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Li Ning Company Customer Care Plan Customization
Summary
Based on the research results of the first part, this report proposes a customer care plan based on the current status of Li Ning Company. It mainly starts from four parts: brand, customer, marketing channel, and innovative experience, and proposes a comprehensive customer care plan. Enhance customer care and enhance competitive advantage.
Chinese sports brands have a long way to go if they want to gain a firm foothold in China and even internationally. In order to ensure satisfactory customer results, the following suggestions are worthy of Li Ning’s reference. First, accurately position the brand, and second, use integrated marketing methods. Establish two-way communication, contact customers from different channels and pursue long-term results, and thirdly use big data, 3D and other technology to create and improve customer satisfaction, and give more customer care

introduction
In the first part of the report phase, my team and I from the company’s corporate perspective, based on the 4P model, put forward the following conclusions on Li Ning’s marketing strategy in the new environment: product strategy, insist on optimizing product portfolio; price strategy, price strategy, continue to adopt Differential pricing model; channel strategy, increase the marketing of e-commerce and other channels; promotion strategy, Li Ning company focuses on national spirit, with feelings as the communication strategy; user management, with user experience as the core, accurate use of digital management. Therefore, the report in this part will combine Li Ning's marketing strategy and analysis of advantages and disadvantages involved in the first part, and use 7PS theory, STP theory, 4C theory and Integrated marketing communications to propose different dimensions of customer care from brand, customer, marketing, and experience. The plan aims to improve customer satisfaction, realize the company's strategic plan, and finally propose corresponding supervision and performance management measures based on the customized plan for customer care.

Implementing humanistic care in enterprise customer management, so that customers are satisfied with the company’s products and services, can enhance the company’s brand value and reduce the cost of developing new customers; care about the essential needs of customers can obtain long-term trust, and this trust It is better than the benefits that any commercial exchange can bring; only by giving customers humane care can we form long-term strategic partnerships with customers, obtain life-long long-term value from customers, and win two-way long-term value. (Zhu Meiqiu & Xie Xiaomei, 2014), so the customer care plan is one of the business strategic plans that Li Ning Company needs to develop

Customer care plan customization
1. Brand
Brand Positioning refers to the ideological struggle of consumers (Ries, Trout, 2001), and occupying a unique position in the audience's thoughts, related to a set of very specific and different associations. In brand positioning management, two important reference points should be considered: target group and competition (Janiszewska, Insch, 2012).

1.1 Scientific and reasonable brand positioning and extension
Keller (2003) emphasized that in order to reach the right position, it is necessary to establish the correct point of difference (brand-specific) and equivalence point (related to the category, not necessarily brand-specific). Li Ning Company is making changes, developing Li Ning sports life on the basis of Li Ning basketball, badminton, running, and training, taking China's local trend sports brand as a new goal. Although there has been a change in the target positioning, the excessive pursuit of fashion elements has made customers forget Li Ning's original positioning: sports competition, which presents a fuzzy and chaotic positioning. Adi gave a good case study. The three series of performance, origins, and neo are well positioned for customers to locate and purchase. Positioning means that each company establishes a clearer and unique position relative to competing products (Schlegelmilch, 2016). Li Ning can distinguish competitive sports from fashion sports, allowing precise selection of target customers with different needs, and avoiding confusion among customers.

1.2 Consistent brand and spokesperson
Storytelling and brand storytelling are well-known ancient art forms. Spokespersons and logos are the roles that tell brand stories. They can be immediately recognized and awakened to establish emotional bonds with customers (Herskovitz, Crystal, 2010). The spokesperson directly affects the audience and the brand, so to ensure the consistency of the spokesperson and the brand (Desarbo, Harshman, 1985), hiring "effective" spokespersons has become a problem that Li Ning Company needs to pay special attention to.
Li Ning hired a large number of spokespersons, complex types. It includes spokespersons for many industries such as basketball, swimming, badminton, table tennis, and high jump, as well as spokespersons for the entertainment industry. Although it can attract the interest of enthusiasts of different sports, from the perspective of long-term strategic planning, it is not conducive to the establishment of Li Ning's brand stability (Hu, 2015). Especially in the last one or two years, Li Ning's spokespersons have gradually turned to be mostly endorsed by entertainment stars, which is very different from the competitive sports positioning established by Li Ning. Nike, a powerful competitor, consistently insists on using basketball players as its spokesperson. It is no exaggeration that Nike is almost the best choice for basketball enthusiasts around the world.
Li Ning can also hire basketball players for the basketball series, badminton spokespersons for the basketball series, and entertainment celebrities for the fashion sports series. Targeted endorsements can reduce customer disgust and resistance, and better establish a brand image. Win loyal customers.

2. Customers
In addition to establishing a customer care plan from a brand perspective, another important and most basic perspective is the user perspective. The 4C theory put forward by Lauterborn (1990) puts customers in the first place. Therefore, we must first understand what customers need and what they like in order to better serve customers (Muhammad, 2014).

2.1 Data mining and clustering: the construction of user demand profile
The correct market segmentation is a key factor in the success of marketing (Leonidou & Katsikeas, 2010). Li Ning can easily and accurately summarize market trends, popular products, fashion trends, industry proportions, etc. through the mining of big data. It can also portray complete customer habits and orientations through website monitoring data, social data, and geographic location positioning. (Lycett, 2013). Li Ning can collect static data on basic consumer information (An, Jisun et al., 2018), as well as dynamic data on the time that customers use the online platform to browse products, consumption tendency, and advertising viewing time. In this way, by constructing a portrait of customer needs, we can accurately locate customers and orientations, and complete a more accurate customer care plan.

2.2 Improve cost performance and meet customer consumption costs
After solving the customer's needs and preferences, we must consider the next C (COST), that is, how much the customer is willing to spend on the purchase. This involves the customer's income level and the cost-effectiveness of the product. Combining the product and price in the 7P theory proposed by Muala and Qurneh (2012) can effectively solve the cost problem.
Merchants often use various special pricing and promotion policies to attract consumers' attention and increase customer loyalty (Toma Sorin, et al., 2010). Compared with Nike, an international brand with a long history of development, the lack of powerful performance is a "trick" restricting the development of Li Ning. With inadequate product performance and a somewhat inflated pricing, Li Ning cannot become the customer's preferred brand. According to Li Ning's 2020 annual report, the purchase rate in second- and third-tier cities is relatively high, and high-paid people are more willing to choose international brands to buy. If unable to capture the high-end buyers, Li Ning can choose to adopt middle-level products to correspond to the middle-income class, and high-end products to the high-end income class. Although it may seem to reduce Li Ning's income, slight fluctuations in price can alleviate the embarrassing situation of insufficient technology, and the cost-effectiveness can meet the needs of customers and truly achieve the purpose of caring for customers.

2.3 The membership system gives customers more power
Fombelle et al. (2015) believe that VIP customers like to show off their membership and the feeling of being favored. Hubert (2017) believes that customers feel that the greater the effect of membership privileges on them, the stronger their willingness to purchase paid members. Li Ning can launch a limited-time experience event for paid members to encourage non-member customers to purchase paid members. Like IKEA, members can enjoy discounts and free cakes on their birthdays. Li Ning can also hold important time points such as customer birthdays and holidays, and send warm wishes and caring to customers, so as to effectively shorten the emotional distance with customers, or Provide customers with certain benefits, and customers will be more willing to cooperate with enterprises. Although these are small details, they can greatly improve the customer's shopping experience, achieve the goal of caring for customers, increase their satisfaction and increase their loyalty.

3. Integrated marketing communications
In today’s fierce market competition, due to the narrowing of product differentiation, the rapid update frequency, and the excessive deconstruction of information by diversified media, companies appear to be fragmented when disseminating information, and the information received by consumers is messy, leading to consumers Unable to correctly recognize the brand(Vince & Keith, 2002). Therefore, it is necessary to communicate with consumers and stakeholders from different perspectives of a theme, and make the brand an unshakable choice in their hearts.

3.1 Reasonable use of multiple marketing communication methods
Both the traditional media and the new media that dominate today's marketing communication methods have their advantages. Various media need to interact and integrate to create a three-dimensional marketing communication system(Gurău, 2008). Although the combination of a variety of marketing communications can expand the marketing effect, bomb-type information transmission will cause information bombardment to customers, and make customers unable to obtain effective information from massive amounts of information. Therefore, Li Ning needs to give different channels different roles. Weibo, WeChat public account, Facebook, and twitter can be used as a streamlined information release platform; community forums and product evaluation boxes can be used as communication platforms; emails and magazines can be used as detailed information customized push platforms and fashion releases Meetings, advertisements, etc. can be used as a platform for brand value promotion. Assigning specific functions to different channels can not only avoid repeated receipt of information, but also deliver different levels of information to customers with different needs, which makes it more convenient for customers to screen information(Varey, 2002).

3.2 Open multiple channels to accelerate two-way communication between consumers
The beginning of integrated marketing communication is consumers, and the ultimate goal is also consumers. This factor has become the biggest difference from traditional marketing methods. The ultimate goal of an enterprise is to make a profit, and only when the consumers are correctly grasped can they remain invincible. Not only Li Ning, but most of the apparel industry lacks two-way communication. If you think about real customer care, you should listen to your customers' ideas. The large game community forum is a good case, and Li Ning can also learn from it. Start a user forum on Li Ning’s official website, and provide a platform for customers to share their opinions, dressing skills, design ideas, and so on. Regular forum management. Forum is a good interactive platform. Customers, customers and the company can use this platform to achieve the purpose of communication. The company can communicate the company’s values and service concepts through the forum to establish emotional connections with customers, and to be satisfied with customers. The increase in degree has a positive impact(Park & Lee, 2007).

3.3 Pursue long-term results and focus on after-sales service
The focus of integrated marketing communication is to establish a long-term friendly relationship with consumers and stakeholders, while pursuing short-term benefits while taking into account the long-term development of the company. Only when the relationship with consumers reaches new heights can they build their brand. loyalty. Customers have to bear shopping risks when shopping online (Yang et al., 2020), so it is necessary for Li Ning to improve online after-sales service. Li Ning first needs to ensure that online products are as stable and reliable as those sold offline; secondly, they need to speed up the response frequency and provide exclusive customer service, especially when manual services are required to ensure the timeliness and accuracy of services(Ma Liting, & Luo Zewen, 2020). Give customers enough company care to effectively improve customer satisfaction and reduce customer churn due to the company's own factors.
After the goods are purchased, Li Ning provides tracking services to customers, and tracking services are often not restricted by time and place, especially in the context of e-commerce, tracking services also show lifelong characteristics (Luo Yan & Chen Gang, 2021 ). Li Ning fully considers the actual needs of customers, so that customers feel that they are valued, feel that after selling the products, Li Ning also gives him enough care to get the best service experience.

4. Innovative experience
4.1 Physical evidence: 3D Virtual fitting room
One point raised by the 7PS theory is Physical evidence, which can provide clues to customers and improve the quality of services provided by merchants. In offline physical stores, customers can get information by trying on clothes, but online purchases have become a major shopping trend. There are many types of products, and customers may not be able to select products that suit their needs even if they spend a lot of shopping time. At the same time, we have to bear the risk of return caused by inappropriateness.
According to a study by Blazquez (2014), nearly 56% of consumers said that tactile and overall visual perception are the main reasons for the failure to purchase clothes online, which means that 3D Virtual fitting room can provide consumers with information other than text descriptions. , Can provide a more adequate sensory experience, which is very important for clothing buyers. Therefore, adding 3D virtual fitting software to the Li-Ning online shopping platform is a bold and innovative move. Through the authenticity of 3D virtual technology, it can provide customers with an intuitive and novel experience. Through the interaction between customers and people, products, processes, and the environment, the sum of the feelings, perceptions and attitudes of the entire consumer behavior is formed. (Jain &Bagdare, 2009).

4.2 Independent creation gives clients the identity of designer
Nan et al pointed out that the apparel industry has many problems such as industry decline, inventory squeeze, and serious product homogeneity. Whether it's because of improper clothes, personalization, or other reasons, customers seem to follow the hint, and customers can also become designers. Li Ning can give a client a designer identity in two ways. The first is to learn from Nike, formulate styles, and provide a combination of accessories to form new products. The second is to learn from the Chinese game company Tencent. Tencent's Game King Glory (large-scale role-playing game) will regularly launch user-designed game character appearance competitions, and then use professional teams to optimize and publish the winning designs. Directly imitating Nike’s approach, it is easy to be put on the hat of plagiarism. In contrast, the second approach can be well combined with the Chinese style trend brand positioning Li Ning now wants to create, giving the Chinese platform design a Chinese style(Gao & Lee, 2021). Finally, the finished product is optimized, which can not only mobilize the enthusiasm of customers and increase brand exposure, but also meet the individual needs of customers and achieve personalized customer care.
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Li Ning Customer Care Program formulated the 7ps theory

Customer care plan performance monitoring
The implementation effect of the customer care plan needs to be demonstrated through clear data. Kaplan and Norton (2001) put forward the balanced scorecard. The performance of strategic goals should not only be viewed from the financial performance of the company, but also from the four dimensions of finance, customers, internal business processes, and learning and development. Compared with single financial performance monitoring, the balanced scorecard emphasizes the connection between measurement and strategy, and may better reflect the changing nature of technology and competitive advantage (Kaplan & Norton, 1993). Therefore, for the customer care plan, Li Ning Company can supervise from the perspective of finance, customers and internal management. From a financial perspective, Li Ning can monitor performance through online and offline transactions. From the customer's point of view, it can be jointly supervised from many aspects such as the return rate, the rate of online transactions, the enthusiasm of the forum to speak and exchange, and the membership rate. The internal process perspective can be supervised through the evaluation of the employee appraisal form and the evaluation of service satisfaction.[image: 78[WR]1`DE3I7$N@BKE4I50]

The balanced scorecard strategy map
Figure from Kaplan and Norton (2001)

Conclusion
The customer care plan is one of the cores of Li Ning’s business strategy. Through the customer care plan, the company’s brand positioning, image, product, price, service, innovation and customer association are combined to form a unique plan combination, which can help Li Ning and other companies Competitors are differentiated, through different means to attract, retain and deepen customer relationships. At the same time, the customer care plan pays more attention to the quality of the relationship with customers, aiming to provide customers with more complete and applicable solutions. From the perspective of customer care, the expected results of delivering differentiated value propositions are also determined (Kaplan & Norton, 1998). Therefore, customer care planning is a business strategy that Li Ning Company needs and must do. Therefore, this report proposes the formulation of a customer care plan from four aspects of brand, customer, integrated marketing, and innovative experience for Li Ning Company. At the same time, it emphasizes the need to strengthen the learning and application of resources such as big data, 3D virtual technology, and social media. Use the balanced scorecard to monitor the performance of the customer care plan.
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Appendix
Organizational Summary：
Li Ning Co., Ltd. is a professional sports brand founded in 1990 by Mr. Li Ning, the famous "Prince of Gymnastics" in China. It was listed in Hong Kong in 2004. The company mainly deals in Li Ning brand professional casual sports shoes, clothing, equipment. In addition to the core brand Li Ning, there are also joint ventures operating other brand sports products, including Double Happiness, ALGLE, Danskin and Kason
Li Ning was once the overlord of China's apparel manufacturing industry, but since peaking in 2012, the brand has entered a bottleneck, sales have been squeezed by external brands such as Nike, and lost its first position internally to Anta. However, in recent years, Li Ning has tried Chinese youth The fashion market gains a firm foothold, integrates traditional Chinese culture and products, internationalizes the "China Lining" sub-brand through value creation, and shifts its positioning from competitive sports to fashionable sports. At the same time, it adopts the strategies of fashion celebrity endorsements, active participation in charity activities, combining China's national conditions with Chinese trends, and establishing a data center database to better establish customer service and enhance Li Ning's company image.
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Political

National development is centered on
economic construction, and many
preferential policies related to the
sportswear industry have been promulgated
to encourage and support the extremely
high core competitiveness of independent
brand clothing and expand overseas
markets.

Economic

1.National income has risen.

2.The economy returned to stability, and
the consumer goods industry recovered
quickly.

3.The overall domestic market operation is
under pressure.

Social

1.The population is large, the consumption
potential is great, and the consumer group
is huge.

2.Changes in consumption structure,
3.The outbreak of COVID-19 has made
people across the country pay more
attention to their health..

Technological

1.Early days: low-tech sports products.
2.Now: Sports specialization becomes a
goal.

3.SHELL technology platform.





image5.png
Advantage:

1. High domestic reputation and
profound brand heritage.

2. Mature market operation experience.

3. Good social relations with the
government and sports circles.

4. Long-term accumulated appeal and
consumer groups.

Disadvantage:

1. There is a big gap between the
technical content and design capabilities
of the products and the world-class
brands.

2. There is a large gap between actual
consumer groups and target consumer
groups.

3. The brand conveys inconsistent ideas
and information.

4. There is a huge gap between
localization and internationalization

Opportunity

1. The sports consumer market is
growing steadily and there is plenty of
room for future growth;

2. Great opportunities for high-end
market expansion;

3. Great opportunities for product line
mining;

4. The potential for sports consumption
becomes greater;

5. Strong support from domestic and
foreign policies.

Threat

1. Intensified industry competition, the
high-end market is blocked by top
international brands, and the low-end
market is challenged by local brands

2. Competitors have made
breakthroughs in core technologies.





image1.png
Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David





image2.png
7PS

Customer care plan measures

Required resources

Product

Price

Brand Positioning Series
Classification:

Competitive Sports + Sports
Fashion Improved

After-sales: Efficiency + Long Term

Improve cost performance and
differentiate price stages

Artificial intelligence +
employees

Place

Reasonable use of a variety of
marketing communication methods

Open multiple channels to
accelerate two-way communication
between consumers

Social media platform +
marketer

Promotion

Provide trial membership
opportunities + improve
membership benefits

People

Physical
Evidence

Create 3D Virtual Fitting Room

Given the identity of the customer
accountant

3D Virtual Technology

Process

Farly:

Build customer portraits and
analyze customer preferences
Hire suitable spokespersons to
create a good company image

Mid:

Multi-channel marketing
Establishment of customer care
plan supervision mechanism

Later:
Pursue long—term results and
focus on after-sales service

Big data technology +
spokesperson





image3.png
‘The Balanced Scorecard Strategy Map

Improve Shareholder Value

Finandial

Perspective i

Customer
Perspective

Sharoholder Value
ROCE

Prodct Loadershp)
‘Customer ntimacy

Customer Value Proposition Operaiond Excelerce
Pml/svmummc Ra lmsh

* O Customer Satistation

“Build the Franchise™ “Increase “Operational “Good Neighbor”
Customer Value™ Excellence”
Internal
(Customer (Regulatory &
" (Innovation (Operations &
Perspective Processes) b Logistics Processes) B ki

Leaming & A Motivated and Prepared Workforce

Growth
i Strtogo s Girmato for
e =





