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[bookmark: _Toc107312398]Executive summary
Marketing has increasingly become the most critical and key issues for the development of a company. Marketing is also the most important strategy of an organization since it directly influence the companies’ profits and revenues. This report incorporates a systematic and comprehensive effort to uncover the marketing activities and its impacts on the the organization’s performance by analyzing the case of Erke (a Chinese sportswear brand). The purpose of the study is to evaluate Erke’s current marketing strategies and identify what kinds of promotions the company needs to make in an attempt to achieve future success. The findings of the study indicate that Erke needs to focus on products innovation and make more investment in  research and development of new products in the future. Meanwhile, making some appreciate adjustments on its current marketing strategy is also crucial for Erke’s future development.
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[bookmark: _Toc107312399]1 Introduction
Marketing highlights the management process seeking a way to maximize the financial returns to shareholders through enhancing relationships with valued customers and at the same time strengthening the company’s competitive advantage (Paliwoda, 2008). Established in 2000, ERKE was ever the most welcome domestic sportwear brand in China specializing in the research and development of sports shoes, apparel and accessories (Datanyze, 2021). However, in the most recent decade, Erke is increasingly losing its attractiveness and popularity for customers as a result of ineffective marketing strategies and weak competitiveness of products. In 2021, Erke was back in the spotlight due to its generous donations for China’s Henan province where people experienced an unprecedented flooding between 17th  and 31st of July (Wikipedia, 2022). Although a wide range of studies have been made on the Erke company over the past few years, little attention has been paid to the role and activities of the marketing department within Erke. 

This report aims to preset a set of criteria for analyzing the role and activities of the marketing department within Erke. On the basis of these criteria it starts with an analysis of the microenvironment and macroenvironment of Erke by utilizing SWOT analysis and PESTLE analysis and then it focus on researching different aspects with regard to Erke’s marketing field. In the end, a series of recommendations will be proposed to help Erke to achieve future marketing success.

[bookmark: _Toc107312400]2 What is marketing 
Marketing basically refers to a series of activities undertaken by a company to promote the efficiency of selling its products and services to customers. Technically, marketing may include multiple businesses such as advertising, selling, and delivering products to customers (Kotler and Armstrong, 2019), which require strong collaborations from different departments within the company. 

The success of marketing deeply relies on the human resources and needs to be achieved via multiple departments and employees with different responsibilities. For example, the R&D (research and development) department is responsible for the creating new products and the marketing department focuses on advertising those products. The logistics department is responsible for the delivery of finished products and make sure that the orders can be distributed to customers by using the most efficient means or methods.

On the other hand, the technical resources also play a crucial role in making the marketing to occur.  With the improvements of technology, innovative marketing modes are possible to be implemented and these help to increase the revenues and profits of companies (Kotler and Caslione, 2009). A number of corporations use technologies to do business differently and more efficiently. Since Internet enables Erke to be in contact with its customers without incurring much cost, Erke Group is able to sell its products directly to customers. Through Erke’s unique chatbot on its website, the company gleans much valuable information regarding its customers from the interactions it has. Those information on the one hand is used by Erke to segment the market and then the company focus on the most profitable customers, it on the other hand helps Erke to easily obtain valuable feedback from customers and then the company take the chance to make appropriate adjustments for its original marketing strategies. 

[bookmark: _Toc107312401]3 SWOT analysis of Erke
Swot analysis is basically  a way of  conducting strategic management, which is necessary for a company to understand its own strengthens, weaknesses, opportunities, and  threats regarding the its business planning (States., 2017). 
[bookmark: _Toc107312402]3.1 Strengths
· Strong guarantee for products’ quality
Erke was the first domestic sports brand to be certified by CNAS (China National Accreditation Service for Conformity Assessment). Based on its two decades’ experience of research and development of new products, customers tend to have great confidence for this brand.
· Commercial  sponsorship in tennis events
Erke has ever developed a deep collaboration with ITF (International Tennis Federation) and became the first China’s sponsor for a series of international female tennis tournaments (Wikipedia, 2021). Erke has also signed up several characteristic tennis athletes such as Wickmayer, Petzschner, etc who have a wide number of fans around the world. Because of that, among numerous Chinese apparel brands, Erke has the most world-class tennis athletes who have contracted with it. 
· Multiple sales channels-physical and online sales
Until 2011, Erke Group has developed to be an organization which integrates product development, production and sale. It has not only set up over thirty branches and over seven thousand physical stores in China but expanded its businesses all over to overseas markets. Moreover, since Erke has set up a strong commercial collaboration with domestic e-commerce platforms, customers have easier access to Erke’s products online, which helps to reduce Erke’s marketing cost.    
[bookmark: _Toc107312403]3.2 Weaknesses
· A narrow selection of apparel and shoes types 
Due to the limited physical appearance patents of products and other factors, the competitiveness of Erke’s apparels are still at a disadvantage compared to other sports brands. The most direct reason is Erke’s pace of R&D of new products is far behind young and middle-aged customers’ increasing pursuit for new and more characteristic shoes and clothes. In addition, Erke pays too much attention to the demand from those customers aged between 18 to 40, ignoring the giant commercial value that kids aged less than 15 can be able to generate to the company. Conversely, other sports brands like Nike and Adidas have been selling children’s wear and even lovers pack for many years, which generates tremendous profits for them and uplifts their brand image in some way. 
· Lack of online advertising
Advertising is considered to be a marketing communication by using an openly sponsored, non-personal message in an attempt to sell products and services (Hwang and Jeong, 2018). Erke still follows a traditional adverting mode which is utilizing  the advertisements on the television. In facts, as the popularity of computers and smartphones, an increasing number of customers tend to access information via Internet. Therefore, it is crucial for Erke to enhance advertising for its products via multiple social media and other online channels where potential customers tend to be more active.

[bookmark: _Toc107312404]3.3 Opportunities
As mentioned above, considering Erke has signed up numerous world-renowned tennis athletes, those players’ outstanding performance in the future tournaments can not only increase their own commercial value but help enhance Erke’s brand image and publicity. In addition, Erke has set up a relatively complete and systematic supply chain in the globe which supports its future development and expansion.

[bookmark: _Toc107312405]3..4 Threats
The threats are mainly from the competitive environment caused by other well-known sports brands. Since Erke has already become a company that has the largest number of tennis athletes who have contracted with it, other international and domestic brands are also trying to sign up as many well-known athletes as possible. For example, China’s Lining Sports have a number of sports stars from basketball and swimming to endorse the company’s apparel and shoes.
[bookmark: _Toc107312406]4 PESTLE Analysis of Erke
PESTLE Analysis of Erke analyze the brand on its business tactics and it examines various external factors like political, economic, social, technical along with legal and environmental elements (Kocovic, 2011).
[bookmark: _Toc107312407]4.1 Political Factors
As a domestic sports brand in China, Erke mainly develops its business in China and its overseas market share accounts for very less (China Whisper, 2013). Therefore, Chinese government’s various political situations have further impacts on the business of Erke. Apart from that, labor laws, taxation policies on imported goods and other predictable policies related to trade with Southeast Asian countries which is Erke’s second largest market place can more or less affect the business of Erke. All these are politically driven scenarios which can hamper the growth for Erke. 
[bookmark: _Toc107312408]4.2 Economic Factors
Considering Erke is rooted in China’s market place, it has strong dependence on the economic situations in China. However, since the outbreak of pandemic in 2020, the Chinese government has always been sticking to extremely serious Covid restrictions and the so-called “Covid Zero” policy is still going on (www.csis.org, 2022). Because of these, many types of business are being seriously hit. A lot of employees in different sectors have either been furloughed for a period of time or have lost their jobs completely, which may lead to potential impact on Erke’s supply chain and business extension. On the other hand, the constant and long-term lockdown has contributed to a decline in average income per Chinese person, which hugely impacted customers’ demand for apparels which don’t have the same level of necessity as food and drinks do. Such things may result in a fall in Erke’s revenues and profits.
[bookmark: _Toc107312409]4.3 Social Factors
Chinese customers still have a traditional idea that international sports brands like Nike and Adidas tend to be superior to domestic brands in terms of products’ quality and comfort level (GMA, 2015). Therefore, most of customers prefer to purchase those products created by international brands when they have the same price with Erke’s or though they are more expensive in some cases. Nevertheless, people’s lifestyle changes in the clothes or constantly changing fashion preference are significant elements which result in new challenges for Erke’s marketing and innovation.
[bookmark: _Toc107312410]4.4 Technical Factors
In 2007, Erke Group founded its own Biomechanics laboratory and the overall investment so far is only 90,000 U.S dollars. Obviously, the investment made by Erke in the research & development of new products is far more enough as compared to other domestic sports brands like Anta and Lining in China. Up to now, Anta Sports has 900 patents for its own products, yet Erke only has 50 patents.
[bookmark: _Toc107312411]4.5 Legal Factors
Erke, like every sports apparel company is always under the preview of the legal systems in the country of operations or even international legal guidelines. Consumer protection laws, copyright patent lawsuits, health & safety laws etc always keep on monitoring the business of Nike.
[bookmark: _Toc107312412]4.6 Environmental Factors 
Erke has always concentrated on setting up environmentally friendly business modes, whether it is manufacturing products, conducting R&D or reusing waste material for generating footwear. With a consistent pressure on saving environment from NGOs & environments, Erke is always under the scanner for its processes.
[bookmark: _Toc107312413]5 Erke market segmentation, targeting and positioning 
[bookmark: _Toc107312414]5.1 Market Segmentation of Erke
Market segmentation typically refers to the process of dividing a company’s target into achievable and approachable groups (Smith, 1956). Erke segments its market based on two different categories-demographic and geographic .

For Erke’s demographic segmentation, the company include multiple age groups, gender, and the customers’ financial status. Erke classify its products from customers aged 15 to those aged 60 and it also categories its apparels from men, women and kids. Nevertheless, Erke offers promos, discounts or cut prices in some special cases in order for customers to buy their favorite merchandises that they cannot afford before any discount.

In terms of Erke’s geographic segmentation, the film has set up a number of physical stores in China and Southeast Asian countries. Erke identifies that each countries has various lifestyle habits and religions, then the company introduces varied products for various countries and regions in an attempt to meet the customers’ preference.
[bookmark: _Toc107312415]5.2 Targeting of Erke
As we know, Erke has three categories of its target customers like men, women, and kids. For men, Erke has produced clothes and footwear for running, gym and outdoor adventure. As for women, Erke has designed varied clothes for yoga. Erke has also provided a series of choices for kids in terms of hats and backpacks. Moreover, Erke offers various colors for its products as the film realizes that great diversity of the products’ physical appearance more or less generates satisfaction and enjoyment to customers.

[bookmark: _Toc107312416]5.3 Positioning of Erke
Positioning is all about placing the firm’s brand in the market with other competitors. Erke aims to become the first brand amongst numerous domestic sports brands and it also has an objective of becoming an internationally acclaimed brand like Nike and Adidas. ”To be No.1” is Erke’s remarkable solon and also represents the spirit of this brand.

[bookmark: _Toc107312417]6 Marketing mix(7P’s) of Erke
Marketing mix of Erke is to analyze the seven P’s-Product, Price, Place, Promotions, people, Processes, and Physical evidence (Febriansyah, 2019).
[bookmark: _Toc107312418]6.1 Product
Erke products include sports shoes, sportswear and various sports-related products like caps, bags, sports protective gear, and other sports equipment. It generates and sells products for men, women, boys and girls. Apart from that, it offers different categories of shoes suited for use in some specific sports like basketball, tennis, and badminton. Erke also offers sportwear for athletes who play in the Olympics.
[bookmark: _Toc107312419]6.2 Price
Erke set prices completely according to the market condition and the cost of manufacturing. Overall, the quality and physical appearance of Erke products is at a disadvantage as compared to other competitors like Lining and Anta. Therefore, Erke lacks the ability to charge higher prices than its competitors and in most cases its prices can be lower.
[bookmark: _Toc107312420]6.3 Place
Nike mainly sells its products in China and Southeast Asian countries through both online and offline channels. These products are available at the brand’s retail outlets and online stores. Erke has its headquarters in Xiamen city, China. However, since Erke products lack competitiveness, it fails to extend its business globally and its overseas retail outlets are mostly situated in Southeast Asian countries. 
[bookmark: _Toc107312421]6.4 Promotion
Erke’s logo and slogan differentiate it from other brands and give the brand a unique identity in the crowd of the sportswear brands (Bossel, Geyskens and Goukens, 2019). Nevertheless, Erke utilizes a series of strategies to promote its products and brand. It advertises its products through online and offline channels. Moreover, Erke utilizes sponsorships of international sports events for the promotion of its brand image. 
[bookmark: _Toc107312422]6.5 People
Nowadays, human resource management has become a crucial area for companies all over the world. All firms in the globe should focus on managing their own human capital to enhance their competitive advantage. As of 2021, Erke employed over 5000 people. The company put great investment in its employees to help them find career growth and employment. Nevertheless, Erke also offers its staff training and career management tools, which have further impacts on their future developments.
[bookmark: _Toc107312423]6.6 Process 
Like other sportwear companies, Erke also outsources its production to external suppliers, which makes it possible for the company to focus on other essential processes. The company primarily focuses on three major businesses include marketing, distribution, and outlet operations. All those things help Erke to maximize its output and contribute to faster growth. 
[bookmark: _Toc107312424]6.7 Physical Evidence 
Erke is domestic sportswear brand that mainly sells its products to middle-class customers in the market place of China. Despite the merchandises and physical infrastructure of its own, Erke also has its own unique packaging as the physical evidence of its business operations. 
[bookmark: _Toc107312425]7 Marketing media of Erke
Erke utilizes a lot of social media sites like Weibo and Douyin which is a Chinse version of  Tiktok to achieve its marketing goals (Morris, 2019). Weibo is the most visited social media platform in China and Erke has almost 1.5 million followers on this platform. Customers have easier access to any information regarding Erke products through Weibo which is also a wonderful platform for Erke to advertise their new products without generating additional operating costs. More importantly, as living streaming and selling goods on Douyin have become an increasingly popular way in China, Erke starts to focus on utilizing this platform for marketing. Through this platform, the customers get an opportunity to interact with the sellers in real time and at the same time the sellers can be able to introduce their products in a more vivid way, which brings the customers an experience with more engagement (Faisal, 2018). 

Overall, the marketing value generated through Weibo platform is limited for Erke’s marketing success and Douyin is becoming the most effective method for Erke to conduct its marketing strategies and achieve its goals.  

[bookmark: _Toc107312426]8 The most successful campaign made by Erke
On the July of 2021, when Henan province of China was experiencing unprecedented flooding as result of heavy rain, Erke announced on its official Weibo that it was planning to donate 50 million yuan to save millions of victims from this disaster. Normally, it was just a simple news about firms donating money to disaster-stricken area and it didn’t lead to any disturbance when it was released. As a lot of netizens started to repost and share this news to show their support for this kind of generous donation, one netizen suddenly posted a post that Erke had a profit of negative 220 million yuan last year, and the donation was of 50 million was the final family asset. Such spirit of “pour the small family for everyone” moved many people and due to this, Erke went to viral overnight.

[bookmark: _Toc107312427]9 Conclusion
This report evaluated the role and activities of the marketing department of Erke in an attempt to find deep reasons why Erke is consistently losing its competitive edge and attractiveness for customers. Through the analysis of the Erke’s marketing area, we have found that even though Erke has a strong advantage at its products pricing which is usually cheaper than its competitors, the diversity of its products is relatively poor and cannot meet the customers’ increasing demands for more distinct shoes and sportwear. Nevertheless, Erke sells very few categories of apparel that are designed for kids under 15 who would possibly become the loyal fans for this brand in the future. 

However, due to theoretical and methodological limitations, the study also has several points that have not been analyzed in a bit more detail. For example, this report mainly evaluated  Erke’s marketing activities in China’s market place and failed to do more research about Erke’s marketing status in Southeast Asian countries which is Erke’s second largest market place. Nevertheless, there is a lack of sufficient comparison between Erke and other competitors in terms of specific data regarding products, services and marketing methods, which is extremely valuable for Erke to enact more effective marketing strategies in the future.   

[bookmark: _Toc107312428]10 Suggestions
Considering Erke’s market share is shrinking and the brand awareness is consistently declining, there are several efficient suggestions that can be used to achieve its marketing success. 
· Enhance product design and innovation
As mentioned above, the diversity of physical appearances of Erke’s apparel and shoes is poor. Therefore, Erke needs to focus on products innovation and put more investments in R&D in order to create more characteristic products, which is the best way to uplift its brand image and change customers’ stereotype for this brand.
· Widen celebrity endorsements in other sectors 
Even though Erke has signed up some well-kown tennis athletes, it never makes any celebrity endorsements with athletes who involve other sports events like basketball, football, and swimming. After all, the number of audiences who watch tennis events is limited and in some countries people shows no interest in tennis. In this case, having so many athletes endorsements only in tennis contributes very less to Erke’s marketing success and Erke needs to sign up more athletes from different sports sectors in an attempt to customers’ awareness for this brand.
· Enhance after-sales service
After-sales service is always a critical factor for companies’ marketing success since it offers the customers a chance to protect their own rights and interests, making sure that they have access to the best quality of the products. On the other hand, after-sales service is considered to be the most efficient method to get feedback from customers and meanwhile Erke can have a better understanding of customers’ satisfaction for their products, which helps the company to better understand their own products and then make further promotions in the future. In some way, after-sales services reflects the company’s customer care and has positive impacts on maintaining customers’ loyalty for the brand.  
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