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Nike is leading brand. Adidas’ brand loyalty is very high
although not many consumers want to buy it next time.

AVANTI

Research Partners
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From Jisha website (www.jisha.cn), this
study collected 3,000 samples for those
who aged 15-50 yrs olds. The results are:

» No matter for the favorite brand or the
brand want to buy next time, “Nike” is
Top one; followed by “Lining”.
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“Product quality” and “brand awareness” are main triggers for
choosing foreign brand, “Price” is the main factor for choosing AVANTI
domestic brand. Research Partners

» “High quality” and "High brand awareness” are main reasons for purchasing Nike and Adidas.

> “Price is suitable” is main reason for purchasing Lining, Anta and 361°
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“Nike N=418 | 65.5% | 64.5% | 28.5% | 42.1% | 30.9% | 38.4% | 34.2% | 20.8% | 20.2% | 21.4% | 12.4% | 9.1%
Purchase [wadidas n=252 69.3% | 65.2% | 24.9% | 46.7% | 34.6% | 43.5% | 32.8% | 24.2% | 29.8% | 27.4% | 17.4% | 15.1%
brand W Lining N=478 | 54.2% | 49.8% | 66.5% | 37.4% | 47.9% | 22.9% | 29.1% | 29.2% | 16.9% | 12.6% | 12.6% | 7.8%
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