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Abstract
Anta Sports Group, as a giant in the Chinese sporting goods market, this article uses the SOSTAC model to make a plan to complete the innovation and development of customer services for the group within 5 years based on evaluating its internal and external environment, opportunities and challenges. Consumer services focus more on female consumers, and both products and promotion focus on the female market.

Introduction
Anta brand was established in 1991 and went public in Hong Kong in 2007. Anta sports has been largely participating in the design、development ,manufacturing and marketing of Anta sportswear series to supply the mass market in China with professional sporting items comprising footwear, apparel and accessories. Since 2015, Anta Group has been China’s largest sporting goods group, with a market value of more than 170 billion Hong Kong dollars in August 2019, ranking third in the global sporting goods industry. Anta has opened more than 12,000 stores in more than 30 countries on four continents, divided into street stores, shopping mall stores and outlets stores. The strategy of Anta Group is “Single Focus/ Multi-Brand/ Ommi Channels”. From mass market to High-end market, from fashion sports to performance sports, Anta Group has its own brand to carry out precise layout.
The most important of Anta’s Contracted resources is Chinese national team and the cooperation with the Winter Olympics.


SOSTAC Analysis
S-Situation
The Anta brand's internal and exterior environments have been examined in the group's report. The brand is facing difficulties such as homogeneity of sports brands, unsound marketing channels, environmental pollution of raw materials, and mainstream international brands competing for the market. At the same time, there are also many opportunities. For example, the revenue from Anta's previous acquisition plan allows the brand's capital chain to be sufficient to support future multi-brand operations. Coupled with the establishment of various consumer product environmental protection organizations, as well as the use of big data and the Internet, have broadened consumers' purchase channels and users' group image positioning.

O-Objectives
Based on the SMART model, the following goals are proposed. The goal of marketing is to continue to carry out multi-brand strategy and develop digital marketing. There are specific content in the following article. Within three years, it will continue to maintain its position as the No. 1 sporting goods market in China and at the same time expand its international influence. Make the right products, products that meet consumer needs, not good products.
A good product is too simple, and it is too difficult to make the right product." The so-called "right product" is to create consumer value and experience value that meets their needs from the perspective of consumers.


S-Strategy
Implement a differentiation strategy
Anta and its founder, Ding’s family believe that they really want to be an influential sports brand, but they do not necessarily rely on the Anta brand. The strategy of Anta Group is "Single Focus/ Multi-Brand/ Ommi Channels". From mass market to High-end market, from fashion sports to performance sports, Anta Group has its own brand to carry out precise layout. (Multi-brand Strategy)The most important of Anta’s Contracted resources is Chinese national team and the cooperation with the Winter Olympics. Through the differentiated strategy, three major sectors including professional sports, fashion sports and outdoor sports have been formed to cover a wider range of user needs. 
The current brand sports groups are divided into three categories. The first category is the professional sports group. Anta, Anta Children and SPRANDI focus on the general public, professional, and new domestic products, which are the cornerstones. The second category is the fashion sports group. FILA, FILA FUSION, and FILA KIDS focus on elegant sports, which are high-quality and high-growth sectors. The third category is the outdoor sports group. DESCENTE & KOLON SPORT focuses on outdoor sports and belongs to the high-potential section. The acquisition plan continues to target the mid-to-high-end brand positioning, with sufficiently good blood genes, either with historical accumulation, or strong professionalism, and has its own loyal user base. After the acquisition of such brand targets, Anta will use its operating capabilities in the Chinese market to rebuild these brands in front of Chinese users.
At the same time, different types of consumers have special requirements for sports products, (Zarantonello and Schmitt, 2010)such as outdoor and skiing needs. Consumers have put forward requirements for the sense of foot and experience of sneakers on the technology of sports brands, such as Nike's zoom and react, and adidas' boost.
End-Customer as a Consumer（DTC） 
Typically, an organization will start by stating its goal to employ Internet technology, followed by an early development stage before deployment.（chaffey, 2008）Anta proposed a "digital transformation strategy" in 2020. To implement this strategy, the premise is undoubtedly to have your own user data. And now Anta’s focus is on "DTC", but Anta is not doing well now. The industry's use of digital communication media and brand activation can attract the attention of potential consumers or customers.(Sukendro and Pandrianto, 2019) Realize the reshaping of people, goods and fields through DTC. Specifically, this includes specific methods such as upgrading the Anta brand's official website, enhancing member value, strengthening technology in the platform, and innovating product intelligence. The goal is naturally to achieve digitalization in the entire value chain, supply chain and industrial chain layout. Anta has established a big data department, and the digital smart factory has also been put into operation.

T-Tactics
7Ps——product
In terms of products, pay more attention to the female market. Canadian sports brand Lululemon has swept the Chinese female business market in the past two years. (Top 13 Competitors and Alternatives to Lululemon)Lululemon first started as a yoga wear, and later focused on the women's casual wear market. In the past ten years, it has become a very special sports brand force. Lululemon makes female users crazy in the North American market. (Lavrence and Lozanski, 2014)And the mass female users are precisely what all mass sports brands can expect but cannot expect before.
7Ps——price
Anta's low-price strategy has always been geared towards young people in small towns and consumers who are at low- and middle-level and pursue cost-effectiveness. In terms of price setting, international giants have issued a price war bullet. In the "618 Shopping Festival" on Taobao, the Chinese e-commerce company Alibaba, Nike and Adidas, who have never discounted so much, chose to cut their prices significantly. The actual price of most Adidas shoes was actually less than 50%; during the 618 period, the online flagship store was basically 5 Folded up, triggering frenzied buying. Under the influence of the epidemic, the stockpiled mountains of sports giants urgently need to be cleared. According to data, Nike Sports has nearly 40 billion inventory worldwide, and Adidas also has 34.3 billion inventory. Behind this rare big-name discount reflects another round of inventory crisis of sports bottle tablets. Faced with most of these huge inventories, China has become the most digestible market. Because they don't want to abandon the overall recovery of the Chinese market in the context of a major impact on international business.
7Ps——Place
Anta Sports encourages online sales with techniques such as the "all-employee retail" approach and live broadcast delivery.
Even consumers with unique goals will respond positively to the scarcity caused by demand.(Van Herpen, Pieters and Zeelenberg, 2014) Luxury brands generally use this "scarcity principle". (Atwal and Williams, 2017) For example, a brand may inform buyers that a certain product is in limited supply and that it cannot promise that it will always be accessible. "Time" is also a kind of resource, so sales methods such as "deadline", "rush to buy", and " sec-killing" can effectively stimulate customers' desire to buy. Physical stores can use the principle of scarcity to carry out a new product launch or a limited sale of a certain IP joint name, draw lots in the store, and line up to get the right to buy.
7Ps——promotion
The female market pays more attention to the concept of fashion.(Altuna, Siğirci and Arslan, 2013) The halo effect enlarges product advantages and creates super selling points. (Gabrieli et al., 2021)In the choice of celebrities, choose high-fashionable stars instead of sports stars such as Gao Yuanyuan, Shu Qi and Chen Kun, and have a sense of presence in Milan Fashion Week.( Fashion, Fall fashion 2017, Milan fashion week)
Based on the AIDA model, Anta’s "Women Series" is promoted, using Tik Tok, social media platforms, and leveraging the power of KOL( Key Opinion Leader) and KOC( Key Opinion Customer). To attract the attention of consumers, stimulate their interest, participate in interaction, and complete the purchase behavior. The core is to shape the concept of impulsive angels to drive the audience to participate in the experience and strengthen identification. Impulsive Angel social identity tags strengthen the overall communication logos and symbols, so that the target audience will have a sense of belonging and increase participation in a social context. The official Weibo pushes a TVC+ Fan Pass to promote, discuss topics, stir up the atmosphere, and gather relationships. The official WeChat posted a collection of posts on the same day to expand the topic boundary and increase user contacts. Weibo KOL brings topics to spread TVC, creating a hot topic of # Who is not an impulsive angel#. The promotion article started with some fashionable ICON stars. They all got one thing right, that is, they insist on lightweight sports skin care, use the fragmented time to become beautiful, and then they become the enviable angels of everyone, leading us to the theme of # All day long #, The article embeds original content of brands such as TVC, calling on ordinary women to exercise when they are impulsive, creating an "impulsive angel" halo effect that insists on becoming beautiful all day long. On the Tik Tok platform, set sports themes and challenge topics.
7Ps——people
As value retail, it is the store's sales staff who ultimately face the consumer. As the cultural carrier of the brand, they may decide whether consumers are willing to pay. One of the indispensable key points of Anta's value retail is that Anta's "value of team and culture" finally landed in the terminal. "The value of team and culture" will eventually be transformed into "consumer's word of mouth and satisfaction", which will ultimately affect sales.(Franklin and Pratt, 2016) Anta once put forward a concept-"There is only one Party A", we have a relationship with distributors and consumers not A, B, C, and we have a common A, that is, the consumer. This makes Anta and distributors no longer a simple contract sales relationship, they are no longer just our major customers, we and distributors have become a highly integrated community of destiny. Through cultural empowerment and promotion of cultural values, the most prominent part of the inheritance is the spirit of "orders must be done, actions must be resolute, and wars must be won", which is also a core of the retail iron army. Anta's executives are on business trips for more than 100 days a year. On the road, only one Party A has a very clear goal, and distributors can also integrate into this culture very well.
Furthermore，in terms of talent recruitment, it will continue to strengthen the recruitment of digital skills talents.
7Ps——process 
Many companies and institutions are using digital media as a means of communicating with consumers. They act in a hurry to keep in touch with constantly changing consumers. They believe that without these measures, it will be difficult to maintain a good relationship with future consumers. (Khasali, 2017) In marketing communication, activities are to draw the attention of consumers through various activities to narrow the distance between the brand or the brand and the user. Now, in addition to communicating through advertising, many brands choose to use brand activity. Brand interaction needs to create and become a brand-loving community network on the network platform, which has a positive impact on the brand.(Sukendro and Pandrianto, 2019) Since the development of self-media is prevalent, the Anta brand follows the law of new media development, opening official Weibo accounts, Tik Tok accounts, WeChat corporate accounts, and establishing an online community centered on physical stores on the Internet. Through online interaction with consumers, carefully listening to the voices of the masses, understanding their needs and suggestions for reform and optimization, it can also achieve the purpose of advertising. With the support of good reputation, expand the influence of the brand.
7Ps——process physical evidence
The promotion of sports scenes and the display of brand hotspots in the season have allowed Anta to have unlimited imagination and dialogue space with consumers in a limited space. For example, with some IP joint names, Anta can "move" the theme scene of the "Spartan" event to the store, and even some Spartan enthusiasts asked me if I could buy back the model displaying the Spartan series of clothing. Home! In terms of basketball products, Anta has created a "crazy" theme area in the store, combining basketball products with Klay Thompson's China tour. The presentation of these atmospheres and story packs allows consumers to be on the scene and feel the charm and happiness of sports together.
In order to give consumers a better experience, BOSE speakers are installed in the store speaker system, and even the selection of songs to be played is specially researched for consumers. There is also a lighting system. Anta requires Philips to design an exclusive color temperature, so that this color temperature can not only select products well, but also have long-term comfort.
A few years ago, during the decoration of the store, we would make a lot of cashier counters, and even the cashier counters were getting bigger and bigger, which made consumers feel very powerful. Beginning in 2016, we gave more space to consumers and made the best place into a rest area. This is something that never appeared in commercial designs in the past. Our fitting rooms will become more and more. Large, next there will be a fitting room exclusively for women, and consumers will have more fun in the fitting room. This round of consumption upgrades, including the transformation of retail, all revolve around the work of being consumer-oriented. Expanding from the fitting room to the consumer's area makes consumers feel comfortable.


A-Action
Let consumers experience the depth of the brand, also known as "experience marketing."(Saeed, Zameer and Ahmad, 2015) Expand the scale of Anta's smart stores. On the basis of the original eight-generation image store, add four "smart functions" such as cloud shelves, pressure bar interactive screens, Anta You Mall and instrument testing shoes, from shopping, viewing, testing, and knotting. Dimension not only brings consumers a more humane and intelligent experience, but also allows Anta to improve the offline experience of users in a timely manner based on big data, improve management efficiency, and achieve more accurate services to consumers. Anta Cloud Shelf is an online retail system that Anta created and operates on its own. Customers may use the Cloud Shelf to order things that are not available in-store and have them delivered straight to their homes, making the shopping experience more convenient The "Instrumental Shoe Test Area" can read the try-on rate of a certain product to help Anta understand the product's try-on rate and then contact the sell-out rate to provide support for consumers to optimize product design. Cooperate with China's excellent Internet giants to build Anta You Mall, set up multiple high-definition cameras in the store to understand and know the shopping route and trajectory of each consumer in time, and then adjust the product display in time through the analysis of these routes Improve the "dead corner" area of the store. Through technology and data, Anta's commodity department can capture consumer behavior in the first time and more accurately, and optimize products for consumers.


C-Control
Anta's posture has shifted from cost-effective to extreme value, and a new formula for extreme value has been established to serve as Anta's product rule. Anta's new goal is to add value to science and technology and story, and to sell at the right price. Online channel transaction volume and offline store visitor flow, as well as the number of participants in related promotion activities, monitor whether it has reached the top position in the Chinese market within five years, opened up the international market, and met the needs of global sports consumers.

Conclusion
The plan for innovative customer service is to better expand the brand's influence and market share. The goal is to propose a multi-brand and digital strategy, using the 7ps model, respectively, to maintain low prices, focus on women’s market products, online sales and store limited activities, choose fashion spokespersons, and use social media to interact with consumers for promotion. Cultivation of corporate culture and recruitment of digital employees, layout of store decoration. Besides through transaction data, influence data to detect the implementation of the project. To wrap it all up，the implementation of the plan will be illustrate by the data.
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