristics can we achieve resonance with consumers.

In addition, in order to expand the international market, Anta has acquired many foreign brands, but the current multi-brand integration effect is not good. In March last year, an investor consortium composed of Anta Sports (158.4, 4.60, 2.99%), Fangyuan Capital, Anamered Investments and Tencent completed Amer Sports and its brands (mainly including Archaeopteryx, Salomon, W Wilson and other brands) before the acquisition of ski sports brand Descente and children's clothing brand KINGKOW. At present, there are close to 30 brands under Anta. However, in addition to the transformation of FILA, the performance of other brands acquired by Anta is hardly successful. During the reporting period, in addition to Anta and FILA, other brands' revenue was 1.708 billion yuan, accounting for only 5.1% of Anta's total revenue. It is foreseeable that FILA's successful experience will be promoted to more brands by Anta. However, it is not easy to recreate a FILA in these mid-to-high-end positioning and a brand with an extremely limited audience in China. Therefore, how to complement each other's advantages and accelerate integration is the future development direction of Anta's multi-brand strategy, so as to enhance the overall brand awareness and influence.

[bookmark: _Toc19792]4.2 Strategy of Product Differentiation. 
In the acquisition of many brands at the same time, Anta should pay attention to the advantages of each brand, do a good job of product function classification. For example：Anta: Positioned as a professional sports brand leading by scientific and technological innovation, the group will invest more than 1 billion yuan in scientific and technological innovation in the next 5 years. Through hydrogen technology, A-Web, Flashfoam, environmental protection technology and other innovative technologies, as well as with Marvel, Coca Cola and other international well-known IP to create A cross-border co-branded model popular network, to gain consumer attention.Committed to achieve the transformation from an "affordable" brand to a "want to buy" or even a "scramble to buy" brand.

FILA : Positioned as a high-end sports fashion brand, will focus on creating "sports leading elegant taste of lifestyle".Signed a contract with the new spokesmen such as K peng, Wu jinyan, exclusive cooperation China tennis open, Jagger shoes in Tokyo global limited debut and other activities, attracted a large number of young audience.In addition, FILA continues to upgrade the image of the terminal to create a more stylish and sporty shopping experience.

DESCENTE: Positioned as a high-end professional sports brand, belonging to the outdoor sports group. Joined the group at the end of 2016 and achieved a year-on-year increase of 75% in turnover through more than two years of group incubation. Disante China has developed high-end products such as comprehensive training, women's and skiing. The high-quality ALLTERRAIN professional series and SKI product series have stabilized a large number of loyal high-end consumer groups. At the same time, DESCENTE also explored a unique marketing model, including the establishment of a professional sports club, exclusive sponsorship of the HSBC World Golf Championships, etc.
[bookmark: _Toc24867]4.3 Carry out the strategy of sustainable development. 
We can do it from product, process and supply chain. Product design encompasses all of the decisions related to the product’s features, such as the choice of materials, development of the product’s components and the design of the packaging. Process design includes the design of production processes from raw materials to the finished product. And material recovery and recycling. Supply chain design includes the decisions related to in-sourcing and outsourcing, logistics channels, suppliers, customers, and relationships with other actors in the supply chain (D’Adamo and Gianluca). Anta must strengthen its sustainable design in the upstream, midstream and downstream. Moreover, German environmental clothing expert Hoffen said: "A piece of clothing has more than 8,000 chemical agents used to turn raw materials into clothing fabrics and clothing, and the fibers used in environmental protection clothing have the characteristics of improving human circulation, anti-allergic and anti-bacterial. ". Therefore, sportswear design emphasizes the comfort of fabrics, popular fashion elements and design styles on the one hand; on the other hand, it emphasizes the environmental protection of reproduction and recycling to reduce the burden on the earth's environment.

In the short term, cyclical strategies require heavy investment in technology and can be a burden on the company, but we will get paid back quickly thanks to the reduction of material, energy, and resource wastes. In the long term, it will provide consumers with reasonable price, high quality, environmentally friendly products, forming a competitive advantage in the industry。
[bookmark: _Toc27319]4.4 IP marketing
IP, the English abbreviation is “Intellectual Property”, that is, intellectual property. It is the result obtained through intellectual creative work, and it is the exclusive right of intellectual workers to the result according to law. Its core concept is “Cross Media Creativity and Content Marketing”(Xiaomin, 2017). Compared with brand, IP is more emotional, and brand is more functional.

IP marketing in the 21st century is the most effective way of marketing, such as sports IP, cultural IP, and game IP, which are the IPs that young people prefer. Sports marketing not only promotes the spirit of sports, but also promotes corporate culture. It is suggested that Anta can expand IP cooperation according to its own needs and combined with actual marketing costs. For example, Anta has teamed up with the Palace Museum of China to launch authorized sports shoes for the Winter Olympics, which triggered a panic buying boom (Anta sports, 2019) and also spread traditional Chinese culture. In addition, products can be promoted through advertising, media promotion, sponsorship of events, hosting of events, and athlete image promotion.

IP cooperation is also conducive to Anta's path of internationalization, to enhance the acceptance of foreign consumers. Considering the cultural differences between China and the West, the acceptance degree of domestic consumers to the acquired brands and the acceptance degree of foreign consumers to the local brands of ANTA, the integration and complementary advantages of multiple brands can improve the brand awareness of ANTA and promote the globalization of ANTA brand. For example, Anta's joint venture with Coca Cola has been a great success, It can interact with consumers and increase its visibility in the American market

[bookmark: _Toc32712]4.5 Carry out DTC direct retail reform.
Anta’s Fila’s retail-oriented business model has accumulated a wealth of direct retail experience over the past years, which can help Anta Group carry out the reform of direct retail sales, open up consumers, products and distribution channels, and improve Commodity turnover efficiency, strengthen the seamless connection of online and offline businesses (Xiao, 2021). Under the DTC model, all data of online channels and offline stores are managed in a unified manner. Big data analysis will facilitate the flexible allocation of inventory distribution in directly-operated stores and achieve synergy between stores and logistics centers. Operational standards such as customer experience, products, and channels at the store level can be quickly unified. The ability to quickly adjust product design, selection and delivery based on market dynamics has also been greatly improved. This greatly improves the convenience of consumption.
[bookmark: _Toc26716]4.6 Interact with consumers by recording short videos of exercise
During the epidemic, e-commerce developed rapidly and online orders surged (Bhatti et al, 2020). In response to travel restrictions in the post-epidemic era, Anta can use brand spokespersons and contracted athletes to record short videos to interact with consumers online, encourage consumers to exercise at home, and use celebrity effects to promote sales. In addition, during the epidemic, the public tends to use social media platforms to obtain required information and communicate (Li et al, 2020). Using social platform channels for short video dissemination can play a good publicity role, thereby driving sports products. Sales. Customers can also learn more about brands and products from interactions
5. [bookmark: _Toc16314]Suggestions on performance management 
[bookmark: _Toc11521]5.1 Build an excellent management team and form a professional core decision-making layer
Anta can build an excellent management team through various channels, and gradually form a core decision-making layer with knowledge, ability and qualifications. Introducing professional managers and truly accepting them as the core leadership of the company is the first and extremely important step for Anta to move from a family business to socialization.

[bookmark: _Toc22263]5.2 Establish and improve the training system, cultivate capable grass-roots talents
At present, all staff partial training pre-service, duty on a regular basis, for the key positions and quality related quality inspection personnel to implement related certificates, supplemented by a set of relatively complete company performance salary system and talent incentive mechanism, responsibility, right and benefit of the trinity, synchronization in place, at the same time, establish the perfect organization, to center system operation mode,Forming a strong management team.
[bookmark: _Toc24553]5.3 Strengthened logistics management and responded to the surge in online orders during the epidemic
The 10,000 sales of e-commerce and wechat businesses have a corresponding demand for logistics and platform systems. In terms of logistics, Anta first Sterilize before shipment and use the SF EMS delivery method. Secondly, Anta Group's logistics provides 712 hours of logistics services to assist brands in converting offline products into online products in a planned, step-by-step, and phased manner. At the same time, an emergency plan was launched to increase efforts to promote the central return of goods, and to provide solutions for the rapid turnover of inventory of various brands. In terms of platform system, the T team urgently develops new functions of the business system, and coordinates resources to ensure online business, such as FLA Mall official website, O20 Cargo, etc.
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