Li-Ning
Sporting goods company transforms into
fashion brand
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Li-Ning: Sporting goods brand gone fashion brand

Li-Ning is a sports apparel company founded by Chinese gymnast Mr. Li Ning.
o Li-Ning managed to be regarded as today’s “glory of Chinese products” ([# £%2 %) by reconnecting the brand to its Chinese
roots. As the global fashion community has now seen, it combines the western sportswear silhouettes and Chinese traditional

elements.

O

Li-Ning was Launched first professional football Participated in New York Fashion Week, becoming
founded shoes and basketball shoes the Chinese sports brand to appear.

1992 January 2005 November 2020

May 1990 2004 February 2018

Selected as the designated medal apparel Li-Ning signed with the NBA as an Li-Ning ranked as the in
and shoes for the Chinese delegation at the official NBA marketing partner. the sports category during the 11.11
25th Barcelona Olympic Games Shopping Festival on Tmall and Taobao
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Digital transformation: from brick-and-mortar to omni-channel

As the concept of new retail becomes popularized, Li-Ning seeks digital transformation to establish a strong online presence.

See and try:
intelligent fitting Cellcetati

Cloud shelves,

expand SKU Shifting focus from the number of physical stores to
s 1| operation efficiency:

Shut down
as of the end of June 2020 N
m— - _ According to Li-Ning's annual report in 2020:
ntelligent screen:
Interactive area
E-commerce has risen to be the E
y | ' i 0 0
) . N e
Collect private traffic 1 k-",‘!‘ I e h . . .
e : Concessionaires contributed of —
o Epii the total revenue, increasing to 5% -
from 24% in 2019. [
Around 2015, Li-Ning cooperated with Alibaba and built its Shop entry rate
own “Data Middle Platform” (¥i#+ &) to construct omni- Inestore . _ -
channel data system, which helped Li-Ning dredge the Sales contributed by the retail ‘j
chokepoints of its supply chain and largely accelerated Li-Ning’s channel .
digital transformation. ot
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Strategy 1: Renew its brand image by incorporating more Chinese designs

Li-Ning has broken away from the “old-fashioned national product” label and to
cater to the new trend of Guochao.

o0 Li Ning creates a simple and casual o Spreading Chinese culture globally. o Uses a combination of clashing colors and
sporty look through retro style. o Drawing inspiration from traditional lines to imitate China’s national history and
o Drawing inspiration from national sports Chinese culture, elements or history treasures.
such as table tennis. o Practical, natural, and with a hint of hip-hop.

LI-NING

Elements from Silk Road,
embroidery, Dunhuang

The red-crowned crane
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Strategy 2: Co-branding with domestic brands

o Co-branding is a very popular strategy in China that helps brands increase exposure among other brands’ fans.
o The collaborations with other domestic brands also demonstrate that Li-Ning devotes itself to spreading Chinese culture. The
design of its clothing shows the sense of national pride.

#Co-branding with domestic car brand Honggi #Co brandmg with E spp(ts clubs EDG #C? branding with domestic newspaper People's
" . The co-branding of traditional sports brand and Daily
The use of traditional Chinese characters and " p I '
. new trend of sports”. E-sports has generated a The clippings from old newspapers (People’s
retro elements, shows the full of Chinese retro . ) PR )
style great response among its fans and has reaped Daily) about ‘Li Ning’ are cut and pieced together
yie. considerable traffic. to create a full-print design.
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Strategy 3: Broaden its product range to attract more consumers

Not limited to sports brands or sportswear, Li-Ning also produces trendy clothes and accessories fit for different occasions.

The wristlet bag and the tote bag demonstrates the unique design and
aesthetics of Li-Ning.

Li-Ning turned its previous core product, a ping-pong paddle, into a design
along with phone lines to incite nostalgia.

Knitted Suit Dress: Clashing colors make a bold statement while
maintaining Li-Ning’s brand image.

Khaki coat with open-front casual trousers for edgy streetwear

Long shirt with skirt, a new collocation with sports elements
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Strategy 4: Slogans that appeal to national pride

During the brand’'s development Li-Ning has changed its slogan twice in order to focus on segment market and cater for new

groups of consumers.

1990-2010

— & & OJBE

Anything is Possible

o With its slogan “Anything is possible”, Li-Ning
hopes to motivate consumers to be
ambitious and perseverant.

o However, The company has received criticism

over the years about how their slogan

“Anything Is Possible” resembles Adidas’

“Impossible Is Nothing”.
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2010-2015
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LI-NING

Since its peak in 2010, Li-Ning changed its
slogan from “Anything is possible” to “make
the change” so as to reposition the brand as
fashionable and international and appeal to
targeted post-90s generation consumers.

“Make the Change” became Li—Ning’s new
brand motto, which encourages consumers to
embrace change and make breakthroughs.

daxu'ehtl.onsultin Double V.
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ANYTHING IS POSSIBLE

Li-Ning not only failed to attract young people
but also lost its existing consumers from the
older generations due to its awkward
transition. After several years of struggling, Li-
Ning returned to its previous slogan.

It includes a subtle outline of the “Li Ning
Cross” gymnastic posture and loosely depicts
the founder’s initials.
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Pain point 1: Hunger marketing strategy enrages consumers

o The newly designed sneakers increased consumer confidence. However, due to the limited product offerings, prices are
deliberately higher, even higher than internationally renowned brands such as Nike and Adidas.
o0 The latest products are not available in Tier 3 to 6 cities, which caused some consumers to be left out.

essssssss——) Price increasing

Hunger marketing

Limited products < ————

Product type Sale method
At e [ 72969 +2189
ew models are available in a “ B 39
Wow 7 limited number of shops in certain ——  [@Bm»
cities
Wow 8 T:FR305 R B35 Yoo,
Wow 8 Draw straws to purchase Launch price: 1,599 RMB Launch price: 1,299 RMB

Wow 9 Queue for purchase
B o r 39 39.5 40 M
¥2569 ¥-- ¥2949
¥2189 ¥2299 ¥2249 ¥1809

| can accept the price, but the

(8) problem is that you only offer Not available in lower tier cities 4.5 42 43 M5 2 a3 435
limited products every time. " . e ¥1849 1909 ¥2109 1969
But we, as consumers, do not see these
Products are seriously out of high-end products in the counters in lower Li Ning's hunger marketing strategy
® stock, both in terms of colors and tier cities. ® has hit hard, with prices almost
SIZ€s. doubling in the later period.
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Pain point 2: Underinvestment in research and development

Li-Ning has not invested much in research and development, which leads to the lack of capability to produce high-end sportswear.
The new products always follow the previous designs, showing the insufficient of creativity.

Percentage of R&D eégﬁ?zg;t;re in annual revenue Not only the shows, but several important product
launches this year have followed the same ideas, and
15% The R&D expenditure as the the marketing approach has not changed much.
percentage of revenue shows a — Doubt on its creativity
downward trend.
12% FERFG, FTTESFIURBREENTMmEAE, #
11% ARTEFNSRERE, EHANNREIZMNN
10% %,
9% , —

Zhihu

Li-Ning does not have the ability to mass produce high-
end products, which is the biggest difference between
Li -Ning and Nike. Li Ning's expenditure on producing a

Lack of capability of pair of high-end shoes may be able to produce five or
—  producing high-end six pairs of Nike, and Nike can lower the price, while Li
products Ning can only increase.
2015 2016 2017 2018 2019
FTHRBARIMBRESiWIRE S, XthE2FTHNike

BRAMNES.ZTFHE =N im0 e Niked = T X
W, Nikemt o] UEEMNTE, mET, REEHK, *b.

thil DOU.ble V. 9
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Pain point 3: Too closely tied with national emotions

The brand over-promotes national sentiment as one of its marketing points which has caused resentment on social media.

Zhihu Taobao gﬁ\ﬁﬁ%ﬁﬂﬁﬁ{"ﬁ Z(gE%@L%

aill

th [
T
239 RMB 699 RMB Li-Ning's trademark Please support domestic products

What | still don't understand is Overall, | don’t see anything that appeals

that the ori £ 2 simple T-shirt with to me, other than the sentimental sense of Just make it red and
.natthe price of @ simple 1-shirt with a belonging to China. yellow, is Guochao means only printing
@ Chinese Li Ning” printed on it is soaring ® @ “China “ close to “Li-Ning” on clothing?
idly. X - . . . 1 . '
;jé[;?ﬂéiwi w255 RS 2 AR SR, BT A E A R R a2 nm REMA T BExR KBRS, H
LEHERY o [ A PR 2 ﬁmﬁmﬁaﬁ H bb, WA EEUEMR SRR TT . &7 B E MR A A G, PR RN E
o T TR IR e v a) B F RS A A A& SN T B, HiEan vrpEZ T AR R B2
—RERAT " 2R TR B TIAZ AN R AR %
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China’s fashion
industry overview
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Gen-Z is the main consumer group in China's fashion industry

o Generation Z prefers both online and offline consumption, and are willing to invest in themselves and splurge on experiences.
o They focus on quality, identity, and express their values through consumption. They are shaping fashion paradigm with more

diverse styles.

The proportion of China’s fashion consumption by age

(2020)
e a 2 T
«» &b o
6% 9% 58% 67%
GenY GenY GenZ GenZ

Born 1980-1990 Born 1990-1994 Born 1995-1999 Born 2000-2005

Personality traits of Chinese Gen Z

Internet Shop- LU
native aholics ACGN Lookism EXpress
and share
Influtc)enced 1EIr\./lankde Stay o
y '¥NAS * healthyina Homebody ren
recommen  based on “ounk” way leader
dations interest
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Generation Z fashion preferences

Fashion brand Average purchase % of respondents

categories

Frequent updates, many SKUs, comfortable

Sense of design, young brands

Utility and minimalism, limited products

Classic, intricate design, status symbol

Celebrity endorsements, Guochao,
national pride

@5 WD

Hip-hop rock, individuality
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frequency
(times/year)

12.5

9.8

12.1

7.7

13.6

9.8

who prefer

17.9%

21.3%

12.2%

6.9%

17.3%

24.3%
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Gen-Z is easily nudged by social media

o0 The closed-loop marketing model is a combination of many social media and e-commerce platforms which exist only in China.
o This is known as the AISAS model (explained below) and targets Chinese gen-z. Because most of their consumption is done
online their consumption data is easily collected.

O @® 51, Share

AISAS model in the Chinese fashion industry )
@ 6. Repurchase (new), attract new consumers and complete closed loop Post or share purchased
products and shopping
| experience on social
-(®)- 1. Attention Q) 2. Interest Q 3. Search E 4. Action media
; I
Attract new or « Recommendations from peers Detailed information ' |
: : . and aftersales Finally make ,
potential consumers SOC|aI'med|a pqsts of products or feedback can be found a deal online 8
through posts or ads shopping experiences by consumers on e-commerce or offline
on social media and KOLs 5.2. Review (new)
platforms
I I I I

| Leave reviews on

| | |
e-comr;:{fcoer;hsopping

| | | |
o8

KOLs & KOCs Friends'’ Gen-Z's purchase Gen-Z's purchase E-commerce E-commerce Purchaselinks Purchase links
share fashion moments conversion rate: conversion rate: platforms platforms recommended recommended by
posts , by KOLsand  WeChat official
\ KOCs accounts

Gen-Z's purchase conversion rate:

© 2021 DAXUE CONSULTING — DOUBLE V CONSULTING II I I .
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Chinese women turn to fashion to show their personalities

o Chinese women are willing to spend more money on clothing. They are also more likely to focus on style, quality and brand

reputation rather than cost. As a result, inexpensive clothing is becoming less popular.

o Generation Z (post-95s) is willing to try new styles, while the post-90s prefer elegant French style and the post-85s prefer the

fashion style of Western socialites.

The key factors for women purchasing clothes
(online survey of CBNData, N=848
female consumers, 2020)

Stylish 34%

Quality

fabric 25%

O 00 N o o W DN

Brand's

. %
reputation 22

Cheaper

. 19%
price
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Top 10 keywords women searched for purchasing clothes

Gen-Z

1 Instagram

South Korean
Niche
Sweet & cute
Multi-match
Japanese
Vintage
Chic
Cool (i)

—_
o
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Training & Consultancy

HK style (%)

(2020)

Post-90
French
Elegance
Niche/minority
Romantic
Vintage/retro
Fashion (i ££)
Sweet
Light mature
Effortless (:0a#)
Chanel (/N X))

Post-85
Stylish
Chanel (/M)
Fashion (i} &)
Socialite fashion (% 1%)
Foreign style (3:/<)
European stops (Bkik)
Commute
Minimalist
Cartoon

High-qualified (£ T.)
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“Consumers are increasingly looking for a sense of
identity with brands and diversified possibilities to
express their fashion attitude through design. Therefore,
more and more female consumers tend to buy products
with in-depth brand stories and design inspirations.”

From an in-depth interview with Lane Crawford company’s China branch
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Chinese fashion is becoming gender non-binary

o Fashion has increasingly moved toward genderless designs and silhouettes, especially when it comes to streetwear.

o According to JD's Big Data report in 2021, oversized clothing sales have increased year-over-year, with women
contributing more than of the sales. Additionally, men contributed of the sales of floral printing T-shirts.
Consumption of "unisex” clothing has increased by in June 2021 compared to June 2020.

| < O ##ER  Genderless style 0 EX #eh # . In 2020
VTR PIEREFE )@ Frequency of women searching
6 +REIC Fi1.8(2 11184.458 i i
Xiaohongshu Rt R, Z 60kt posts 6T+ 4 Weibo 1 WiE Taobao @ Lor oversized blazers increased
iy, | ) 7,600+ commodities S # Gender neutral look # y
Number of men searching for lace
- < 180 million views i
FRIERE S Genderless dress wearing @ 44k comments @ increased by .
Genderless dress wearing for Number of men searching for
FRMER ZF S girls R Sheer* has increased by
Genderless stores B/ ;

LIRE
<\

4
a2

Bl /
':F"ENE’{H' =2 —

- & 0l
v i d |
i Hot topic on social media

o A huge number of relevant content is
showed in social media.

o Relevant terms about “Genderless” are
also recommended.

Gender differences in clothing . Lining's

basketball jersey matches both male and female

consumers.

I I *Fabric filled with organza and mesh
© 2021 DAXUE CONSULTING - DOUBLE V CONSULTING il o 0 u e 16
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The rise of Guochao redefines "Made in China"

Chinese designers are adding traditional Chinese elements into their designs. At the same time, consumers are increasingly
embracing Chinese cultural designs and adopt “Made in China” as a symbol of pride and cultural resonance.

ﬁﬁ Y “GUO CHAOQ" (literally “national trend”) refers to the increase consumer favoritism towards Chinese brands, designs and culture.

ﬂhinese consumers increasingh ﬂ)reign products are increasinglN ﬁ Chinese brands use Guochacm
prefer domestic brands including Chinese elements revitalize themselves

. Growth rate of product views on By collaborating with local artists and using Chinese consumers are turning away from
¥ Xiaohongshu local elements, foreign brands are able to foreign brands, giving
70%  Affordable Guochao products perfectly capture the

50%  Mid- and high-end Guochao products

o )
<20% European and American products Burberry:

New Year's Eve Series Burberry's 20271 New

Year collection
features the brand’s
signature plaid along
with vibrant horns to
celebrate the
auspiciousness of
the Year of the Ox
and bring personal
creativity to the

Feiyue Nike

As Chinese brands have made significant
progress in

Forbidden City Wenchuang (32£1), an old
Chinese stationary brand, launched its first
makeup and sold out in a short period of

everyday outfit. )
NG

, foreign brands can no
longer rely on foreign allure to earn
attention in Chinese market.
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Streetwear is booming among young Chinese

o Combined with the power of social media, the influences of hip-hop art and stars in Asia has given inspiration to streetwear
brands.

0 Chinese streetwear brands are talented at sculpture a strong authentic identity. It has given rise to new brands fusing
contemporary youth culture and ancient Chinese elements. Local designers regularly draw inspiration from Imperial China'’s
aesthetics or Taoism for their collections.

o Li-Ning, has proved its design power of streetwear of its SS21

" Y e BT Y collection on Shanghai Fashion Week.

Wi Ve b : 0 It has released more colorful, chunky sneakers that keep up
with the global streetwear trend.

Y wa
RAPCHIN®
.91

L d

N\

by | 5
) vt
73 o

S~

LI-NING

ul Y
WERSH EPO4 —
TRMATVIAER v =sz

The Rap of China Street Dance of China

o Thanks to reality shows like “The Rap of China” and “Street
Dance of China”, streetwear rose from unknown to
mainstream.

o Young consumers rush to buy streetwear with logos which
their favorite celebrities wear.

Li-Ning SS21 Shanghai Fashion Week Poster with ethnic elements
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Chinese fashion goes green

o The importance of sustainability leads more and more fashion crops and designers to focus on ethical sourcing and
sustainable practices to meet the changing ethics of consumers.
o Fabrics such as linen and regenerated nylon are widely used as sustainable fabrics in fashion industry.

International brands Domestic brands Fashion activities in China

A msTonicly l c | C L E G Chinese brand ICICLE
uses 100% organic or
I%Iél‘VIANI é recycled materials to
LR 4 4/ make its collections.
A 2\ § -«
| 1)\ )
; ) ! ll‘ Main materials:
S l'f Cashmere, wool, flax,

Armani goes fur free Prada Re-Nylon bag silk and cotton

Bk F4E 0w QI FR 1T 50
NEIWAI uses recycled T~ BB g
paper pulp boxes to ACTIONS FOR GOOD
package its products. B578 Va3 M
These boxes can be
reused as household
storage basket.

o Major luxury brands are also committed
to make products and designs that are
environmentally conscious.

o The move away from animal furs has
become a way for luxury brands to make
a statement and enhance their image.

WWEF (World Wide Fund for Nature) China and
its parent company have proposed
sustainable fashion event in 2021, inviting
fashion, beauty, and footwear brands to
become sustainable.
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Main materials:
Paper pulp

o Use of ECONYL (regenerated nylon)
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Our APAC network

A research and consulting firm headquartered in China, with an Asia-focus and a presence on three continents.

(Rt;p. office,

Seoul) Partner offices:
» Philippines
’ China + Malaysia
(Rep. offic - Shanghai (HQ) * Japan
@ * Beijing . i
Bordeaux R i ’ /"' * Hong Kong Thatland
& f‘. : - + Indonesia
‘g ' (Rep. office, -
Ho Chi Minh
City)
2 people 8 people 16 people 30+ people
Our histo e e e e
Y 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
Beijing Shanghai Vietnam, Korea,
(new HQ) and France
representative
offices
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Our past and current clients

350+ clients with 600+ projects for the past 7 years

MaBs
rra n l M : : = Me*tgr%"%nwe m @ gﬂﬁﬁﬁﬁgﬁ Pampers Pi errg abre

Prociers Gamble MOLESKINE
af’ ANADOLU . :
‘ i o Ermenegildo @/) SMCP @ M -
BOSS RPEA Zegna HYLNDAI ; Ccutier  SeraeFerrar
g WML FINNAIR A cenammERsE it yomm,!
Mz inex
NEW  Lorear @  Kibpviicious 2E o ToTaL 's.s..rn.m Laminex
L O O K o piree ‘ Pernod Ricard "
B .
.\ Arkupharma FINANCIAL TIMES Phynovc £
nnnnnnnnnnnn . S ‘ Husqvarl'la
: : 4 _SE_
eineen snamnumnse SEJE&
< =z : e &4 1. SWITZERLAND
BordBia  Aprusien) . ke RET W =
i Food Brd o Bowniien T =
Development Corporation
) R g . ; a L
Al Ejf INTER RHONE _“AN S0pexd @btrop G TRARERRRES URUGUAY SR
o) (@ S .
GMO 1@ ac @ cwp Mm@
Opticas CHEERS -
L) H _ -
@@  SEAPOINT Mebia k=vRUs mems Mustes  LVMH
ESMEL ZwWiLLNG LS o
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A recognized expertise on the Chinese market

Regularly featured and quoted in global publications

Daxue latest quotations in recent publications

INGDAILY#E  fsssnews
Bt E .
FTiMes " Thye @ljina Post §.% REUTERS
guardian Onel fe Nionde
L€$ EChﬂS:ﬁ' THDUGP‘HTF uL m
TechNode CoNDE NAST VATECHINASIA
KT THEWALLSTREEFURY ESSEC
‘r E e ‘ﬁi T ’ : BUISINESS SCHOOL
@ s Forbes jns
Voci ¥ Clobali JDN ’OBS Ve Jéws
Tabtimes South China
gbt Morning Post INSIDER
THE JORDAN TIMES 25 Jing Daily E%T“k FINANCIAL REVIEW
f- Chef
k_)h nivellement par le haut —mﬂeet— j Entreprise
ISRAEL m AchNEL NEWSASIA ~algemeiner @ it iﬂ_ fi
i B of P EASTWEST BANE
B@F Los Angeles Times
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https://www.nytimes.com/2017/08/23/world/asia/china-museums-virtual-tour-live-streaming.html?smid=tw-nytimesworld&smtyp=cur on est cites dedans
https://www.sbs.com.au/news/smashing-the-butter-fruit-australia-looks-to-feed-china-s-growing-avocado-demand
http://asiaweekly.com/the-digital-jigsaw/?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.francebleu.fr/infos/agriculture-peche/la-viande-bovine-francaise-repart-a-l-assaut-du-marche-chinois-1516185759
https://www.letemps.ch/economie/2018/01/25/un-roi-textile-chinois-convoite-bally?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.nytimes.com/2017/08/23/world/asia/china-museums-virtual-tour-live-streaming.html?smid=tw-nytimesworld&smtyp=cur on est cites dedans
https://www.sbs.com.au/news/smashing-the-butter-fruit-australia-looks-to-feed-china-s-growing-avocado-demand
http://asiaweekly.com/the-digital-jigsaw/?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.techinasia.com/wechat-mini-programs-ecommerce?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
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https://www.doublevconsulting.com/

Who we are?

- Your Insider into China market

Insightful Specialized

We keep you up with the Niche.platforms such
fast changing market as Xiaohongshu &

O Professional B'g"' Localized
I We customize your market We have offices operating
I entry, e-commerce, & branding : in both Hong Kong and
I strategy I Shenzhen
I

China Market Insider Millennials & Gen Z
100+ Brands Served Since 2017
© 2021 DAXUE CONSULTING — DOUBLE V CONSULTING Double V. o5
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https://www.doublevconsulting.com/

How we can help you?

- Your Insider into China market

TRAINING

We offer online courses
and workshops through
, an

affiliate of Double V.

© 2021 DAXUE CONSULTING — DOUBLE V CONSULTING
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CONSULTING

We provide brand &
competitors analysis, and
positioning & market entry

strategy.

E-COMMERCE

We help DTC brands set
up online flagship stores
on Chinese major
marketplaces and enhance
social commerce.

Double V.

Training & Consultancy

BRANDING

We cover all major
Chinese social media. We
help design your
communication strategy
and provide customized
content.
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Brands we have worked with

- Your Insider into China market
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