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Abstract

China’s sports industry has developed rapidly with the new wave of continuous growth of the na-
tional economy. This article first introduces the basic situation of Erke, then analyzes its marketing
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strategy, and uses SWOT analysis to discuss the strengths, weaknesses, opportunities and threats
of the company. The results of the study show that Hongxing Erke has many problems, such as an
unclear product target market, insufficient productinnovation, and excessive reliance on emotional
marketing. Based on these problems, this paper puts forward corresponding suggestions, including
selecting the core target market, strengthening research and development, enhancing the brand
influence, integrating multiple sales channels and improving brand image, etc., in order to fully
grasp the marketing status of Hongxing Erke, and then provide a reference for the development of
China’s sporting goods enterprises.
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Figure 1. The market size and growth rate of China’s sportswear industry from 2017 to 2023
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Figure 2. The market share of Chinese sports brands in 2020
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Figure 3. 2008~2020 Hongxing Erke, Anta and Li Ning’s R&D investment comparison
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Figure 4. Grass planting channels for sports and outdoor categories
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