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Executive Summary
To launch a series of new products, namely Badminton Series in badminton goods market, Li Ning Company Ltd. is dealing with high competition due to the strong competitors and changeable market demands. For the sake of supporting a successful entry, a large scale of marketing research is necessary as a premise to gain professional knowledge. Moreover, the detailed profile of the customers and marketplace will attach much importance to conduct the whole plan.

Although the current situation of the badminton goods industry acts as a booming atmosphere, it is not easy for a new entrant to enter, the space is hard to explore for new entrants if they conduct conventional channels. Conversely, e-marketing has a great deal of space for a new entrant. Therefore, to enter the booming badminton goods industry via e-marketing is a win-win strategy – to gain the market share in the badminton goods industry as well as find out a new marketplace on the Internet.

To sum up, the current badminton industry reveals a great chance for the Badminton Series to inject its innovative ideas to the industry.
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Introduction
As the leading sports brand in China, Li-Ning Company Ltd. is providing professional products for athletes and amateurs alike all over the world, including footwear, apparel, accessories and equipments for sport and leisure uses, for the sake of being a worldwide leading sports brand in the near future.
Li-Ning Company Ltd. adopts a multi-product business development strategy in the sports category; therefore, the emergence of the Badminton Series is inevitable, especially in China, which is a superpower in the field of badminton. The brand-new Badminton Series contains rackets, shoes and apparel, with various functions and price levels; however, there are so many competitors in badminton products, like Yonex, Victor, Wilson, Carlton and so forth, which already occupied a certain percentage of market share, it seems like there is a limited space for the new entrant in the badminton market. Under such a circumstance, it is difficult for Li-Ning to launch its Badminton Series by using traditional marketing channels; with the aim of launching such a new series, e-marketing should be a suitable channel due to the current tendency all over the world as well as increasing usage of the Internet in China 
Since the Internet has become more comprehensive source of information, people tend to rely on its quick and prompt sources to know what is happening around the world, including information about those new products. It is important for Li-Ning to attract people’s eyes to the new series by learning what those target groups really want to know about the products. Besides, the introduction of the Badminton Series can be regarded as a precious opportunity for the Li-Ning Company to explore its business scope in its overseas markets.
In this paper, a research plan will be carried out to analyze the current situations of the sporting goods, especially in the field of badminton, and to figure out suitable strategies for the Badminton Series to enter this market via e-marketing. 
Therefore, the central question of the research is:

How to launch the Badminton Series by conducting an e-marketing plan?
The following sub-questions act as supporters to the central question:

- What is the industry structure of the sporting goods?

- What are the key critical success factors for Li-Ning so far?

- What is the position of the Badminton Series in the field of badminton?

- What is the awareness of this type of product in the badminton goods markets?

- Who are considered as target groups to the Badminton Series?

- Who are the competitors to the Badminton Series?

- Is there any advantage to use e-marketing with comparison to other conventional channels?

- Is there any expectation to the Badminton Series in the field of badminton?
Research Methods

In order to find problems and to figure out effective solutions, both primary and secondary researches were used. The qualified research about the sporting goods industry by using desk research was the first step; and then a survey was conducted, namely a questionnaire among the target groups with the aim of understanding their perceptions and expectations for the Badminton Series; what is more, the questionnaires also gave clues for the competitor profiles. For the sake of investigating the current market situation, three Badminton brands were chosen, which are viewed as competitors in the field of badminton as case study samples.
The content of chapters
Chapter One:

In this chapter, a brief description of the sporting goods industry is explored. With the simple analysis of sporting goods market in China, the position of badminton implies the motives of the Badminton Series.
Chapter Two:

In this chapter, a clear profile of Li-Ning Company Ltd. is displayed.
Chapter Three:
In this chapter, the comprehensive analysis of Badminton Series is figured out as well as a customer profile is built.
Chapter Four:

On the basis of above chapters, an e-marketing plan is formed by explaining the reason of choosing the e-marketing channel and giving the recommendations to see how the Badminton Series launch successfully.
Chapter 1: Overview of the sporting goods industry
1.1 History of the sporting goods industry and its development
Reviewing the whole history of the sporting goods industry, there were two distinct periods. From the mid-1800 until the early 1980s, the industry was steeped tradition and confidentiality; during that period, no one expected insiders knew anything about the industry, only widely recognized brand names such as Wilson, Spalding and Rawlings were known in the public sphere (Richard A. Lipsey, 2006, P.3). Over the past 30 years, several factors began to transform the whole industry，for example, a worldwide increasingly health and fitness conscious, which sparked a boom in sales of sports gears as well as apparel staff. Due to such increasing demands on various sporting goods, the industry stepped into a exploring period; the more important was that the sporting goods were not only those traditional sports equipments, but also included those footwear and apparel products.
With the rapid development during the past 30 years, the sporting goods industry, once perceived as a simple and uncomplicated marketplace, is now exceedingly complex (Richard A. Lipsey, 2006, P.1). According to the definition from the World Federation of the sporting goods industry (WFSGI), the current sporting goods industry includes a wide range of sports and recreation activities, namely six basic types of activities as following Table 1:
Table 1: Six basic types of activities within the sporting goods industry
	extreme sports
	inline skating, skateboarding, snowboarding, surfing

	fitness
	all types, including martial arts

	individual sports
	badminton, tennis, golf, wrestling, bowling, gymnastics, skiing

	indoor competitions
	billiards, darts, table tennis

	outdoor recreation sports
	archery, backpacking, field hockey, boating, camping, climbing, fishing, hiking, hunting, water sports

	competitive team sports
	baseball, basketball, football, ice hockey, soccer, softball, swimming/diving, volleyball


Source from: definition of the sporting goods industry, WFSGI

These activities attract customers with different ages and income levels; therefore the industry produces a various range of specialized gear, footwear and apparel for all the activities. According to the report from the NPD Group, the growth rate of the sporting goods industry kept positive (see Table 2)until the financial crisis in 2008,  the worldwide sales of sports equipments and footwear remained flat in 2008, but the sport apparel decreased by one percent (see Table 3).
Table 2: The growth rates of global sporting goods sales 06/07
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Source from: Global Sports Market Estimate 2008, NPD Group
Table 3: The growth rates of global sporting goods sales 07/08
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Source from: Global Sports Market Estimate 2009, NPD Group
1.2 The sporting goods industry in China

According to the WFSGI International Handbook 2005, the development of sports market in China is remarkable as following Chart 1:
Chart 1: Estimated total volume of the sporting goods market (athletic and sports clothing, footwear and sports equipment. Based on data from JASPO, NSGA, FESI, RASIE, EAC analysis, SGI and own estimates. All in $billion.
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Source from: the International Handbook 2005, WFSGI
Furthermore, due to the successful host of 2008 Beijing Olympic Competitions, the sports industry has played more important role during the economic development in China, and the sporting goods market is also be included. On the basis of China Sporting Goods Market Report 2008, the market scale of sporting goods in China is expected to achieve USD 6.2 billion in 2008. Since the Chinese government strongly advocates national fitness, around 400 million Chinese people are now participating in various sports and activities, which definitely bring huge demands for sporting goods. See Chart 2 below
Chart 2: Market Scale of Sporting Goods in China, 2004-2008
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Source from: China Sporting Goods Federation
1.3 In the field of Badminton
Badminton was very popular in England during 1870s where such racket activity came from, but nowadays, badminton is much more popular in Southeast Asian than any other region of the world. Unlike those competitive team sports, such as football, basketball and hockey; badminton only needs two people to form a practice, and the requirement of court is also easier. In China, there are over 20 million people are badminton players, including professional players and amateurs, twenty percent of people even choose badminton as social needs (see Appendix 2), various badminton tournaments and competitions are existing among different levels and regions. According to the survey entitled "The Most Suitable Olympic Event for the Public" released by the Social Survey Center of China Youth Daily, badminton ranks first with a participation rate of 67.8% (Li-Ning Company Limited and the Chinese National Badminton Team Join Together, 2009).
The badminton goods market of China attracts those famous racket goods brands, such as Yonex, Victor, Wilson, Calton, Kawasaki and so forth, they produce equipments (rackets, shuttlecock, nets and strings), footwear and apparel with some accessories (wrist band, head band, racket bag and racket grip) in order to meet the demands of Chinese customers. From the Figure 1, two third of badminton players would buy new products within six month, and none of them would use the old products more than one year, all these statistics indicate huge market demands.
Figure 1: How often do you buy new badminton products?
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Source from: result of the survey
1.4 Summary

In this chapter, a brief description of the sporting goods industry and simple analysis of sports markets in China are given, which indicate the general tendency of the industry both in global scope and in China. Although there was a slow down in global sporting goods sale, the market demands of China kept growing; based on such a big marketplace, the emergence of the Badminton Series is inevitable.
Chapter 2: Company Profile

2.1 Introduction
Li-Ning Company Limited is one of the leading sports brands in China, with the excellent capabilities on various aspects, like brand marketing, R&D, design, manufacturing, distribution and retail. The products of company include footwear, apparels, equipments and accessories for both sport and leisure uses; it has established a wide-range supply chain management system, as well as distribution and retail network in China, which are primarily through outsourcing of manufacturing operations and distribution via franchised agents. Besides, the company also directly manages retail stores for the LI-NING brand (Lining.com, 2009).
2.2Mission, Vision and Core Value

According to the Li-Ning Company Ltd. Official Website:

Mission:

Use sports to arouse athletes' desire, to achieve breakthroughs and exploit potential

Vision:

A leading brand in the global sporting goods industry
Core Values

Live For Dream, Integrity and Commitment, Our Culture, Achieving Excellence, Consumer Oriented, Breakthrough

2.3 Core competencies
Sports brand: Li-Ning adopts a multi-brand business development strategy. In addition to the core LI-NING brand, the company distributes products under its Z-DO brand via hypermarket channel. Besides, Li-Ning also cooperates with AIGLE and LOTTO; it is allowed to sell the products under both two European brands. Moreover, the completed acquisition of Kason and partly acquisition of Double Happiness make Li-Ning obtain more power in the racket sports markets.

Distribution network: According to the Interim Results Announcement of Li-Ning Company Ltd. in 2009, Li-Ning has the effective distribution management, which opened 6,809 LI-NING stores and 741 other brands stores all over the country by June 30, 2009, with 82% of these stores opened in second- and third-tier cities of China and this action will increase the awareness of the brand name in those areas.
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Diversified products: R&D Center of Li-Ning has three laboratories, which are respectively specializing in sports biodynamic, mechanical testing of footwear products and foot-shoe relationship development. Besides, Li-Ning cooperates with Michelin and other reputable education institutions or professional bodies in order to research and develop more products (Li- Ning Company Ltd. Interim Results Announcement, 2009).
Sports Marketing Resource: Li-Ning sponsors five Chinese National Teams with gold medals: badminton, table tennis, diving, gymnastics and shooting. Women’s Fitness is another newly marketing resource in China, the cross-over promotion aims to reach those female customers, such as “Li-Ning + Nirvana” Yoga Course with Nirvana Yoga and “Li-Ning Inner Dance” course with Beijing Modern Dance Institution(Li- Ning Company Ltd. Interim Results Announcement, 2009). In addition, Li-Ning also has some other innovative sports marketing in basketball and tennis field. Internet marketing is definitely the latest resource and more details will be given in the later chapters. 
 2.4 Summary

Li-Ning Company Ltd. acts as a successful company within the sporting goods industry in China, its booming expansion and healthy financial condition are convincible to those shareholders. Therefore, the Badminton Series should obtain qualified market share under such management. 
Chapter 3: Analysis of the Badminton Series
 3.1 Internal analysis & External analysis
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             Source from: http://www.lucintel.com/SWOT_analysis.asp
Before the selection of an entry model for a product by a company, the analysis of both internal factors and external factors are vital for the sake of surviving in the fierce competition. Besides, the internal capabilities of the company and the external demands of the markets impose crucial influences on the final decision of an entry model. Due to the lack of previous experience in launching a series of badminton products in the whole process of exploring new markets, a comprehensive analysis seems to be the essential step for Li-Ning Company Ltd, which expects to gain profits through this new market resource. 
3.1.1 Brand Image and capabilities
The brand awareness of Li-Ning Company Ltd. ranks as the leading position with comparison to other sports brand in China, especially in those second- and third-tier cities. Li-Ning can be regarded as a kind of national brand in China, because it has sponsored a great number of domestic top-class competitions, from National Basketball Association to National Gymnastics League, from Asian Indoor Competitions to Beijing Olympic Competitions, the company has forged an entrenched professional image. Moreover, Li-Ning has also sponsored national teams, such as China National Diving Team, China National Basketball Team, China National Badminton Team, China National Table-tennis Team, China National Gymnastics Team and Spanish National Basketball Team and so forth. Individual athletes are also sponsored by Li-Ning, like Shaquille O'Neal and Damon Jones, which are the top players in NBA; Elena Isinbayeva, the leading pole vault athlete has also signed contracts with Li-Ning. Because of its contributions to the sports development in China, Li-Ning has established a reliable and trustworthy brand image among the customers.
On the basis of section 2.3, Li-Ning Company Ltd. has competitive capabilities to occupy the market share, such as diversification of products and increasing market resources. Li-Ning insists on developing new products through different materials, designs, functions and also the advanced technologies; the innovation never stops within the company, for example, Li-Ning follows the idea of ‘armor’ of Terracotta Warriors to design the series of badminton shoes, by using the principle of' bow 'technology platform which is introduced by Zhaozhou Bridge arch damping; this can be regarded as a perfect combination between ancient eastern wisdom and modern technology. 
3.1.2 Activities and Motives
Li-Ning Company Ltd. is planning to launch a series of badminton products entitled Badminton Series to the badminton goods market. The initial steps of the company on the Badminton Series are summarized into three parts as follow:

a) To cooperate with China National Badminton Team by providing National Team Series which are designed to meet individual features of National Team members, this mainly aims to increase the awareness of the products.
  b) To sponsor top-class badminton tournaments, like Sudirman Cup, China Master Super Series and China Open Series, this aims to promote new products through professional channels among international scope.
  c) To issue coupons about the Badminton Series, for example, a badminton bag worth $55 will be given for free when customer buy a new badminton racket within the fix period, this aims to test customer reactions on the new products. 
On the basis of previous findings, namely section 1.2 and section 1.3, the sporting goods market kept growing in China, especially in the badminton goods market. As a matter of fact, the current badminton products in China are mainly overseas brands; it is a good starting point for Li-Ning of being a national brand in the badminton goods market. What is more, none of the international brands in China focuses on badminton, including Nike and Addidas which are the most profitable sports brands in China, therefore the potential of this badminton market is visible for Li-Ning Company. 
3.1.3 Life cycle of the Badminton Series
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Source from: http://www.trumpuniversity.com/business-briefings/post/2008/04/product-life-cycle.cfm
Referring the actual status of the Badminton Series to the “Product Life Cycle Curve” which is shown above, the Badminton Series is placed in between the stage of “introduction” and “growth”, because it meets the characteristics of both stages: the new products are developed and enter the market (introduction stage), customers learn about the products which become more competitive through various activities (growth stage).  
3.1.4 Competitors Analysis
The competitors are one of the most vital components in the external environmental analysis because their uniqueness is considered as benchmark over which the others can seek and find position to maintain themselves in the marketplace.

The competitors to the Badminton Series of Li-Ning are supposed to be the badminton goods brands that occupying the same target group: the badminton players both professional and amateur in China. In accordance with the result of the survey, three competitors are chosen as study samples for the Badminton Series to learn their strong points while offsetting their weaknesses, they are Yonex, Victor and Wilson (see Chart 3). 
              Chart 3: What brand(s) do you use on the badminton products?
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                           Source from: result of the survey 
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Yonex Co. Ltd. is a Japanese manufacturer of the sporting equipments for badminton, golf and tennis, which was founded in 1946. As the dominant corporate player in the badminton goods industry, upwards of 80% of competitive players use their racquets, as it is the preferred choice amongst professionals (Wikipedia, Yonex, 2009).
Strengths:

The main reason to choose this brand as the primary competitor is Yonex’s high popularity; according to the result of the survey, there are 24 out of 30 respondents use Yonex badminton products. Besides, Yonex produces several lines depend on different functions, such as Nanospeeds, Muscle Powers, Armortecs and Arcsabers to meet different demands from professional to amateur. 
Weaknesses:
The price of those functional badminton lines which were mentioned above is high for customers, although it also has some lower-price products with ordinary type. Moreover, the lack of promotion is another weakness; people would not be attracted by new products due to the lack of special discount and coupon. The last but not the least, Yonex has no official online shop, which cause inconvenience to those customers in remote areas.    
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Victor Company is a Taiwanese manufacturer of the sporting equipments for badminton which was founded in 1968; it sponsors Korea National Badminton Team and several tournaments around the Asian areas.  
Strengths:

Victor is a definitely expertise in the badminton goods industry, it specialises in researching and developing new technologies and skills about the badminton equipments. For example, the stringing machine produced by Victor is the best within this category and can be regarded as the core competence of the company. The brand image is another merit because it participates in some local charity and donated business (victorsports.com, 2009).  
Weaknesses:

The update rate of products is slower than other brands, and the design is also unsatisfied among the female customers. The classification of different racquet lines is vague, which sometimes leads misunderstandings among the customers.
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The Wilson Sporting Goods Company is a sports equipment manufacturer based in the USA, it was founded in 1913, and its main three business areas are racquet sports, team sports and golf. The vision of the company is to be the No.1 ball sports company in the word (Wilson Official Website, About the Wilson, 2009). 

Strengths:

At the heart of sports history for almost a century, no other company has been as influential and intimately involved in shaping the competitions of racquet sports and team sports as Wilson (Wilson Official Website, About the Wilson, 2009). As the originator of breakthrough technologies, Wilson keeps developing new products and being a brand of Amer Sports – the leading sporting goods company, the promotion of Wilson are worldwide. 
Weaknesses:

Although Wilson has a global promotion strategy, the situation is totally different among the different countries and regions. The advertising of Wilson seems no attraction due to the lack of distinct cultural factors; customers are seldom interested in those global versions of advertisements. Wilson does not have multi-language website and the product category is not completed, all these generate some distances from customers.  
3.2 SWOT Analysis

Strengths:
--The Badminton Series of Li-Ning has strong brand image, the reputation of the LI-Ning brand is reliable and trustworthy, majority Chinese people view it as a kind of national brand because of its cooperation with various Chinese National Team, including China National Badminton Team. 
-- Li-Ning has a comprehensive distribution network, from 1990, the first store opened in Beijing, currently it has more than 7000 stores all over China, besides, Li-Ning established distribution logistic model since 2000s and built up a supplier information database to manage the distribution network more effective. What is more, Li-Ning is the only one brand which has its own official online shop with comparison to other badminton brands. 
-- Innovation in technology is the third strength for the Badminton Series of Li-Ning, take the badminton racquet as illustration, high-tech light shock absorption material filled in racket frame improves smash performance and avoids injuries from movements. 
Weaknesses:

-- The lack of design for women badminton footwear has lost a great deal of female customers, and the color selection of this new series is also limited, especially in the footwear, the red color is the only choice.
-- The Badminton Series of Li-Ning has unclear product development direction, the advertising theme changes constantly, and the products are wavering between “professional use” and “casual use”.

Opportunity:

-- In China, there are over 20 million badminton players, including professional players and amateurs, various badminton tournaments and competitions exist among different levels and regions. According to the survey entitled "The Most Suitable Olympic Event for the Public" released by the Social Survey Center of China Youth Daily, badminton ranks first with a participation rate of 67.8% (Li-Ning Company Limited and the Chinese National Badminton Team Join Together, 2009). All these statistics indicate that there are dramatically increasing market demands in badminton goods industry.
--According to the Product Life Cycle Curve, those existing badminton goods brands are moving from the maturity stage to the decline stage, and it is time to let the new Badminton Series enter this marketplace.
--The cooperation with China National Badminton Team can be regarded as a progress towards internationalization of the products.  
Threats:

-- High competition is inevitable in the badminton goods industry, not only because it has a wide range of popularity in China, but also because the history of badminton is too long to cultivate so many brands. 
-- Changeable needs from customers are threats within this industry, there are several factors affect customers’ purchase behaviors, and it is not easy to predict such changes. 
3.3 Customer profile

The primary criteria to determine the scope of customer profile is their badminton experiences, gender and profession are not very important with regard to such experiences, the age range of people who have badminton experiences is too wide, therefore there is no age limitation. According to the result of the survey which is conducted for this final paper, forty-seven percent of respondents are badminton amateur and twenty percent of them are professional (Figure 2). 
Figure 2: What is your purpose of playing badminton?


[image: image14.emf]20%

47%

20%

13%

Professional player

Amateur

For social needs

Casual activity/built

up my body


                          Source from: Result of the survey
The second criteria is the customer purchasing decision, in accordance with the result of the survey as below (Figure 3), thirteen out of thirty respondents chose “quality” as the most important aspect for the purchasing decision, twenty-four out of thirty respondents chose “availability” as the least important aspect which implies that majority customers do not care whether they can touch or access the products when they make purchasing decisions, and it is a good news for the Internet marketing. The other rates are ranking as following order from the most important to the least important: price – brand – design – trend – function – after-sale service. 
Figure 3: Rate aspects that influence the purchasing decision.

	                                          Ranking numbers

                     Factors
	1
	2
	3
	4
	5
	6
	7
	8
	

	· Price
	2
	3
	7
	10
	4
	3
	1
	0
	· 10/30

· 730

	· Brand
	6
	6
	7
	5
	6
	0
	0
	0
	· 7/30

· 6/30

	· Quality
	13
	10
	4
	3
	0
	0
	0
	0
	· 13/30

· 10/30

	· Design
	6
	2
	7
	10
	3
	2
	0
	0
	· 10/30

· 7/30

	· Trend(current common sense of the population)
	0
	2
	2
	3
	5
	9
	8
	1
	· 9/30

· 8/30

	· After-sale service
	0
	0
	1
	0
	6
	10
	11
	3
	· 11/30

· 10/30

	· Availability
	0
	0
	0
	0
	1
	2
	3
	24
	· 24/30

· 3/30

	· Function
	4
	6
	3
	0
	4
	4
	8
	1
	· 8/30

· 6/30


Source from: result of the survey
The last but not the least criteria is that the customers should be interested in the new badminton products or Li-Ning products; based on the result of the survey which is attached in Appendix 2, twenty-one out of thirty respondents expressed their interests about the Badminton Series while there were five respondents who expressed their doubt about the new products. 
3.4 Summary

The internal analysis mainly explores both strengths and weaknesses of the Badminton Series, such as strong brand image of Li-Ning and unclear product development direction. On the other hand, the analysis of the external environment helps to figure out the opportunities as well as threats. This analysis stimulates the completeness of the strategic plan with the aim of minimizing the gap between the objectives and actual situations.
Conclusion

Since the main objective of this paper is to conduct a qualified e-marketing plan for Li-Ning Company Ltd. to launch the Badminton Series, the analysis chapter gives detailed information both in internal and external environment, and the e-marketing plan will be ultimately formed on the basis of those analysis by the following central research question: How to launch the Badminton Series by conducting an e-marketing plan? In addition, a series of sub-questions which act as push factors that clarify the existing problems and expected achievements. From the research on the Badminton Series, the awareness of this new series is more positive than market expectation. 
By examining the internal weaknesses and external threats, the barriers for Li-Ning Company are obvious to be a new entrant, not only due to its lack of design for women badminton products but also because this new series of products has unclear direction. Nevertheless, the perspective is still booming and the potential space is also adequate for the Badminton Series to enter into the badminton marketplace; because Li-Ning has a strong brand image with reliable and trustworthy features as well as a huge number of target customers.

Since those existing badminton goods brands are moving from the maturity stage to the decline stage in terms of the Product Life Cycle Curve, it is a proper chance for Li-Ning to enter this marketplace; however, the competition is still cruel for such a green-hand entrant, considering the Internet has become more comprehensive source of information, people tend to rely on its quick and prompt sources to know what is happening around the world, more and more companies establish e-marketing plan to adapt this tendency; therefore Li-Ning also needs to be involved in such marketing trend. Besides, the launch of the Badminton Series via e-marketing plan can be viewed as an e-business experiment for the Li-Ning Company to explore its business scope in its overseas markets.
Chapter 4: Recommendations
4.1 Why choose e-marketing?

The rapid growth of the web, subsequent bursting of the dot-com bubble, and current mainstreaming of the Internet and related technologies created today’s climate of marketing convergence: the comprehensive integration of e-marketing and traditional marketing to create seamless strategies and tactics (Judy Strauss, Adel El-Ansary and Raymond Frost, 2006, p.3). Comparing with traditional marketing, the specific benefits of e-marketing contains following items:
a) Boundless reach – a website can reach anyone who accesses the Internet without any boundary limitation. It is easier for company to find new marketplace and reach potential customers.

b) Lower cost – a well-organized e-marketing campaign can reach the target customers with a much lower cost than traditional marketing methods. 
c) Clear result – the benchmark within e-marketing scope is clear due to its trackable and measurable, for example, it is easier to gain detailed information about the real responses from those customers by conducting an Internet advertising campaign, namely emails and banners.
d) Timeless reach – the Internet can be regarded as a 24-hour salesperson regardless of location difference and time difference, customers can find out information about the products at any time.

e) Customer orientation – the company can obtain customer database by advanced technologies of e-marketing, which helps the company to refine its customer profile and to provide service more effectively. 

f) New life style – unlike traditional channels which require customers to male a phone call, post a letter or go to a shop, more and more customers only need a few clicks to complete their purchase through online shopping. 
In addition, China is the most potential marketplace for Li-Ning Company Ltd. to conduct an e-marketing plan with the aim of launching the Badminton Series, since it has become the number one of the worldwide Internet users. According to comScore, an online metrics company, the Internet users has passed one billion, and almost 180million users live in China, much more than any other country, please see Figure 4

              Figure 4: Countries with most internet users
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Source from: http://www.economist.com/daily/chartgallery/displaystory.cfm?story_id=13007996&fsrc=rss
What is more, they are twenty-one out of thirty respondents get to know the information about the new badminton products through the Internet (see Appendix 2), and twenty of them have experiences about the online shopping (see Figure 5). 
                    Figure 5: What is your purpose of using the Internet?
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Source from: Result of the survey
Above statistics indicate the tendency of being an e-marketer instead of conducting a traditional marketing plan.  
4.2 E-Marketing objectives

In general, companies facilitate e-marketing for different purposes, P.R Smith and Dave Chaffey (2005, p.17) defined 5Ss of e-marketing which suggest five broad benefits or reasons for adopting e-marketing which marketers can use to set objectives (see Table 4).
Table 4 - The 5Ss of Internet Marketing
[image: image17.emf]
Source from: P.R. Smith and Dave Chaffey (2005).
The Badminton Series is new and emerging – a series of badminton products entered this market in the last few weeks; besides, Li-Ning is projecting growth and interest based on a cross section of the past sporting products growth and the latest successful cooperation with China National Badminton Team. Therefore, the main e-marketing objectives include:
a) Increase the awareness and image of the Badminton Series as a series of innovative Li-Ning products.

b) Effectively and cost-efficiently promote the Badminton Series in the Li-Ning stores and online Li-Ning store in terms of providing a wide range of choice and prices for customers in various levels.
c) Increase online sales by establishing new online stores and cooperating with other relevant parties.  
4.3 E-Marketing Strategies 
The marketers craft strategies regarding the 4Ps and relationship management to achieve plan objectives regarding the offer (product), value (price), distribution (place) and communication (promotion) (Judy Strauss, Adel El-Ansary and Raymond Frost, 2006, p.53). Based on the previous analysis, the presence of the following sections aims to achieve e-marketing objectives of the Badminton Series.

4.3.1 E-product strategies
According to section 3.3 customer profile, respondents chose “quality” as the most important aspect for the purchasing decision, which indicated the primary position of product within the whole e-marketing strategies. Therefore, Li-Ning should offer clear online information about the Badminton Series and its specification, to make sure customers know about what they get, if not, there should be a customer service number on the website where customers can find out. 

Furthermore, for the sake of offering product information in a new marketplace, it is necessary to conduct a comprehensive visual/audio advertisement and try to reach broad range of attentions. There are several methods to achieve it.
a) Submitting visual/audio advertisements to those popular video websites, such as Tudou.com, ku6.com, video.baidu.com, 56.com and Youku.com (Figure 6), utilize their popularity and free search engines to introduce all the details about the Badminton Series. The key point is to figure out some frequently appearing words on the website as keywords for easy navigation by the search engines, like “sports”, “new”, “badminton” and so on. 

Figure 6: Popular websites for video
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Source from: http://www.ioage.com/web/web_search_cn.htm
b) Convincing the badminton clubs or the popular social networking sites to add the online introduction of the Badminton Series to these websites; as a reward, Li-Ning Company provides them the discount card or coupon of the new badminton products, which saves the budget on advertising while achieving intention of exploring the new products to the public.
c)  Creating an automatic and regular periodical newsletter reply as reminders, for example, when the visitor clicks on the online introduction about the products from any website, the reminder system will send the newsletter automatically with a description about the newly promotions of products. 
In addition, attracting returning visitors makes repeat purchases easier; Li-Ning Company can offer immediately ancillary products along with the main purchase. For example, a free badminton bag will be given if customers buy a badminton racket via Internet. Taking advantage of information technology capabilities to alter online offerings is another e-product strategy for those astute companies. For instance, Nike.com allows product customization in a jiffy: customers design their sneakers or trainers they want to buy using an online form, and the database returns a page that includes current information about the products and price (Judy Strauss, Adel El-Ansary and Raymond Frost, 2006, p.54). Li-Ning can imitate this strategy especially while Nike has not providing such service in China 
4.3.2 E-price strategies
On the basis of the survey results showed in section 3.3, price is the second important factor for the purchasing decision, the Internet has made pricing very competitive because it gives customers the power to shop around for the best deal at a click of a button (E-Marketing Mix, 2009). Under such circumstances, Li-Ning should use a dynamic pricing strategy which applies different price levels for different customers or situations. For example, a first-time buyer who has not purchased for many months may receive lower prices than a heavy user, or price may drop during low demand periods (Judy Strauss, Adel El-Ansary and Raymond Frost, 2006, p.55). 
Online bidding is another option for Li-Ning Company, for example, the company can allow customers to bid for the latest badminton products within a certain period, from one hour to the whole month, instructing all the authorized partners to accept various bid levels depending on sales for any given period. Besides, those loyal customers of Li-Ning can be encouraged by receiving discount codes or gifts for online shopping.  
4.3.3 E-promotion strategies
Banner advertising is one of the most usual e-promotion strategies, referring to Li-Ning and its Badminton Series, it is necessary to cooperate with those popular Internet portals, such as Sina.com, Sohu.com, Netease.com, Yahoo!China and Tencent, which are ranked as the most popular and frequent websites among the Internet users. Not only products’ pictures and keywords display in the spotlight of Website, the color of website should also conform to Li-Ning’s red-based branding. Generally, such cooperation is carried out as a long-term agreement, for example, Li-Ning has signed a three-year strategic cooperate agreement with Netease.com, while Nike got a contract with Sina.com. 
Interactive advertising is another option which involves the use of interactive media applications to promote products online and influence the purchasing decisions of customers both in online and offline environments (Project on E-Marketing, 2009, p.36). The use of text, images and flash animations attempts to express a visual message to all the visitors. 

Word of mouth is an effective way of sharing information, with the development of advanced technologies, an electronic context for word of mouth, namely viral marketing, has appeared because more and more people rely on the Internet. As the online equivalent of word of mouth, viral marketing encourages people to pass along message voluntarily; the most popular forms include funny video clips, flash competitions, interesting image or text message. It is more suitable to choose controlled viral marketing for the Badminton Series since Li-Ning has already owned the reliable brand image; the controlled viral campaign can simply focus on this new series of badminton products by conducting online badminton competitions or relative online quiz. This strategy facilitates targeting sales growth as well as brand awareness.  
Another approach of e-promotion strategy is Web Public Relations (WPR), which means to create goodwill among a number of different publics via online activities. The PR Department of Li-Ning Company should place those newsworthy stories about the Badminton Series on the official company website; various online channels such as industry related sites as well as News sites are also used to distribute content containing some element of products (Project on E-Marketing, 2009, p.60). Since the website is a marketing tool which needs visitors to become customers, writing interesting and qualified articles on relevant topics is a great way of promoting both products and brand. 
4.3.4 E-place strategies
To start with the online shops with the aim of increasing online sales, it is indispensable to establish an official website for online shopping by Li-Ning Company Ltd. Although Li-Ning Company Ltd. already has an official online shopping website, it still needs to be improved, from the whole design to the every detail of the website. According to the result of the survey, online service ranked as the number two of the most important factors in relation to visit a website (see Figure 7). 
Figure 7: Rate factors that influence visiting a Website
	                                          Ranking numbers

                     Factors
	1
	2
	3
	4
	5
	6
	7
	

	· Timely updated news
	11
	2
	3
	1
	4
	4
	5
	· 11/30

· 5/30

	· Online service or function (online shopping, online video/music and online community)
	10
	6
	3
	5
	3
	3
	0
	· 10/30

· 6/30

	· Variety of content
	2
	10
	6
	6
	3
	5
	0
	· 10/30

· 6/30

	· Interaction (usually means cooperation between websites and other commercial brands)
	7
	6
	7
	1
	6
	3
	0
	· 7/30

· 7/30

	· Decoration
	0
	0
	0
	4
	3
	5
	18
	· 18/30

· 5/30

	· Interesting topics
	0
	5
	8
	6
	8
	2
	1
	· 8/30

· 8/30

	· Brand image of the website (reliability)
	1
	1
	3
	6
	3
	11
	5
	· 11/30

· 6/30


Source from: Result of the survey
Unlike the conventional channel of opening a store, the establishment of an online shop is much easier and cheaper, especially when such online shopping has become a habit in daily life; to take the biggest online shopping website Taobao.com as an illustration, the number of registered sellers in Taobao.com exceeded one million until the end of 2008, and the highest volume of business transactions in one day reached at 500 million RMB. In addition, there are several online shop websites as Figure 9 shown, apart from the official online shopping website, Li-Ning Company should open online shops in such websites and also authorize other clothing online sellers to sell the Badminton Series.
Figure 8: Popular websites for online shopping
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              Source from: http://www.ioage.com/web/web_search_cn.htm
Besides, it is convenient for Li-Ning to sell the Badminton Series to those retailers and wholesalers through the online shopping with the low cost for transaction process and bilateral communication. 
4.4 Summary
In this chapter several e-marketing strategies are selected on the basis of objectives and marketing mix. For the Badminton Series, it is essential to increase awareness to get a good reputation in this new marketplace, the following objectives will move smoothly afterwards, because with comparison to those traditional marketing channels, it is a right choice for Li-Ning Company to launch the Badminton Series via an e-marketing plan.  
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Appendix 1: Questionnaire sample

The Badminton Series of Li-Ning

This questionnaire is part of marketing research on how to launch the Badminton Series of Li-Ning Company Ltd via e-marketing. The questionnaire aims to gather information about the awareness of badminton products among the people as well as customer behaviors about the Internet.

The questionnaire is treated with the strictest confidentiality and by no means shall disclosure of any personal information be made possible. 

Please complete the questionnaire by filling in the information asked. This will not take more than 10 minutes.

Thank you very much for your co-operation. We highly appreciate your time in completing this questionnaire.

Huishi Tao

The Hague University

Part I. Personal information:

Gender:  ○ Male   ○ Female

Age:     ○below 18     ○18-34  
○35-49
   ○over 49

Profession: _________________________

Part II. Personal experiences in badminton 

1. Do you play badminton?

a. Yes 

b. No

2. What is your purpose of playing badminton?                                                         

a. I am a professional player

b. I am an amateur

c. For social needs

d. Just a casual activity/built up my body

3. How often do you spend on badminton per week?

a. Once per week

b. Twice per week

c. Three times per week

d. More than three times per week   

4. What is the average length of time do you spend on badminton? 

a.  Less than one hour

b. One hour – two hours

c. Two hours-three hours

d. More than three hours

5. What brand(s) do you often use on the badminton products (racket, shuttle, apparel and shoes)?  (You may choose more than one answers.)

a. Yonex   

b. Victor                    

c. Wilson                      

d. Calton

d. Li-Ning

e. Other________________

6. How often do you buy new badminton products?

a. Less than three months

b. three month to six months

c. six months to one year

d. More than one year

7. Do you want to change the brands when the old products need to be upgraded? 

a. Yes.

b. No
8. If you want to buy new badminton products (racquet, shuttlecock, apparel and shoes), please rate the following aspects that influence your purchasing decision --- from 1 (the most important) to 8 (the least important)

	_____
	Price

	_____
	Brand

	_____
	Quality

	_____
	Design

	_____
	Trend (current common sense of the population)

	_____
	After-sale service

	_____
	Availability

	_____
	Function   


9.  What is your opinion about the new Badminton Series from Li-Ning?

a. I think it is good news, Li-Ning is a kind of national brand, and I would like to try it.

b. Li-Ning Company is a freshman in badminton industry and I would not change my current brand because of it.

c. I don’t care.

Part III. Customer behaviors about the Internet

10. How do you get information about new badminton products? (You may choose more than one)

a. Printed Media

b. Television

c. Word of mouth

d. Internet 

11. How many hours do you spend on the Internet (both in workplace and at home)?

a. Less than three hours

b. Three hours to five hours

c. More than five hours

12. What is your purpose of using the Internet? (you may choose more than one)

a. To get the latest information

b. To contact others (chat)

c. Online shopping

d. Leisure (to watch movie and video, listen to the music and so forth.)

13. Please rate the following factors in order of importance to you in your choice of visiting a website. From 1 (the most important) to 7 (the least important)

	_____
	Timely updated news

	_____
	Online service or function (online shopping, online video/music and online community)

	_____
	Variety of content

	_____
	Interaction (usually means cooperation between websites and other commercial brands)

	_____
	Decoration

	_____
	Interesting topics

	_____
	Brand image of the website (reliability)


The End of the questionnaire!

Appendix 2: Questionnaire result 

The Badminton Series of Li-Ning

This questionnaire is part of marketing research on how to launch the Badminton Series of Li-Ning Company Ltd via e-marketing. The questionnaire aims to gather information about the awareness of badminton products among the people as well as customer behaviors about the Internet.

The questionnaire is treated with the strictest confidentiality and by no means shall disclosure of any personal information be made possible. 

Please complete the questionnaire by filling in the information asked. This will not take more than 10 minutes.

Thank you very much for your co-operation. We highly appreciate your time in completing this questionnaire.

Huishi Tao

The Hague University

Part I. Personal information:

Gender:  ○ Male (15)   ○ Female (15)
Age:     ○below 18 (7)   ○18-34 (10) 
○35-49 (9)
   ○over 49 (4)
Profession: student（10）, teacher（1）, professor（2）, PR manager（2）, badminton coach（2）, civil servant（4）, accountant（1）, lawyer（1）, doctor（1）, businessman（1）, office lady（4）, engineer（1）

Part II. Personal experiences in badminton 

14. Do you play badminton?

a. Yes (30)
b. No (0)

15. What is your purpose of playing badminton?                                                         

a. I am a professional player (6)
b. I am an amateur (14)
c. For social needs (6)

d. Just a casual activity/built up my body (4)
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16. How often do you spend on badminton per week?

a. Once per week (6)
b. Twice per week (8)
c. Three times per week (10)

d. More than three times per week (16) 

17. What is the average length of time do spend on badminton? 

e.  Less than one hour (0)
f. One hour – two hours (7)
g. Two hours-three hours (15)
h. More than three hours (8)
18. What brand(s) do you use on the badminton products (racket, shuttle, apparel and shoes)?  (You may choose more than one answers.)

a. Yonex (24) 

b. Victor (20)                    

c. Wilson (10)                    

d. Calton (7)
d. Li-Ning (3)
e. Other: Kason(4), Kawasaki(5), Gosen(2)
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19. How often do you buy new badminton products?

a. Less than three months (7)
b. three month to six months (13)
c. six months to one year (10)
d. More than one year (0)
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20. Do you want to change the brands when the old products need to be upgraded? 

a. Yes.(20) 

b. No.(10)
21. If you want to buy new badminton products (racquet, shuttlecock, apparel and shoes), please rate the following aspects that influence your purchasing decision --- from 1 (the most important) to 8 (the least important)

	                                          Ranking numbers

                     Factors
	1
	2
	3
	4
	5
	6
	7
	8
	

	· Price
	2
	3
	7
	10
	4
	3
	1
	0
	· 10/30

· 7/30

	· Brand
	6
	6
	7
	5
	6
	0
	0
	0
	· 7/30

· 6/30

	· Quality
	13
	10
	4
	3
	0
	0
	0
	0
	· 13/30

· 10/30

	· Design
	6
	2
	7
	10
	3
	2
	0
	0
	· 10/30

· 7/30

	· Trend(current common sense of the population)
	0
	2
	2
	3
	5
	9
	8
	1
	· 9/30

· 8/30

	· After-sale service
	0
	0
	1
	0
	6
	10
	11
	3
	· 11/30

· 10/30

	· Availability
	0
	0
	0
	0
	1
	2
	3
	24
	· 24/30

· 3/30

	· Function
	4
	6
	3
	0
	4
	4
	8
	1
	· 8/30

· 6/30


22.  What is your opinion about the new Badminton Series from Li-Ning?

a. I think it is good news, Li-Ning is a kind of national brand, and I would like to try it.(21)
b. Li-Ning Company is a freshman in badminton industry and I would not change my current brand because of it.(5)
c. I don’t care. (4)
Part III. Customer behaviors about the Internet

23. How do you get information about new badminton products? (You may choose more than one)

a. Printed Media (16)
b. Television (4)
c. Word of mouth (18)
d. Internet (21)
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24. How many hours do you spend on the Internet (both in workplace and at home)?

a. Less than three hours (8)
b. Three hours to five hours (10)
c. More than five hours (12)
25. What is your purpose of using the Internet? (you may choose more than one)

a. To get the latest information (21)
b. To contact others (chat) (17)
c. Online shopping (20)
d. Leisure (to watch movie and video, listen to the music and so forth.) (11)
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26. Please rate the following factors in order of importance to you in your choice of visiting a website. From 1 (the most important) to 7 (the least important)

	                                          Ranking numbers

                     Factors
	1
	2
	3
	4
	5
	6
	7
	

	· Timely updated news
	11
	2
	3
	1
	4
	4
	5
	· 11/30

· 5/30

	· Online service or function (online shopping, online video/music and online community)
	10
	6
	3
	5
	3
	3
	0
	· 10/30

· 6/30

	· Variety of content
	2
	10
	6
	6
	3
	5
	0
	· 10/30

· 6/30

	· Interaction (usually means cooperation between websites and other commercial brands)
	7
	6
	7
	1
	6
	3
	0
	· 7/30

· 7/30

	· Decoration
	0
	0
	0
	4
	3
	5
	18
	· 18/30

· 5/30

	· Interesting topics
	0
	5
	8
	6
	8
	2
	1
	· 8/30

· 8/30

	· Brand image of the website (reliability)
	1
	1
	3
	6
	3
	11
	5
	· 11/30

· 6/30


The End of the questionnaire!
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