
 
 
 
 
 
 
 
 
 
 
 
 



JD Sports (2022 P2) - 9 marker exemplars 

___________________________________________________________________________________ 
JD Sports should run a targeted online advertising campaign as it would appeal to young 
people. This is because most young people are regularly on the internet and the athleisure wear 
company has 16 - 24 year olds as its target market, leading to the business creating a 
competitive advantage over its rivals within that market segment. Therefore JD could add value 
by being seen as more fashionable than rival businesses.  
 
However, any advertising campaign is likely to be matched by their rivals. This is because their 
rivals, such as Sports Direct, are also online and trying to target the same market segments, 
leading to any targeted advertising being drowned out by similar campaigns run by other rivals. 
Therefore the ‘King of trainers’ may not be able to attract the attention of the 16 - 24 year olds 
who don’t spend long on any particular advert when they’re scrolling through social media. 
 
Overall JD should run a targeted advertising campaign on social media as it will appeal to their 
target market as this segment of the market is often online. However, it depends on whether or 
not they are able to create a campaign that is innovative and creative and stands out from the 
rival firms who sell identical NIke and Adidas products. 
____________________________________________________________________________ 

JS Sports should sign sponsorship agreements to raise brand awareness of the athleisure wear 
business. This is because they have already successfully done this with Bournemouth AFC and 
Anthony Joshua who is popular with the 16 - 24 year old target market, leading to more young 
people being aware of JD and what products they sell. Therefore JD could add value by 
creating a brand awareness that reinforces them as the ‘King of trainers’ at the expense of their 
rivals, such as Sports Direct. 

 

However, sponsorship deals can be costly to the brand image if they go wrong. This is because 
the sportswear business will need to be careful over who it sponsors as they could partner with 
someone who quickly falls out of favour with the public, leading to JD’s image being tarnished in 
the process and becoming unfashionable with their target market. Therefore JD could lose 
competitive advantage if their rivals are able to sign sponsorship agreements with celebrities 
and sports teams who are more popular.  

 

Overall sponsorship will help JD build brand awareness and improve their competitive 
advantage through high profile deals. However, it depends on whether JD has conducted 
market research with its target market of young people to find out which celebrities and clubs 
young people admire and follow so it can sign deals that fit with their overall clothing style and 
brand. 


