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Sporting Goods Industry Was Facing Adjustment, 
Sport Show Got More Professional

CSGF News

Ma Jilong, director of Sports Equipment Administrative Center of General Administration of Sport, said in an interview.

Sports  b rands  had  en te red 
into phase of adjustment after 
average growth rate beyond 

30% in last years, while Li-Ning and 
Anta and other brands issued profit 
warning.

Before and after Bei j ing Olympic 

G a m e s ,  m a n y  s p o r t s  b r a n d s 
expanded excessively, which led 
to some of them closed shops one 
a f ter  another  in  past  two years , 
even more than a thousand shops 
in some cases. Furthermore, a lot of 
stock also aroused adjustment——
not only domestic sports brands, but 
also international brands including 
adidas were adjusting too. A few of 
enterprisers expressed that they had 

never faced such challenges since 
engaging in sports apparel section for 
more than 20 years.

Did it mean “ceiling” in sporting goods 
industry had come? Ma Jilong denied:” 
I don’t think ‘ceiling’ has come.it won’t 
take a long time to adjust and market 
will wander one or two years. I believe 
a small positive growth will turn up 
in the year after next, it will be a new 

After looking back and forward, Ma Jilong, director of Sports Equipment Administrative Center of GAOS, talked about 
the development of Chinese sporting goods industry and sport show in an interview:” Chinese sporting goods industry 
increased by 120% during Eleventh Five-Year Plan. And the improving sport show is an indicator and witnessed Chinese 
sporting goods industry.”

“Ceiling” in sporting goods
market hadn’t arrived
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development stage in Chinese sporting 
goods industry, which wil l  ref lect 
market exactly and meets the needs of 
sports life.”

In addition, Ma Jilong considered that, 
the strategy “it is essential to hold real 
economy firmly during 2012 and the 
next period” proposed in the central 
economic working conference this year 
was a good news to Chinese sporting 
goods industry’s future. He said:” 
Chinese sporting goods corporations 
which have factories are exactly real 
economy. They live on two sections, 
profit from manufacture and brand 
sale. With the sign of developing real 
economy, our country will provide more 
flexible environment in finance and 
policies, which benefits enterprises’ 
development.”

Sport show reflected 
the development of 
sports industry

It was reported that added value 
of Chinese sports industry had 
reached 220 billion yuan amounted 

to 0.58% of GDP, of which sporting 
goods industry contr ibuted 80%, 
with growth rate of 120% during the 
Eleventh Five-Year Plan. At the same 
time, China sport show considered as 
the only sport show led and supported 
by the Commerce Department in home 
trade had changed enormously.
M a  J i l o n g  s a i d : ”  t h e  e m e r g i n g 
domestic sports brands support the 
sport show strongly, which can be 
reflected in the view of stands. As size 
enlarging, sport show improves its 
quality greatly. ”

Then Ma Ji long commented three 
sports shows in 2011. Among them, 
born after Beijing Olympic Games and 
held in Beijing, Marathon Expo which 
positioned in high level integrated 
with high-end event and served for 
sporting goods industry, and many 

new technical methods were applied 
to this show including exhibition VI 
system. At the same time, Marathon 
Expo connected events with sporting 
goods closely, attracting many focus 
from international brands. “One hand, 
it shows products; on the other hand, it 
promotes its own corporations, which 
is what we need.”

Last  year ,  spor t  show (summer) 
transferred to Chengdu, which brought 
worry about its influence. As a result, 
the number of participating companies 
hit a new high after 2008. Ma Jilong 
expressed, this sport show not only 
met  the requi rement  o f  lower ing 
products channels,  but  a lso had 
many forums and activities related to 
corporations development.

“Given to the National Games, sport 
show (winter) transferred to Shenyang, 
which attracted local government’s 
focus but still had many problems to 
explore and settle.” When it came to 
sport show (winter), Ma Jilong said, 
many ski brands were not active to 
participate, and it implied a big space 
to improve while entry point was found.
“When  Ch inese  spo r t i ng  goods 
industry enters into adjustment, it will 
bring a virtuous circle. Sport show will 
go ahead, because it can lead the 
way.2012 sport show will be the 30th, 
we will bring a brand-new sport show.”
Ma Jilong suggested, the organizers 
would have a brief review in the 30th 
sport show and appreciate sections 
which make contributions to sporting 
goods industry.

    “We want to send positive message 
to improve serv ice and increase 
activities and provide better platform. 
Furthermore, we want to introduce and 
learn experience and measures from 
other industries, with the help of forums 
to improve communication. Sport show 
in this year will invite professionals 
in economics, finance or business 
sections to give a speech.”
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It was introduced that venue facility 
area and f i tness equipment area 
shown individually would be focuses. 
“In this year, we make an integrated 
planning for f i tness to produce a 
system including activity plans. We 
have been working on it for several 
years; even in the promotion we say 
there are a comprehensive exhibition 
and a specific exhibition, which is 
a measure to meet requirement of 
industry development.”

Theme show would be a direction. 
Introduced by Ma Jilong, besides of 
show in comprehensive exhibition, 
many theme shows l ike Marathon 
Expo were in the research stage, for 
instance, bicycle show, tennis show 

and CBA show, which were likely to 
open to spectators.

Ma Jilong revealed that, 2012 sport 
show (winter) and Marathon Expo 
would be held in the same place 
and time. Ma Jilong added:” sport 
show (winter) and Marathon Expo 
belong to the same category, with 
complementary spectators. I t  wi l l 
produce a better environment and 
more convenient for sports marketing.”
In addition, good news from 2012 
Chinese sporting goods industry was 
Chinese sport ing goods industry 
white paper would be released in the 
30th sport show. It was said that the 
publish system was under construction 
now, data were exchanged among 

Beijing, Fujian, Guangdong and other 
provinces; the data output to foreign 
countries was under construction 
too. From 2012, some information 
would be published through annual 
meeting of sporting goods industry or 
sport show. “The release of Chinese 
sporting goods industry white paper 
not only reflects the trends of industry 
totally and correctly and provides 
recommendat ions to corporat ion 
p o s i t i o n i n g ,  b u t  a l s o  b e n e f i t s 
communication and cooperation on 
research with WFSGI.” Ma Jilong said.

Source: CSGF Secretariat 
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2012 (30th) Sport Show
Would Be Held in May in Beijing

Held by  Spor ts  Equ ipment 
Administrative Center of GAOS 
and China Sporting Goods 

Federation, China Sport Show 2012 
(30th) promotions were undergoing in 
Guangzhou, Shanghai and Xiamen 
recently. With the theme of “creation, 
responsibility, win-win”, China Sport 
Show 2012 (30th)  would return to 
Beijing International Exhibition Center 
(new) from May 17th to 20th. Three 
promot ions suggested at t ract ing 
e x h i b i t o r s ,  i n v i t i n g  s p e c t a t o r s , 
organizat ion, publ ic i ty and other 
activities would be started, under a 
series of innovative service concepts.

The 30th sport show in 2012 would 
be a milestone in its history. With the 
help of GAOS and China Sporting 
Goods Federation and the support of 
governments and sports corporations, 
sport show had become the biggest 
comprehensive sport show in Asian-
Pacific region so far; the important 
window to breed brands, expand 

export, explore market; the major 
channel  to show achievement of 
China sporting goods industry and 
spread new sports culture ideas; 
the significant platform to integrate 
sporting goods, marketing, culture 
and technology. Among a series of 
policies published by the country to 
increase domestic demand, sport 
show was the only sports exhibition 
led and supported by the Commerce 
Department in domestic trade section, 
which was funded by the Commerce 
Depar tmen t  and  the  M in is t r y  o f 
Finance. During 2009 to 2011, sport 
show got medium-sized and small 
enterprises subsidies straightly, which 
benefited exploring home and aboard 
market and channels construction for 
medium-sized and small enterprises.

M a  J i l o n g ,  d i r e c t o r  o f  S p o r t s 
Equipment Administrative Center and 
vice president and secretary general 
of China Sporting Goods Federation, 
emphas ized on  promot ions ,  the 

direction of 2012 sport show was 
more professional, normalized and 
international, with higher quality based 
on the same size, improving service 
and management, constructing service 
system for exhibitors, spectators and 
media, promoting brands widely. The 
focus was inviting purchasers home 
and aboard, meeting the mult iple 
requ i rements  o f  spor t ing  goods 
en te rpr ises ,  mak ing  spor t  show 
become the indicator of sport ing 
goods industry.

Specif ical ly speaking, there were 
5 ways to realize: 1. Spread sports 
culture and health concepts through 
sport show, attract more people to 
participate physical activities and 
drive sports consumption, combine 
high performance with sport for all, 
bring more business opportunities for 
enterprises;2. Promote indigenous 
innovation, encourage exhibitors to put 
forward new products, technologies 
and act iv i t ies, report  enterprises 
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participated actively and give them 
a specia l  coverage in exhib i t ion 
information and guide;3. Invite more 
experts home and aboard to spread 
advanced marketing models, operation 
principles and management ideas 
through forums and training activities 
during the show, enhance the ability 
and quality of sport show;4. Accelerate 
to bring out “special show”, name the 
fitness area as “China Sport Show-
fitness show” in the next sport show 
to complete the leadership of the 
show, try to draft special promotion 
and spectator invitation plan about 
fitness industry, supply an integrated 
f i t ness  commun ica t ion  p la t fo rm 
including exhibition, forum, training 
and performance;5. Release sporting 
goods industry white paper, reflect the 
situation of Chinese sporting goods 
industry, provide perfect information 
service for industry development.
It was estimated that there would be 
more than 1000 exhibitors attending 
2012 sport show and more than 100 
thousand specta tors  and spor ts 
fans. This show would occupy all of 
8 exhibition halls in Beijing Shunyi 
new  Na t i ona l  Exh ib i t i on  Cen te r 
whose exhibi t ion area exceeded 
100 thousand M2. 8 halls would be 
divided into 6 theme areas based on 
categories, and they were sport-style 
apparel, outdoor and roller skating, 
tennis and badminton, ball games, 
fitness and rehabilitation as well as 
venue facility. No sooner than had the 
invite been carried out when most of 
leading brands expressed intention of 
attendance.  At least 500 enterprises 
signed up and 70000 M2 had been 
booked so far, which exceed the data 
in the same period of last year.

Spectator  was the l i fe l ine for  an 
unprecedented sport show. This sport 
show paid more attention to spectator’s 
quality and quantity. For domestic 
spectators, the organization committee 
enhanced cooperation with general 
merchandise and other associations 

and organizations, and invited officers 
and buyers from sport department; as 
to national centralized purchase policy, 
employees from purchase centers of 
provinces were invited. For foreign 
spectators, the organization committee 
had built relationship with over 20 
oversea spor t  shows to promote 
China sport show. There would be 
more than 2000 purchasers from over 
40 countries or areas anticipated to 
come here. At the same time, recruit 
of spectators and sports fans were 
undergoing too.

In order to strengthen communication 
between exhibitor and spectator, the 
organization committee would provide 
specific service and trade platform 
for exhibitors from different areas and 
organize high-end forum, business 
discuss, performance, training and 
other activities. There would be sports 
industry and sporting goods forum, 
sports capital forum, sports venue 
summit ,  f i tness industry summit , 
f i tness business dist r ic t  summit , 
which re f lected the requi rement 
and consciousness of enterprisers 
understood pol icies and industry 
trends; there were also tennis and 
badminton treasure hunt, threading 
expert competition, sport for all big 
stage, outdoor technology experience 
zone, football carnival, fitness, yoga, 
belly dance elite contest and other 
popular and available activities.

Promotion of 2012 sport show would 
exceed that in Chengdu, around the 
theme “creation, responsibility, win-
win”. Following 5 time nodes “inviting 
exhibi tor  and business,  preheat, 
expectation, overview after the show”, 
this show would make spread strategy 
and launch designed spread system, 
making full use of well-developed 
media in Beijing with TV, internet, print 
media and broadcasting.

The upcoming 2012 sport show (30th) 
not only emerged the glory of the past 
29 sport shows, but also became 
the mark that sport show went into a 
new stage. As the brand connotation 
expressed from the theme, the 30th 
organization committee promised 
on the promotion, they wwould use 
“creation” to develop China sports 
industry; take the responsibility to 
provide quality sporting goods to 
the public; they would try to achieve 
win-win, making 2012 sport show 
become a professional, authoritative 
and leading international show. Look 
forward to cooperate with this great 
project in 2012 China Sport Show.

Source: CSGF Secretariat
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On November 28, 2011, the 
National Technical Committee 
o n  S p o r t i n g  G o o d s  o f 

Standardization Administrat ion of 
China held a promotion conference on 
the GB 19272-2011National Standards 
for General Safety Requirements for 
Outdoor Fitness Equipment  in Beijing. 
Many officials and technicians from 
concerning institutions and enterprises 
were present at the conference. The 

main contents, principles of revision, 
process of formulation and significance 
of implementation were introduced. 
The General Safety Requirements for 
Outdoor Fitness Equipment  is playing a 
leading role in the technical support for 
national fitness undertaking, providing 
guarantee for harmonious and safe 
fitness activities. 

Since the promulgation of the outline 
of the National Fitness Program by the 
State Council in 1995, the construction 
of f i tness-bui lding in frastructure 
in urban and rural areas has been 
accelerated. With the help of sports 

Promotion Conference on the National Standards 
for General Safety Requirements for Outdoor 

Fitness Equipment Held in Beijing
lottery welfare fund, 164, 000 outdoor 
fitness corners and over 3400 fitness 
centers have been established, and 
the number of fitness projects targeted 
at farmers has reached 230, 000. In 
order to meet the demand of the rapid 
development of sport for all in China 
and ensure the safety and durability 
of outdoor f i tness equipment, the 
GB 19272-2011National Standards 
for General Safety Requirements for 

Outdoor Fitness Equipment was issued 
in 2003, as the normative document 
for outdoor equipment used in national 
fitness movement. 

With the development of sport for 
all, the outdoor fitness equipment 
has been more and more popular in 
China. There appears increasingly 
high demand for the functions and 
structures of fitness equipment, and 
the original standards have lagged 
behind. Since 2007, the General 
Administration of Sport of China has 
conducted annual inspection into the 
quality of outdoor fitness equipment 

for 5 years, f inding out problems 
of  vary ing degrees in the logos, 
designs, installation and maintenance. 
With china’s social and economic 
development stepping onto a new 
stage, the production technology of 
equipment has made considerable 
progress. The contents and regulations 
of the original standards are too loose 
to meet the needs of new technology 
development. And in the outdoor 

f i tness equipment industry, there 
are phenomena such asplagiarismof 
technologies or products from other 
enterprises, keeping prices down while 
bidding and vicious competition, which 
has seriously disturbed the normal 
order of production and hindered the 
healthy development of this industry. 
All these prove that there is much 
space of improvement for the old 
standards. The new standards are in 
urgent need to strictly regulate the 
market. 

I n  2 0 0 9 ,  t h e  S t a n d a r d i z a t i o n 
Administration of Chinaissued the 
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Notice on the Revision of second 
batch of National Standards , and a 
task force was established by the 
National Technical Committee on 
Sporting Goods to draft the standards. 
A Draft for Comment was formed in 
July, 2010. After experts reviewing 
the  comments  f rom enterpr ises , 
scientific institutions and the public, 
the GB 19272-2011National Standards 
for General  Safety Requirements 
for Outdoor Fitness Equipment  was 
approved by the Standardizat ion 
Administration and officially released 
in September, 2010. On October 1, 
2011, the Standards started to be 
implemented. The new standards have 
7 main characteristics:
1.Providing technical support for 
“National Fitness Corners Project” 
and “Fi tness-bui ld ing Project  for 
Farmers”. The new Standards lay 
out str ict rules on the production 
process, structure, and functions of 
outdoor fitness equipment, serving 
as effective technical support for the 
research&development, production 
and quality standardization of the 
equ ipment .  Meanwhi le ,  the  new 
Standards apply to di fferent age 
g roups ,  i n  l i ne  w i t h  t he  un ique 
characteristics of fitness facilities in 
China. 
2.Ensuring the safety and benefits of 
consumers. For example, the maximum 
quantities of harmful materials have 
been stipulated in the standards; there 
should be limit devices around the 
moving parts, etc. 
3.A new chapter of “Management 
and Maintenance” has been added. 
I t  i s  c l a r i f i e d  t h a t  t h e  o u t d o o r 
fitness equipment is supervised by 
sports administrative departments; 
the  purchasers  mus t  conduc t  a 
c o m p r e h e n s i v e  a s s e s s m e n t  o n 
the environment and management 
level to make sure their match with 
the  equ ipment ;  the  acceptance 
procedures  and measures  a f te r 
installation are defined. 
4 .Fur the r  regu la t ing  the  marke t 

of outdoor f i tness equipment and 
promoting the sound development 
of this industry. For instance, the 
technological innovation and progress 
are emphasized; higher requirements 
on the equipment's safety, quality, 
structure, installation and maintenance 
are put forward. Accordingly, those 
enterprises which profit in opportunistic 
way by producing low-quality goods 
with lower prices will shrink even be 
eliminated in the future. 
5 .Propos ing the new concept  o f 
innovating production technology 
and rais ing the requirements for 
equipment’s quality. For example, the 
safety service life has been extended 
to 8 years. The suppliers are requested 
to timely replace the wearing parts 
within the equipment’s life circle. As 
a result, the manufacturers have to 
strengthen technology innovation and 
improve their products’ structure. 
6.Adding some technical indexes to 
be more people-oriented. For instance, 
the equipment should be installed at 
least 10 meters away from residents’ 
windows; the rigid collision between 
the equipment’s parts is not allowed. 
7 . In  accordance wi th  the actua l 
situations in China, some concerning 
standards of Japan, the United States 
and Europe have been referred to 
while formulating this GB19272—2011 
Standard. 

The 12th Five Year Plan for developing 
national sports cause puts forward 
that the projects such as Fitness-
bui lding Project for  Farmers and 
National Fitness Corners Project will 
be continuously implemented, showing 
the Government ’s  determinat ion 
to promote sport for all around the 
country. As import hardware facilities 
of  nat ional  f i tness act iv i t ies,  the 
quality and safety of outdoor fitness 
equipment are directly related to 
the vi tal  interests of the masses. 
The revision of the Standards put 
great emphasize on the safety of 
consumers, making strict restrictions 

on the equipment’s possible harm to 
the old and children. Meanwhile, the 
promulgation and implementation of 
new standards provide legal basis 
for national fitness projects, ensuring 
the impartiality and authority of the 
products’ quality certification. It also 
helps promote technology innovation, 
enhance products’ quality, reduce 
production costs and promote exports, 
etc. 

The introduction of the new Standards 
is just the f i rst step. I ts effect ive 
implementat ion needs the whole 
society’s joint efforts. Governments 
and sports administrative departments 
a t  a l l  l eve l s  shou ld  ge t  a  deep 
understanding of the new standards 
and implement it through the bidding 
a n d  p ro c u r e m e n t  p ro c e s s .  T h e 
enterprises should enhance awareness 
of the new standards and improve 
capabilities of technological innovation. 
The supervision and cert i f icat ion 
departments should perform their 
duties in terms of protecting the fitness 
practicers’ rights. Through the joint 
efforts of all parties concerned, the 
implementation of the new standards 
will offer safety guarantee for the sport 
for all development and building China 
to a sports power. 

Source: National Technical Committee 
on Sporting Goods of Standardization 
Administration of China
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“Nowadays, the skiing goods market in china has a huge potential. However, 
most domestic ski equipment manufacturers can only stand outside the market 
due to the lack of core technologies.” Qi Yong, chief distributor of German 
VolklSki(a sponsor of China national freestyle skiing team), told reporter during an 
interview. 

“The skiing population in China is growing. Both the ski resorts and individual 
skiers have a huge demand for ski equipment. In some regions like Beijing, 
Heilongjiang, Jilin, Liaoning and Xinjiang, a complete chain has been established 
inside the ski industry. More and more people have become skiing enthusiasts. 
However, a big share of the market has been mainly occupied by European 
manufacturers.

Han Xiaopeng, freestyle skiing champion at the 2006 Turin Winter Olympics, felt 
the same way. He remembered: “I used a ski board made in Dalian when I was 
a child. But then after, I have rarely seen domestic brands in this field. On the 
contrary, it is usual that some international high-end ski boards are priced at over 
10,000 yuan.”

According to Qi Yong, the main impediment to the development of domestic 
ski equipment enterprises is lack of core technologies. He took example of an 
international outdoor fabric manufacturer that only offers waterproof, breathable, 
cold-proof fabrics to the production of well-known ski suits. The high technology 
embedded in this kind of fabric is a core technology. And most famous foreign 
ski board manufacturers have their own professional R&D teams, who make those 
core details such as fixture and intensity adjustment switch so advanced that a 
single ski board can adapt to different people and different skiing conditions. 
However, the patents and industry standards of those details are in the hand of 
foreign enterprises. 

The high-end customer-tailored ski boards are specially designed in accordance 
with individual height and weight, with edge curvature on the both sides of the 
boards changed by professional teams every two years. The high-tech materials 
like carbon fiber are not real core technology. The designs of those details which 
can make skiers more comfortable are the core competitiveness. 

Faced with a huge market in China, the market segmentation will give domestic 
enterprises an opportunity. But if we want to achieve long-term development, 
some core technologies must be obtained. This kind of competitiveness 
generated by high technologies is the prerequisite for Chinese enterprises to 
transform the pattern of economic growth.

Source: Xinhua News Network

Lack of Core Technologies as the Main Impediment 
to the Development of Ski Equipment Enterprises
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Small and Medium Sports
Brands to the Countryside

The big brands such as Nike and Adidas have begun to explore the 
low-end market, which pose a challenge to the small and medium 
brands of sports shoes and apparel. 
It is gratifying that many domestic brands have chosen to go to the 
third or fourth-tier markets. Besides clear channel strategy, they also 
have matching product strategy, i.e. they know what products should 
be sold in what kind of stores. 

Speciality shops in towns and villages

Just after the 2011 Spring Festival, 
three small and medium sports 
brands closed their stores on 

the Yangguang Road of Jinjiang city, 
a business district with many sports 
brands. On the other side, shops of 
these brands opened one after another 
in towns and villages like Nanan and 
Aanxi. Their channel strategy has 
become more pragmatic. 

“Let’s take Jinjiang as an example. 
Yangguang Road is a first-tier business 
district in second-tier market. But the 
high terminal costs here put much 
pressure on the shoulders of those 

growing brands. It is hard for them 
to expand.” said Azheng, Marketing 
Director of Yes live (China) Co. ltd. 

For years, domestic first and second-
class sports brands have established 
solid “channel barriers” in the second 
and third-tier markets of China. In 
addition, Nike and Adidas have been 
expanding the i r  market  share in 
China. It can be expected that there 
will appear a heated contention on 
channels and prices in the future. In 
this case, the small and medium-sized 
sports brands will probably become 
victims of this competition. 

According to Azheng, in order to 
survive, i t  is unnecessary to stay 
still in second-tier markets. Yes live 
will explore channel branches in the 
county-level markets and even township 
markets, while fostering brand influence 
in the second-tier markets.

Third-tier markets are fertile grounds 
not only to win profits but also cultivate 
brands. “Those shops which open 
earlier, have better location and cover 
more area may become the first choice 
for the local consumers.” said Zhao 
Tao, Deputy General Manager of Kifan 
Sporting Goods Co.Ltd.
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Products to match with channels

The third and fourth-tier market has 
become the preferred strategic 
direction of small and medium-

sized sports brands. However, the 
local consumers in towns and villages 
have significantly different spending 
concepts compared to that in cities and 
counties. In this situation, how should 
the small and medium-sized sports 
brands adjust their product strategy? 
Many of them choose the “double 
products” strategy. 

“The fashionable products, accounting 

1. Preemptive tactic

The domestic brands need to not only go to the countryside but also take a 
preemptive tactic. The number of consumers in a town is limited, so a town 
can only accommodate 2-3 speciality stores of sports brands. The brand 

which goes there first can obtain exclusive competitive advantage. 

Given the consumption environment in third and fourth-tier markets, the small and 
medium sports brands may need to have face-to face fights with smaller brands. It is 
better for them to know that the brand oriented and low-price oriented consumption 
constitute the two parallel mainlines for a win-win and harmonious situation. As a 
result, the growing brands should have a pragmatic attitude in dealing with fundamental matters, such as mapping out the 
product strategy, planning clear product structure and even accurately making refined products a selling point, etc. 

“Channel is increasingly crucial for domestic shoes and apparel brands to maintain market advantage. To establish a sound 
network layout is an effective measure.”Adirector from China National Garment Association said, with China’s urbanization, the 
purchasing power of residents in towns and villages is increasing. Those domestic sports brands which can achieve stable 
development in third and fourth-tier markets can enjoy the fruits of this round of impact.

2. Localization

A lot of domestic sports brands only take the strategy of going to the countryside as expediency. But setting up shops 
in town and villages also has to face the burden of rising costs, so the sports brands need to put more efforts in 
localization. 

First, price strategy should be appropriate. There are some regional differences between towns and villages in northern and 
southern China. According to market analysis, it is proper for the shops in towns and villages to fix prices at less than 150 
yuan. 

Second, the enterprises should select high-quality customers in the exploration of rural market channels, so as to reduce the 
risks borne by brands and customers. Furthermore, because the rural market is mostly composed by the family-run shops, the 
management should be relatively flexible. The staff of dealer outlets should be as localized as possible. 

The marketing strategy should be localized, too. Based on a deep understanding of local conditions, some marketing activities 
in line with local residents’ consumption concept and taste can be organized to narrow the gap with consumers and ultimately 
form a brand management strategy suitable for local markets.

for about 20% of overal l  product 
structure, are mainly used for brand 
image displays in second and third-tier 
markets. In the same time, considering 
that residents in towns and villages are 
less sensitive to fashion, we will design 
more marketable products for them.” 
Zhao Tao introduced. 

Yes Live has elaborately planned a 
strategy of “double products, dual-
channels”. Due to the good sales of Yes 
Live first generation breathable shoes, 
the second generation appeared on 

the market in 2011, aiming at shopping 
malls in second-t ier markets and 
above. On the other hand, with the 
brand influence created by breathable 
shoes, Yes Live plans to quickly seize 
as many third and fourth-tier markets 
as possible. Their channel model will 
be mainly in the form of speciality or 
integrated stores. Yes Live will develop 
series of breathable products suitable 
to the third and fourth-tier markets.

For the above, experts have some 
suggestions as follows:
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Adidas Sales in Russia
Expected to Surge

Market

Ge r m a n  s p o r t i n g  g o o d s 
company Adidas AG expects 
Russia to become one of its top 

three global markets behind the United 
States and China. Chief Executive 
Herbert Hainer said at an investor day 
in Moscow that he expected sales 
in Russia to grow at least 10 percent 
annually to 2015.

Adidas, the world's second-largest 
sports apparel company after Nike Inc 
, said the Russia region would thus 

overtake Japan, where sales have been 
hurt by the earthquake and tsunami 
, to become the group's third-largest 
market in terms of sales.In absolute 
terms, sales are expected to exceed € 
1 billion by 2013.

The group says it is market leader in 
Russia/CIS, where running, outdoor 
and soccer items are among its key 
products.It will also step up its store 
opening program, increasing its network 
of own stores to 800 by the end of 2011 

and to more than 1,200 by 2015.

Hainer predicted record sales from its 
soccer range in 2012, helped along 
by the European championships being 
held in Poland and Ukraine.Soccer is a 
key sport for the group and its soccer 
goods achieved total sales of 11.99 
billion euros in 2010.In addition, running 
has been gaining more popularity and 
the market of traditional outdoor goods 
will grow thanks to low temperature. 

Source: www.yup.cn
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Puma Locked the American Market

Ge r m a n  s p o r t i n g  g o o d s 
manufacturer Puma asserted 
that the 2011 target-sales 

would reach 3 billion euros and a single-
digit growth in net income. Financial 
manager Michael Laemmermann said, 
“The north American market is more 
difficult than we expect.”

President Franz Koch said that in North 
America sales had dropped to the 
amount of single-digit for the difficult 
contrast last year had formulated the 
powerful third quarter plan.

Analyst Robert Greil in Merck Finck 
said that he was surprised at Puma’s 
relatively weak performance in U.S. 
market. “The United States is the key 
market and Puma must find the source 
of the weak land.”

The  wor ld  NO.2  German  spor t s 

manufacturer Adidas said that i ts 
products were the urgent need of the 
American market.

Koch said that in the rapid development 
of commodity types, Puma lost to 
competitors, such as light sports shoes 
is increasingly popular in the United 
States.

Puma currently intended to strictly 
dist inguish between the range of 
performance and the range of fashion. 
With Faas sports shoes, Puma wanted 
to compete with Nike and Adidas in the 
light sports shoes market.

Koch said, “The performance of our 
products are not resonat ing with 
consumers, of course, opponents’ such 
products, so we must pay attention to 
this area.”

He said that the light series sold in 
China and Latin America were good 
sales and accounted for 10% of the 
total in this quarter. However, Koch 
refused to make 2012 look.

Meanwhile, Koch told reporters that 
Puma and its partner were developing 
biodegradable products. The sports 
clothes and sports shoes could be 
recycled or thrown on a compost heap. 

Those products would fol low two 
standards, the technical  and the 
biological. Puma could use old shoes 
to  make new ones or  someth ing 
completely different l ike car tires. 
For the biological cycle, Puma could 
produce shirts or shoes that would be 
compostable. People could shred them 
and bury them in the garden.

Source: China Fashion Weekly
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At present, nearly all Chinese top 
skiing athletes come from skiing 
clubs, which solve the problems 

due to the lack of coaches and low-level 
training condition. Skiing clubs quickly 
promote the grassroots’ skiing level. Ski 
resorts in Heilongjiang province make 
a survey among skiing clubs during 
snow season. A good ski resort usually 
attracts more skiing clubs.

According to reporters’ survey, skiing 
clubs further promote skiing consumer 
market. Participation frequency is 
the main difference between skiing 
clubs and travel groups. According to 
statistics in Haerbin, a skiing fan often 
goes skiing more than 25 days in one 
snow season.

Resort managers say that the oral 
spreading among club members can 
effectively promote their reputation. 
Most club members are skiing fans and 
familiar with resorts.

The total consumption of one skiing 
fan in snow season includes ski resort 
consumpt ion  (3000  RMB Yuan) , 
transportation and accommodation 
(2000 RMB Yuan), and skiing equipment 
and apparel (5000 RMB Yuan). There 
were only 3 skiing equipment stores in 
Haerbin in 2000 while there are dozens 
of such stores now. Many international 
famous brands like Salomon, Fisher, 
and Walker have set up their stores 
in Haerbin. Their apparel and skiing 
goggles have entered Heilongjiang 
market. About 80% of club members 
have their own skis and over 30% have 
two and more pairs of skis.

In recent years ski sales in Haerbin 

Skiing Industry Guided by Market and 
Skiing Culture Developed 
by All Walks of Life

annually increase 40%, in which skiing 
clubs have played an important role. 
There are some defects in the skiing 
industry.

Firstly, Heilongjiang province lacks the 
skiing industrial chain. Heilongjiang 
province is famous for skiing tourism, 
but there are not any famous skiing 
brands. Only several skiing clubs are 
connected with some stores while 
most of them focus on entertainment 
activities.

Secondly, most tourists and fans are 
middle-aged while most young people 
do not take part in winter sports. 
Moreover, most tourists are from other 
provinces.

One skiing fan suggests that we should 
learn from Japanese experiences 
and set up skiing courses in schools. 
For example, students of preliminary 
schools and high schools in Tokyo go 

skiing at least once each year.

T h i r d l y ,  t r a n s p o r t a t i o n  a n d 
accommodation need to be improved. 
Beijing tourists complain to reporters 
that they hardly catch the skiing train 
to Yabuli  because it  changes the 
departure time. Skiing fans in Haerbin 
also complain that they can not afford 
luxury hotels near ski resorts and they 
just want some cheap and clean hotels.

To deve lop sk i ing indust ry  as  a 
special tourism culture industry, more 
departments and organizations in 
Heilongjiang province should cooperate 
with each other. A lot more needs to be 
done.

Source: Heilongjiang Daily
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By November of 2011, Quanzhou 
exports 526 mill ion pairs of 
shoes, which are worth 2.981 

bi l l ion dol lars. This makes a new 
record, nearly half of the total shoes 
export of Fujian province and one ninth 
of Chinese shoes export. Moreover, 
Quanzhou sports shoes export follows 
Dongguan, No. 2 in China. Therefore, 
Quanzhou is the main production base 
of sports shoes in the world.

At  present ,  there  are  more than 
3000 shoe enterprises and relevant 
enterprises, among which there are 

Quanzhou Sports Shoes Export No. 2 
in China and Focus on American and 

European Markets

over 700 export enterprises. Their 
export products include children shoes, 
adult shoes, sports shoes, and slippers, 
among which 80% is sports shoes. Over 
30 shoe enterprises have established 
partnership with international brands. 
Many enterprises like Xtep, Anta and 
Peak have established agencies and 
stores in USA, Russia and Southeastern 
Asian countries. Their products have 
entered the markets of more than 
80 countries and regions and North 
America and European countr ies 
become the main destinations.

The qua l i t y  and added va lue  o f 
Quanzhou products are increasingly 
improved, so 12 shoe enterprises are 
awarded with Chinese Famous Brands. 
Among 15 Chinese famous brands 
of sports shoes, 11 brands are in 
Quanzhou. Xtep, Peak and Huanqiu are 
listed as export inspection exemption 
enterprises.

Source: Quanzhou Evening News
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At present, Chinese old people pay more attention to exercises, so great market of sports shoes for the 
old attracts many enterprises. Old people usually walk and do some stretching and kicking exercises. 
They need sporting goods specially designed for them. However, in spite of soft ball and Taiji Sword, other 
sporting goods for the old can hardly be found in the market. This is a promising market. 

Great Market Potential of Sports Shoes 
for the Old

Who Will Dominate the Great Market?

Like many other new industries, foreign brands dominate old people sporting goods market. Many managers suggest 
that to catch the opportunities of the market, the related retailers should focus on changing old people’s lifestyles and 
consumption habits.

Some experts suggest that we should hold various lectures and consumer activities and guide the market with old people 
sporting goods consumption concept. Sporting goods enterprises should sell a kind of lifestyle and promote a kind of sports 
culture. They should promote Chinese sports brands while they do their marketing. Chinese brands do not make consumers 
understand the concept of old people sports culture.

Seize the Development Opportunities

Some retailers think that Chinese old people are frugal and will not buy expensive fitness products. They are wrong. With 
the research about seniors market, Chinese old people are found that they are changing their consumption habits due 
to the development of economy. They like fashions while doing exercises. This is a great market.

Seen from the development trend, the increasing aged consumers become an important target consumer group while more 
and more aged people take part in exercises. Therefore, Chinese brands should seize the opportunities and explore the old 
people sporting goods market.

Source: www.soxu.cn
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Price Hike Makes Sporting Goods Market 
Go Down except Children Sports Apparel
In 2011, price hike made sporting goods market go down, 
but children sports apparel of Nike, Adidas and Anta were 
popular.

Children Sports Apparel Get Popular

In contrast with the depressed adult sporting goods market, children 
sports apparel of Nike, Adidas, Li-Ning, and Anta were still popular.
There were children sports apparel counters in Beijing Wangfujing 

Department Store, Beijing Modern Plaza, Cuiwei Department Store, and 
Beijing Blue Island Mansion. Some consumers said that these famous 
brands were fashionable and they could afford them.
Those children apparel were not cheap as one Adidas children down 
jacket were worth about 1000 RMB Yuan, but its sales were good.

“Loving Cartoon” Turned into “Loving Sports”

Ni k e  a n d  A d i d a s  e n t e r e d 
children apparel market in 2001 
or 20002 while Chinese brands 

started to enter the market in recent 
years.

Li-Ning signed with PacLantic in 2010 
and launched Li-Ning Kids series 
children apparel. In the first quarter of 
2011, Anta launched Anta Kids series 

Why Are Sports Brands Attracted by Children Apparel Market?

Ni k e  a n d  A d i d a s  e n t e r e d 
children apparel market in 2001 
or 20002 while Chinese brands 

started to enter the market in recent 
years.

Li-Ning signed with PacLantic in 2010 
and launched Li-Ning Kids series 
children apparel. In the first quarter of 
2011, Anta launched Anta Kids series 
children apparel. 361° children apparel 
was exhibited at China International 

children apparel. 361° children apparel 
was exhibited at China International 
Fashion Exposition 2010. Xtep signed 
with Disney in 2006 and then entered 
children apparel market. Xtep has 
opened hundreds of children apparel 
stores in China since 2006.

In contrast with adult sporting goods 
market, the advantage of children 

market is that children are growing, 
so they have to often change clothes 
and shoes. Now Chinese parents 
are willing to spend much money on 
children apparel. Young consumers 
turn from loving cartoon to loving 
sports. Moreover, although Nike and 
Adidas start early, they do not dominate 
children sports apparel market. Chinese 
brands still have their opportunities.

Fashion Exposition 2010. Xtep signed 
with Disney in 2006 and then entered 
children apparel market. Xtep has 
opened hundreds of children apparel 
stores in China since 2006.

In contrast with adult sporting goods 
market, the advantage of children 
market is that children are growing, 
so they have to often change clothes 
and shoes. Now Chinese parents 
are willing to spend much money on 

children apparel. Young consumers 
turn from loving cartoon to loving 
sports. Moreover, although Nike and 
Adidas start early, they do not dominate 
children sports apparel market. Chinese 
brands still have their opportunities.

Source: Beijing Business Today
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ERKE Invents a New Way of Doing 
Tennis Marketing

The rise of Wickmayer, Robredo’s 
win in New Zealand, and Philip’s 
two doubles titles at Wimbledon 

and the US Open are all connected with 
ERKE. Mr. Lu Xiaohu, Vice President of 
ERKE, tells reporters the growth story of 
Chinese No. 1 tennis brand.

In 2004, when many Chinese sports 
brands competed for basketball and 
football resources, ERKE began to do 
tennis marketing and became the first 

Chinese sponsor of ITF women tennis 
events.

Later, ERKE understood more about 
tennis and established the professional 
tennis brand image. ERKE had its 
own tennis culture. ERKE sponsored 
Wickmayer ,  Robredo and Ph i l ip 
because they always persisted in 
winning games.

In order to provide better service 

for these signed players, ERKE set 
up a special group which consisted 
o f  s ta f f  members  f rom research 
department, design department and 
brand department. This is why ERKE 
succeeds in tennis apparel market.

Source: Beijing Business Today
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Taishan Sports Makes a New 
Breakthrough by New Materials

Ta i s h a n  S p o r t s  f o c u s e s  o n 
the concept of building Blue 
Economic Zone in Shandong 

Peninsula and Effective Surrounding 
Economic Zone in the Huanghe Delta 
and develops new materials. Taishan 
Sports has made great investment in 
technological researches and absorbed 
Chinese Taiwan technologies. Taishan 
Sports has invested 50 million RMB 
Yuan to set up Shandong Taishan 
Ruibao Composite Material CO., LTD 

which annually produces 100,000 
carbon fiber bikes. It creates 2,000 jobs 
and brings new sales 1.7 billion RMB 
Yuan, 121.96 million RMB Yuan profits, 
and 129.43 million RMB Yuan taxes.

Taishan Sports is able to produce the 
lightest bike in the world due to carbon 
fibers. Carbon fibers are easy to be 
out of shape and have poor oxidation 
resistance. Mr. Meng Xianshun, Vice 
president of Taishan Sports, says, “The 

core technology is the coating which 
withstands high temperatures and great 
impacts.”

Source: www.xinhua.org

Exhibited Carbon Fiber Bikes
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Anta Promoted China Sports with 
Yang Yang “Champion Foundation”

On 3rd Dec, Anta launched Champion Foundation “Happy Sports and 
Volunteering Beijing” program as well as Yang Yang held in Heyi Street 
Fengtai, which aimed at donating playgrounds to youth from migrant 
children schools and affordable housing communities and giving 
fundamental guarantee to youth physical activities. Anta and Yang 
Yang’s action brought warmness to more places.
As the representative of compassion enterprise, Anta, the Central 
Committee of the Communist Youth League, Chinese Red Cross 
Foundation, Beijing Municipal Party Committee, Beijing volunteer federation, leaders from Fengtai District 
Government and some sports delegates from All-China Youth Federation attended this ceremony, and 
parent volunteer from Heyi Street, student delegate, community resident also participated.
As the leading domestic sports brand, Anta connected enterprise development with China sports closely, 
promoting China sports by supporting Chinese PE education and paying attention to retired athletes and 
other forms. While the enterprise was constantly growing, Anta didn’t forget the responsibility to contribute 
warmness and care to the society. 

Popularize PE basic education and support youth

Since its inception, Anta kept in 
mind that popularizing PE basic 
education to youth and bringing 

better sports experience. The purpose 
of “Happy Sports and Volunteering 
Beijing” was to donate sport fields to 
migrant children schools and affordable 
housing communities, and Champion 
Foundation combined with Anta to 
supply basic guarantee to youth sports. 

Pay attention to retired athletes and use champion influence

Many Olymp ic  champ ions 
were engaged in training 
and competitions for a long 

time, how to face society out of high 
performance and how to improve and 
make sure quality life after retirement 
were what the country and related 
depa r tmen ts  conce rned  abou t . 
Therefore, Anta and Yang Yang put 
forward Champion Foundation to build 

Ding Shizhong, chairman of board 
from Anta appealed:” I hope more 
corporations can take part in Chinese 
PE basic education and pay attention 
to youth sports and realize China sports 
sustainable development.”

Except for youth PE basic education, 
Anta also emphasized to provide 
youth with opportunity to realize dream 

and platform to improve skill, which 
was in accordance with Anta’s brand 
philosophy: “keep moving” implied 
that every ordinary people had right to 
pursue dream and challenge himself. 
Anta hoped to give a platform to sail 
dream and support  China sports 
through supporting youth sports.

a perfect platform which could help 
athletes find suitable career planning 
and complete life path.

In addi t ion,  based on Champion 
Foundation platform, Anta spread brand 
philosophy “integrate spirit of beyond 
myself into everyone’s life”. By retired 
champions showing, it was proved that 
Chinese athletes still could succeed, 

which depended on the spirit of beyond 
oneself even when they came back to 
common life. Champion Foundation 
launched by Anta and Yang Yang 
made more people experience sports 
essence from champions and delivered 
sports dream and spirit.

Source: Life Consumption




