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Abstract 
The first part of the article explores the success of Adidas as a modern enterprise in 
public relations by combing the annual financial statements of Adidas. The second part 
analyzes the public relations performance of Adidas in Xinjiang Cotton Incident based 
on the decline of its revenue in the second quarter of the Chinese market. Finally, the 
article summarizes the principles that modern enterprises should adhere to when 
carrying out public relations. 
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1. Introduction 

Taking Adidas as a case, this paper studies the public relations of modern enterprises. The 
article first introduces the concept of modern corporate PUBLIC relations, and then combs the 
overall revenue of Adidas in the Greater China region from 2015 to 2020. This paper analyzes 
the success of Adidas in public relations by taking the overall decline of adidas in Greater China 
in 2020 and the growth of its revenue in The Chinese market as the entry point. The second 
part of the article takes adidas's revenue decline in the second quarter of 2020 in The Chinese 
market as an opportunity to compare adidas's public relations performance in the Xinjiang 
Cotton incident with that of Anta, a local sports brand in China. Thus, the article analyzes the 
reasons for the decline of Adidas' revenue in the second quarter of 2020 in the Chinese market. 
Finally, the article summarizes some principles that modern enterprises should abide by. 

2. Public Relations for Modern Enterprises 

2.1. The Concept of Public Relations in Modern Enterprises 
Public relations in modern enterprises refers to a unique management function. Specifically, 
under the guidance of corporate public relations principles, modern enterprises use 
communication activities to understand and master the changing trend of corporate 
environment, so as to coordinate the relationship between enterprises and the public. Through 
establishing enterprise reputation and shaping enterprise image, enterprises can achieve the 
expected goals and create the best survival and development environment for enterprises. 

2.2. Adidas Revenue Comparison in Greater China 
According to the annual financial reports of Adidas, the revenue of Greater China from 2015 to 
2017 was 2.411 billion euros, 2.944 billion euros and 3.707 billion euros respectively. The 
company did not disclose its China business separately for fiscal year 2018-19. In fiscal year 
2020, Adidas's revenue in The Chinese market reached 4.342 billion euros, see Table 1.In the 
rough year of 2020, when the COVID-19 pandemic hit adidas's other markets, only China posted 
a stellar 151% year-on-year growth, accounting for more than a quarter of its global revenue, 
or 27%. 
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Table 1: Total revenue of Adidas in Greater China from 2015 to 2020 
Year Revenue (billion euros) 
2015 2.411 
2016 2.944 
2017 3.707 
2018 4.189 
2019 4.817 
2020 4.342 

2.3. What Makes Adidas Successful 
First of all, in the early days of Adidas, the company took "fitting" as a means. In the run-up to 
the 1936 Berlin Olympics, the company designed spikes for sprinters and gave them to many 
athletes to try on. As a result, the famous American sprinter Owens wearing this kind of new 
shoes won four gold medals at a stroke and became a very popular star of sprinting. As a result, 
"Adidas" shoes are popular in the sports world, selling well at home and abroad, and athletes 
from all countries scramble to buy them. Today, the company continues the tradition of giving 
athletes new products to try on first. 
Secondly, the company provides the best service for the majority of athletes. Adidas sends 
representatives to every major competition, both at home and abroad, to listen to athletes' 
opinions. In the 1982 World Cup, Soviet striker Blokhin was not satisfied with Adi's shoes. The 
adi representative at the scene immediately measured Blokhin's size, shape and took notes. He 
then flew back to head office, gathered technicians and workers, and spent the night designing 
and making a pair of soccer shoes for Blohin. The new shoes were delivered to Blohin the next 
day. 
Take the Adidas BARRICADE tennis shoe as an example. As we all know, BARRICADE has a very 
important place in adidas shoes. BARRICADE has palyed an important role throughout tennis 
history. BARRICADE is one of the most popular shoes in tennis history. "There's no doubt that 
the speed of modern tennis is much faster than it used to be, and that means that your feet are 
critical," said Saccari, who was one of the top tennis players behind the BARRICADE as an 
consultant at the 2021 US Open. You need stability, comfort and control. Adidas invited some 
of the best athletes in the world to contribute their ideas for the BARRICADE new Tennis shoe. 
BARRICADE made innovations to meet the needs of the modern tennis game. 
Thirdly, Adidas attaches great importance to the use of public relations advertising. Depending 
on the country, they spend three to six percent of their total sales on advertising and fitting for 
a large number of athletes. They also spared no expense to get world-famous athletes to 
advertise and expand the company's reputation. "Adidas" public relations sales explained, to 
establish and expand the social reputation of the enterprise, generally must go through two 
processes: the first step is to establish credibility; The second step is to maintain credibility. 
The company has adopted the method of creating famous brand sports goods by famous 
athletes in establishing product brand and establishing enterprise reputation. Thus expanding 
the reputation of the product in the market. The company is well aware of the growing number 
of people who love and care about sports in today's world, and these people are familiar with 
and know many famous athletes. Famous athletes often have many admirers and followers 
behind them. Athletes' wear and articles have also become products bought by admirers. Many 
people even think that the champion and medal are inseparable from the use of these products, 
which attracts a large number of sports athletes, sports fans and other public concerned about 
sports to care for and recognize the company's sports products. Thus stimulate consumers' 
desire to buy products. 
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2.4. A Rare Setback for Adidas in China 
Adidas reported revenue of 10.345 billion euros in the first half of the year, up 40 percent from 
the same period last year, with second-quarter revenue up 55 percent to 5.077 billion euros. In 
China, however, revenues fell nearly 16 per cent year on year to €1bn in the second quarter. 
China was the only region where Adidas saw revenue decline in the second quarter.This is 
because of the Xinjiang Cotton incident in March 2021. Adidas also announced a boycott of 
Xinjiang cotton. Although it was later removed, adidas did not issue any clarification or take any 
praction. 
On the other hand, Anta, a Chinese sportswear brand, immediately issued a statement on its 
Weibo account, saying it was "very concerned" about the incident and that it was starting 
procedures to withdraw from BCI. Anta brand this public relations action is very rapid. In 
addition to issuing a statement publicly supporting China and China Cotton, Anta also said in 
the statement that it has always adhered to making every piece of clothing and every pair of 
shoes, committed to providing consumers with quality sports equipment, and continuously 
promote the development of environmental protection with all suppliers. This pr statement is 
both a statement of attitude and a promotion of the product. Finally in front of consumers, Anta 
set up a good brand image. Overall this statement, in line with the psychological expectations 
of Chinese consumers, and Adidas silence caused psychological resistance of Chinese 
consumers. 

2.5. Analysis of the Reasons for the Decline 
Analyze the reasons for the decline in income from the perspective of Chinese consumers. With 
the improvement of China's economic level, people's spiritual level has also been greatly 
improved. China's outstanding performance, especially through the COVID-19 pandemic, has 
further aroused the Chinese people's sense of sovereignty and patriotism. 
Analyze the reasons for the revenue decline from inside Adidas. Adidas executives may have 
underestimated the impact of the Xinjiang cotton incident on Chinese consumers. This is 
understandable. Because adidas in the past in the Chinese market outstanding performance, 
which brings adidas great brand confidence. So Adidis did not pay high attention to Xinjiang 
cotton incident. But as China develops, so does consumer psychology. People consider many 
factors when choosing a brand, especially for Chinese consumers. At the same time, many of 
China's homegrown brands have accelerated their development. Compared with many 
international brands, their product quality and industry scale may be a little worse. But Chinese 
consumers may opt for domestic brands out of patriotism. 
Adidas did not carry out active public relations in the Xinjiang Cotton incident. That was the 
root cause of its second-quarter revenue decline. Take China's Alibaba as anexample. Alibaba 
has an online office software called Dingding. In early 2020, online work has been applied to all 
industries in a short time. A large number of those students have been unable to return to 
school because of the pandemic. In order to ensure normal teaching and timely completion of 
students' studies, online teaching has been rapidly promoted. As one of the online teaching 
platforms widely used by schools, Dingding has become the target of students to vent their 
dissatisfaction. The one-star rating of the app Store has seriously threatened the corporate 
image.  
The most important asset an individual or organization has is its reputation. Dingding has been 
on the verge of bankruptcy in this crisis, and it is urgent for an excellent public relations 
campaign to turn the tide and recover its corporate image in the hearts of the audience. Starting 
from February 14, dingding released a series of "begging for mercy" videos close to students' 
interests and hobbies. Among them, a short video titled " Dingding , Online Beg for Mercy" on 
February 16 had a total of 27.793,000 views, 1.808,000 likes and 820,000 retweets as of 
September 23. The short video style of entertainment and relaxation has been well understood 
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by the majority of young users, who have expressed their intention to go to the app store to 
change their comments. 
Analyze the reasons from the perspective of the overall social characteristics. Contemporary 
information is extremely developed, any speech can be spread in a very short time, the masses 
have been very familiar with crisis pr commonly used rhetoric. If there is no respect for people 
and consumers in the values of an enterprise, it will not go far. If they only pursue efficiency 
and benefits blindly and do not pay attention to brand reputation and social responsibility, their 
ability to resist risks will also become weak. 

3. How do Modern Enterprises Carry Out Public Relations 

For enterprises, public relations actually means that enterprises adopt correct means and 
strategies to deal with crises. The purpose of public relations is to try to restore public trust and 
rebuild the corporate image. Public relations is a part of enterprise management. Many well-
known enterprises attach great importance to crisis management and public relations. Most of 
them have very effective systems and very operational practices and very effective public 
relations departments. Some large enterprises in the United States will even send 
representatives to the Congress to track the industry trends and industry policies at any time 
and provide decision-making reference for the development of enterprises. This provides a 
good forecast and decision-making reference for the upcoming changes and enterprise 
prospects. 
Sincerity must be the premise of corporate public relations. Honest public relations is the best 
public relations for enterprises to win the trust of the people and turn the crisis into safety. In 
the face of public criticism, companies should explain the cause of the incident openly. 
Enterprises should take the initiative to safeguard the interests of consumers and make up for 
the practical and psychological interests of customers. Enterprises should establish a positive 
image of caring for and safeguarding the rights and interests of consumers, and rebuild 
consumers' confidence in enterprises. Corporate public relations can win the trust and support 
of customers only when it truly considers for consumers and creates value for the public. 
Through the understanding of the characteristics and mode of modern enterprise public 
opinion crisis, the "5S" principle should be followed in the process of dealing with enterprise 
public opinion crisis. The emergence of enterprise public opinion crisis under modern 
information dissemination mode is of sudden and sharp persecution. Therefore, when the 
modern enterprise crisis appears, the enterprise should respond promptly and quickly, and put 
forward the handling measures at the fastest speed, so as to reduce the crisis handling cost and 
recover the loss of the enterprise. 
For enterprises, we should adhere to the principle of respecting facts and taking responsibility. 
Due to the development of modern information communication media, people have been 
provided with many public opinion platforms enjoying full autonomy. This is a double-edged 
sword for enterprises. If enterprises can make full use of this point, it will be of great benefit to 
the long-term development of enterprises. Because companies can take advantage of online 
public opinion by taking some practical actions. The most important thing for companies is to 
control the trend of public opinion. For enterprises, when dealing with modern enterprise crisis, 
objective facts should be taken as the basis. From an objective standpoint, we can deal with the 
enterprise crisis comprehensively and objectively. 
When an enterprise encounters a public relations crisis, if it does not have a mature team to 
deal with the crisis, it can hire a professional public relations company to serve the enterprise. 
In order to find professional public relations companies and hire high-quality public relations 
team, enterprises may pay expensive money costs. But these monetary losses are insignificant 
when it comes to corporate image. Because once the reputation of the enterprise has been 
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negatively affected, the blow to the enterprise is likely to be fatal. In the long run, it is the 
corporate image that has left a bad impression on consumers. Another point is that the 
profitability of the enterprise will be greatly damaged. 
At the same time, the enterprise must follow the principles of system processing and 
consistency. The dissemination of enterprise public opinion information is long-term, and there 
is a "long tail effect" after the rapid development. Only by adhering to the long-term and 
systematic management of modern enterprise public opinion crisis can enterprises ensure the 
elimination of crisis in the initial stage. In order to recover the loss in the intermediate stage. In 
the end, rebuild the corporate image. So as to realize the whole process of public relations 
smoothly. 
Corporate pr is not something that can be done in a short time. Enterprises should invest energy 
and time in public relations at ordinary times to prevent them from being too late to respond 
when a crisis comes. The best way to do this is to have a special public relations department in 
the company. Or it is to draft public relations personnel in advance, these personnel can be by 
the personnel of other departments concurrently. However, these part-time public relations 
personnel must clarify their public relations responsibilities and learn the basic methods of 
public relations. So that they can be useful in a crisis. Writing a pr statement may seem like a 
breeze to us. In fact, the use of every word in a public relations statement is very careful. This 
requires our public relations personnel to strengthen this aspect of training, master the basic 
skills of public relations personnel. 

4. Conclusion 

Arthur W. Page said, "In a democracy, all commerce begins with the consent of the public and 
is approved to exist." As an economic organization, enterprises should try their best to achieve 
their economic goals, but this does not mean that they can ignore the voices and demands of 
the public. 
With the development of new media, modern enterprises should realize the importance of 
media. Enterprises must establish corporate image and expand corporate influence through the 
indirect power of media. In the era of Z, the relationship between public relations and media is 
increasingly close. The role of public relations is not only appreciated when enterprises 
encounter crises. On the contrary, taking the initiative to grasp public relations activities will 
help enterprises stand out in the tide of The Times. 
For a multinational corporation, it is necessary to establish a sense of responsibility whether it 
operates in China or wants to establish itself in the international market. A good sense of 
responsibility will bring an unbiased code of conduct, which is the value of the enterprise. When 
the values of an enterprise can conform to the mainstream culture, the image of the enterprise 
will be improved in a subtle way. Therefore, the sense of responsibility is conducive to 
enterprises to establish a good corporate image, which plays a decisive role in modern 
corporate public relations. Modern enterprises must invest a lot of time and energy to shape a 
good corporate image and gain the recognition of consumers at home and abroad. A successful 
business organization must have a moral sense as well as an economic sense.  
If the efforts of enterprises to ensure certain economic benefits can be understood as sticking 
to the bottom line, then the efforts of enterprises to win public recognition can be called sticking 
to the "second bottom line". A successful business organization must have a moral sense as well 
as an economic sense. It can be seen that the economic benefits of enterprises are important, 
but the corporate image also has a very important influence. Therefore, modern enterprises 
should put public relations in an important position of enterprise management. In the short 
term, it may be a waste of time and energy. But in the long run, corporate public relations plays 
a very important role in the survival and development of modern enterprises. 
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