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Abstract:
Paradox aims to disrupt the rapidly growing Chinese sportswear market, which has reached a size of $47.8 billion, by 
targeting men aged 15-35 years—a demographic that consumes over 60% of the sportswear in the country. The company 
leverages American-inspired designs combined with affordable pricing, addressing the gap created by leading brands 
such as Nike, which often overprice their products, limiting access for the targeted consumers. Paradox’s competitive 
advantage lies in delivering quality comparable to American labels at lower price points, appealing to emerging middle-
income earners eager to embrace an American athletic lifestyle.
The founding team, comprised of experienced professionals from the sportswear industry, has streamlined the supply 
chain and manufacturing processes to maintain efficiency while employing a direct-to-consumer business model. With 
projected conservative sales growth of 25% per year and a solid marketing strategy focused on influencer partnerships 
and e-commerce, Paradox is set for significant market entry. The startup seeks $10,000 in funding to launch its 
first collection and expects to generate profits within the first 18 months. With its unique value proposition, strong 
management team, and targeted approach to an underserved market, Paradox presents itself as a lucrative investment 
opportunity poised to revolutionize the sportswear sector in China.
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Client and Market Opportunity:
Introduction
Paradox’s customers are men aged 15-35 years from Chi-
na, and they are considered to be a growing market in the 
sportswear market. Liu (2012) stated in a recent report by 
the China Sportswear Industry Association that the market 
size of sportswear in China has reached $47.8 billion. By 
2022, it is estimated that world e-commerce sales will 
amount to 8 billion, and the annual growth rate is expected 
to be equal to 8 percent. The industry is expected to grow 
at around 4% within the next five years (China Sportswear 
Industry Association, 2023). In this market, consumers 
aged between fifteen and thirty-five years consume over 
sixty percent of the sportswear (Kim et al. 2019). It is with 
this large and measured opportunity that Paradox seeks to 
benefit. 
The Solution: Comfort and style of American-inspired 
sportswear with an affordable price point. 
The key competitive advantage upon which Paradox has 
based its operation is American-style sportswear apparel 
that is fashionable, affordable, and made in China. Para-
dox, using the waves of American basketball culture and 
the increasing trends of affordable but quality sportswear, 

seeks to disrupt the sportswear market in China. 
The Problem and Value Exchange: 
As is the global trend, market leaders in China’s sports-
wear market include Nike, which has a stake of 17%. 
However, the use age of the product has been significantly 
lower, standing at a 9% market share, according to Euro-
monitor, 2022. However, these brands tend to overprice 
some of their products to the extent of excluding a good 
bulk of the targeted market. This hole in the market is 
filled by Paradox’s capacity to present quality as good as 
that of the American labels at a cheaper price range, which 
targets the young Chinese to give them quality Ameri-
can-inspired sportswear clothing that is cheaply produced. 

Competition and Differentiation:
Today, there are a number of Chinese sportswear giants, 
including Anta and Li-Ning, that become rather popular 
recently, and despite that, they mainly elaborate footwear 
and clothing with typical Chinese patterns or designated 
for local sports (Statista, 2022). Hence, Paradox positions 
itself with American-inspired designs and affordable pric-
es that cater to the emerging middle-income earners in 
China who would like to embrace the American athletic 
way of life.
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The Team
Most of the founding team members of Paradox hold rich 
experience in the manufacture and sale of sportswear both 
locally and internationally. The former CEO, John Zhang, 
has extensive experience in the company and both Nike 
and Adidas companies as a senior manager in China, en-
dowing them with a rich knowledge of the Chinese sports-
wear market. Speaking of the company’s design, the head 
of the department is Emily Li, who used to work as a de-
signer for leading American sportswear brands and aimed 
to merge the American and Chinese design philosophies 
better. This is a team of professionals from the manufac-
turing and logistics team who have streamlined the supply 
chain and manufacturing to be very effective and efficient. 

Business Model and Financials
The operation strategy is based on implementing a di-
rect-to-consumer business model supported by the increas-
ing interest of members of the target market in e-shopping. 
In particular, through the exclusion of intermediaries and 
the strict control of the entire value chain, Paradox plans 
to provide customers with differentiated products at rel-
atively low prices but sell them at a relatively high profit 
margin. 
Such a gross margin of 45% and a net profit margin of 
15% are projected for the end of the third year of Para-
dox’s operation. This is based on the fact that its forecast-
ed sales to grow at a conservative estimate of 25% per 
year while the industry is forecasted to grow at 8% per 
year. 4% per year. 

Marketing and Sales Plan:
The key constituents of Paradox’s marketing commu-
nications include deliberate collaborations with famous 
social influencers and posting commercials on popular 
social networks, including TikTok. The company expects 
to spend a lot on influencer marketing since it has been 
identified that it works best in targeting the youth in China 
(iiMedia Research, 2022). Furthermore, with the help of 
the e-commerce website, customers’ data will be collect-
ed, and product offerings, as well as marketing strategies, 
will be tailored to the target customer’s preferences, thus 
providing them with an engaging, pleasant shopping ex-
perience. 

Funding Needs and Timeline:
Paradox is seeking $10,000 in funding to create the 
first collection of sportswear products. It aims to have a 

Five-Collection, E-commerce platform, and online adver-
tisement. This investment will enable the company to start 
from good ground and commence its business with the 
aim of generating profits within the first eighteen months 
of its operation. 
The funds will be allocated as follows 
• Product design and development: $4,000
• Initial product manufacturing: $3,000
• Digital marketing and influencer partnerships: $2,000
• Administrative and operational expenses: $1,000
With the establishment of the product launch in the mar-
ket and initiation of the marketing strategy, Paradox plans 
to raise further finance in the next 1-2 years to extend its 
product portfolio and brand reputation along with the con-
tinuously emerging demand for sportswear in China. 

Conclusion
Paradox’s rather American-looking sportswear designs, 
coupled with its low-cost manufacturing plan, make it 
poised to revolutionize the Chinese sportswear sector. 
Considering the target market – underserved 15-35 male 
population and the emphasis on the digital marketing ap-
proach, Paradox will be able to reach a large part of this 
continuously growing market. Since Paradox has compe-
tent management personnel, an attractive business model 
that depicts its operation, and a well-arranged funding 
strategy, the company can be regarded as a lucrative in-
vestment opportunity because it will yield high returns to 
its investors. 
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