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Abstract

This paper takes LI-NING Company as the research object, based on the 4P theory of marketing,
namely Product, Price, Place and Promotion, and systematically analyzes its brand marketing strategy.
It is found that LI-NING has built a product system that attaches equal importance to professional
sports and fashion trends through the integration of product innovation and national tide culture.
In terms of pricing strategy, LI-NING adopts differentiated pricing to cover both the high-end pro-
fessional market and the mass consumer group. Regarding channel layout, LI-NING strengthens
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brand experience and market penetration through the synergy of “online + offline” omni-channels.
In terms of promotion strategy, LI-NING continuously enhances brand influence by leveraging ce-
lebrity endorsements, social media marketing, and cross-brand collaborations. Through the in-
depth analysis of LI-NING’s 4P marketing strategy, the paper summarizes its successful experience,
and puts forward optimization suggestions for marketing content dispersion, product homogeniza-
tion and other problems, in order to provide references for the transformation and upgrading of
domestic sports brands.
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