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Executive Summary 

Following the completion of the research project whose objectives were to examine the Chinese market and the global market potential about Li-Ning Sportswear Company, we have used the SWOT and the PESTEL analysis too critically analyses the internal and the external environment for Li-Ning Company. It has been found out that Li-Ning Company has a great potential to compete at the top level with international brands such as Nike and Adidas. 

Other findings show that China is a potentially significant market for the Li-Ning brand due to its attractive economic conditions as well as the high level of disposable income possessed by its nationals. However, Li-Ning has not fully utilized the potential for the Chinese market due to the lack of brand awareness. The global consumers lack brand awareness for the Li-Ning products, and therefore we provide a recommendation at the end of the report. Some of these recommendations that could help Li-Ning company to expand faster include marketing communication and market positioning. 

1.0 Introduction 

With increased competition with within the business world today, businesses are aiming at selling their brands to the international markets through a process of strategic brand communication. This process enables the company to compete with the same firms which specialize in similar products at a global level. For the industries that specialize in sporting utilities such as clothing and equipment, brand positioning is one of the significant tools that can enable the firm to achieve a competitive advantage with its brands. One of the most successful and largest firms that deal with the sports utilities in China today is Li-Ning Company. The sports company has developed most of the high-quality products to help it to meet the customer’s needs. Another brand positioning strategy for Li-Ning Company is charging its sports products at a relative lower price than its competitors so that they are affordable to the customers. The company focuses on expansion to other global markets so that it can even be more profitable. For this reason, the report will focus on how Li-Ning can expand to the global market through the brand communication strategy. 

The report will consist of five main parts. The first part is an introduction which gives a quick overview of the entire report; the second part will be the project objectives which that are the major reasons for the research. Thirdly, the findings of Li-Ning expansion in China and the challenges facing the marketing strategies of the company will be analyzed. The last part of the report will be the conclusion which again sums up the whole idea of the brand communication strategy of Li-Ning. 

2.0 project objectives 

This consulting project aims at fostering Li-Ning’s expansion in the Chinese market and the entire globe by focusing on three aspects which are brand value, brand communication and brand positioning. To better achieve this objective, is essential that we first understand where L-Ning company currently stands and highlight the difficulties that it faces were trying to expand to new markets and finally offer creative and innovative solutions to these challenges. For a better understanding of the issue, we consider the following objectives. 

To gain insight into the Li-Ning’s brand features and culture and determine whether some of its features hinders its global marketability.

To investigate the market demand for sports goods and facilities. 

To investigate the best brand positioning strategy in terms of market segmentation.

To achieve better knowledge and insight about the Chinese market in terms of the opportunities and challenges. 

To achieve a better insight into the good sports industry in terms of the strategies needed about the unique characteristics of this industry. 

To achieve a better understanding of the clients and the possible challenges facing the customers with relation to the brand.

3.0 Research Methodology 

3.1 Secondary Research Method

Both the primary and secondary research methods were used which are the primary and secondary research methods to come up with this report. The primary research was conducted by administering questionnaires to the respondents. The secondary method involved using the internet sources which included annual company journal and the Li-Ning company website. The use of the company website gave credible information since data obtained from the company’s website directly comes from the company representatives. After collecting the relevant journal and Li-Ning company market information from the company’s website, an extensive and critical literature review was conducted for the data analysis.  

3.2 Primary Research Method

For the primary research methods to be successful, the questionnaires were first prepared and verified to be suitable for the collection of the required information about the Li-Ning market share in China. Fifty questionnaires were given out to the WeChat group, and 100 more questionnaires were used for the spot survey. The survey mainly targeted young people between the age of 18 and 35 years who gave their views about their willingness to buy local sportswear and sports facilities. The detailed analysis of the research findings is analyzed below. 

4.0 Findings and Analysis 

Through thorough secondary research and study followed by an analysis of the collected data using the relevant theoretical framework, we have obtained various key findings which relate to the Li-Ning strategic environment for expansion. We have also observed the significance of using brand, positioning and brand communication strategy as the key factors that can accelerate the process of expansion for Li-Ning Sports Company. The findings of our research were critically analyzed using the SWOT and the PESTLE tools as follows:

4.1 SWOT Analysis

Strength 

Li-Ning was given an award for the highest distinction for having contributed as the benchmarking sports goods company in 2012. The Li-Ning company has also signed many advertisement contracts with the star NBA players to promote its brand. In marketing its brand, the company has aggressively entered into sponsorship deals for athletes both in the mother country China and abroad (Greco & Swayne 1992). Also, Li-Ning has a strong brand which helps it to be recognized by its customers all over the world. Also, Li-Ning Company enjoys high-profit margins as compared to the competitors due to the scale of production and good market penetration in China. 

Weaknesses

 Competitiveness in the sports goods industry is exerting a downward pressure in Li-Ning profitability. Li-Ning has also had a declining market share as the competitors expand to the Chinese market. There has been a low investment into customer-oriented products and satisfaction in the Li-Ning company. Li-Ning has not invested enough capital aimed at expanding to the other international markets.  

Opportunity

Opportunities are the areas where Li-Ning Company can find room for future potential growth by investing in the areas of opportunities. Li-Ning Company has an opportunity to increase its customer base in China and the entire globe. Customer is migrating to high-end products such as the ones provided by the company, and this is a big gain for Li-Ning. There is a lower inflation rate in China, and therefore the company can get more sales for Chinese customers. 

Also, there are many opportunities to sell sports facilities and utilities in the online market to expand its customer base. Technological advances and innovations is another area that Li-Ning can find opportunities (White 1988).  Accelerated technological growth can help the company to expand to the international markets faster. Rapid expansion in the global economy will help the brand to penetrate other markets faster because of the increase in the number of consumers. 

Threats

Li-Ning experiences stagnation in the markets found in the rural areas and saturation of the markets in the urban areas which is a challenge in the market segmentation. The rural markets have been especially slow in the adoption of sports goods. Li-Ning experiences competitive pressure as new companies are entering this industry to share the market with an already established Li-Ning brand. Give Li-Ning’s large market base; be the company is not able to respond quickly to the customers’ needs which the competitors are mainly focusing on. With the current trade relations between China and the US, Li-Ning Company faces a threat of inability to expand to the United States market (Wright 1986).  This situation can hinder potential growth for the company in the American market. The competitors are easily catching up with brand development due to the openness of information in today’s market. Although Li-Ning is the leader in this industry, it faces stiff competition from both the local and international competitors. 

4.2 External Factors That Could Affect Market Positioning of Li-Ning Company

The findings from our research showed that several external factors could affect brand value, brand positioning as well as the brand communication of the Li-Ning brand in China and the international market. These external environmental factors can be analyzed using the PESTLE analytical tool as follows. 

Political factors 

Based on the collected data, it shows that Li-Ning Company is under pressure of adhering to global regulations. In the last two years, the company has reaped greatly from the reduction of taxes in the western hemisphere market. The reduction of government taxes has led to increased profitability of Li-Ning Company. The home government of Li-Ning Company also plays a pivotal role in the growth of the company as the Chinese government policies directly influence the Li-Ning brand in a great way. 

Economic Factors 

The economic performance of Li-Ning Company is closely related to the performance of the Chinese economy. The economic growth of the company is expected to grow by 9%-10% due to an increase in government expenditure. The increase in government expenditure increases the citizen’s disposable income and investment in the economic sector. China has efficient financial markets which will enable Li-Ning Sports Company to have access to financial markets which offers cheap financing which will enable Li-Ning Company to expand globally (Meuer & DiVito 2010). China has a core infrastructure which has created an improved business environment necessary for the growth of Li-Ning. Also, increased liberalization of the policies relating to trade in China can help Li-Ning to expand and invest in the regions where the company has not penetrated. 

Social Factors 

The society portrayed by the Li-Ning brand is a bit different from the home market of the company. The company should work hard to build a local Chinese team that is capable of understanding the global societal norms to serve the customer of all the societies in a better way (Meuer & DiVito 2010). China is mainly made of the middle-class society who has a greater disposable income to buy the products from the Li-Ning company. Most of the Chinese population can access mobile internet which makes it even better for Li-Ning because its target market is the population between the ages of 18-30 years. 

Technological Factors

5G internet presents many opportunities for the company as the increase in the internet speed has enhanced the mobile internet user experience which is capable of elevating e-commerce. Li-Ning can reap from the benefits of the high-speed internet by tap into its capability. The latest technology in China in helping to lower the production costs.  Research and development are highly embraced in the Li-Ning mother country which helps the businesses to gain competitive advantage through innovation. 

Environmental Factors 

Over the past few years, environmental sustainability has become a key issue for businesses. Governments and international organisations are putting pressure on organisations to embrace sustainable ways of doing the business. The sustainability should be aimed at conserving and adhering to the environmental standards. The focus on environmental sustainability is aimed at controlling waste disposal, pollution and limiting the carbon dioxide emission.

4.3 Local and international competitors 

From the research, it can be seen that some internationally recognized brands like Adidas and Nike have a relatively high market share and revenues in the Chinese sports industry as well as domestic brands like Anta and Li-Ning. For the Li-Ning company to become successful and to gain global recognition, it has to first fight for its market share in the home country. In the entire Chinese market, Li-Ning has to position itself among the competitive rivals by offering price-quality goods and bargains to gain the Chinese and global market recognition. Li-Ning has also to position itself in the market through and an extensive network of distributors, retailers and sub-distributors particularly in the third and the second tier cities where most of the company’s warehouses and stores are located (Meuer & DiVito 2010). It is well known that the marketing position may be temporarily weakened when a company shifts its operations or its attention to less developed regions such as the rural areas in China. The rural regions are areas where the consumers shopping preferences and brand loyalties are not already established. 

About global sportswear, Adidas and Nike have aimed the Chinese market is the second largest sportswear country in the world. These two international brands have put a lot of marketing emphasis in the top tier cities of China such as Shanghai, Beijing, and Guangzhou. The brands are actively setting up their retail stores to ensure that they compete with the local brands effectively. Due to their strong and highly recognizable brand name, these international sportswear companies have successfully captured the Chinese markets where the Li-Ning has not paid a lot of attention (Burkitt 2010). For Li-Ning to become a consumer favorite brand and position itself effectively, it has to shift its focus to the Chinese first-tier cities so that it can compete effectively with these international brands. Another way that Li-Ning can capture the local market is by lowering its brand prices so that it can distinguish its sportswear brand from the stiff competition with the international brands. 

The analysis shows that Li-Ning has to strategize its brand positioning in both the local and the global market instead of relying on the price-quality bargains only. Market communication is also another way that Li-Ning can use to boost its brand awareness. 
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4.4 Price Decision 

Based on the pricing strategy, Li-Ning can be mapped on to price follower position (Solberg et al. 2006). Li-Ning pricing can be categorized into three distinct categories as follows. First, it should be under similar quality but cheaper than other international brands like Nike and Adidas. Still, in the same category, Li-Ning produces higher quality but more expensive brand than the local rivals. Secondly, Li-Ning has experienced external pressure from international major brands to lower its prices. Thirdly, Li-Ning has to slightly lower its bran prices than the other international brands such as Nike and Adidas to penetrate the international or the global market. Also, Li-Ning has several opportunities to reduce the pressure from the international sportswear brands and enjoy a higher level of profitability. The first opportunity for the company is to invest in new technology through innovation to develop new production processes that are difficult for the rival competitors to copy (Solberg et al. 2006). The new technology should enable Li-Ning to price its brand appropriately and enjoy a higher level of profitability due to competitive advantage. 

4.5 International Marketing 

Due to the increasing level of wealth and income among the Chinese which has greatly improved their quality of life, it means that the purchasing behavior among the Chinese people does not depend on functionality and price anymore (Euromonitor International 2007). The buying decision depends on brand design, image, product and style. Similarly, the major competition for the market share among the international brands is in the non-price competition but the design and the quality of the product. Customer loyalty is very high in this industry which means that the customers only purchase from their favorite manufacturer regardless of the price fluctuations. 

All the successful brands in the sportswear industry such as the Adidas and Nike have something in common. They mainly expand to the new markets through market communication, celebrity endorsements, use of extensive marketing campaigns and establishment of differentiated brand image. Due to their leading position in the global market, these global brands enjoy competitive and financial advantage (Holt, Quelch & Taylor 2004).  That follows that they have big advertisement budgets as compared to the smaller locally operating firms in the industry which help them to take the leading role in the market (Lixin 2010). Even though the Li-Ning brand does not have such a large budget for advertisements, it can target sponsoring the local and some international teams and events which will give it brand recognition in the local as well as the global market. 

4.6 Demographic Segmentation

Demographic segmentation refers to the market segmentation based on age, gender, race, religion, family size, and education. This segmentation can be done to obtain several market niches in China. The most important demographic segmentation is the age groups. Li-Ning Company should aim at targeting the young population especially those who are aged between 18 and 30 years. The reason behind the selection of this group is because they are aggressive and always active.

Furthermore, this group is well associated with sports and fashion clothing (Javalgi & White 2002) For Li-Ning Company to achieve its desired market share, it has to consider manufacturing and selling sportswear that is oriented to the young generation since they are the main consumers of the sports and fashion goods. Majority of the young people aged between 18 and 30 years are students, and therefore they do not have a high income. Therefore, Li-Ning should aim at providing high quality and affordable sportswear to this demographic group to enjoy a bigger market share. 

5.0 Discussions and Recommendations 

The findings of this report have shown that a lack of brand awareness and market position are some of the barriers that hinder Li-Ning Company from penetrating the Chinese and the global market. Some of the strategies employed by the Li-Ning company such as the price-quality strategy needs to be reviewed for the company to achieve a bigger market share. It has also been found out that the major threats of the Li-Ning brand are the competitors who include the Adidas and the Nike (Yip, Biscarri & Monti 2000). The use of digital marketing to promote brand awareness is a better option which is effective due to the ability of the interaction between the digital media and the customers. Another way through which Li-Ning can achieve brand awareness is by the sponsorship of the celebrities and the star sportsmen. These methods are going to be discussed below as recommendations which will allow Li-Ning Company to achieve greater local and international recognition. 

5.1 Marketing Communication 

Marketing communication is one of the most important factors for the creation of brand awareness. Marketing communication also enhances customer loyalty as the customer can recognize a company’s brand among the many similar products in the market. Marketing communication will enable Li-Ning to convey information about its brand to the customers in the rural unpenetrated Chinese market as well as the global market (Arnold 2000) The company is also able to obtain the information or response from the customers through market communication. Customer’s information and response will enable Li-Ning Company to develop the products which meet the customers need through innovation and creativity in Li-Ning. For Li-Ning to acquire its desired market share and revenue, it has to consider conveying the information about the brand to the potential customer through the following methods. 

5.2 Social Media Marketing 

Li-Ning can exploit the capabilities of social media sites and platforms such as Facebook, Google plus, Twitter and Instagram to actively and effectively market its brand. These social media platforms and sites are helpful to a company as they do not require a high advertisement budget to create brand awareness. The platforms are also found in also the geographical regions, and therefore they are convenient in conveying the brand awareness information by the Li-Ning company (Hofstede 1994). Other ways through which Li-Ning can reach out to its potential clients is by advertising their products through their websites or blog spots. These are especially helpful when more information about a brand needs to be communicated. 

With the growing technology, almost every person in China and globally owns a smartphone which has internet access. This mobile and smartphone technology has helped the companies to expand to different global markets as technology help to market their goods from their home countries. Li-Ning should consider utilizing and reaping from the benefits other social media to create awareness for its brand. 

5.3 Mobile Marketing 

Mobile marketing is one of the greatest marketing communication tools as it allows the firms to connect with customers. Li-Ning Company can use this method to make the customers aware of their latest offers, new products and the discounts offered. Mobile marketing is less costly, and it allows the company to leave a long-lasting impression to the customers. Li-Ning Company can employ this method to communicate its brand to the customers in the Chinese market as well as the global market to increase its competitiveness (Silver 1989. One of the most effective ways that Li-Ning can apply the mobile marketing method is by d developing an application where it can then advertise its goods to the customers. 

5.4 Sponsorship of Celebrities and Sports Icons 

Sportswear companies can achieve their brand awareness objectives by sponsorship programs. Sponsorship helps to communicate and create brand awareness since the celebrities, and sports icons take part in in the sporting events that are greatly followed by many fans globally. An example is a deal between Li-Ning and the NBA players. This player helps to create the Li-Ning brand awareness through wearing the company’s sportswear. Li-Ning should consider entering into several such deals to continue expanding in the global market. 

6.0 Conclusion

From the secondary research conducted which was guided by the research objectives, it has been found that Li-Ning sportswear company still has more room for expansion in the Chinese market. Also, the company can also expand to the international market by applying proper marketing strategies for the sports industry. Some of these strategies have been discussed in the recommendation section, and they include employment of digital technology in communication marketing, market positioning and creation of brand value. These strategies would help Li-Ning to create brand awareness among its customers hence achieving a greater market share. 
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