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Abstract 
As Chinese sports brand has consistently thrived in contemporary times, an increasing 
number of national brands are coming into public sight, and ANTA is one of the most 
edged enterprises in this line. ANTA was established in 1991 and it has successfully 
penetrated various markets, attracting a large number of customers with its effective 
and targeted marketing strategies. With the help of its multi-brand market strategy, 
ANTA occupies substantive customer groups ranging from adults and adolescents in the 
market. This report will analyze the brand equity of ANTA in terms of perceived quality, 
brand image, brand loyalty, brand awareness, and brand associations.  It found that 
ANTA has gained a favorable sense from customers and its profitability is relatively 
stable currently. Despite the outbreak of COVID-19, its operation has also been 
influenced as a result. The instant adjustment with its DTC strategies prevents it from an 
excessive financial loss. 
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1. Introduction 

1.1. The Background of the Brand 
ANTA Group was founded in 1991 and is located in Fujian Province. In 2007, ANTA has 
successfully listed in Hongkong. After 30 years of development, ANTA Group has become the 
largest sportswear group in China, with a market capitalization of HK$249,246 million on 3 May 
2022, ranking the third in the global sportswear industry. To achieve its goal of becoming the 
world's leading sportswear manufacturer, ANTA has put forward a corporate strategy of "single 
focus + multi-brand + globalization" with consumer experience as the core. As of April 2022, 
ANTA Group has a total of 8 brands, including ANTA, ANTA KIDS, FILA, SPRANDI, DESCENTE, 
KINGKOW, and KOLON. At present, the ANTA Group has formed three major sports brand 
groups: professional sports (ANTA, ANTA Kids), fashion sports (FILA, FILA Fusion, FILA Kids), 
and outdoor sports (Descente, Kolon Sport, Amer Sports). This report will explore the brand 
equity of ANTA which is a sub-brand and the main brand of ANTA Group.  

1.2. Situational Analysis 
The Situational analysis of this report is mainly carried out with 5C Analysis. The 5c's of 
marketing are a commonly-used situation analysis technique used to help marketers make 
informed business decisions. The "5 C's" stand for Company, Customers, Competitors, 
Collaborators, and Climate.  

1.3. 5C’s Analysis 
1) Company 
ANTA adheres to the Iron Army spirit and adheres to the three cultural cores. First of all, ANTA 
adheres to the Iron Army culture. Employees call themselves ANTA Iron Army. The "Iron Army 
spirit" must carry out orders and actions must be effective. In addition, ANTA employees must 
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abide by three consumer-oriented cultural cores, high standard benchmarks, and cadres as an 
example. Under the severe company culture, the company has cultivated several teams with 
perseverance, toughness, and team spirit. 
ANTA's market share is also rising. By 2021, ANTA Group's domestic market share of sports 
shoes and clothing will reach 16.2%, surpassing Adidas China (14.8%), rising from third to 
second, roughly equivalent to the market share of Li Ning (8.2%). 
2) Competitors 
If only from the perspective of corporate revenue, ANTA Group seems to have a little gap with 
NIKE and ADIDAS in China, but just looking at the sub-brand of ANTA, we find that ANTA is still 
quite different from the above two big international brands. Specifically, NIKE and ADIDAS are 
far superior to ANTA in terms of product design, research and development, brand culture, and 
other soft and hard power, which is their huge brand advantage. But we should also see that 
ANTA surpasses NIKE and ADIDAS in terms of DCT transformation and E-commerce channels. 
3) Customers 
We analyzed the ANTA sports shoe market and found that the consumers of the ANTA brand 
are mainly young middle-income consumers, especially young students. Most of the cities 
where consumers live are second-and third-tier cities in China. 
4) Collaborators 
ANTA plans to take back about 70% of its stores from dealers from 2020 to 2025. This decision 
has changed ANTA's 20-year distribution and wholesale model and proposed the use of the DCT 
model. According to ANTA, the future will be a model of "direct sales + e-commerce + a small 
number of selected high-quality dealers". ANTA pointed out that the direct sales model will 
form an efficient closed-loop of consumer insight, product planning and operation, and 
precision marketing, and further improve the efficiency of operation and management. The 
direct sales model can quickly deploy the brand's retail operation standards to terminal stores, 
capture big data through the digital operation system, optimize intelligent decision-making in 
the process of product planning, product selection, and distribution, and accelerate the 
implementation of brand marketing strategies. 
5) Climate 
The most popular brand among Chinese consumers is not ANTA. In addition to the 
manufacturers that are constantly trying to enter the sports goods market, the existing NIKE, 
ADIDAS, Li Ning, etc. are all-powerful competitors of ANTA. Li Ning is undergoing 
transformation and adjustment, and NIKE and ADIDAS are also developing e-commerce and 
digital transformation in China, so ANTA has the opportunity to develop vigorously. ANTA's 
traditional design has been difficult to meet the needs of young consumers to show their 
individuality, ANTA must pay attention to design. In addition, in the past few years, among the 
Chinese generation Z consumers, there has been a trend of favoring the national trend. They 
are willing to buy domestic products, like Chinese elements, and show confidence in Chinese 
culture. This is an opportunity for ANTA, which requires a high degree of Paying attention to 
this fashion trend, keeping up with the trend, and fully combining technology with Chinese 
culture and Chinese elements. 

2. Research Questions and Objectives 

1) Research Question 
In order to explore the overall brand equity of ANTA, this report will mainly focus on the 
following four research questions. 
How is the ANTA brand from the perspective of consumers? 
How is the profitability of ANTA brand in the market? 
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What are the brand strategies of ANTA? 
What marketing strategies should be made for ANTA to improve brand equity in the future? 
2) Research Objectives and Aims 
ANTA, a sportswear brand founded in 1997, has been rated as one of the 50 most valuable 
brands by the international brand value evaluation agency brand finance for three consecutive 
years. Therefore, this report will explore how ANTA establishes brand value and how to 
maintain the growth of brand value. Studying consumers' perception of the ANTA brand and 
ANTA's marketing strategy can help other similar companies to formulate marketing strategies. 
Additionally, this report will also provide corresponding suggestions for ANTA's future brand 
management in the future.  

3. Literature Review 

3.1. Perceived Quality 
In terms of marketing, perceived quality is vitally essential. The impact of perceived quality in 
establishing brand image is critical. Due to perceived quality being linked to brand image, David 
(1993) constructed a model to understand the antecedents and consequences of perceived 
quality (Aaker & Biel, 1993). The internal and exterior attributes of certain levels, as well as 
more abstract quality dimensions, are all antecedents of quality. Brand attitude, brand image, 
and perceived value are examples of quality outcomes. David and his colleagues discovered that 
advertising has an impact on perceived quality and brand image. These propositions include 
product, consumer, and advertising qualities that can be used to develop advertisements that 
more successfully transmit quality and generate a good brand image (Aaker & Biel, 1993). 
According to Kurniawan (2017), perceived quality adds value to a brand in multiple ways: it 
gives customers a reason to buy it, distinguishes it from competitors, allows it to charge a 
premium, and creates a solid platform for brand extension. "Customers' perception of the 
overall quality or superiority of items or services relative to their expected purpose" is how 
perceived quality is defined (Kurniawan, 2017). Besides, Kurniawan (2017) defines perceived 
quality as "customers' perception of total product or service quality or superiority related to 
their expected purpose." Perceived quality was further separated into four areas include 
internal quality, external quality, appearance quality, and performance quality. Brand loyalty is 
determined by perceived quality, brand image, and brand trust. Several research have indicated 
that perceived quality has a beneficial impact on purchase intention when it comes to the 
relationship between perceived quality and brand loyalty (Kurniawan, 2017). The key 
antecedent variable of brand loyalty was discovered to be perceived quality (Kurniawan, 2017). 
Brand image is influenced by perceived quality (Kurniawan, 2017). 

3.2. Brand Image 
The importance of brand image in marketing has long been recognized (Keller, 1998). Brand 
awareness is a necessary step in the development of brand equity. Consumers' reflection is 
linked to the brand name in memory.  Furthermore, brand image was as “a set of beliefs about 
a given brand." This collection of beliefs plays a significant influence in the buyer's decision-
making process while evaluating different brands. Brand image is determined to have a 
favorable impact on brand loyalty (Alhaddad, 2015). According to the findings, brand image has 
a favorable impact on brand trust (Alhaddad, 2015). Brands may be associated with traits, 
characteristics, and usage by consumers. A brand image is made up of a collection of brand 
connections. The importance of a brand to consumers is represented by its image and brand 
association. Companies and consumers both value brand affiliation (Alzate et al., 2022). They 
are used by the firm to promote a positive attitude toward the brand and to establish 
connections between its strengths and market positioning. Besides, customers will also utilize 
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brand affiliation to analyze, organize, and retrieve information stored in memories in order to 
make purchasing decisions. Overall, a positive brand image and brand attitude influence 
purchase intent (Alzate et al., 2022). The researchers also looked into the effect of brand 
positioning on customers. Companies can create a perceived positioning map that shows 
customers' perspectives on private brands and rivals' views on key buying dimensions to better 
understand brand positioning. The organization does a brand competition study while 
evaluating the brand's position in the market. A basic marketing task is analyzing brand rivalry 
and determining the competitive brand. As a result, product category market competition can 
be regarded as a collection of product sub-markets. Each brand belongs to a submarket, and 
each sub-market’s brands compete with one another (Alzate et al., 2022). 

3.3. Brand Loyalty 
Brand loyalty provides significant advantages for both consumers and businesses. Brand 
loyalty is a complicated structure in and of itself. You must disintegrate it to fully comprehend 
it (Kaur et al., 2020). The dimension comprises two independent elements: attitude and 
action(Kaur et al., 2020). Both of which explain the establishment of brand loyalty, researchers 
have always had difficulty defining and quantifying it. On the one hand, the attitude element 
demonstrates that the establishment of loyalty is based on a positive bond or connection 
between customers and brands, and this attitude is based on brand features matching customer 
demand (Kaur et al., 2020). In terms of behavioral components, the building of loyalty is 
produced by previous buy behavior, which leads to a specific purchase habit (Kurniawan, 2017). 
A deep-rooted desire to regularly repurchase a preferred product and service in the future, 
resulting in recurrent purchases of the same brand or brand group even situational impact and 
marketing efforts may lead to conversion. According to the definition of brand loyalty 
(Kurniawan, 2017). Based on the definition of brand loyalty, it is a condition that reflects how 
likely a customer is to switch to another brand especially when the company's pricing or 
product qualities change (Kurniawan, 2017). Mark Mills and his colleagues (2022) explored the 
significance of brand community in the relationship between brand loyalty and brand 
recognition. Scholars and practitioners can use brand community research to better 
comprehend the complicated network of brand fans (Mills et al., 2022). However, the brand 
community's downstream impact is still uncertain. According to research, practitioners should 
improve the brand community, and members should promote and defend the brand 
community (Mills et al., 2022). Furthermore, consumers' recognition of the brand community 
can help to boost private and public brand loyalty (Mills et al., 2022). 

3.4. Brand Awareness 
The ability of a buyer to recognize or recall that a brand belongs to a product category is defined 
as brand awareness (Foroudi, 2019). Furthermore, brand awareness has a favorable impact on 
individuals' organizational cognition. As a result, familiarity has an impact on the creation of a 
company's reputation through trustworthiness and friendliness. Although a series of 
accumulated associations and beliefs will affect the brand's trust and reputation, which is the 
reliability and friendliness of customers toward the brand, the attitude toward the brand 
corresponds to the brand's evaluation by consumers. In terms of marketing, the firm 
concentrates on raising consumer awareness to elicit the desired response from the target 
demographic (Foroudi, 2019). One of the stepping stones in the customer purchasing process 
is the consumer's view of the company or brand. Consumers are more likely to acquire products 
or services if they are more familiar with them. It has the potential to give the organization a 
long-term competitive advantage. To impact attitudes, associations, and opinions about specific 
organizations or companies, social marketers focus on raising public awareness (Foroudi, 
2019). 
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Consumer decision-making is highly influenced by brand awareness; consumers frequently 
utilize brand awareness as a choice heuristic. Well-known brands have a far higher likelihood 
of getting chosen by consumers than unknown brands. Furthermore, there is a strong link 
between brand recognition and market development. Brand awareness, customer choice for 
brands, and brand market results all have a positive association (Huang & Sarigöllü, 2012). 
Brand recognition can be improved by consumer purchases and usage. As a result, numerous 
on-site features of retail businesses can be utilized to build and promote brand recognition. 
Consumers are first enticed to acquire brands by distribution and in-store promotion. To 
directly promote buying behavior, managers should create and implement marketing activities 
such as distribution, promotion, and personal sales. Managers should make the most of price 
promotions to raise brand awareness (Huang & Sarigöllü, 2012). For instance, price promotions, 
stimulate brand switching and provide incentives for consumers to test brands they might not 
buy otherwise. Price promotions encourage the use of a brand and increase its popularity. 

3.5. Brand Associations 
Images and symbols are associated with specific brands or interests through brand association. 
In order to effectively deal with the changing business climate, brand marketers try to create 
new ways to build a brand association. It has been discovered that applying institutional 
organization theory to the new company type of social enterprise can increase brand image and 
brand association, hence increasing the legitimacy of the area (Virutamasen et al., 2015). 
Additionally, consumers' prior behavioral loyalty and their current willingness to give brand 
association have a favorable correlation. The two behavioral loyalty measures of purchase 
frequency and SCR clearly show a link. Consumers who have purchased the brand five or more 
times are more likely to associate it with the brand than customers who have only purchased 
the brand once(Romaniuk & Nenycz-Thiel, 2013). This study supports the idea that brand use 
has a considerable memory-enhancing effect. Furthermore, this discovery is beneficial to 
improving brand management (Romaniuk & Nenycz-Thiel, 2013). To begin with, those with 
low behavioral loyalty have significantly different levels of brand association reaction than 
people with high behavioral loyalty. 
Punj and his coworkers (2002) conducted a research on the importance of brand association 
positioning. The degree to which a brand achieves its optimum placement is determined by the 
"mixing" impact of relevance and distinction(Punj & Moon, 2002). If the initial focus is too much 
on trying to connect with a category, brands may find it harder to stand out in the future. On 
the other hand, if the relationship to a category is not emphasized, the subsequent attempt at 
differentiation may be futile since customers may not recognize the brand's distinct qualities. 
As a result, achieving the optimum level of correlation is a crucial part of any product 
positioning plan (Punj & Moon, 2002). 

3.6. Brand Equity 
From the standpoint of purchase involvement, this article investigates the relationship between 
marketing mix and brand equity. One of the most significant marketing principles is brand 
equity (Lang et al., 2022). Organizations try to build strong brands because it provides benefits 
such as stronger bargaining power with suppliers. Higher brand value asset valuation and a 
competitive advantage over competitors. Brand equity is defined as a collection of brand assets 
and liabilities that increase or decrease in value (Aaker, 1991). Additionally, the distinction 
between similar brands and non-brand products in terms of consumer preference is also one 
of the definitions of brand equity (Yoo et al., 2000). In this Research, Aaker's (1991) consumer-
based brand equity model, which includes brand relevance, brand awareness, perceived quality, 
and brand loyalty is used. Zixia has explored the impact of cost management on brand equity. 
Brand equity is linked to lower warranty claim costs and irregular warranty accrual costs, 
which have an impact on the company's value (Cao, 2022). The negative association between 
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brand value and warranty cost is weakened by product innovation. Progressive companies 
should build brand equity and capitalize on the impact of marketing variables on warranty cost 
management (Cao, 2022). 

4. Methodology 

4.1. Research Design 
The aim of this research is to explore the brand equity of ANTA and propose some suggestions 
for its future development. Therefore, researchers will obtain knowledge about ANTA by 
querying the information from online sources. In addition, the profitability of a brand can be 
effectively judged by a company’s profit and sales (Hsiao et al., 2018). Therefore, researchers 
will also analyze ANTA's past financial statements to understand ANTA's profitability. 
Customers are closely related to brand management. Therefore, this study will explore 
customers' views on ANTA. 

4.2. Research Approach 
This research will employ a quantitative survey method of questionnaires to collect customers’ 
ideas about ANTA, achieving the goal of analyzing the brand equity of ANTA in those data. A 
questionnaire survey is a structured method. It is a textual communication approach in which 
the expression form of research questions, the order of questions, and the way and method of 
responses are fixed(Wilson, 2013). As a result, subjective bias cannot be substituted into the 
inquiry and research by any individual, whether researchers or investigators. Data being 
collected will be analyzed through descriptive analysis. The goal of descriptive analysis is to 
characterize or summarize data even if it cannot forecast the future, it is nonetheless extremely 
useful in the economic world. This is mostly due to the fact that descriptive analysis makes data 
easier to digest, making it easier for analysts to act (Bush, 2020). 

5. Findings and Discussion 

5.1. Data Collection 
The purpose of this paper is to examine ANTA’s brand equity through  a combination of brand 
concepts, and propose a series of suggestion in terms of marketing to lighten a more favorable 
development of ANTA in the future. Therefore, the research has taken advantage of various 
website, such as the official site of ANTA for data collection. Furthermore, the main approach of 
data collection in this paper is questionnaires. In the design of the questionnaires, there were 
several questions concerning demographic asking the age of the gender, and some other basic 
information of the interviewees. Firstly, a total of 368 recipients has participated in the 
questionnaires. Among them, the female accounted for approximately 41.84% with 154 and the 
male held 58.15% with 214 participants. This questionnaires has also consisted of six main 
question types including the Perceived Quality, Brand Image, Brand Loyalty, Brand Awareness, 
Brand Associations, and Brand Equity. Excluding the democratic questions, all other questions 
were separated into five scales: Strongly Disagree, Disagree, Neutral, Agree, and Strongly Agree, 
to investigate participants' approval of the questioned question. The information was gathered 
through a survey on Wenjuanxing, a Chinese internet survey platform that has sent over 163 
million questions (wjx, 2022). WeChat and some other social platforms were used to share the 
link to the survey. 
The overall relationship between Brand equity and other variables. 
Firstly, in order to determine the questionnaire's reliability, Cronbach's alpha has been used in 
this report, Table 1 shows the alpha values derived for the research variables. 
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Table 1. Cronbach's Alpha 

Variables Cronbach's Alpha 
Perceived Quality 0.81 

Brand Image 0.89 
Brand Loyalty 0.92 

Brand Awareness 0.87 
Brand Associations 0.75 

 
The questionnaire's reliability can be proven because the Cronbach's alpha for all variables is 
more than 0.7. Pearson correlation and T-test are used to evaluate the data. 
 

Table 2. Result of Pearson Correlation 
Variables Pearson’s Sig Result 

Perceived Quality 0.85 0 Significant positive relationship 
Brand Image 0.75 0.05 Significant positive relationship 

Brand Loyalty 0.90 0.01 Significant positive relationship 
Brand Awareness 0.89 0.04 Significant positive relationship 

Brand Associations 0.86 0.1 No relatioship 

 
The significance values found for the variables are all bigger than the research's error level, as 
can be observed (0.05). As a result, the null hypothesis of normal data distribution is accepted. 
The relationship between brand equity and its characteristics and performance was 
investigated using Pearson correlation. Table 2 summarizes the findings and indicates that the 
characteristics of brand equity and customer performance have a considerable positive 
association. 
 

Table 3. Result of T-test 
Variables Z 0.05 Z 

Perceived Quality 1.645 2.24 
Brand Image 1.645 2.65 

Brand Loyalty 1.645 2.42 
Brand Awareness 1.645 2.36 

Brand Associations 1.645 1.66 

 
Table 3 shows that the Z value derived for all variables is more than 1.645. As a result, all of the 
variables have reached a suitable level. 
The exploration of anta's brand equity and the elements that contribute to that value will be the 
focus of this study. In order to validate the reliability of the variables, the Cronbach's Alpha test 
was carried out (Tavakol & Dennick, 2011). As a consequence of this, a series of parametric 
tests is utilized in the data analysis. According to the findings of the Pearson correlation test, 
there is a statistically significant positive connection between perceived quality, brand image, 
brand loyalty, and brand awareness, as well as anta's brand equity. The results of the T-test 
indicate that all of the variables are at the appropriate levels. 

5.2. The Profitability of ANTA in the Market 
A company's brand equity is closely related to its profitability. When customers attach certain 
prestige or quality to the company's brand, they will think that the products of this brand are 
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more valuable than those of other competitors (Yang, 2022). Therefore, customers will be more 
willing to pay higher prices to the brand, and the company will also get higher profits (Yang, 
2022). Since its establishment, ANTA's market value has exceeded 100 billion yuan, almost six 
times that of Li Ning (marketwatch, 2022). After years of development, ANTA now has more 
than 10, 000 brand stores in China, making it the brand with the highest coverage of sports 
stores in China (Zhao, 2022). 
In order to analyze the profitability of ANTA company, the researchers made a comparative 
analysis of the gross profit margin and net profit margin of ANTA company in recent years. The 
calculation formula of profit margin is profit margin divided by profit income. Therefore, the 
larger the gross profit margin, the stronger the profitability of the enterprise. On the contrary, 
the lower the gross profit margin, it reflects that the profitability of the company needs to be 
improved. On the other hand, the net profit margin can reflect the profitability of the company 
in the actual production and operation. 
 

Table 4. Financial Ratio 
Year 2018 2019 2020 

Gross profit rate 52.60% 57.94% 63.20% 
Net profit ratio 17.02% 15.74% 13.60% 

 

Table 5. Income and Profit 
Year 2018 2019 2020 

Income 14,979 21,103 23,120 
Gross Profit 1,883 4,909 3,065 

Net Profit 613 754 766 

Unit: Million USD 
 
As can be seen from table 5, ANTA's gross profit margin has shown a steady upward trend in 
the past three years. Even in 2020 under the impact of the epidemic, ANTA's gross profit margin 
will still rise, which is inseparable from the company's effective market decision-making (Wall 
Street Journal, 2022). In addition, the annual revenue of the sub brand Philharmonic under 
ANTA exceeded that of ANTA for the first time, contributing 49.1% of the overall revenue of 
ANTA. The revenue of Fila brand is mainly attributed to the growth of e-commerce. However, 
since 2019, ANTA's net profit margin has gradually decreased. This is mainly because of the 
impact, ANTA took the initiative to cancel customers' wholesale orders. The gross profit margin 
and net profit margin of ANTA in recent three years show that the profitability of ANTA brand 
is rising (Wall Street Journal, 2022). In addition to ANTA and Philharmonic, ANTA sports is also 
incubating and other brands are gradually maturing. In 2019, ANTA acquired Amer sports. 
Although in 2019, the profitability of the brand is poor. However, Amer development is also in 
ANTA's market plan, and the annual performance indicators have been completed. 
ANTA's profit margin decline in 2020 is related to various reasons. In addition to the impact of 
the epidemic, another reason is that ANTA adopted DTC mode in the second half of 2020, which 
is the transformation direction of ANTA in 2020 (bloomberg, 2021). This model increases the 
rental cost of the store and the cost of employees. In addition, the innovation of DTC mode also 
increased ANTA's advertising expenditure. However, the core idea of ANTA's DTC model is the 
transformation from channel sales to brand thinking. Under DTC mode, ANTA launched a fierce 
marketing attack on the younger generation of consumers. 
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Therefore, although the initial establishment of DTC profit model has brought a lot of expenses 
to ANTA, it will make more young consumers favor ANTA in the future, which is conducive to 
continuously improving the profitability of ANTA. 

5.3. The Brand Strategy of ANTA 
In 2021, ANTA's share price soared by 157% and its market value was US $64billion, surpassing 
Adidas to become the world's second largest sportswear brand in terms of sales volume(Chen, 
2020). ANTA can not achieve such brilliant achievements without effective and accurate brand 
strategy. The most important one is ANTA's multi brand strategy. ANTA acquired Italian brand 
Filo in 2009. In addition, Canada's top brand Archaeopteryx, Salomon, a cross-country running 
shoe brand, Wilson, an American tennis brand, and Songtuo, a Finnish outdoor watch brand are 
all international brands under ANTA While developing multi brand strategy, ANTA focuses on 
the single brand dimension - sports apparel. At the same time, ANTA has also considered 
different sports scenarios while using the multi-brand strategy to maximize the role of each 
brand. 
ANTA Sports is keeping an eye on international markets as economic globalization progresses. 
The ideal method for ANTA Sports to fulfill its international vision is through a multi-brand 
strategy. The ANTA Sports brand matrix is currently as follows. 
 

Table 6. ANTA Sports brand matrix 
Year Brand Brand positioning 
1991 ANTA Adult sporting products that are functional 
2008 ANTA KIDS Children's athletic apparel and footwear 
2009 FILA High-end and mid-range fashion leisure 
2015 SPRANDI High-end and mid-range fashion leisure 
2016 DESCENTE Professional high-performance skiing equipment of the highest caliber. 
2017 KINGKOW Clothing for kids that is of high quality and one-of-a-kind. 
2017 KOLON Professional outdoor sports brand with a high price tag. 

6. Conclusion 

Combining the brand equity analysis together, there are several suggestions can be made for 
ANTA’s future development. Besides, others garment enterprises can also learn from relative 
brand establishment from these suggestions. On the one hand, ANTA should focus on resource 
integration and asset management after executing the multi-brand strategy. The scale of 
enterprise assets will expand following the deployment of a multi-brand strategy, and the 
overall assets should be effectively managed. After M&A, enterprise development's main 
priorities are resource integration and asset management. Therefore, it is of tremendous 
importance ti effectively manage its brand equity in the future. The benefit of the realization of 
brand equity management is an organic growth of ANTA in the future. Besides, a success brand 
equity management  will also be benefit to improve the overall brand equity in terms of 
perceived quality, brand image, brand loyalty, brand awareness, and brand association. 
In order to achieve an effective brand equity management, ANTA is required to primarily 
express a core attitude to consumers for an extended period of time and in a consistent manner 
in order to implant it in their thoughts and establish effective brand communication. For 
instance, Selecting a brand spokesperson who is more closely aligned with the brand 
temperament is beneficial to increasing brand equity. Furthermore, ANTA needs to modify its 
brand strategy quickly and embrace a multi-brand strategy to cover the middle and high-end 
markets thoroughly through the acquisition of multinational companies. Despite having a large 
client base in China, ANTA still trails Adidas and Nike in the worldwide market. As a result, 
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ANTA should no longer be limited to professional sports, but rather broaden its scope to include 
fashion sports and outdoor sports that can be worn in a variety of settings and appeal to a wide 
range of customers. 

7. Limitation 

This paper has mainly taken advantage of questionnaire survey and descriptive analysis as 
research method. Therefore, it is undoubtedly that it has the common limitations of this specific 
research method. To begin with, the Questionnaire approach cannot be used with illiterate or 
ignorant people. Furthermore, it is not appropriate when a quick response is required. The 
respondents' misinterpretations and unintelligible responses cannot be checked. The results of 
the questionnaire do not provide a complete picture of the issue. Despite their advantages, 
questionnaires do not offer the same flexibility as interviews (Pranav, 2015). They have lower 
response rates in general since it is easier for respondents not to answer. They simply allow the 
researcher to measure spoken behavior and do not allow him or her to make observations. 
Furthermore, respondents can skip items on postal questionnaires. 
Apart from that, Descriptive research is used to characterize the features of a population or 
phenomenon in this paper. However, it doesn't explain how, when, or why the qualities 
developed. The three main goals of descriptive studies are to describe, explain, and validate 
study findings (faqs, 2022). Therefore, the fundamental drawback of this form of research is 
that it is impossible to prove causation because there are no comparison groups in these 
investigations. Analytical studies frequently test hypotheses drawn from descriptive 
investigations. Therefore, any other research should pay attention to these limitation in the 
future.  
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