
Fila has the desire and ability 
to become a purveyor of bold 
and provocative brands. They 
have previously navigated and 
constructed product families that 
have furthered their vision of being 
a fashion-forward company. Fila’s 
heritage lends them the trust and 
experience required to enter into 
niche markets, where conventional 
advertising methods are less 
effective. There willingness to 
pioneer new market areas coupled 
with the esteem of their name, and 
the stamp of luxury Italian sorts-
wear, places Fila in an optimal 
position to continue to create new 
opportunities for themselves. 

Due to Fila’s ability to favorably 
enter new markets, the company 
has created a portfolio that is 
diverse, in that it has multiple 
sporting product families, but 
the unifying vision that ties 
brands and companies together is 
missing. The global image of Fila 
varies from continent to continent, 
un-doing any hope for a core 
brand perception.  Fila has also 
lost its footing in the American 
Sports market. It is perceived as 
a “dead” brand. This perception is 
due to low market visibility and a 
marketing and art direction that 
does not meet the same standards 
as the brand’s mission

STRENGTHS WEAKNESSES

Since Fila is poised for a 
resurgence. The true opportunity 
for Fila lies in seeking arenas that 
are largely untouched and then 
expanding within them. The niche 
market is an area already familiar to 
Fila; they successfully entered and 
dominated the sport of tennis from 
the 70’s to the 90’s with conviction. 
The same strategy that was 
employed then can help the brand to 
emerge anew, relevant, provocative 
and ahead of its competition. Fila’s 
continued commitment to being an 
audacious and alluring brand syncs 
perfectly with the proposed brand 
introduction, and it would allow Fila 
to own the new market segment. 

Currently the global economic 
market is in a less than favorable 
position. However, instead of being 
a negative occurrence this requires 
thoughtful expansion and offers Fila 
a chance to go where others will not 
go for fear of economic loss. Fila 
will always be at opposition with its 
top competitors like Nike, Puma and 
Adidas; this means that Fila’s worst 
threat comes from inactivity. If Fila 
fails to take advantage of a vacancy 
in the global sports market then they 
will find themselves falling further 
behind the “Big Three”.  The timing 
of Fila’s entrance is also crucial 
sponsorship and entry must be 
timed with Fencing World Cups and 
with other high-profile tournaments. 

OPPORTUNITIES THREATS

SWOT ANALYSIS

positioning
Because the sport of 
fencing  remains  largely 
untouched Fila currently 
has the opportunity 
to create a market for  
growth and a bold 
name for themselves 
while simultaneously 
furthering the sport 
of fencing. 




