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Sports Facilities Change Our Life——
Interview with Director of Sports Show 

Facilities and Construction Area

CSGF News

Mo s t  p e o p l e  h a v e  b e e n 
consider ing that the only 
usage of sports facilities is to 

hold sports events, because facilities 
are always constructed for sports 
events in China.

With the problem of facilities usage 
af ter  events ,  operators  begin to 
recognize the public welfare nature 
and operate by the way “base on 
sports and multi-develop”. For facilities 
under construction, it is essential to 
consider operation in the future when it 
is designed and constructed.

“L ondon  bow l ”  b r i ngs  us  some 
inspiration. A piece of land to be 
a b a n d o n e d  r e b o r n  f o r  s p o r t s , 

environment-friendly and low-carbon 
principles that spending 0.5 billion 
pounds in purchasing new materials 
and seats can be disassembled after 
the games reflect British characters. 
We can see that bigger is better 
doesn’t suit for facilities.

Such pr inc ip les have in f luenced 
Chinese facil it ies. Recycled seats 
and materials which are made full 
use of are applied in main stadium of 
2014 Nanjing Youth Olympic Games. 
Disassembled stadium, environment 
friendly materials, humanized design 
are popular with constructors and 
operators. On the other side, suppliers 
a n d  p ro d u c e r s  r e c e i v e  m a r k e t 
requirements, which inject vigor and 

creation into facilities and construction 
market.

Introduced by Mr. Guo Chao, director 
of facility and construction area of 2013 
Sports Show, many domestic exhibitors 
will put out their new products in next 
year Sports Show. Big progresses 
have been achieved in environment 
protection and material compared with 
recent Sports Show. Facilities material 
suppliers and constructors turn price 
battle to technique. We believe that 
such facilities can attract more people 
to take part in physical activities and 
meet events need as well.

Source: CSGF Secretariat
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CSGF News

According to Nan Jing Wande 
Play Facil i t ies Corporation, 
s i nce  the  re lease  o f  New 

National Standards for General Safety 
Requirements for Outdoor Fitness 
Equipment, they have invested a lot of 
money in the inspection and renewal 
of facilities in order to strictly stick 
to the new standards. 34 products 
of this corporation have been given 
certification. 

“Strict rules have been applied in the 

New National Standards for General Safety 
Requirements for Outdoor Fitness Equipment 

Promoted around China

certification process. Till now, we have 
only offered certificates to 219 kinds of 
products from 7 enterprises. Our staff 
can enter these enterprises to monitor 
the production at any time. In addition, 
officials responsible for sport for all 
work from 11 provinces/autonomous 
regions have received training of this 
New National Standards.” said Mr. 
HouLibo, General Manager of NSCC.

The Provincial Sports Administrations 
around China attach great importance 

to the New National Standards and will 
resolutely implement the Standards, 
so as to contribute to the sport for all 
cause and promote the development 
of outdoor fitness equipment industry. 

Not long ago, in Tibet, it is clearly 
stated in the bidding process that 
the products having not passed the 
New National Standards can’t  be 
purchased. Henan Province have 
already applied the New National 
Standards and Shan Dong Province is 
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CSGF News

Development White Paper on 2012 China 
Sporting Goods Industry Published

about to start bidding in accordance 
with the New Standards. 

O n  t h e  o t h e r  h a n d ,  d u e  t o  t h e 
procurement budget and product 
prices, a few problems exist in some 
places, such as the New Standards 
have not been vigorously enforced. 

I n  s p i t e  o f  t h e s e  p ro b l e m s ,  a s 
mandatory national standards and 
guarantee for  publ ic  safe ty ,  the 
New National Standards for General 
Safety Requirements for Outdoor 
Fitness Equipment should sti l l  be 
resolutely implemented. A set  of 
unified guidance prices have been 
proposed and will serve as reference 
for sports departments at all levels in 
their bidding and purchasing process. 
Only by strict implementation of the 
New Standards can the outdoor fitness 
equipment t ru ly become popular 
public sports facilities, rather than 
slowly turned into "steel garbage".

Source: China Sports Daily

The Development White Paper 
on 2012 China Sporting Goods 
Industry has been jointly issued 

by CSGF and Shenzhen Forward 
Business Information Company, which 
describes the status quo of sporting 
goods industry in China and analyzes 
i t s  f u tu re  t endency .  I t  cons i s t s 
of  6 chapters,  including general 
development status, sports apparel, 
sports  shoes,  sports  equipment, 
industry segmentation and prospect 
forecast, etc. This White Paper can 
help enterprises comprehensively 

understand and analyze industrial 
d e v e l o p m e n t s  a n d  s e r v e  a s  a 
reference book for enterprises to 
adjust product structures, enhance 
sales and formulate strategies. It is 
priced at RMB 1500 Yuan. 

Source: CSGF Secretariat
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Industry Trends

Analysis on the Favorable and Unfavorable 
Factors for Outdoor Sports Industry in China

Compared  t o  i n t e rna t i ona l 
brands, the outdoor sports 
industry in China started rather 

late and is still in an early stage of 
development. Till now, there is not a 
unified industry standard approved by 
the entire industry and customers. 

T h e  o u t d o o r  s p o r t s  m a r k e t  i s 
unbalanced and mainly concentrated in 
the economically developed cities. The 
market share of outdoor sporting goods 
is relatively small and not enough to 
form an independent industry. From 
the perspective of customers, most of 
them don’t know much about outdoor 
equipment and have poor consumption 
capacity. 

For the outdoor sports industry in 
China, favorable and unfavorable 
factors coexist. With the ecological 
and environmental concerns constantly 
increasing, the outdoor sports will see 
a more promising future. At present, 
there are two advantages for promoting 
outdoor sports. First, China has vast 
territory and large population, so the 
number of participants can easily 
be enhanced. Second, China enjoys 
abundant natural resources, many of 
which are perfect places for outdoor 
sports. 

On the other hand, the unfavorable 
factor is that the large population limits 
the per-capita resources and spaces. 

Therefore, the popularization of outdoor 
sports may be a long-term job. 

As  a  resu l t  o f  s lowly  deve loped 
outdoor sports in China, the expansion 
of outdoor sports market wil l  also 
be relatively slow. The enterprises 
should be prepared for that. Once 
the outdoor market becomes mature, 
the brands and dealers will be the 
beneficiaries of this market, and the 
prospects of China's outdoor market is 
unpredictable. 

Source: www.ce.cn
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Sports Industry Becoming aNew Growth 
Point of China's National Economy

Industry Trends

The past decade has witnessed achievements of China’s elite sports and sport for all, as well as fast 
development of sports industry. 
After 2008 Beijing Olympics, China also successfully held Guangzhou Asian Games and Shenzhen 
Universiade. These international multi-sport events have left precious legacies and made far-reaching 
influence on sport for all and sports industry development. 

Indisputably, China has become 
a sporting giant. More and more 
Chinese athletes have been winning 

medals and respect in world class 
competitions. 

F ro m  t h e  f o u n d i n g  o f  P e o p l e ’ s 
Republic of China to May of 2012, 
Chinese athletes have won 2735 world 
champions and broken world records 
for 1072 times. On some sports, china 
has been maintaining its competitive 
advantages for many years. And in 
recent years, Chinese athletes have 
also made historic breakthroughs on 
few sports that used to be weak points, 
such as men’s swimming at 2012 
London Olympics. 

In addition, sports stars such as Li 
Na, Yao Ming and Ding Junhui are 
attracting more and more attention 
among the global sports community. 

For the decade, sport  for  a l l 
in China has undergone fast 
development.  Governmental 

bodies at  a l l  levels  are creat ing 
favorable environment for facilitating the 
fitness building activities. More sports 
facilities have been established and 
open to the public. 

I Great Achievements in Elite Sports

II Sport for All Chinese Citizens

After years’ efforts, China now has 
basically achieved the goal of covering 
the urban and rural areas with sport 
for all facilities. Till June of 2012, the 
number of sports venues in China 
exceeds 1.1 million. China has also 
intensified support for establishment of 
fitness facilities in the western regions, 

remote and disaster-stricken areas. 

Making the school stadiums open to the 
public is an effective way to alleviate 
the lack of sport for all venues. At 
present, one third of schools in China 
with conditions have been opened to 
the public. 
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Industry Trends

Nowadays there are so many kinds of financial derivative instrument with increasing trade, especially 
future goods business. A lot of sports events happen in 2012, such as Euro 2012 and London 2012, which 
attracts the whole world’s attention. Can an event, a person, a sport be a kind of future goods? Mr. Wu 
Shouxiang, chief macroscopic strategy analyst from Hongyuan future goods, says that sports future goods 
can promote Chinese sports industry and benefit innovation of financial derivative instrument.
As development of Chinese economy, Chinese sports business achieves progresses one after another. 
Either sport for all or high performance, even London 2012, sports need huge investment. Government 
used to support sports by financial subsidy, sporting goods sales and sponsorship, but now sports 
lottery contributes to sports business mostly. Sports lottery gives common people a chance to become 

In order to provide satisfying public 
sports services, a large number of 
social sports instructors are in need. 
There are 700 thousand instructors and 
250 thousand fitness spots in China. 
In 2010, the national training bases for 
social sports instructors were expanded 
to 25 sports colleges. And 91 Olympic 
champions and world champions 
became national sports instructors. 

Some peop le  may  d i scove r 
t h a t ,  d u r i n g  2 0 1 2  L o n d o n 
Olympics, several delegations 

wore clothing of Chinese brands. In 
recent years, Chinese sports products, 
from sportswear to equipment and 
technology, have been winning their 
position among world top sporting 
events. 

T h e  s u c c e s s  o f  2 0 0 8  B e i j i n g 
Olympic Games has provided great 
opportunities for the development of 
sports industry in China. According 
to statistics, Beijing Olympics brought 
direct sports revenues of $ 3 billion 
and indirect revenues of $ 5.4 billion, 
and enhanced the GNP growth by 0.5 
percentage point.  

III Sport Industry Poised for Take-off

Since 2008 Beijing Olympic Games, 
sports consumption in China has 
witnessed fast increase and sports 
industry has become a new growth 
point of national economy, attracting 
more and more investors from home 
and abroad. In 2008, 3.1709 million 
practitioners of Chinese sports industry 
and related industries achieved added 
value of 155.497 billion RMB Yuan, 
accounting for 0.52% of the GDP. The 
sports service market in China has 
already taken shape, including over 
20 thousand enterprises specialized 
in competition performances, fitness 
and recreation, sports-related technical 
training. The total investment of these 
enterprises has surpassed 200 billion 
Yuan, with an annual turnover of over 
60 billion RMB Yuan. 

During post-Olympic period, with 
accelerat ion of  the urbanizat ion, 
governments at all levels are vigorously 
p romot ing  f i t ness  p ro jec ts .  The 
number of sports venues and fitness 
activities are increasing. The citizens’ 
consumption capabilities have been 
enhanced. And the development of 
sport for all in China has been greatly 
boosting the consumption of sporting 
goods and fitness equipment. It can 
be expected that the sports industry 
in China, from sports training courses 
targeted at children to the white-haired 
fitness projects, or from urban white-
collar sports clubs to the popular 
competition performances, will foresee 
a huge space for development. 

Source: China Economic News

Sports Future Goods Promote 
Sports Industry
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Industry Trends

The price of sports future goods 
produces by many deals and 
nego t i a t i ons .  Under  f i e rce 

competition and investors surge, sports 
future goods reflect events expectation 
more exactly.

Function and Feature of Sports Future Goods

First, Sports Future Goods Can Discover Price

The price of sports future goods 
and prediction function has such 
a logic relationship. If there are 

two investors: A and B. they predict that 
Chinese players win all champions of 
table tennis events with probabilities 
65% and 75% respectively. If A wants 
to sell this future and B wants to buy, 
both wil l change their predictions 
and the price is between 6.5 and 7.5 
Yuan. Because A and B only get a 
few of information, they presume other 
investors own information they don’t 
know. Based on rational quote, the final 
price is still between 6.5 and 7.5 Yuan. 
Prediction and price change frequently 
when many traders crowd in the market, 
the price can reflect market prediction 
to some event, which benefits efficient 
investment allocation.

Price discovery function of sports future 
goods has 3 features:
Firstly, the price of sports future goods 
can reflect new market information in 
time and change as time.

Secondly, sports events wil l  have 
clear result, so the price will change 
regularly.

Thirdly, the higher price is, the more 
bidding contracts are at that price. So-

millionaire immediately and raise a lot of money for the government too. Sports result is not only related 
to players’ regular training, but also related to coach’s guide, body conditions, psychological quality, 
strategy, coordination with teammates etc., therefore some accidental events such as bad result will reduce 
sponsors and other stockholders’ investment profit. How to find a tool to avoid investment risk? “Sports 
future goods” turns up.

called bidding is guessing the event 
results correctly. In another word, as the 
price going up and prediction accuracy 

rating higher and higher, there will be 
more bidding contracts.
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Industry Trends

Second, Sport Future Goods Can Resist Risk

Sports Future Goods Promote Sports Investment

Sports future goods can resist 
investment risk in sports industry. 
For instance, Liu Xiang couldn’t 

accomplish his competition because 
of physical reason, which influenced 
advertisers greatly. Coordinating with 
sports lottery, sports future goods 
reduce investment risk and promote 
sports lottery. Sports lottery is one 

Based on  func t ion  o f  p r ice 
discovery, sports future goods 
reflect complete information to 

investors by unique trade system and 
increase prediction accuracy; sports 
future goods can offset with sports 
investment and lottery, reverse direction 
operation to similar event future goods 
can make up loss and reduce risk. 

way profitable mode; but sports future 
goods are both way mode. Whatever 
event happens or not, investor will get 
profit through operation. If one enters 
into lottery market with plenty of money, 
fund can’t be withdrawn when regretting 
or encountering accident. However, if 
there are corresponding sports future 
goods, investor can stop loss money.

With a great many investors and 
efficient market, sports future goods 
can discover price and guide investor 
to make correct decision. Therefore, 
sports future goods bring investor more 
correct market information.

These two features promote sale of 
sports lottery and sports industry 
investment.

I f  sports future goods can come 
into the market in exchange, clear 
and normalized operation will boost 
management of sports event and sports 
lottery sale.

Providing sports future goods becoming 
Chinese sports industry, it will push 
forward sports business financing and 
Chinese sports lottery. We should do 
research theoretically and practically 
and set up sports future goods market 
in China.
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How Long Can “Hypermarket” Pattern 
of Sporting Goods Retail Go?

Market

Guest (listed in no particular 
order):

M r .  L i  G u a n g d o u ,  N o . 1  e x p e r t 
o n  C h i n e s e  b r a n d s ,  s e t s  u p 
Huashengzhiye, Li Guangdou brand 
marketing organization
Mr. Ma Gang, observer of footwear and 
apparel industry

Journal ist :  when competi t ion in 
domestic sporting goods going 

fiercely, Xinhuadu cooperates with 
INTERSPORT to open 100 INTERSPORT 
sporting goods specialty shops in the 
next 5 years. How does Xinhuadu bring 
through? 

Ma: Survival in sporting goods 
industry is more important.

Xinhuadu is just trying. Gome’s failure is 
worth thinking. For Xinhuadu, survival is 
more important.
INTERSPORT chooses to base in 
Fujian for developed economy, sports 
env i ronment ,  especia l ly  popular 
basketball sport. Xinhuadu covers 
Fujian broadly, the cooperation stands 
at a high position in the market and 
channel.

Journalist: Can only selling top 20% 
brand products be an advantage?

Li: The real advantage is brand value 
of Xinhuadu.

Brand should find out an accurate 
posi t ion;  no brand can cover a l l 
consumers. Only selling top 20% brand 
products gives Xinhuadu brand a 
good material and design, especially 
a accurate posi t ion,  but the real 

Xinhuadu announced recently that it would open 100 sporting goods stores in the next 5 years. Gome 
tried operating sporting goods hypermarket not long ago, but failed at last. Did hypermarket mode not fit 
domestic sporting goods retail?

advantage is brand value.

Ma: Best-sellers are not enough, 
i m p r o v i n g  c o n s u m p t i o n 

experience is needed.
Xinhuadu is a new comer in sporting 
goods retail, accumulated experience is 
needed to make consumers accept this 
brand. Advantage others don’t have is 
the key to stand firmly in this industry. 
However, best-seller is just a relative 
concept, if other retailers put forward 
boutique to compete with, will Xinhuadu 
loss this advantage? Best-sellers are 
not enough, consumption experience 
is more important to set up consumer 
dependence on store.

Journalist: Xinhuadu wants to copy 
IIC successful pattern to China, how 

much the feasibility is?

Li: Successful  pattern can’t  be 
copied.

Successful pattern can’t be copied, 
and making change correspondingly 
depends on market situation. For 
example, rent takes the biggest part 
of store cost, but manpower instead 
of abroad, which leads to different 
development strategies.

Ma :  L e a r n  e x p e r i e n c e  w h i l e 
transform locally

In a word, mature degree of sports 
industry and sale situation are quite 
different. Domestic market focuses on 
foundational and popularized products 
and specialty shops, INTERSPORTS 
owns successful experience but still 
needs transform locally.

Journalist: Gome started to research 
on sporting goods sale in 2007 

and set up the first store in 2010, but 
it had to close the store at last. Did it 
fail because of copy Gome’s electrical 
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Market

equipment hypermarket, or did sporting 
goods not fit hypermarket pattern?

Li: Electrical equipment pattern can’t 
be copied to sporting goods.

Speed is the key to sporting goods 
retail. Frequently renewing increases 
consumers’  interest and reduces 
stock. Electrical equipment has a low 
speed renew rate, so two types can’t 
exchange. Sporting goods specialty 
shops need to distinguish with sporting 
goods area in general store and have 

their own features and set up brand 
image.

Ma: Failure of Gome has two tiers 
reasons.

Gome sports fails for many reasons, 
such as decis ion layer ,  locat ion 
selection, products and management 
mode.

Jo u r n a l i s t :  I f  s p o r t i n g  g o o d s 
hypermarket can achieve success, 

what are the advantages and shortages 

compared to sporting goods specialty 
shop?

Li: Sporting goods hypermarket 
completes consumption experience 

and influences some products sale.
Sporting goods hypermarket should turn 
up as a whole, and it not only supplies a 
place to sell but a feel of consumption. 
What consumers are thinking about 
should not be certain brand but the 
whole market. Just like super market, 
some people like Wal-Mart and some 
like Carrefour. Consumers will choose 
the super market they like and become 
loyal customers. Make consumers 
depend on your hypermarket other 
than certain brand, which will promote 
purchase desires and be free of brands 
restricts. 
Relat ively,  sport ing goods brand 
influence reduces and impacts on some 
products sale.

Ma: Hypermarket and specialty 
shop exist at the same time will 

become main stream.
Specialty shop can expand channels 
more quickly and flexibly in the early, 
which contributes a lot to sporting 
goods industry. Moreover, taking some 
market shares, specialty shop is a good 
sale mode in middle and small market. 
Different markets demand subdivided 
retail, and hypermarket and specialty 
shop both exist will lead the way.
Postscript: Hypermarket, including 
comprehensive supermarket are very 
common in sporting goods business 
abroad, such as European Decathlon 
and American Footlocker, typical 
retailers, however, there is no mature 
sporting goods hypermarket retailer 
f rom China so far .  In Ma Gang’s 
opinion, i t  is related to domestic 
economy level, mature degree of sports 
industry and retail, transportation, and 
lifestyle. Sporting goods hypermarket is 
just a direction of retail, and it will bloom 
in the future.

Source: www.olsports.cn



China Sporting Goods Information 11

Domestic Information

Analysis of Chinese Six Sports 
Brands’ Interim Reports

With the release of Li-Ning’ interim report, six sports brands including Anta, Xtep, 361°, Peak and China 
Dongxiang have all released interim reports by the end of August. Compared with the last year, five brands’ 
revenues and net profits decline except that Xtep’s slightly increases. For them, their focuses are still to 
reduce inventory. They do not achieve the goal of opening 10000 stores while they close some stores.

On  A u g u s t  6 t h ,  A n t a  f i r s t 
released its interim report, 
while its revenue decreased 

11.6% to 3.934 billion RMB Yuan and 
net profit declined 17% to 0.77 billion 
RMB Yuan. 

Following Anta, 361°, Peak and Xtep 
also released their interim reports which 
did not look optimistic.

361°’s revenue decreased 9.9% to 
2.869 billion RMB Yuan and net profit 
declined 23% to 0.596 billion RMB 

One ins ider  jokes  tha t  the 
inventory would be enough 
to supply retailers in the next 

three years even if all Chinese apparel 
manufacturers shut down. For Chinese 
sports brands, their focuses are to 
reduce inventory in the next two or three 
years.

More seriously, their days of sales of 
inventory are increasing in the first 
half of 2012, for example, Peak’s days 
increase from 49 to 86 days compared 
with the same period in 2011. Li-
Ning, Anta and Peak’s inventories 
respectively increase to 1.138 billion 
RMB Yuan, 628 million RMB Yuan and 
529 million RMB Yuan while Xtep, 361° 
and China Dongxiang slightly decrease 

Revenues and Net Profits Both Declined

It Is Difficult to Reduce Inventory

Yuan; Peak’s revenue decreased 28.5% 
to 1.61 billion RMB Yuan and net profit 
declined 43.3% to 0.24 billion RMB 
Yuan; Xtep was better than them and 
its revenue slightly increased 1.4% and 
net profit slightly increased 0.3%; China 
Dongxiang’s revenue decreased 29.4% 
and net profit declined 56.9%.

On August 22nd, Li-Ning released its 
interim report. Its revenue decreased 
9.5% to 3.88 billion RMB Yuan and net 
profit declined 84.9% to 44 million RMB 
Yuan in the first half of 2012.

to 701 million RMB Yuan, 366 million 
RMB Yuan and 359 million RMB Yuan.

Since the beginning of 2011, Chinese 
brands’ inventories have attracted 
people’s attentions. The sharpest news 
report about this is that Chinese brands 
give up high end products to avoid 
competitions from Nike and Adidas 
and focus on middle class consumers. 
Unexpectedly, Nike and Adidas take 
the high end and lower end of the 
market.

Mr. XuZhihua, Peak CEO, says that the 
situation will not get better and Peak 
first must reduce inventory. Now, Peak’s 
supply discount for retailers is 61% off 
price which causes profits to decline. 

However,  Peak is  consider ing to 
increase discount and profits will further 
decline.

Mr. XuZhihua says that he pays much 
attention to the sales in the second half 
of the next year. If the sales increase, 
the sporting goods industry will get 
better. Now, Peak is considering selling 
inventory products overseas.

Xtep and Li-Ning are considering 
cutting orders. In the first order-placing 
meeting of 2013, Xtep’s sales order 
amount declines 15%-20%. At the same 
time, the supply discount for distributors 
is adjusted from 60% to 62%.
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According to their reports, Li-
Ning, Anta, Xtep and Peak 
reduce their stores to about 

7000 stores while 361° increases 185 
stores to 8050 stores. China Dongxiang 
closes from 569 stores to 2550 stores. 

Mr. Ye Shuangquan, an insider of 
the sporting goods industry, thinks 
that the development of brands must 
be led by market demands. In the 
situation of lacking consumption and 
oversupply, inventories and more stores 
become Chinese brands’ burden. The 
adjustment of channels will go on, and 
6000-7000 stores are enough to cover 
80% of the market.

In the first half of 2012, Li-Ning opens 
248 stores and closes 1200 inefficient 
stores after the evaluation of stores’ 
operation. The number of Li-Ning’s 

Domestic Information

The Adjustment of Channels

common stores, flagship stores, factory 
stores and discount stores has been 
7303 by the end of June, 952 less than 
the end of last year. Li-Ning also cuts 
down five distributors to 52 distributors.

In particular, Li-Ning’s inventory does 
not decrease and its days of sales of 
inventory are increasing from 72 to 95. 
However, its inventory amount only 
increases 6 million RMB Yuan more 
than 2011. Li-Ning’s management 
staff thinks that they plan to solve the 
inventory problem once and for all, so 
they adjust the profit plan. They may 
buy back products from distributors.

Li-Ning’s factory stores increase from 
269 to 21 and its discount stores 
increase from 358 to 394. Li-Ning 
focuses on inventory and accounts 
receivable and offers terminal retailers 

75% d i scoun t  and  c l ea r  goods 
channels up to 49% discount.

Other Chinese sports brands face the 
same problems. China Dongxiang has 
paid billions of RMB Yuan for buying 
back products and selling inventories, 
which causes its revenues and profits to 
decline greatly. Peak has strengthened 
distributing channels since last year and 
prepared for the future development of 
sporting goods industry. For example, 
Peak spreads its retailing network and 
closes inefficient stores. At the same 
time, Peak encourages retailers to 
open more shops in order to meet the 
market demands. Peak also increases 
the number of distributors in order to 
improve competitiveness. 

Source: Internet
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China will carry out Three-Year 
Act ion P lan o f  P .E.  which 
demands that governments at 

various levels find the problems, key 
points and weak links and strengthen 
P.E. in middle and primary schools 
according to local social and economic 
situations.

The State Counci l  has approved 
Opinions of Further Strengthening 
P.E. in Schools drafted by Ministry of 
Education, National Development and 
Reform Commission, Ministry of Finance 
and General Administration of Sport of 
China.

For years, governments at various 
levels have carried out P.E. policies 
and measures and promoted the 
development of P.E. reform. However, 
P.E. is still the weak point of school 
education. P.E. does not attract enough 

Domestic Information

P.E. Becomes the Focus of Chinese 
Middle and Primary Schools

attentions and the imperfect evaluation 
system and the lack of P.E. teachers 
and facilities hinder the promotion 
of students’ physique and health. 
Therefore, people should realize the 
importance of P.E. and pay more 
attention to the promotion of students’ 
health.

According to the Opinions, we should 
strengthen P.E. in middle and primary 
schools. By the end of the Twelfth Five-
Year Plan, sports facilities in schools 
would have been in line with national 
standards; P.E. teachers would have 
been enough; the monitoring system 
of students’ health would have been 
perfect; scientif ic and formal P.E. 
evaluation system would have been 
established.

Schools should reduce students’ 
homework burden and make sure 

that students take one hour sports 
activity each day. Schools should 
forbid squeezing P.E. class time and 
student’s exercise time. Schools should 
strengthen the training of P.E. teachers 
and provide training opportunities for 
teachers. By 2015, all P.E. teachers 
in middle and primary schools should 
have been trained.

P.E. and students’ physique health 
should become the performance 
evaluation standards of leaders of 
schools and educational departments, 
in order to strengthen P.E. in schools.

If students’ physique health were 
continuously going down for three 
years, schools would be graded as bad 
in the evaluation.

Source: xinhuanet.com
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Anta Listed as China’s Top Hundred 
Enterprises of Apparel Industry in 2011

Peak May Partner with Intersport, the 
European Largest Sporting Goods Retailer

On  S e p t e m b e r  2 6 t h,  2 0 1 2 , 
Anta was listed as China’s 
Top Hundred Enterprises of 

Apparel Industry in 2011 and led all 
Chinese sports brands. Its sale value, 
profit rate and profit amount all led 
Chinese sports brands, respectively 
ranked the 8th, the 11th and the 2nd.

In the London Olympic Games, Anta 
provided Chinese Sports Delegation 
with Olympic Champion Garments. 
Its unique design and the application 
of high-tech attracted much attention. 
Among the partners of Chinese Olympic 
Committee, Anta’s brand recognition 
rate reached 74% and led other brands. 
According to the research of Xiamen 
University, 47.5% of consumers knew 
Anta through CCTV ads.

Mr. ZhengJie, Anta President, said, 
“Anta wishes to become No. one sports 
brand in market share and brand 
reputation. Our sale value, profit rate 
and profit amount show that Anta has 
been No. one in market share and we 
will work hard in establishing brand 
reputation.”

Setting up national level laboratories, 
partner ing with Chinese Olympic 
Committee, and providing Chinese 
Olympic Delegation with the Olympic 
Champion Garments showed that 
An ta  focused on  brand and the 
mode of using innovation to promote 
deve lopmen t .  An ta  has  been  a 
sustainable sports brand.

During the London Olympic 
Games, many international 
retai lers wanted to partner 

with Peak. Among them, the European 
l a rges t  spo r t i ng  goods  re ta i l e r 
Intersport attracted much attention. 
Intersport CEO Franz wished to bring 
Peak products to Europe after his talk 
with Mr. XuZhihua, Peak CEO.

China National Garment Association has 
promoted excellent enterprises since 
1995 and released the rank of China’s 
Top Hundred Enterprises of Apparel 
Industry. Those excellent enterprises 
have become the main force of Chinese 
garment industry.

Source: www.chinasspp.com

Unlike other Chinese brands, Peak 
wants to not only attract domestic 
consumers’ attention, but also bring 
Peak products to global consumers. 
Therefore, Peak does not fight for 
C h i n e s e  O l y m p i c  D e l e g a t i o n ’ s 
sponsorship and it sponsors seven 
coun t r i es ’  O lymp ic  de lega t i ons 
including New Zealand and Slovenia for 

which Peak provides equipments and 
outfits.

T h e s e  s e v e n  d e l e g a t i o n s  h a v e 
unexpectedly got seven gold medals, 
five silver medals and seven bronze 
m e d a l s  i n  t h e  L o n d o n  O l y m p i c 
Games. In part icular, Cyprus has 
got its first Olympic gold medal. Mr. 
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Artificial Lawn Made in Beijing Is 
Applied in the Olympic Games

XuZhihua says, “This gold medal helps 
Peak brand to be remembered by 
Cyprus people.” According to Peak’s 
distributors, Peak’s sale value increases 
three times in these seven countries.
At f i rst,  Peak only wants to bring 
its image to the global market by 
the sponsorship and increases its 
market share. Unexpectedly, with the 
excellent performance of these seven 
delegations, Peak attracts international 
retailers’ attention.

In fact, before meeting with Intersport, 
Ms. Wu Bingrui, Director of International 
Sale Department of Peak, has met with 
nearly 30 international distributors.

Intersport sees Peak as a company 
with global influences. Mr. Franz says, 
“Compared with other Chinese brands, 

More than 20,000 m2 artificial 
lawns served for  London 
2012 footbal l  and hockey 

compet i t ions come f rom Huairou 
district, Beijing, which becomes another 
“Chinese pride”.

It touches soft and steps anti-skid, 
that’s how the journalist feels when he 
comes to Beijing TorchinalCo., Ltd. 
Staff tells the journalist that this artificial 
lawn is made of high quality sliding 
resistance turf fiber, anti-aging base 

Peak has more global influences.” Peak 
is the global partner of FIBA, the official 
partner of NBA, and the partner of WTA. 
These influential organizations help 
Peak to attract more consumers.

Intersport has more than 5300 stores in 
over 40 countries and takes the leading 
place in the international sporting 
goods market. As the largest European 

chain supermarket of sporting goods, 
Intersport has 19% of market share and 
its market-access system is very strict.
With the help of Olympic marketing, 
Peak held a global order-placing 
meeting in September. Dozens of 
international distributors took part in the 
meeting.

Source: www.shoes.net.cn

fabric and environment friendly latex, 
feeling soft like real grass but tougher 
through advanced fusion technique.

Put a football on the artificial lawn and 
kick off, not smooth and not hard-
going, the football goes forwards 
and doesn’t change direction. “This 
is one of requirements suggested by 
FIFA,” the staff throws the ball towards 
the lawn,“Moreover, there are strict 
demands to rebound angle, shock 
absorption and resilience.” Artificial 
lawn made in Huairou is up to all 
standards.

The corporation introduces cut edge 
tufting machine from Germany and 
processing l ine behind CTS from 
Australia. These advanced techniques 
control  temperature difference in  
process at ±0.5 ℃, which is the key to 
deliver artificial lawn rivals real grass.

Citizens are not unfamiliar with so great 
artificial lawn. It used to be applied in 
Bird Nest, the main stadium of Beijing 
2008. Depend on excellent comfort and 
flexibility, it won fame internationally.
Beijing Torchinal Co., Ltd. becomes 
Olympic equipment supplier by bidding 
before London 2012, and gets orders 
of two football fields and two hockey 
fields.

“More than 20,000 m2 artificial lawns 
totally, valued 10 million Yuan, were 
delivered to LOCOG in the early of 
this year.” Director introduces, the 
corporation owns a modernized artificial 
lawn production base that covers 
40,000 m2. “Our main channel to show 
ourselves is e-commerce platform. So 
far, we receive over 2000 enquiries from 
Asia and Middle East area.”

Source: Beijing Daily




