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Future Developments in the Field of Marketing
[bookmark: _Toc107161551]1. Executive Summary
Erke is a local traditional sports product company in China, whose development and changes have attracted the attention of the Chinese people in recent years. Erke should have become the head sports brand in China under the promotion of a series of social events led by the 2021 Henan flood donation and years of localized operation, but due to a series of problems in its operation, Erke's market development has not reached the However, due to a series of problems in its operation, the market development of Erke has not achieved the expected effect. Through the analysis of Erke's macro and micro environment, this paper identifies the deficiencies of Erke in the marketing segment - the deficiencies of marketing channels and the deficiencies of technological innovation. Further, through a series of market environment analysis and the collection and summarization of marketing channels of Erke, this paper summarizes the problems in marketing of Erke and makes suggestions to Erke - focus on product innovation and marketing channel improvement under the brand.
[bookmark: _Toc107161552]2. Introduction
[bookmark: _Toc107161553]2.1 Background
Erke is a traditional Chinese sports brands which is established in Xiamen City, China in the year of 2000.Erke mainly sells sports shoes, sportswear and other fashional accessories. To be number 1 is Erke’s slogon and it is also Erke’s most reprensentative thing.However, Erke also has its own problems and issues. Since there is a lack of improvement of quality of ERKE’s shoes, a large number of customers feel uncomfortable when they wear ERKE’s products and their lifespans tend to be short. Also, the both design and innovation of the outward appearance of the ERKE’s shoes & sportswear perform not that remarkably, discouraging the customers’ interest and confidence for this brand. The strong competence from both domestic sports brands and international brands is bringing tremendous challenges and threats to ERKE Group.
[bookmark: _Toc107161554]2.2 Topic Overview
As a sports brand, Erke needs to face a complex market environment and fierce competition from similar companies, which requires Erke to make a full analysis and understanding of its own marketing situation. This paper starts from the analysis of Erke's market environment, elaborates on the macro and micro environment in which Erke is located, analyzes the target market faced by Erke's company, analyzes the marketing channels utilized by Erke, evaluates the marketing results of Erke to a certain extent, and finally gives the shortcomings in marketing of Erke and gives suggestions.
[bookmark: _Toc107161555]3.Main Analysis
[bookmark: _Toc107161556]3.1The Marketing Concept
Marketing is the process of getting the right goods or services or ideas to the right people at the right place, time, and price, using the right promotion techniques and utilizing the appropriate people to provide the customer service associated with those goods, services, or ideas. For Erke, as a brand of sports products, it pays more attention to the marketing environment is the combination of technology and people. The development of technology facilitates the company's products to have a stronger appeal, while the interactive communication between the brand and people allows the brand of Erke to go into the hearts of Chinese people and make this brand more acceptable to them.
[bookmark: _Toc107161557]3.2The Macro & Micro environments
[bookmark: _Toc107161558]3.2.1The Macro Environment
3.2.1.1 political
"Sports Power Construction Outline", "National Fitness Plan (2021-2025)", "Ice and Snow Sports Development Plan (2016-2025)", "Drive 300 million people to participate in ice and snow sports" implementation plan (2018-2022), these policies will release huge dividends for the As a member of the sports industry, Erke still has room for improvement. However, due to the promulgation of China's "Anti-Unfair Competition Law", the design and sales of Erke, a sports brand, are subject to more constraints.  Erke is also affected by the Law of the People's Republic of China on the Protection of Consumer Rights and Interests: the consumer's right to know about the product is protected by law. Therefore, sports merchants in the business process, should be the product specifications, origin, price, performance, materials and methods of use should be specific and detailed introduction to consumers, but also consumers should show the product-related quality inspection reports, product certification. The restrictions of this legal provision further constrains the Erke without too much technological innovation, making it difficult for this enterprise's products to have an advantage in the process of competition with other companies.
3.2.1.2Economic
With the development of the knowledge economy era, China's economy has been in a stable and continuous upward development, and China's gross domestic product has become the second in the world. However, the development foundation of China's sports industry is relatively weak, and the per capita output value of China's sports industry in 2019 was only 2,094 yuan, and the total output value of sports industry accounted for 1.14% of GDP, which is close to the level of the 1980s~90s in the United States in terms of data. As estimated by the State General Administration of Sports, China's total sports industry will reach about 4% of GDP by 2035, and will become a pillar industry for national economic development. At the same time, the price of factor resources, especially the rising cost of labor on the operation of the industry has a greater impact. In recent years, China's apparel industry production raw materials, labor costs, energy costs gradually rise, while the increasing pressure of market competition makes enterprises can not pass on costs through product prices, resulting in the growth rate of cost of sales than the growth rate of sales revenue, the proportion of cost of sales rose gradually to sales revenue, the industry's profitability gradually weakened. 
3.2.1.3Social-Cultural
Since the reform and opening up, people's material living standard has been significantly improved. However, with the growth of CPI coefficient, the real income of China's residents has shown a negative growth trend. At the same time, the consumption structure of urban and rural residents' life in China has changed dramatically. The change of consumption structure is manifested in the decrease of the proportion of physical consumption expenditure and the increase of the proportion of service consumption expenditure. Therefore, the change of consumption structure makes the whole industry of sports brands in China develop slowly. 
3.2.1.4Technological
Erke biomechanics laboratory was established in 2007, with a total investment of more than 5 million RMB, which is one of the earliest biomechanics laboratories in the same industry in China. The laboratory has introduced the advanced testing system of RSscan, a famous European developer of sports shoes human body mechanics design and testing system. The laboratory mainly conducts testing and research on various sports and the functionality and comfort of sports shoes. The strong R&D strength constituted a strong support for Erke's early surging performance. However, with the passage of time, more and more brands have increased their investment in R&D. According to the 2021 financial report, Anta's investment in R&D in 2021 reached 1.13 billion yuan, Li Ning's R&D expenses reached 414 million yuan, TBU's R&D expenses were 250 million yuan, and 361 degrees' R&D expenses also reached 247 million yuan.It also means that the competition faced by Erke enterprises will be more intense because of the development of enterprise technology environment, according to relevant statistics, as of August 11, 2021, Anta appearance patents have 904, Erke only 53. 
3.2.1.5Ecological
In recent years, our government has paid more attention to the work of energy conservation and emission reduction, and put forward the task of "energy conservation and emission reduction" as an important grasp to promote economic restructuring, promote the transformation of the growth pattern, and promote economic efficiency. As early as Erke is still a small foundry, we have cooperated to develop the application of environmentally friendly water-based adhesive, and in recent years, we have increased the development and application of recycled and biodegradable raw materials. This year just put in the recycled plastic bottle as raw material fiber, integrated into the use of fabrics, also loved by young consumers. 
3.2.1.6Legal
The Interim Measures for Expanding the Scope of VAT Credit in Central Region and other state-oriented measures are also expected to ensure the speed of investment development in the central region and drive the gradient transfer and industrial upgrading of the textile and garment industry to accelerate simultaneously. At the same time, the "textile industry" Eleventh Five-Year Plan "proposed 28 key technologies and 10 major equipment, has been in the industry in-depth publicity, household names, and has begun to fully implement. Thus, China's sporting goods industry related laws and policies continue to improve, so that it can develop rapidly.
[bookmark: _Toc107161559]3.2.2 The Micro environment
3.2.2.1Strengths
Erke has its own footwear production base and has been operating in China for many years. Through years of experience, Erke provides quality and supply guarantee for the brand and has an advantage over other emerging brands in logistics control.  Erke adopts advanced ERP management system to improve the management ability of information and supply chain. The company has rich experience in market operation, channel management, brand image management, etc., and provides comprehensive guidance for franchisees in site selection, merchandise marketing and management, investment return analysis, etc.
The active donations in many natural disasters make Erke appear many times in the vision of the Chinese people with an excellent social image, and the label of patriotic enterprise also gives Erke a better reputation among the people, and a part of the group that values this image becomes the loyal fans of Erke.
3.2.2.2 Weakness
Erke in recent years, although there are new products launched, also put some simple advertising for marketing, but its investment in marketing less, and the exposure of social welfare activities such as donations is also low, and for a sports brand, in order to enhance the brand effect of appropriate publicity brand strength and public welfare behavior is very necessary, which is also conducive to Erke to further enhance their reputation.
Erke has been the main brand price is low, but the application of some practical technology and Erke's products can not achieve very low prices and technology coexist. And technology price is also low is the pursuit of sports goods, but in reality is difficult to achieve, Erke in this pursuit of market positioning has become blurred, can not have quality technology into the high-end market at the same time, but also difficult to compete with the main low price of the product price advantage, so it is more difficult to compete in the market.
3.2.2.3 Opportunity
Erke's pricing in the domestic market is often low, which is partly due to the serious homogenization of technology, which can only rely on the perfect production line to play the price war, and partly because Erke's patent innovation is not strong enough to rely on technology to stand in the high-end market. Therefore, Erke still has the opportunity to enter the high-end market to compete and occupy a place after the technology is further improved, so the technology as the focus of future development and achieve results can provide opportunities for Erke's high-end market.
Erke's current products are mainly sports shoes and sportswear, and the use of these products is focused on tennis, basketball and running-related. Li Ning, which is also a local product in China, has not only the above product types, but also outdoor sports, dance and yoga, table tennis and other forms of sports products as part of the product, so as to expand the product space. For such sports brands, the sale of multiple sports-related sports products does not only represent one product, but has the opportunity to use it to gain loyal customers of the brand. Therefore, Erke also needs to expand its products to more spaces and seek more opportunities to attract brand loyal users.
3.2.2.4 Threats
Erke's data such as the degree of technological innovation and market share are lower than several local Chinese companies such as Li Ning and Anta, and are also far exceeded by international brands such as Nike and Adidas. In the face of competition from these well-known sports brands that are constantly developing and launching products to dominate the market,  Erke still has a big threat to overcome, otherwise it will be further swallowed up in the market environment of "stronger is stronger" and will eventually close down.
[bookmark: _Toc107161560]3.3 The Target Market
[bookmark: _Toc107161561]3.3.1Segmentation
Target market is a segmentation of an overall market into two or more customer groups based on the variability of customer needs in the overall market and certain factors that affect customer needs and desires, and each customer group with similar needs constitutes a segmentation or sub-market. This paper uses the age factor in demographic segmentation to segment the market for Erke.
(1) Under 16 years old, who have no financial ability but have parents' burden and have the opinion of pursuing fashion and pursuing brands.
(2) 16-24 years old, part of them are school students and part of them are university graduates who have just joined the workforce. Although school students have no economic income, they live in schools and generally have high living expenses from their parents, so they can afford Erke products. products, Erke's products are positioned at a medium price level, is a very good choice.
(3) 24 years old or above, participate in work, work takes up most of the time, less time for sports, and generally wear leather shoes during working hours, will not make more sports shoes purchases.
[bookmark: _Toc107161562]3.3.2Targeting
For consumers under 16 years old, they are consumers who pursue novelty and have the psychology of comparison, they need products that are new and fashionable and reflect the latest trend, and the price is moderate.
For the consumer segment aged 16-24, they also pursue novelty, but they are also concerned about the quality and price of products, so they need not only new and fashionable products that reflect the latest trends, but also products with high cost performance.
For the segment of consumers over 24 years old, they pursue quality and comfort, and do not care about the price, so they need more high-end products, but for Erke, it is not suitable to go high-end products, because in the sports shoes market, Nike and Adidas are the high-end products in the eyes of everyone, and it is very difficult for Erke as a domestic brand to surpass them.
[bookmark: _Toc107161563]3.3.3Positioning
According to the professional survey, the age distribution of China's sports population is: the number of sports population aged 16-24 accounts for 33.4% of the total population of this age group; the number of sports population aged 26-35 accounts for 14.4% of the total population of this age group; the number of sports population aged 26-35 accounts for 14.4% of the total population of this age group. The number of sports population aged 26-35 accounts for 14.4% of the total population and almost 47.8% of the total population. And consumers of this age group have a relatively stable purchasing power. But for consumers under 16 years old, they do not buy many branded products, and for consumers over 24 years old, they need more high-end products, which Erke cannot do perfectly for the time being. Therefore it makes the most sense to choose the consumers aged 16-24 as the target market.
[bookmark: _Toc107161564]3.4The Marketing Mix
According to the relevant definition of 7p's theory (Booms and Bitner, 1981), Erke's marketing strategy is from product oriented to market oriented. Specifically, Erke's prices are £0-£55 and promotions are in the form of advertising, buy one get one free, special offers and electronic coupons. Erke's marketing process is that users pre-order and can use discount coupons, provide shipping insurance for customers, etc. In terms of product, Erke has some shoe technology (although not mature) and offers a wide range of product combinations and new designs for consumers to promote their purchase behavior. In terms of marketing locations, Erke has both offline sales from its field stores and online sales from Taobao Tmall and Amazon.com, which provides multiple sales channels for Erke's marketing practices. For people, Erke introduces warehouse robots in warehouse management and streamers in the sales chain to coordinate both online and offline sales. For physical evidence, Erke uses product displays and promotional notifications on a daily basis to provide customers with more ways to learn about its products.
[bookmark: _Toc107161565]3.5Marketing Media
In terms of communication channels, Erke uses an offline sales-led approach, supported by online sales. According to statistics, Erke has more than 7,000 offline stores, with at least a dozen in a city. But even so, Erke's key market communication channels are still not effective enough. Compared with the same type of company Li Ning Anta, Erke's technological innovation makes it no advantage in the fierce market competition, just through the spread of offline stores is not able to make up for the company's lack of technical strength. At the same time, Erke's lack of attention to online sales makes it difficult for the epidemic to gain advantages in the offline sales model, and thus Erke can hardly compete with other companies.
[bookmark: _Toc107161566]3.6 Measuring Success
Measuring Erke's sales activity is evaluated mainly by the change in word of mouth and sales volume of Erke. Since July 21, 2021, Erke's donation of 50 million materials to the Henan floods has created a strong sense of patriotism and support for the brand among Chinese consumers, with total sales of more than 100 million yuan and total sales of more than 610,000 in 53 hours in the Erke Jitterbug live stream, and consumers clearly expressing their love and support for Erke in the face of interviews with reporters.
s love and support. However, after the heat of this donation, Erke did not consolidate these consumer groups and did not take this opportunity to gain a stable market share in the Chinese market. By 2022, Erke had lost its popularity again, which proves that Erke's technical strength does not support its stable development in the whole market and shows that Erke's sales activities are not successful in the long run.
[bookmark: _Toc107161567]4. Conclusion
[bookmark: _Toc107161568]4.1 Inadequate marketing channels
Through the above analysis, both macro and micro environment analysis and 7p's analysis of Erke company show that the marketing channels of Erke company are insufficient. For sports consumer products, the more adequate marketing channels can make the products have more chances to be sold. For Erke, its limited number of offline companies leaves many customers without the opportunity to experience and try its products, which makes it difficult to purchase its products. At the same time, Erke's online marketing investment is not large, for example, the amount of promotion and publicity for purchases on Taobao and Amazon is smaller than that of similar companies, so there is no advantage in online marketing. In short, Erke's marketing channels do not have an advantage over similar companies, and are even far from adequate. Therefore, Erke still needs to make improvements in marketing channels.
[bookmark: _Toc107161569]4.2 Insufficient product innovation
Through the above analysis, Erke's technological innovation is far from adequate when compared with domestic brands such as Anta and Li Ning. This point both from the comparison of the number of patents of Erke and from the comparison of core technology of Erke, it shows the lack of product innovation of Erke. Product innovation is one of the key factors for the development of sports brands. Only with enough product innovation can Erke's products gain an advantage in competition with other brands. Consumers choose a sports brand's products focus more on its technological innovation, such as wrapping, sports protection and other technological innovation, and Erke has no advantage in this area, which makes it difficult to attract more customers to its products.

[bookmark: _Toc107161570]5. Suggestions
[bookmark: _Toc107161571]5.1 Widen the marketing channels
In response to the lack of marketing channels of Erke, this paper suggests widening the marketing channels so that Erke has the opportunity to attract more customer groups. Specifically, Erke can open more stores offline and strive to have Erke's offline stores in every city, while enhancing offline publicity, such as more investment in advertising. Erke can also increase marketing publicity online, such as more advertising involving the promotion of sports brands, and increase the promotion ranking of Taobao, Amazon and other websites.
[bookmark: _Toc107161572]5.2 Enhance product innovation
For the problem of insufficient product innovation of Erke, combined with the original biomechanics laboratory of Erke established in 2007, Erke actually has a relatively strong R & D design base, the lack of product innovation may be because it does not pay too much attention to product development and innovation, and spend on R & D talent introduction and R & D investment is not enough, resulting in product innovation of Erke with the same The product innovation of Erke is lacking compared with the top companies of the same type. Therefore, Erke needs to invest more in R&D and increase the investment and opportunities for product innovation to gain better technical strength.
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