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Abstract  

With  the development of Chinese  economy  and market,  the Chinese brand  is going 

out  of China, more  and more  overseas Chinese  enterprises  have  attracted  atten-

tion outside of China. Among all these overseas Chinese, a group of people called 

Wenzhounese, famous for Wenzhou Model they created in China, bought back the 

dynamic industry cluster in regions in Italy. Blooming Chinese  brands  are  increas-

ing  in  the corner  of  streets  and  their  industrial  clusters  range  from  leather  

shoes  and  bags  to electric parts, apparel and so on. The purpose of this study is to 

explore whether the Chinese Wenzhounese immigrant companies in Italy perceive 

that they have particular common problems and/or benefits in branding themselves in 

Italy. Through analysis of the role of the brand management in these companies under 

the context of European/developed market, we aim to find which internal and external 

factors influence these obstacles and opportunities.  

Key Words: Wenzhou Model, Wenzhounese immigrant companies, Brand, Brand  

Management. 
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1. Introduction  

1.1 Background 

The past decade witnessed a watershed moment in Chinese economic development 

when China entered WTO and the Chinese government started encouraging its firms 

to “go global”. The rapid development and global impact of Chinese economy cannot 

be separated from the contributions of its more than 30 million overseas Chinese (Wu 

& Zanin, 2007), especially Wenzhounese, the largest population among all the Chi-

nese immigrants, with their impressive feature of entrepreneurial spirit which diffe-

rentiates them from other overseas Chinese accounts. 

Well known as “Chinese Jews” in China (Wu & Zanin, 2007), Wenzhounese entre-

preneurs have been influencing the economic development of not only the Wenzhou 

area, but whole China in the last two decades. They started by using the leftover mate-

rials of state-run enterprises to produce small commodities that state-run enterprises 

did not want to manufacture (Rong, 2004). These Wenzhounese participated in simi-

lar industrial production and focused on niche market that the big and state-owned en-

terprises will not consider, and the exponentially growing development of the private 

business in Wenzhou later was called the “Wenzhou model”. Over time, while the 

“Wenzhou model” was becoming more popular and made its way to being a house-

hold name, there appeared “Wenzhou Villages”, “Wenzhou Streets “and “Wenzhou 

Towns” in many places, since tens of thousands of Wenzhounese migrated all over 

the country and outside of the country to seek opportunities. A saying that vividly de-

scribes the affinity between Wenzhounese and the market goes: “Wherever there is a 

market, there are Wenzhou people there; where there is no Market there will be 

Wenzhou people to create a market” (Zhang, 2009, p.66). 

According to the Overseas Chinese Association of Wenzhou Municipality, by 2004, a 

total of 425,000 Wenzhounese were widely distributed in 93 countries, with an over-

whelming 98.7% of them being targeted to Europe, and with 55% located in Italy, fol-

lowed by France and Holland. 3 main waves
1 

of immigration brought the Chinese, 

among which Wenzhounese was the majority, to Italy in the 20
th

 century.  

                                                 

1. First wave was from 1920s and 1930s to 1972. Second wave was a higher wave 

from 1972 to 1985. Third is the largest wave from 1985 until present. During this 

period, the Chinese immigrants mainly came from Wenzhou through regular and 

irregular means. The growing Chinese immigrant population in Italy has a lot to 

do with the government regulations. In 1986 and 1990, the Act of Indemnity pro-

vided for the regularization of illegal Chinese immigrants in Italy, and gave these 

new residents the right to apply for family reunification. There were also many il-
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Along with the immigration, the “Wenzhou model” has been exported to Italy. Instead 

of the traditional restaurant and catering industry which is the most common work 

Chinese engage in abroad, the major sectors that the overseas Wenzhounese occupy 

are manufacturing (including garments, leather and shoes), food and beverage, and 

trade (wholesale and retail).  By the year 2005, about two thirds of Wenzhounese mi-

grants were involved in the manufacturing sector, while 18.4% focused on interna-

tional trade as Table 1 shows: 

Table 1. Distribution of overseas Wenzhounese by sector in Italy (%, 2005) 

 Trade F & B Manufacturing No.cases 

Wenzhounese Enter-

prise 

18.4% 16.0% 65.6% 48,398 

Source: Overseas Chinese Association of Wenzhounese  

1.2 Problem Statement  

Many Chinese (Wenzhounese) companies in Italy have shown quite convincingly that 

they can manufacture competitively priced, high-quality products, for example wool 

and leather goods, for Italian subcontractors who then sell the merchandise to big-

name designers such as Gucci and Versace (Fiona Ehlers, 2006). However, their prof-

it margins are constantly being threatened due to intense price competition, which is 

in turn caused by cluster economy and risk of customer non-payment.  

It is becoming increasingly apparent that a firm which creates strong brands normally 

gains significant competitive advantage over those that do not (Kohli, 1997; Randall, 

1997). More and more Wenzhounese have realized that to upgrade themselves and 

create more value is to build up their own brands. Advertising billboards along the 

highways of Italy with Chinese characters tell us, how eager these Wenzhounese 

companies are to build up their brand images and to attract more customers from out-

side Italy.  However, while they are sparing no effort exploiting an economic niche 

and improving their quality, consumers still have the perception that these Wenzhou-

                                                                                                                                            

legal Chinese immigrants from England, France, and Netherlands coming to Italy 

in order to be able to qualify for legal residence. The Italian-Chinese Treaty of 

1985 which aims to intensify the investment and business ventures between the 

countries in question and the consumer demand of Chinese food products in Italy 

attracted more and more Chinese immigrants. (Pan, 1999:319-320) 

2.  
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nese mainly produce cheap low quality commodities. Their brand names are virtually 

unknown to consumers while their brand images are vague.  

Bell (2007) carried out an online survey in October 2006 with 84 Germans about 

“When you think of Chinese products, what are your first five associations and 

thoughts?” The survey results on the Chinese products concerning “Brands & sym-

bols” turned out as “Made-in-China, fake labels, and no brands”.  

The subject of brand management is still a quite new area, although it has been talked 

about for the past 20 years Although ,there are many research focus on the Wenzhou-

nese and Wenzhou Model in China , however, there is very limited research in Wenz-

hounese companies in Italy regarding the building of strong brands. Under the typical 

influence of Wenzhou model’s characteristics, do Wenzhounese companies in Italy 

have their own advantage and/or disadvantage towards their way of brand building 

and development? What role does the brand manager, usually the owner or the found-

er of Wenzhounese companies, play to build strong brand image?   

In this thesis, we will focus on the group of oversea Chinese called Wenzhounese who 

registered their companies and do business and brand themselves in Italy. Thus the re-

search question of this thesis is formulated as How to create strong brands for oversea 

Wenzhounese?    

1.3 Objective  

The purpose of the thesis is to explore whether the Chinese Wenzhounese immigrant 

companies in Italy perceive that they have particular common problems and/or bene-

fits in branding themselves on a European market. Through analysis of the role of the 

brand management in these companies under the context of European/developed mar-

ket, we aim to find which internal and external factors influence these obstacles and 

opportunities. After discovering what they perceive as their problems and/or benefits, 

we need to fulfill the following sub purpose first: What have they done to create their 

brand and how have they been branding in Italy. 

1.4 Target Group  

The target audience of this thesis is academic readers who have interests in brand 

management and Wenzhounese studying, our research can help them to gain relevant 

knowledge and be useful for them to carry out further investigation about this pheno-

menon. Besides, this thesis is also written for the Wenzhounese owner-manager who 

has already built or about to build their brand in Italy market, the results of the inves-

tigation can benefit them to avoid some unnecessary mistakes in branding and help 

them to strengthen their brands.  
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 1.5 Definitions 

This section provides the reader with a number of definitions the reader might not be 

familiar with. Below terms that the reader will come across throughout the entire pa-

per are introduced: 

Brand Imange  

Brand image means how customers and others perceive the brand. (Aaker,1996, p.69) 

Brand Equity 

Brand equity is defined as the brand assets (or liabilities) linked to a brand’s name and 

symbol that add to (or subtract from) a product or service. These assets can be 

grouped into four dimensions: brand awareness, perceived quality, brand associations, 

and brand loyalty (Aaker, 1996). 

Brand Awareness 

Brand awareness is an often undervalued asset; however, awareness has been shown 

to affect perceptions and even taste. People like the familiar and are prepared to as-

cribe all sorts of good attitudes to items that are familiar to them. The “Intel inside” 

campaign has dramatically transferred awareness into perceptions of technological 

superiority and market acceptance (Aaker, 1996).  

Perceived Quality 

Perceived quality is a special type of association, partly because it influences brand 

associations in many contexts and partly because it has been empirically shown to af-

fect profitability (as measured by both ROI and stock return) (Aaker, 1996). 

Brand Association  

Brand association can be anything that connects the customer to the brand. It can in-

clude user imagery, product attributes, usage situations, organizational associations, 

brand personality and symbols. Much of brand management involves determining 

what associations to develop and then creating programs that will link the associations 

to the brand (Aaker, 1996).  

Brand Loyalty 

Brand loyalty is at the heart of any brand’s value. The concept is to strengthen the size 

and intensity of each loyalty segment. A brand with a small but intensely loyal cus-

tomer base can have significant equity (Aaker, 1996).  
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1.6 Layout of the Thesis  

To fulfill the purpose six chapters (see figure 1.1.) comprise this thesis: 

 

Figure 1.1. Layout of the master thesis 

Chapter 1 introduces the reader to how and why the authors chose this topic. 

Chapter 2 generally explains how and why we chose both the qualitative and quantita-

tive research method in this paper. 

Chapter 3 presents the theoretical framework of the thesis; the related topics, includ-

ing brand, brand management, Wenzhou model, the Wenzhounese culture ill be dis-

cussed in this chapter. 

Chapter 4 discusses a brief history and brand strategy of the six chosen companies, 

the comparison will be presented later and qualitative interview analysis will be dis-

cussed.  

Chapter 5 presents an in-depth record of facts on how and why these Wenzhounese 

enterprises consider branding in Italy as their problem and/or benefit, survey data will 

be analyzed. 

Chapters 6 draw the conclusion, discuss the limitations of the paper and suggest some 

recommendations for further research. 
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2. Methodology 

This chapter presents how the applied research method of this thesis was chosen and 

how the empirical data was collected. Qualitative research and quantitative approach 

is described, the overall structure of the research design and the process of data col-

lection and analysis are explained in detail. Furthermore, the trustworthiness and the 

research method are evaluated in subsequent sections. 

2.1 Methodology Workflow  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Methodology Workflow 
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2.2 Choice of Research Method 

Qualitative research offers the opportunity to carefully communicate with and capture 

the experience of the interviewed participants, while a quantitative research requires 

standardized measures and is often expressed in form of numbers to verify and test 

facts (Berkeley, 2005; Patton, 2002). Since this thesis aims at finding problems and 

challenges or opportunities that the overseas Wenzhounese enterprises encounter in 

branding and brand management, which highly differ and depend on the individual 

companies, and the authors try to include some more empirical investigation in which 

the settings and assignments from real life experience and consequently search for 

understanding how and how these companies do it (Saunders, Lewis & Thornhill, 

2007), a qualitative approach has been chosen due to the wide variety of expected re-

sults.  

In qualitative research a large amount of information and data is often gathered, in 

many cases a surplus of information is collected (Hardy & Bryman, 2004). Due to the 

fact that previous knowledge about the overseas Wenzhounese and their business ac-

tivities are limited in literature, and there is no existing literature focusing on Wenz-

hounese SMEs branding and brand management so far, surplus information is needed 

for this thesis. Beside the problem of collection of data, collecting useful and valuable 

data relevant to the defined purpose should receive a lot of attention in this thesis. The 

qualitative data is often messy as a result of a lack of clarity in the data required to an-

swer the research questions (Richards, 2005). To organize the work and handle the 

collected data, researchers should divide it into different categories or topics to simpl-

ify the transcribing process (Hardy & Bryman, 2004). The information collected for 

this thesis was therefore separated into general information about understanding of 

brands, brand management and specific information about marketing activities and 

brand management activities carried out in Wenzhounese enterprises. This differentia-

tion allowed to distinguish the different knowledge levels of the participants about 

brands, branding and brand management and offered the opportunity to let the partici-

pants become familiar with the general topic before answering more questions in de-

tail. Furthermore, the part of specific information was divided into general and de-

tailed questions concerning branding and brand management problems and challenges.  

However, along with the discovering of what are problems and challenges or oppor-

tunities, we are expecting to explore whether the Chinese Wenzhounese immigrant 

companies in Italy perceive that they have particular common problems and/or bene-

fits in branding themselves on a European market, what would be internal and exter-

nal factors that results in these problems and/or benefits. Since the in-depth interviews 

had the limitation which was not generalizable (Boyce&Neale, 2006), these genera-

lized idea therefore requires a quantitative data support to complement the qualitative 

results.  
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Therefore, in this thesis, both qualitative interviews and quantitative survey are used. 

By carrying out the two techniques together, we hope to make it full picture. Through 

the analysis of interviews, the common problems and/or benefits in branding them-

selves on a European market for the Wenzhounese companies in Italy were identified. 

With the support of the survey results analysis, the internal and external factors which 

influence the obstacles and opportunities of these companies under the context of Eu-

ropean/ developed market were therefore recognized.  

2.3 Choice of Research Approach  

The purpose of the thesis is to explore whether Chinese Wenzhounese immigrant 

companies in Italy perceive that they have common particular problems and/or bene-

fits in branding themselves on a European market. Due to the fact that there is a lack 

of previous literature that specializes in branding management and typically focuses 

on overseas Wenzhounese, we cannot develop a theoretical or conceptual framework 

that can be subsequently tested using data, which is known as a deductive approach 

(Saunders, Lewis & Thornhill, 2007). Therefore, the inductive approach, which ex-

plores data first, develops theories from it and subsequently relates to literature 

(Saunders, Lewis & Thornhill, 2007) would be the choice first in this thesis even 

though there will be challenges of a competent knowledge in the subject area.  Then 

based on our interview analysis we develop our own conceptual of framework and 

then be tested by the survey data we collected.   

The purpose of the literature review in this thesis is not to provide a summary of eve-

rything that has been written on the research topic , but to review the most relevant 

and significant research on the topic, such as the brands, branding, brand management, 

SMEs and branding, Wenzhou model and oversea Chinese management etc. As sup-

ported by Strauss and Corbin (1998), if the analysis is effective, new findings and 

theories will emerge that neither the author nor anyone else has thought about. 

The literature review has a number of other purposes, as highlighted by Gall et al 

(2002) they are: to help you to further refine your research question(s) and objec-

tive(s); to highlight research possibilities that have been overlooked implicitly in re-

search to date; to discover explicit recommendations for further research which can 

provide the author with a super justification for their own research question(s) and ob-

jective(s); to help to avoid simply repeating work that has been done already; to sam-

ple current opinions in newspapers, professional and trade journals, thereby gaining 

insights into the aspects of your research question(s) and objective(s) that are consi-

dered newsworthy; to discover and provide an insight into research approaches, strat-

egies and techniques that may be appropriate for your own research question(s) and 

objective(s). In this thesis we follow the highlighted purposes and cover as many as 

we can through empirical data.  
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2.4 Sampling of Participation 

When it comes to the question of which companies should be chosen for both inter-

views and questionnaire participation, there are two well-known alternative strategies: 

probability and non-probability sampling. Henry (1990), argues that using sampling 

makes a higher overall accuracy possible than a census. According to Saunders, Lewis 

& Thornhill (2007), probability sampling data is randomly chosen out of a known set 

and all units have the same chance of being chosen, while non-probability sampling is 

used when the researcher lacks a sampling framework of the researched set or a prob-

abilistic approach is not seen as a necessary requirement. This is often the case when 

sensitive and personal data is collected based on trust between the researcher and the 

participants (Blaxter, Hughes & Tight, 2006). 

In this thesis both sampling alternatives are used due to empirical reasons. Six non-

probability samplings have been chosen, or more precisely, purposive samplings have 

taken place, through previously existing contacts. These six companies we targeted as 

interview objects were chosen due to their potential attractiveness and based on the 

author’s acquaintance, as well as the ability to present small and medium-sized busi-

nesses. The companies were contacted by the author via telephone and mostly replied 

positively to participation in this thesis study. The rest of the companies that partici-

pated in the questionnaires were probability samplings. There were no existing con-

tacts before and the companies were found in yellow pages called “Oversea Chinese 

Enterprises in Italy”, published in 2009. The most important issue for the participating 

companies is that the founders and owners should be from Wenzhou; either the 

Wenzhou city or the Wenzhou region.  

2.5 Collection of Data  

According to Ghauri (2005), there are two types of data that can be used when writing 

an investigation, which are secondary data and primary data. Secondary data are the 

information used for a research that was originally collected for some other purposes. 

Primary data are the original data collected by the authors for the research problem at 

hand.  

Since empirical data is the basis for every research, it is necessary to present the read-

ers with knowledge of where and how the data is collected. This thesis is based on 

both primary and secondary data.  

2.5.1 Secondary Data 

Secondary data basically can be gathered from two sources: internal source and exter-

nal source. The former one usually refers to the data available within the organization, 

e g: sales reports, purchase requisitions, etc, while the  latter one means the published 

and electronic sources originating outside the organization, which include: govern-
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ment reports, newspapers, journal articles, etc. (Wilson, 2003, p. 34). The secondary 

sources include companies’ websites, sales brochures, journals, newspapers and other 

published materials within the area, the needed data are mainly searched via internet. 

2.5.2 Primary Data  

The primary data were collected through both intensive interviews with the managers 

(in this thesis it mainly refers to the founders and owners of the Wenzhounese enter-

prises in Italy) and the employees that are involved in daily business operations and 

survey. 

2.5.2.1 Interviews  

The sub purpose of the thesis is to identify whether the Wenzhounese enterprises lo-

cated in Italy have or have not implemented brand strategy, if they have -what have 

they done to create their brand and how have they been branding in Italy. 

Since the thesis is an exploratory study aiming to find ‘what is happening; to seek 

new insights; to ask questions and to assess phenomena in a new light’, in-depth in-

terviews can be very helpful (Robson, 2002:59). Also based on the reasons that dif-

ferent companies would have different preferences about answering the questions and 

have their own interpretations, some questions might be omitted in particular inter-

views, given a specific organizational context that is encountered in relation to the re-

search topic and order of the questions may be varied depending on the flow of con-

versations (Saunders, Lewis & Thornhill, 2007). Based on the fact that the interviews 

can be held in different ways, either highly formalized or structured, using standar-

dized questions for each respondent, or as informal and unstructured conversations, it 

was carefully considered which structure to apply in this thesis. Open-ended in-depth 

interviews were chosen due to companies’ preferences and specific background and 

conversation flows. 

How the interviews were conducted depended on the actual situation and the compa-

nies. It was impractical to conduct all the interviews on a face-to-face basis due to dis-

tance, costs involved and time limitations. As a result, telephone interviews which of-

fer potential advantages regarding access, speed and lower costs (Saunders, Lewis & 

Thornhill, 2007) became the first choice. But before each interview, the interviewee 

was contacted first and asked about their preferences. For company A, the founder 

gave feedback mainly via emails and the missing information was collected in a 

phone call. For company F, the interview was fortunately conducted face-to-face be-

cause the author was working for the company before and was hired back as a short-

term translator. As for the rest of the companies, the interviews were conducted via 

telephone.  

The in-depth interviews do not have a list of questions to be covered due to the fact 

that it may vary from interview to interview. But they do have guidelines concerning 

the aspects of exploration, which fall into four categories: background, understanding 
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of brand and brand management, motives for branding, and organizational culture. 

The interview guidelines are provided in Appendix 1.  

The rule of interview that the author kept to through the entire procedure of interview 

data collection is flexibility; the interviewees’ perception is the main focus, therefore, 

the order of the questions and complements of the questions are fully dependent on 

the willingness of the respondents. Concerning the last important element of inter-

views, the capturing of information, written notes is the chosen alternative in this the-

sis. Blaxter et al (2006) suggest two alternatives: audio-taping or taking written notes. 

The advantages of audio-taping is that it allows the researcher to concentrate on the 

interview and what the participant is saying, the disadvantages is that it might make 

the participants anxious and not willing to answer openly or, in the worst case, even to 

participate in the interview. Taking written notes simultaneously with talking and lis-

tening is complicated, but it allows to easily capturing the key points of an interview 

and there is no need to worry about initial sorting and categorizing of the collected da-

ta. Due to the requirement of the participating companies to keep the data confidential 

and the fact that in 9 out of 12 interviews(All together ,we carried out 12 interviews 

among these six companies, besides the entrepreneur/owner manager of Wenzhounese 

companies, some key employees were also interviewed.) the participants refused au-

dio-taping, the study has been conducted through note taking. This still provided ex-

cellent data due to the fact that the used questions were in categories, offering good 

guidance to take detailed notes. 

Respondents 

A total of 12 interviews were conducted among the 6 companies. The details of 

people and the firms interviewed are shown in table 2.  

Table 2. Respondents 

 Business Na-

ture  

Role in the 

firm 

Gender Working 

time 

Interview 

Time 

Firm A Shoes and 

bags 

Founder Female Since 2005 2010-03-14, 

20 minutes 

Firm B Daily used 

commodities 

Founder  Male Since 1998 2010-04-15, 

1 hour 

Firm B Daily used 

commodities 

General 

Manager 

Male Since 2002 2010-05-15, 

4 hours 

Firm B Daily used 

commodities 

Employee Female  Since 2002 2010-05-10, 

50 minutes 

Firm B Daily used Employee Female  Since 2005 2010-05-13, 
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commodities 30 minutes  

Firm C Electronic ac-

cessories 

Founder Male Since 1998  2010-05-07, 

2 hours  

Firm C Electronic ac-

cessories 

Employee Female Since 1998 2010-05-17, 

2 hours  

Firm D Design com-

pany 

Co-founder  Male Since 2009 2010-05-20, 

40 minutes 

Firm D Design com-

pany 

Co-founder Male Since 2009 2010-05-23, 

40 minutes 

Firm E Clothing Founder  Male Since 2006 2010-03-30, 

4 hours 

Firm E Clothing Employee Female Since 2008 2010-05-05, 

40 minutes 

Firm F Accessories Founder Female Since 2004 2010-05-26, 

2 hours  

 

Interview limitations 

Conducting non-standard interviews via telephone offers the potential advantages as-

sociated with access, speed, and lower costs (Saunders, Lewis & Thornhill, 2007). 

However, apart from the convenience, there are a number of significant issues to con-

sider. First, building of trust in a rather short time and asking sensitive questions. It 

might be the case that the information collected in interviews lead to reduced reliabili-

ty. Also the non-verbal behavior is not observed, which may adversely affect our in-

terpretation of how far to pursue a particular line of questions (Saunders, Lewis & 

Thornhill, 2007).  

 2.5.2.2 Survey  

The purpose of the thesis is to explore whether the Chinese Wenzhounese immigrant 

companies in Italy perceive that they have particular common problems and/or bene-

fits in branding themselves on a European market and to find which internal and ex-

ternal factors influence these obstacles and opportunities. What considered being 

common problem and/or benefits from six companies can not be generalized as a 

common characteristic for all Wenzhounese companies in Italy. Therefore a genera-

lized result is aimed to find through the questionnaire survey. Based on the conclu-

sions that the authors drew from the findings of 12 in-depth interviews, the standar-

dized closed questionnaires will be designed flowingly and surveys will be carried out 

to complement the findings from the in-depth interview.  
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First of all, the author’s intention is to use self-administered questionnaires to let res-

pondents answer questions by completing the questionnaire themselves, at their own 

time and distributed via email to the email addresses that have been discovered in the 

“Oversea Chinese Enterprises in Italy” yellow pages, published in 2009. The benefits 

that internet surveys offer are the promise of faster data collection, lower cost and er-

ror-free data entry (Simsek et al, 2005). Therefore, the survey questions for this thesis 

are created through an online survey website, www.kwiksurveys.com. In total, we 

have sent out 35 test emails and there was not a single response for a week. Therefore, 

we switched to the interviewer-administered questionnaires which are conducted via 

telephone and recorded by the interviewer on the basis of each respondent’s answers 

(Saunders, Lewis & Thornhill, 2007, p. 357). The data collection was far more diffi-

cult than expected, 232 phone calls were made, and aside from a number of incorrect 

and no longer existing phone numbers and non-answered phone calls, we had 28 

completed surveys done. The rate of the successful survey data is quite low, around 

12% (it is also the main reason for changing our research method from quantitative 

generalizing purpose to the qualitative problem findings in this thesis, Given the rea-

sons that the previous limited research studies and the enfant discussion of branding 

and Oversea Wenzhounese and the limited time and access to the companies, carrying 

out both the interview and survey complement each other and can both be fruitful for 

the future research.) 

2.6 Method Evaluation 

All the surveys and expert interviews were conducted in the respondents’ native lan-

guage –mandarin, in order to reduce potential communication problems during the 

surveys and interviews. For ethical and moral considerations, we respected the confi-

dentiality principle with all the companies involved in the surveys and interviews. 

Without the agreement of the companies, no important or secret business information 

is given away to any third parties, competitors being the main concern. All the infor-

mation collected from the companies’ side was only for academic purposes.  

The main obstacles that were encountered while conducting both the interviews and 

the surveys were the fact that the managers (here we refer to the founders or the own-

ers of the Wenzhounese enterprises) are powerful and busy people, they are unlikely 

to spend time and allow research access unless they can see potential commercial ad-

vantages in advance. Building up the trust between the interviewer and interviewee is 

time consuming and largely depends on luck due to the space and time limitations. 

In relation to qualitative research, the issue of reliability is whether alternative re-

searchers would reveal similar information (Easterby-Smith et al., 2002; Healey and 

Rawlinson, 1994). In this thesis, there are various types of bias to consider, the first 

being the interviewer bias, where the bias is demonstrated in the way the author inter-

prets responses (Easterby-Smith et al., 2002), the second results from the nature of the 
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participants who agree to be interviewed, and the third is likely to be an issue of being 

able to generalize the findings from qualitative interview studies (Saunders, Lewis & 

Thornhill, 2007). To overcome the biases and minimize it as much as possible, we did 

not start the analysis until all the interviews had been done. Due to the fact that the 

circumstances to be explored are complex and dynamic, to the limitations of the au-

thors’ knowledge, and to data limitations in this paper, a further quantitative research 

is highly recommended.  
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3. Literature Review 

This Chapter focuses on previous theoretical studies on brand, brand management, 

the Wenzhou model, and Wenzhounese migrants, and all the relevant literature con-

cerning the topic mentioned in this thesis will consequently be discussed in this sec-

tion. 

3.1 The Concept of Brand 

According to the Oxford Dictionary, in Old English brand is defined as ‘burning’ or 

‘a piece of burning or smoldering wood’. From late Middle English, the verb sense 

‘mark with a hot iron’ dates. Till mid 17th century, the noun sense ‘a mark of owner-

ship made by branding’ rose up. As time passed by, the business world keeps chang-

ing and developing, the meaning of brand has been enlarged. 

Looking back in the past, there were diverse approaches to brand definition. The 

American marketing Association (1960) defined the company-oriented brand as “a 

name, term, sign, symbol, or design, or a combination of them, intended to identify 
the goods and services of one seller or group of sellers and to differentiate them from 

those of competition” This definition has been criticized for being too product-

oriented, which focus on visual features as differentiating mechanisms (Arnold, 1992; 

Crainer, 1995). Despite the criticisms, Kotler (1997), Doyle (1994), Aaker (1991), 

Watkins (1986) adopted this definition. Their definitions are more or less the same, 

but in a modified form based on AAA (1996). Bennet (1998) proposed a variant of the 

definition which is: “A brand is a name, term, design, symbol or any other fea-

ture that identifies one seller’s good or service as distinct from those of other sellers.” 

Same as the previous ones, this definition also takes the corporate perspective, how-

ever, the key difference is  the words “any other feature” which allows for intangibles, 

such as image, to be the point of differentiation(Wood, 2000). 

Besides authors Aaker (1991), Bennett (1988), Dibb et al. (1997), Doyle (1994), 

Kotler et al. (1996), Stanton et al. (1991), Watkins (1986) defined brand emphasize on 

brand benefits to the company, there are more authors Aaker (1996), Alt and Griggs 

(1998), Ambler (1992), Boulding (1956), Brown (1992), de Chernatony and McDo-

nald (1992), Goodyear (1993), Keller (1993), Levitt (1962), Martineau (1959), Mur-

phy (1992), Sheth et al. (1991), Wolfe (1993) proposed the definition emphasis on 

brand benefits to the consumers (Wood, 2000). Authors who using took consumer-

oriented approach focus on the methods used to achieve differentiation and/or em-

phasize the benefits the consumers derive from purchasing brands. For example, de 

Chernatony and McDonald (1992) emphasizes on brands as added value, Keller (1993) 

emphyasizes on brands as an image in the consumer’s minds, Aaker (1996) empha-
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sizes on brand personality. The ultimate assessor of the value of a brand is not the 

manufacturer or the distributor, but the buyer or the user. It is in the mind of the con-

sumers who receive the perceptions of the brand value. Marketers are able to develop 

strategies to communicate added values to purchasers or users, however, because 

people interpret messages and images through their own perceptions, the purchaser or 

users may receive only part of the available information and “twist” some of the mes-

sages to make them congruent. This input and output process of branding reminds the 

marketers that when they are undertaking the branding effort, they should never ig-

nore the fact that the final form of the brand is the mental evaluation held by the pur-

chasers. To succeed in the long term, a brand must offer added values, which has ra-

tional and emotional, tangible and intangible dimensions for differentiating, over and 

above the basic product characteristics, since the functional characteristics are so easy 

to copy by the competitors. In other words, brands succeeded because they represent 

more than just utilitarian benefits. And these added values must be relevant to the cus-

tomers instead of the manufacturer or distributor, since the customers are the final 

form of a brand is the mental evaluation held by the purchasers.  

These two approaches either focus on the role of brands for the sellers, or address the 

role of brands for the consumers. Wood (2000) draws out an integrated definition, “A 

brand is a mechanism for achieving competitive advantage for firms, through diffe-

rentiation (purpose). The attributes that differentiate a brand provide the customer 

with satisfaction and benefits for which they are willing to pay (mechanism).” This 

definition highlights the brand’s purpose to its owner, and also considers how this is 

achieved through consumer benefits. For companies, the competitive advantages 

might be in terms of revenue, profit, market share, customer loyalty, good reputation, 

and/or added value. The customer’s benefits and/or satisfaction could be real or illu-

sory, rational or emotional, tangible or intangible. The customers’ benefits are distin-

guished from the fact the firm gains added value and other advantages. 

3.2 Why brand is important 

The next obvious question is why are brands important? This can be answered from 

two perspectives, customers and firms. Strong brands are thought to have a memory 

encoding and storage advantage over unknown brands in building brand awareness 

and image (Hoeffler and Keller,2003) 

3.2.1 Customers 

Brands deliver a variety of benefits to consumers, which for ease can be classified as 

satisfying buyers’ rational/functional and emotional needs (de Chernatony & McDo-

nald, 2003). Keller (2003) argued that brand identify the source or maker of a product 

and allow consumers to assign responsibility to a particular manufacturer or distribu-
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tor. Through the past experience with the product and its marketing program, con-

sumers learn about brands and find out which brands satisfy their needs and which 

does not. Through the knowledge of brands which learn from experience, consumers 

know the brand in terms of its quality, product characteristic. Therefore, brands offer 

a shorthand device or means of simplification for their purchasing decision. And so 

forth, consumers may have expectations of which they may not know about the brand. 

The connection/relationship between the brand and the consumers are gradually built 

up through the time. The brand offers the consumers utility through consistent product 

performance and appropriate pricing, promotion, and distribution programs and ac-

tions, in return, the consumers provide the brand their loyalty and trust based on their 

understanding of the brand. This relationship became stronger as brands can also 

serve as symbolic devices. 

The brands’ added values are those are relevant and appreciated by consumers which 

are over and above the functional role of the product. These aura or personalities sur-

rounding the intrinsic physical product give the consumers far greater confidence in 

using well-known brands. This surrounded brands image enable consumers to form 

mental vision of what and who brands stand for. Consumers perceive brands in very 

personal ways and match the image of the brand their own needs, values and lifestyles. 

They choose the brands which reflect the same values or traits as the image they hold. 

Thus, brands became the means by which consumers can communicate to others and 

/or themselves-the type of person they are or want to be. It is not difficult to see that 

consumers tend to choose brands with the same care as they choose friends (de Cher-

natony & McDonald, 2003). 

Besides offering the functional and emotional values to the consumer, brands also 

play the role as a risk reducer. Consumers may perceive variety of risks when making 

a purchasing decision, which include functional risk, physical risk, financial risk, so-

cial risk, psychological risk, and time risk (Keller, 2003).  One of the quite often ways 

to reduce the above risk when buying the product, consumers choose the well-known 

brands, which they have already had favorable past experiences. Thus, brands work as 

an important risk-handling device. 

In short, strong brands not only provide advantages for instance satisfaction and con-

fidence purchasing decision to the buyers, but also advantages such as premium prices 

and competitive advantages to the sellers (Ojasalo, Nätti & Olkkonen, 2008). 

3.2.2 Firms 

Brands also provide a number of valuable functions to firms. First of all, from the re-

source base perspective, Abimbola & Kocak (2007) stressed the success of a firm is 

largely influenced by its resources and capabilities residing within the firm. Resources 

which are valuable, rare, inimitable and non-substitutable (Barney, 1991) allow the 
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firm to develop and maintain competitive advantages. Valued resources refer to the 

company’s strategic assets, which include brand name, superior channel access, a fa-

vorable cost structure, technological (or R&D) capability, reputation and patents. In-

visible assets and corporate capabilities such as brand name, reputations are unique 

but causally ambiguous because their consequences are difficult and/or impossible to 

relate to their initial states or causes. Hence, a strong brand can be the source of the 

company’s competitive advantage. What’s more the strong brands also create the 

companies good profit and bring more earnings for the firms. 

Secondly, brands serve an identification purpose of simplify product handling or trac-

ing for the firm. Thirdly, brands offer the firms legal protection for unique features of 

the product. These legal protection includes the brand name protected through trade-

marks, manufacturing processes protected through patents, packaging protected 

through copyrights and designs. 

Strong brands are considered to have a memory encoding and storage advantage over 

unknown brands in building brand awareness and image. 

3.3 What can be branded 

Since brands obviously provide significant benefits to both consumers and firms. The 

coming question is what entities a brand can represent? 

A product may broadly cover a physical good, service, retail store, person, non-profit 

organization, online business, place or ideas Keller (2003). To brand a product it is 

necessary to teach consumers “who” the brand is- by giving it a name and using other 

brand elements to help identity it (to give consumer a label of product), as well as 

what the product does and why consumer should care (to provide the meaning for the 

brand to consumers). Although the consumers perceive the differences among the 

brands in a product category, the brands differences often are related to the attributes 

of the product. In other cases too, the brands differences lies on the intangible image 

considerations too. Branding can be applied to all these different types of products. 

However, due to the nature of each type of product, the branding application may dif-

fer one from the other. 

3.4 Brand and Country of Origin (COO) 

The effect of the country of origin ( hereafter referred to as COO) of brands on con-

sumers behavior has been discussed over the last decades, the effect of COO on con-

sumers’ overall evaluation of product quality, beliefs regarding individual attributes 

of product, attitude towards brand and behavioral intention were reviewed by different 
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researchers. Favorable or unfavorable perceptions of a country associated with a 

product lead to a corresponding favorable or unfavorable evaluations of the product 

originating from that country, based on their conclusions (Leifeld, 1993; Peterson and 

Jolibert, 1995; Verlegh and Steenkamp, 1999.), COO has significant effect on con-

sumers’ evaluation of products and that consumers tend to use COO as an extrinsic 

cue to make judgment about the quality of products, and the consumers tend to devel-

op product country image which are images of quality of specific products marketed 

by firms associated with different countries( Heslop and Papadopoulos, 1993; Johans-

son and Thorelli, 1985).Because of the product–country images consumers hold, and 

their sensitivity to COO, COO is believed to be one way of enhancing brand equity 

(Keller, 1993; Shocker et al., 1994). As the consequence of COO, brand may com-

mand premium prices given the support of consumers’ judgment of quality based on 

COO, and therefore, COO can be regarded as a major variable leading to competitive 

(dis)advantages to firms originating in certain countries (Agrawal &Kamakura,1999).  

3.5 Brand management 

Brand management is about creating building and managing a brand. It is a philoso-

phy and a total approach to managing companies. Building a strong brand is the goal 

of many organizations. To help or guide companies, who are under those internal and 

external pressures and barriers of branding themselves, to create and manage strong 

brands, different authors provide with different models and frameworks. 

Aaker (1996) provides a comprehensive framework on building a strong brand. He 

considered brand equity into building strong brands. The brand equity is formed 

through brand (name) awareness, perceived quality, brand loyalty and brand associa-

tions. Brand awareness represents the strength of the brand’s presence in consumer’s 

mind. To compete in a product class, a brand must dominate others. Most of the case, 

the name awareness is gained through repetitive advertising in different means. How-

ever, not every company has sufficient budget to advertise. Therefore, the companies 

with small and limited budget should not rely alone on brand awareness to build brand 

equity. To make a purchase decision, consumer must perceive or aware the offered 

quality. Therefore, a successful brand must develop an association with quality in the 

mind of consumers. Through substantive demonstration and delivery of quality, this 

association (perceived quality) happens. Although most brands in private sector do 

provide good quality, many social marketers don’t have sufficient time on this key as-

pect of marketing. Customer loyalty drives long-term brand success. Consumer’s 

loyalty doesn’t mean one-time purchase, this one-time purchase behavior is far insuf-

ficient for the success. Without loyalty, the brand fails to develop equity. So it is im-

portant for the marketers to continuously maintain the customer loyalty. Brand loyalty 

is developed and maintained via the brand association. This association represents 

both functional level and emotional level. On emotional level, the brand ties the con-
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sumer in a certain relationship which makes the consumer feel the brand is part of his 

or her self-image. Markets should develop associations with their brands so that they 

can enhance the brand loyalty. The brand associations are driven by the brand identity, 

what the organization wants the brand to stand for in the customer’s mind. The brand 

identity is the unique set of brand association which builds a relationship with the cus-

tomers. Therefore, a key to building strong brands is to develop and implement a 

brand identity (Aaker, 1996, P25). 

Keller (2003) offered 4 steps guidelines about strategic brand management, which in-

volves the design and implementation of marketing programs and activities to build, 

meansure, and managing brand equity. These 4 steps are: 1), Identifying and estab-

lishing brand positioning and values. 2), Planning and implementing brand marketing 

programs. 3), Measuring and interpreting brand performance. 4), Growing and sus-

taining brand equity. Keller (2001) presents a Customer-Based Brand Equity (CBBE) 

model, which provides not only a comprehensive means of covering important brand-

ing topics, but also useful insights and guidelines to help markets set strategic direc-

tion and inform their brand-related decisions. The basic premise of this model is that 

the power of a brand lies in what customers have learned, felt, seen and heard abou 

the brand from the past experience. In short, the power of a brand lies in the mind of 

customer. The challenge for the marketers in building a strong brand is to make sure 

that consumers have the right type of experience with products and services and their 

accompanying marketing programs so that the desired thoughts, feelings, images, be-

liefs, perception, opinions, and so on can tie closely to the brand.  

If Aaker (1996) and Keller (2003) are offering the model to the general speaking 

firms in terms of big or media or small size, plus the large number of authors do 

the  brand research only on large company, then authors like Berthon, Ewing, Napo-

li(2008), Keller (1998), Krake (2005), Wong & Merrilees (2005), Merrilees (2007), 

Boyles (2003), Mowle & Merrilees (2005) kept an specific eye on brand management 

in SMEs. 

Keller (1998) provided a model as guidelines for the building of a strong brand by 

SMEs: 

• Concentrate on building one or two strong brands 

• Focus a creatively developed marketing program on one or two important 

brand associations, to serve as the source of brand equity 

• Use a well-integrated mix of brand elements that support both brand aware-

ness and brand image 

• Design a “push” campaign that aims to build the brand, and a creative “pull” 

campaign that will attract attention 

• Broaden the brand with as many secondary association as possible 
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However, Krake (2005) didn’t totally agree with Keller’s model as Keller’s (1998) 

proposition may have based on an earlier study, or he may simply have applied sound 

business reasoning to the matter. Therefore, Krake (2005) promoted a new model, the 

“funnel” model for the role of management in SMEs. This model mainly shows three 

factors affecting the role in brand management in SMEs: 

• Influence of the entrepreneur, including passion, logic and personification of 

the brand 

• Influence of the company structure, including awareness of brand management, 

objectives and possible marketing personnel, and 

• Influence of the market including type of the products, state of the competition, 

and market orientation. 

Krake’s (2005) last aspect of this “funnel” model shows marketing and brand com-

munication are affected by the (marketing) creativity and available budget. The de-

sired goal of SMEs’ marketing activities and communications is two-fold. As revealed 

by this “funnel” model, SMEs not only want to create brand recognition, but also want 

to generate turnover. That means that they have to concentrate on selling. 

Although Keller(1998) and Krake (2005) provided guidelines for SMEs to build 

strong brands, SME firms are still facing the barriers which hinder them in particular 

to carry out branding activities. These barriers are mainly from the limitations on fi-

nancial and human resources, time and knowledge (Wong, Merrilees, 2005). The in-

sufficient resources force SMEs to focus on a day-to-day transaction or selling or pro-

duction approach, as opposed to a marketing or branding orientation. Therefore, this 

short-term focus becomes an obstacle for them to build up a long-term branding strat-

egy.  

3.6 The Effects of Culture on Brand Building 

“Culture is more often a source of conflict than of synergy. Cultural differences are a 

nuisance at best and often a disaster.”  – Geert Hofstede 

Hofstede’s famous five culture dimensions include power distance, individual-

ism/collectivism, masculinity/femininity, uncertainty avoidance, and long-term/short-

term orientation. Two out of the five culture dimensions – power distance and indivi-

dualism have significant impact on the performance of brand image strategies. Roth 

(1995) argues that managers can benefit by using the knowledge of a market’s nation-

al culture to develop successful brand image strategies. Power distance describes the 

extent to which a culture fosters social inequality. Power distance refers to the extent 

of inequality that exists - and is accepted - among people with and without power. 

People who have more power seek to maintain and increase their power as a source of 

satisfaction, and are motivated by the need to conform to others of their class. If one 
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relates the power distance to the consumer needs, it is not strange that social brand 

images should be the best fit for high power distance cultures because people are 

highly motivated by social status and affiliation norms. In low power distance cultures 

(such as Germany, Italy, Netherlands) where people are not highly focused on social 

roles and group affiliation, functional brand images that de-emphasize the social, 

symbolic, sensory and experiential benefits of products are most appropriate. While a 

country’s degree of power distance is high (for example, China, France, Belgium), so-

cial and/or sensory needs should be emphasized for best branding results. Individual-

ism is opposite to collectivism. It refers to the degree to which individuals integrate 

into a group. In other words, individualism tends to seek variety and hedonistic expe-

rience, on the other side, collectivism relates more with conformity and group beha-

vior. If one relates the individualistic cultures to brand image strategies, individualism 

is well suited for sensory images that emphasize variety, novelty, and individual grati-

fication, on the other side, collectivism is more likely to find social brand images that 

reinforce group membership and affiliation appealing. In European countries where 

individualism cultures are high, brand images that focus on functional, variety, novel-

ty, and experiential needs are more effective than social image strategies. However, in 

Asian countries where individualism cultures are low, it is more amenable to social 

brand image strategies which focus on group membership and affiliation benefits.  

Besides two of the culture dimensions mentioned above, there are some other culture 

facts which matter a lot when brands go into or out of China. Melewar, Meadow, 

Zheng and Rickards (2003) give out a brief insight on Western companies building 

brands in the Chinese market. There are several cultural issues that Western compa-

nies need to realize. They have to know the differences between the Chinese market 

and its Western counterparts, and how to deal with these differences. These cultural 

differences are due to the language, brand perception, aesthetic sense, and changing 

consumers’ minds.  

Language: The Chinese language consists of different characters, with each character 

having its own meaning; this is unlike the Western alphabets which are meaningless 

in themselves. For example, “the clock” in Chinese is pronounced as “zhong”. It has 

the same pronunciation as another word with different writing which means “the end”. 

A clock is seen as a taboo gift because the phrase “to send someone a clock” is pro-

nounced the same as “to send someone to the end”; in other words it means “to send 

someone to death”. Western companies that want to enter the Chinese market have to 

spend a lot of time and effort to understand the language and try to find a brand name 

that fits both the product and meaning of the brand. “Coca-cola” gives a good exam-

ple: “Ke kou ke le” is the Chinese translation of Coca-cola, which means “tasty and 

happy”.   

Brand perception: Chinese consumers are highly aware of brands; they used to think 

that all the foreign brand goods were better than those locally made. However, things 

are changing. Nowadays, as the local companies can provide same product with lower 
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costs, Chinese customers are more focused on the real value of the product rather than 

the brand name alone. Furthermore, they think it is easier to solve problems arising af-

ter the purchase with a locally based manufacturer. 

Aesthetic sense: The aesthetic views are usually based on perceptions of nature. For 

example, mountains and animals are commonly used in brand imagery and visual dis-

plays; certain colors, e.g. red, which is perceived to be the most cheerful color, is 

commonly used to attract people’s attention; peaceful images are popular in adver-

tisements as most of Chinese people prefer a peaceful lifestyle.  

Consumers’ changing minds: Chinese consumer’s mind is changing. For example, the 

buying decision is not only based on the brand name alone, because they have rea-

lized that the brand itself does not guarantee quality. The image of “Made in China” 

does not always mean low quality in Chinese customers’ minds. The huge Chinese 

market is characterized by stark differences in behavior and preferences between 

segments, which means that brands must be treated with special consideration of so-

cial status. For example, due to their historical background people from Hong Kong 

are far more westernized than mainland China.  

These cultural facts apply the same way to any company in any country that wants to 

expand its brand into another country. Companies have to comprehend the existence 

of cultural differences. It is extremely important for the companies to neither simplify 

the market and neglect the local culture, nor intimidate the local nation by an unfami-

liar culture (Melewar, Meadow, Zheng and Rickards, 2003).  

3.7 Why Is It So Difficult to Build a Brand 

It is not easy to build brands in today’s environment; the brand builder can be inhi-

bited by substantial pressures and barriers, both internal and external. In his book 

“Building Strong Brands”, Aaker (1996) discussed eight different factors which can 

make it difficult to build brands.  

1. Pressure to compete in price directly affects the motivation to build brands 

Firms have never felt such enormous pressure due to engagement in price competition 

as they do in today’s furious global markets. Price competition never shifted its cen-

tral role, since cost leadership is a component of building competitive advantage of 

the firm. Just like Aaker (1996) argued in his book, price competition is at the center 

stage, driven by the power of strong retailers, value-sensitive customers, reduced by 

the power growth and overcapacity (often caused by new entrants and by old competi-

tors hanging on, sometimes via bankruptcy). When on the one hand building up a 

strong brand creates the added-value to the products and services, on the other hand, 

the cost of a brand management team, sales force and advertising is part of the cost, 

which will increase and result in more price pressure. Since sales promotion is both a 
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driver and an indicator of the price focus, the key success factor is low cost, and the 

organization must reduce overhead, trim things, downsize and cut all unnecessary ex-

penditures. Therefore, the branding activities are vulnerable to the cost needs, espe-

cially brand building and management, which are covered by precious margin dollars, 

while this return on investment will not unveil itself in the short term.  

2. The proliferation of competitors reduces the positioning options available 

and makes implementation less effective 

There are new dynamic competitors coming from a variety of sources every day, these 

additional competitors not only contribute to price pressure and brand complexity but 

also make it much harder to gain and hold a position (Aaker, 1996). These new vigor-

ous competitors may be motivated to take risks or attempt unusual approaches by des-

tabilizing the competitive dynamics by using price war or copying anything that is 

successful. Imitation is a way of avoiding the difficulty of coming up with brilliant 

new alternatives to compete in the existing market, which partially offsets the risks of 

the potential loss in investment and the unpredictable market outlook in the future.  

3. Fragmenting markets and media  

Marketing communications is becoming more and more complex, the bewildering ar-

ray of media options includes interactive television, advertising on the internet, direct 

marketing and event sponsorship, besides those there are personal selling, sales pro-

motion, public relations (and publicity), attendance to trade fairs and exhibitions etc. 

It is difficult to achieve the consistency that is needed to build and maintain a strong 

brand since coordinating these messages across the media without weakening the 

brand is a real challenge. Coordination is generally handled with varying perspectives 

and goals by different organizations and individuals, especially when it comes to dif-

ferent brand support activities. The variety results in conflicts when various players 

are involved and a comprehensible interface is lacking.  

4. Complex brand strategies and relationships  

The time of a brand with clear singular entity is gone, today the situation is far differ-

ent, and there are sub-brands, brand extensions, ingredient brands, endorser brands, 

and corporate brands. The complexity makes building brands and managing them dif-

ficult. In addition to knowing its identity, each brand needs to understand its role in 

each context in which it is involved. Further, the relationships between brands and 

sub-brands must be clarified both strategically and with respect to customer percep-

tions. The brand complexity emerged due to market fragmentation and brand prolife-

ration and the driving force of cost, and a new market or product often leads to a divi-

sion or branching of an established brand or sub-branding, because establishing an en-

tirely new one is far too expensive. 
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5. Bias towards changing strategy  

Most strong brands have one characteristic in common: each developed a clear brand 

identity that went virtually unchanged for a very long time. However,  there are some-

times overwhelming internal pressures to change a brand identity and/or its execution 

while it is still effective, or even before it achieves its potential. The resulting changes 

can undercut brand equity or prevent it from being established, while the benefits of 

consistency over time are difficult to achieve.  

6. Bias against innovation  

Aaker (1996) considered that there may be a bias toward changing a brand identity or 

its execution, either a physical or a capital investment in the status quo often prevents 

true innovation in products or services. Bearing the static idea that costly and risky 

changes would cause prior investment to have a much reduced return or even make it 

obsolete, it is the usual case that organization prefers to keep the competitive battle-

ground static. The attitude towards innovation results in future vulnerability of the 

brand whenever there are more aggressive competitors coming from outside the in-

dustry with little to lose and none of the inhibitions with which industry participants 

are burdened. While the new competitors benefit from sources of innovation, the or-

ganizations that ignore or minimize fundamental changes in the market or potential 

technological breakthroughs, leave their brands vulnerable and risk missing opportun-

ities.  

7. Pressure to invest elsewhere: the sins of complacency and greed 

Development of a brand needs consistent support; any kind of reductions is damaging 

the brand. However, development of a brand always holds the mistaken belief that 

when a brand is strong, investment in other attractive opportunities instead by using 

the reductions of brand support will not damage the brand itself (Aaker, 1996). Diver-

sification or core business reduction is a potential strategic problem for brand strength.   

8. Short-term pressure 

Pressure for short-term results undermines investments in brands and excessive 

preoccupation with immediate profit at the expense of longer term opportunities is a 

major factor responsible for the undermining of brand investments, as stated by Aaker 

(1996).  

Though it is true that building a brand is difficult, there are many brand-building suc-

cess stories in one way or another proving that understanding how to develop brand 

identities, to know what a brand stands for, and how to most effectively express that 

identity are key to successful brand-building.  
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Besides the 8 challenges the brand managers are facing, Aaker (1991) also identified 

eight indicators that brand-building is underemphasized: 

1. Managers cannot identify which confidences the brand associates to and the 

strength of those associations. Furthermore, there is little knowledge about how these 

associations differ across segments and through time. 

2. Knowledge of the level of brand awareness is lacking. There is no feel whether a 

recognition problem exists in any segment. Lack of knowledge about top-of-mind re-

collection that the brand is receiving, and how that has been changing. 

3. There is no systematic, reliable, sensitive, and valid measure of customer satisfac-

tion and loyalty – nor is there any diagnostic model that guides an ongoing under-

standing of why such measures may be changing. 

4. There are no indicators of the brand being tied to long-term success of the busi-

ness that are used to evaluate the brand’s marketing effort.  

5. There is no person in the firm who is really in charge of protecting brand equity. 

Those nominally in charge of the brand, perhaps termed brand managers or product 

marketing managers, are in fact evaluated on the basis of short-term measures.  

6. The measures of performance associated with a brand and its managers are quar-

terly and yearly. There are no longer term objectives that are meaningful. Furthermore, 

the managers involved do not realistically expect to stay in their position long enough 

to think strategically, nor does ultimate brand performance follow. 

7. There is no mechanism to measure and evaluate the impact of elements of the 

marketing program upon the brand; sales promotions, for example, are selected with-

out determination of their associations or consideration of their impact upon the brand.  

8. There is no long-term strategy for the brand. The following questions about the 

brand environment five or ten years into the future are unanswered, and may have not 

been addressed: What associations should the brand have? In what product classes 

should the brand be competing? What mental image should the brand stimulate in the 

future?  

3.8 The Characteristics of the Wenzhou model and the Wenz-

hounese and Their Companies in Italy  

The Wenzhou model, first used to refer to economic units that appeared in the region 

called Wenzhou in the Zhejiang province, where resources are scarce, transportation 

facilities are less developed, but a great surplus of rural labor exists. People there di-

vided business units into small ones, operated by workshops, groups and even indi-
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viduals in the early days of reform and opening up. Most of them are family enterpris-

es, each family enterprise consists of core family members or relatives and friends and 

specialize themselves in certain field and are responsible for their profits and losses 

(Zhang &Li 1990).  Wenzhou developed consumer-product industries that did not re-

quire sophisticated technology, had low barriers of entry both in terms of capital and 

technological requirements, stimulated widespread diffusion, in turn shaping the 

Wenzhou industrial landscape. The agglomeration of the many single enterprises in 

the industrial Wenzhou region created an economy of scale of adequate size which 

leads to the SMEs clustering there. The high speed of adaptation of innovation and 

imitation is the reason for the emergence of an industry cluster in Wenzhou (Maruka-

wa, 2008). People-owned enterprises of Wenzhou have undergone the following de-

velopmental stages: from rural family enterprises in the early and mid-1980s; to joint-

stock cooperative enterprises from the mid-1980s to the early 1990s; to conglomerates 

and the stripping down of joint-stock cooperative enterprises since the mid-1990s 

(Rong, 2004). In the mid-to-late 1980s, as described in the emerging model, the 

Wenzhou model had the following characteristics: (1) the private rural household was 

the primary productive unit, (2) production of low-end consumer items employing 

simple, labor-intensive technology, (3) horizontal division of labor among households 

as reflected in the development of specialized commodity markets, (4) extensive sale, 

purchase and marketing networks throughout the country (Kellee S. Tsai, 2006). Us-

ing Alan Liu’s (1992) phrase, Wenzhou’s success can be summarized by the “three 

Ms”-mass initiatives, mobility and markets.  

The Wenzhounese, different from other regions and the majority of Chinese, can be 

recognized by the following features: (1) pioneering in the exploration and innovation 

of external markets, (2) high mobility of labor and capital on national and internation-

al scales, (3) specialization and scale effect in low-technology production, (4) entre-

preneurship for family business, (5) emphasis on social networks and mutual collabo-

ration, (6) strong ties with home and family members (Wu & Zanin, 2007). They have 

an indomitable spirit and a strong desire to start a business and become rich. “Entre-

preneurs in the model of Joseph A. Schumpeter catch in time every chance to gain ad-

vantage produced by institutional non-equilibrium” (Yang, 1998).  

Almost all Chinese scholars who study Wenzhou attribute Wenzhou’s development to 

its historical tradition of commerce, handicrafts and entrepreneurial spirit (e.g. Shi and 

Jin, 2002; Yuan, 1987; Zhang and Li, 1990). Economist Zhong Pengrong called the 

Wenzhou pattern “six ‘every’”: every household engaged in business, every house-

hold learned management, every household circulated capital, every household ex-

plored markets, every household took risks, and consequently, every household had 

entrepreneurs. 

To understand the Wenzhou model and the Wenzhounese will help in understanding 

why and how the overseas Wenzhou companies emerged and developed in Italy. 

Wenzhou developed labor intensive, though less technologically sophisticated indus-
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tries, especially industries that produced consumer products such as shoes, garments, 

lighters, glasses and buttons. Wenzhou entrepreneurs are highly aware of market op-

portunities, risk taking, and management skills. Most of the Wenzhou entrepreneurs 

came from humble origins with poor family backgrounds and low levels of formal 

education. Their humble origins made them willing to take business opportunities. 

Self-reliance and a strong grassroots characteristic are hallmarks of this group. 

The arrival of Wenzhounese migrants to Italy was stimulated by the availability of 

second-hand equipment and a greatly developed local market for garments and leather 

products, while the technological upgrades and restriction of local workshops allowed 

Wenzhounese producers to enter this sector, especially at the bottom end of the mar-

ket. The enterprises emerging in this environment were based on family cohesion, 

kinship between networks, high labor intensity, limited need for investment in fixed 

assets, and the overlap of work and residency, in other words, all the elements that al-

so make up the Wenzhou experience. When rising wages and technological upgrades 

created an opening in the 1980s, the Wenzhounese could simply replace the original 

Italian entrepreneurs. The economic and social conditions of industrial districts in Ita-

ly fitted the Chinese, steeped in the Wenzhou tradition, like a glove (Tomba, 1999). 

As the Wenzhounese companies in Italy can be seen as the exported Wenzhou model, 

several issues were also discovered: (1) the founder of companies or the entrepreneurs 

are mainly not well-educated, (2) they are generally perceived as closed and unwilling 

to integrate due to cultural reasons such as language, customs, misperceptions, cultur-

al differences of the local population etc., (3) the level of labor intensity necessary for 

the enterprises to be competitive are maintained through family and ethnic participa-

tion, which excludes outsiders and may lead to problems such as management issues 

in the future 
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4. Qualitative Interview Analysis  

The beginning of this chapter presents the background of each of the interviewed 

companies, what have they done so far when it comes to branding themselves in Italy, 

further on a comparison is made and the common problems/opportunities they per-

ceived in branding in Italy are concluded. 

4.1 Overview of the Six Interviewed Companies 

The interviews with all six companies are summarized in Table 3. These cases are se-

lected from the Wenzhounese-run trading companies and manufactures. All of them 

are SMEs (We did not plan to focus on SMEs brand management in overseas Wenz-

hounese in Italy first of all, however, as a matter of fact, all the interviewed compa-

nies turned out to be SMEs coincidently) as the companies interviewed can be seen 

from the number of employees in their firms. Among all six cases there are five in 

trading activities, though dealing with different product categories, enabling some 

control over the industry context. Their profiles include 3 really small firms with less 

than 5 employees, one firm with less than 10 people and one firm with between 10-20 

employees and one relatively larger firm with employee number between 25-50. 

Table 3. Profiles of the six interviewed companies 

  Business Nature  No. of Employees 
Business 

Growth  

Firm A  Shoes and bags  between 25-50(30) High 

Firm B  
Daily used commodi-

ties  
less than 10 (9) Medium 

Firm C  Digital commodities  less than 5 (4) High  

Firm D Decoration company less than 5 (4) Low 

Firm E  Accessories less than 5 (4) Medium 

Firm F  Clothing between10-20 (13) Low 

4.2 Wenzhounese Companies and Their Branding in Italy 

4.2.1 Firm A 

Firm A is a trading company dealing mainly with bags and shoes. Yuehong Cai, the 

co-Founder of Firm A. which was established in 2005, is a smart Wenzhou business-

woman who understands the power of brand strategy. Her story is just as ordinary as 

all the other Wenzhounese who hold the dream of getting rich quickly in Europe. Be-
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fore the establishment of Firm A, she had worked as a waitress in a restaurant, ran a 

traveling agency for a short period. After all the ups and downs she had experienced 

for years, she was inspired by her brother, who owns his own shoe manufacturing 

back in mainland China, to start a shoe trading business in Italy.  

As a later entrant to trading in Italy, when thousands of others had already benefited 

from trading for years, it would have been difficult for Firm A to differentiate itself if 

it had followed the old trading way. Therefore, Firm A decided to reposition itself as a 

vendor of high-margin products with a brand strategy unlike the other local Chinese 

trading competitors. Firm A leveraged its capital effectively to build core competi-

tiveness and developed high-quality products that enabled it to establish a strong posi-

tion in the shoe and bag market in Italy; by developing own-brand products, Firm A 

was able to break into the retail segment of the shoe and bag market. 

As the co-owner of Firm A, Mrs. Cai had a deep understanding of brands and brand 

management: “A company’s brand strategy must be in accordance with its marketing 

channels, and first of all, the company should position itself well in the market. How 

well-known the brand is and how much added-value a brand achieves is highly re-

lated to the strategy of the marketer, that is, how he or she plans and carries out the 

strategic decisions. To brand your product in such a country (referring to Italy) with 

well-established fashion culture and a profound history of creativity, it is key to de-

velop and apply innovation into dominant culture, to always keep up with what the 

core culture is.” 

“Quality is everything”, Firm A emphasizes when building up the brand “Luna Roja”. 

Since Mrs. Cai’s brother has his own manufacture back in China, it is easier for her to 

control and supervise the quality compared with other trading companies which main-

ly rely on sourcing. Firm A is strict about the quality of the products they deliver to 

the final customer. “Even though there are many immigrants coming to Italy from all 

over the world, traveling and settling down, Italian people are still quite conservative 

and xenophobic. They are proud of the established reputation of their fashion and 

well-know brands, it puts another pressure on us to build up our own brand. We are 

keen on the quality control because we want to change the customer’s habitual per-

ception that “Made in China” means low quality.” The words from Mrs. Cai deliver 

the information that product quality lies at the heart of Firm A s brand strategy. By 

challenging people’s perceptions as to what a Chinese trading company could be Firm 

A has been able to create additional value. The local brand-building and design team 

was introduced into the company and put in charge of shoe and bag design; also a 

branding consult agency is included into the marketing strategy developing a better 

understanding of the local consumer behavior. Effective utilization of Firm A network 

of partner relationships has contributed to a successful brand development; profit-

sharing family business mechanisms reduce potential conflicts with suppliers, creating 

a win-win situation.  
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Firm A’s products are now marketed all over Italy under the brand Luna Roja, tar-

geted towards the female middle class customers in Italy. The brand has its own indi-

vidual websites, brand story, brand slogan and advertising. “Thanks to the historical 

good name of Italian bags and shoes, and years of our brand building efforts, we ac-

cumulated some regular customers; they are both Chinese and Italian, and some cus-

tomers from other countries in Europe too. They think Luna Roja is comfortable to 

wear and comparatively price competitive compared with the local Italianl shoes.”  

Besides making effective use of both online and conventional distribution channels, 

Firm A was actively taking part in sponsorship to build up the name and has made ef-

fective use of patents to strengthen its competitive advantage.  Building up its intellec-

tual property has helped Firm A to differentiate its products from those of competitors 

while creating entry barriers that reduce the risk of new rivals coming along to chal-

lenge it. Keeping close corporation with domestic manufactures, the company has 

lately been looking for top Italian fashion designers to cooperate. Continually pub-

lished product information in most of the famous Italian fashion magazines and Italian 

top supermodels filming in the Mediterranean as celebrity endorsers increased the 

brand awareness and upgraded the brand image; effective marketing communications 

achieved good results for Firm A. 

 4.2.2 Firm B 

The story of Firm B starts in the year 1999, when the founder quit his job working as 

the General Manager for the former biggest Wenzhounese Company in Italy, the 

Zhougroup. 5 years of work experience trained him well in how to deal with needs 

from different customers, while the well-established network with sourcing suppliers 

back in China offered him the chance to do business on his own, focusing mainly on 

the Italian market and targeting such customers as the overseas Chinese who are tra-

velling, working, studying and doing business overseas. For Chinese, wherever they 

go, they will not forget their food and living habits, but the daily used commodities 

which are different from their Western equivalents become hard to find outside of 

China. Discovering this business opportunity, Firm B started selling daily commodi-

ties in Milan.   

The supermarket-like store offers Firm B the best way to present their customers with 

what they are selling. There are various types of products, prices vary from high to 

relatively cheap, offering the customer plenty of choice depending on their consump-

tion abilities. Due to the fact that the products come in such a large variety and that 

they are sourcing from different suppliers, there is no better strategy than using corpo-

rate branding – building up the company image and reputation.  

Firm B used the most commonly used marketing strategy which is to use the local 

Chinese newspaper; it keeps advertising the company’s latest offers and promotes 

news together with the company name and address in all kinds of newspapers in Italy 

(altogether there are 4 different Chinese newspapers). Concerning the distribution 
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channels they highly rely on personal networking and the sales force abilities. Cus-

tomers are approached by personal sales. The sales team is made up of five people, 

the founder himself, his two younger brothers and another brother and sister-in-law. 

High quality is not emphasized, but rather the variety of products. Firm B. created its 

own products catalogues and printed sales brochures.  

4.2.3 Firm C 

The operation of Firm C started in Italy, where the owner and general manager started 

the trading of computer accessories in 1998. With the development of business, an of-

fice in Budapest was established in 2004 with 30% of the turnover made in Italy and 

the rest in Hungary and the neighboring countries. The company specializes in sourc-

ing from China. Since 2009, the company moved the office back to Milan, Italy and 

left only two salespeople in Budapest in charge of business in Hungary, the Firm C re-

focused their business on the Italian market. 

The company focuses on corporate brand building while the brand name S&D was 

chosen because the founder and general manager (husband and wife) used it in memo-

ry of devoted love to their children, S is short for Sophia (their daughter) and D is for 

David (their son). The company is like their children, it grows with dedicated love and 

energy. Their major business model is delivering specialized products to different end 

customers in small quantities while sourcing them from China in large quantities with 

relatively competitive prices and making margin profits. 

Within the Hungarian domestic market, Firm C operates its own distribution network 

which has been established through years of cooperation to bring its brand value to 

consumers. Establishing department store outlets where a large number of consumers 

can see the products has helped to boost brand recognition. In Italy Firm C established 

a studio store in Milan which also expresses the brand to more potential customers. In 

its development of overseas market, Firm C works mainly through internet, they have 

invested a lot in their website design and building. Besides the product catalogues, 

clear filed and sales brochures being printed, the regular newspaper advertising was 

adopted in the Italian markets. Special discounts are offered and the company makes a 

concerted effort to provide consumers with the information they need about its prod-

ucts online as part of its strategy for building long-term relationships.  

Compared with the previous year’s cost driven strategy, now the company begins to 

pay more attention to product development, quality insurances and logistics to en-

hance its competitive advantage. Trademarks have been registered as legal protection 

and entry barriers for the competitors, the brand name Firm C is already recognized in 

Budapest due to their long time image building, now the company faces a new chal-

lenge in Milan: to communicate their corporate brand and image and establish local 

customer loyalty there. 
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4.2.4 Firm D 

The Firm D is a relatively new firm established in year 2009 by Mr. Xiong and his 

partner Mr. Wang. Initially, the firm focused on the decoration field, and along with 

business development, these two entrepreneurial Wenzhounese discovered the market 

needs for advertising and billboard design, now besides the initial business focus they 

are developing new customers.  

As a newly established firm in Italy, their strategy is a little bit different from other 

companies. The e-marketing advertising and promotion becomes their next emphasis 

besides published advertising in the local Chinese newspapers and yellow pages.  

Oversea students majoring in Arts, Design, Language and Computer Science are in-

troduced into their company with the intention to put them in charge of both their own 

marketing design and their customers’ decoration preference planning development. 

Though it is a newly established firm, the innovative services and products that Firm 

D offers make it a new star among the Italian Chinese enterprises. 

They have two separated brands for the different fields they are in. The “Living Arts” 

provides office and home storage products and decoration derivations while the 

“Blooming Ads” is for the advertising design. The products are sourced from both Ita-

ly and China, with the encouragement of local Chinese customers demanding relative-

ly new life style with higher quality. For each of the brands there are individual bro-

chures. However, while the current customers are mainly migrated Chinese, Firm D is 

now starting to make a name for itself among Italian consumers. 

4.2.5 Firm E 

Firm E started accessory trading in 2000 and now mainly sells bracelets, earrings, 

necklaces, belly rings, tongue bars, etc. “All kinds of materials, whether it’s fine silver, 

sterling silver, gemstones, gold plated or diamond ones, you can find them all in Firm 

E in Italy.” proudly says Mr. Lin.  

There are two shops owned by Firm E. The first one is targeted at the extra high quali-

ty seeking customers and the other one more intended to supply accessories for the 

customers preferring lower prices. The shops have the same name of Firm E, but are 

located in different districts in Milan. The founder unfortunately died three years ago, 

the current owner, Mrs. Lin, is the daughter-in-law of the founder, trained as an acces-

sory designer.  

The firm’s position is that of a “supplier of specialized, artistic, and quality products 

for the beauty of every girl”. The background of Mrs. Lin enriched her with an eye for 

products that Firm E offers to their customers and contributes to their popularity, both 

in product selling and brand building. There are no websites or sales brochures, only 

local Chinese newspaper advertising has been used for promotion. However, the word 

of mouth brings them increasing amounts of customers. Regular customers come back 
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every season and introduce new customers too; thanks to the variety and the different 

types of qualities, word of mouth is better than any advertisement in this case. 

4.2.6 Firm F  

Firm F was established in 2006. Besides branded manufacturing, the company is also 

involved in OEM contract manufacturing. Meng Wang, a Chinese from Wenzhou, 

reached the land of Europe in Netherlands through irregular means when he was 19 

years old. Taking advantage of the Italian Act of Indemnity of 1996, he settled down 

in Italy. With the encouragement of his entrepreneurial spirit, this young man with on-

ly a middle-school level education, speaking only Mandarin, Wenzhou local dialect 

and limited Italian, ended his career of working for companies owned by others. In 

2006, he established his own business, a textile manufacture, just like most other local 

enterprises in the region of Prato in Italy. The entrepreneur, 36 years old now with 

two children, runs the manufacturer together with his wife. Altogether, there are 

around 10-20 employees (the number of employees depends on the season, during the 

busy season there will be more people hired to work; however normally, the regular 

size is only 13 people) working in the manufacture, the most common size of manu-

factures in Prato region, as claimed by founder.  

Figure 3. Firm F 

 

 

 

 

 

Note: The dashed-line chart in the figure represents the production processes of Firm 

F  

When receiving orders or after the production decisions are made based on expecta-

tions of marketing, Firm F purchases the raw materials and delivers them to the weav-

ing workshops down in the production chain. Then, the semi-finished goods are sent 

from the weaving workshops to the subcontracting dyeing factories, which in turn 

pass the goods on to the finishing factories, from where they later come back to the 

warehouse of the company and from there are sold to the final customers.  

The chosen company name has its own implications, according to the founder: “I 

want people to think of my products together with the name. Whenever they talk about 

the company’s name, they will say, “Yes, the company’s name represents the best 

quality products of the latest fashion and the shortest delivery time in this field.” At 

last, I came up with the Chinese name名流 (Mingliu, which means “distinguished ce-
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lebrity”). I will produce good quality products and catch up with the latest fashion 

trends to provide my customers with the fabrics that they cannot find anywhere else 

but in my company and deliver to them within the shortest time period.” In the last 

few years, Firm F has been working actively to develop high quality and attractive 

appearance products which would keep up with trends and deliver them to the cus-

tomers with rather short period compared with their competitors. Better quality, com-

petitive price and fast delivery have enabled the company to establish a niche for itself 

within the fashion industry. 

As discovered from the interview, corporate branding is the strategy Firm F is using 

so far, even though the founder of the company has no knowledge about this termi-

nology. The company has no specific brand for their products but is building its prod-

uct image and association through the company image and reputation. Firm F 's mar-

keting strategy comprises two main elements: newspaper and billboard advertising, 

and selling through personal network. This strategy has proved quite successful in 

strengthening brand recognition from the founder’s perception.  

It is a case of family business again in Firm F, the owner-manager is the key role 

player and he is in charge of everything from daily operations to sales and collection 

of after-sales customer feedback. 

Personally, he perceives that there is some advantage from being located in Italy 

compared with China. “Yes, I think so, “Made in Italy” is always better than “Made 

in China”, since the traditional history of fashion in Italy. People from other coun-

tries are greatly obsessed with the Italian fashion culture and really fans of the fa-

shion products from there. After the fashion week of Milan, people dealing with fa-

shion business such as clothes, shoes, bags, accessories, etc. flush into Italy to find 

the latest products. And when they bring their purchased goods back to where they 

come from, they can show to their customers that it is “Made in Italy”. Customers are 

happier, as they told me. They did not know those were made by Chinese too when it 

is marked with “Made in Italy”, but still, it is strange to know that it makes such a big 

difference.” 

4.3 Analysis of Qualitative Interviews 
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Table 4. Branding archetypes 

Type Branding activities 
Brand distinctive-

ness 

Brand Orienta-

tion 

Brand Perfor-

mance 

Minimalist 
Low-key marketing 

across the board 
Low Low Low  

Embryonic 

Stronger marketing but 

not branding, very in-

formal branding, seen 

as optional, narrow 

promotional tools, 

word of mouth  

Low/Medium Medium Medium 

Integrated 

Stronger marketing 

and branding, either 

informal or formal 

branding, brand is 

integral, not an option, 

wider promotional 

tools 

Medium/High High High 

Source: “A brand orientation typology for SMEs: a case research approach” (Wong 

& Merrilees, 2005) 

Brand Distinctiveness refers to how a firm success in developing the brand based on 

distinctive products/services or any other marketing activities. Brand orientation re-

fers to "the degree to which the organization values brands and its practices are 

oriented towards building brand capabilities” (Bridson & Evans, 2004), basicly it is 

concerning to the extent to which the marketing strategy and activities are centered on 

the brand with the aim of reinforcing distinctiveness. Brand performance emphasizes 

the results of how well a brand strategy dose in achieving a competitive advantage 

over its competitors. Based on the involvement of branding activities, level of brand 

distinctiveness and scale of brand orientation and how well brand performance, three 

different Branding archetypes are developed by Wong & Merrilees (2005).  

We take table 3 as the measurement scale of these six interviewed companies’ mar-

keting performance and their brand performance to analysis what they have done in 

branding.  

Table 5. Branding Analysis of Six companies 

 Firm A  Firm B Firm C Firm D Firm E Firm F 

Type Inte-

grated 

Embryo-

nic 

Integrated Embryo-

nic 

Embryo-

nic 

Mini-

malist 

Branding Stronger 

marketin

Stronger 

marketin

Stronger 

keting and 

Stronger 

marketin

Stronger 

marketin

Low-

key 
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activities ing and 

branding, 

either 

formal or 

formal 

branding, 

brand is 

integral, 

not an 

option, 

wider 

promo-

tional 

tools 

ing but 

not 

branding

ing, very 

informal 

branding

ing, seen 

as 

tional, 

narrow 

promo-

tional 

tools, 

word of 

mouth 

branding, ei-

ther informal 

or formal 

branding, 

brand is 

integral, not an 

option, wider 

promotional 

tools 

ing but 

not 

branding

ing, very 

informal 

branding

ing, seen 

as 

tional, 

narrow 

promo-

tional 

tools, 

word of 

mouth 

ing but 

not 

branding

ing, very 

informal 

branding

ing, seen 

as 

tional, 

narrow 

promo-

tional 

tools, 

word of 

mouth 

market-

ing 

across 

the 

board 

Activities-

details  

Well-

position, 

Product 

quality 

emphasiz

ing, 

effective 

use of 

online 

and 

conventi

onal 

distributi

on 

channels, 

Sponsors

hip, 

Patents 

and 

intellectu

al 

property 

building, 

Celebrity 

endorsem

ent, 

Magzine,

TV and 

online 

adverting 

Custome

r 

relations

hip 

manage

ment, 

variety 

of 

products, 

Newspap

er ad, 

personal 

networki

ng 

distributi

on and 

sale’s 

team, 

products 

catalogu

e and 

sales 

bro-

chures 

Online 

marekting, 

product 

catalogue and 

sales 

brochures, 

trademark 

registration ,C

ustomer 

service fo-

cused 

E-

marketin

g 

advertisi

ng and 

promotio

n, local 

Chinese 

newspap

er and 

yellow 

page ads, 

innovativ

e 

products 

and 

services, 

product 

bro-

chures 

Local 

Chinese 

newspap

er ad, 

word of 

mouth, 

products 

variety 

and dif-

ferent 

quality.  

Close 

custome

r 

service, 

local 

Chinese 

news 

paper 

ad and 

billboar

d ad, 

Persona

l net-

working 

and 

selling 

Brand 

tinctive-
Medi-

di-

Low/Me

dium 
Medium/High 

Low/Me

dium 

Low/Me

dium 

Low 
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ness um/High 

Brand 

Orienta-

tion 

High Medium High Medium Medium Low 

Brand Per-

formance 

High Medium High Medium Medium Low 

Specialist  Yes No Yes Yes No  No 

Family 

Business 

Yes Yes Yes Yes Yes Yes 

SMEs Yes Yes Yes Yes Yes Yes 

OOC as 

Opportuni-

ties  

Yes Yes Yes No Yes Yes 

Limita-

tions  

Financial  

Human 

Financial  

Human 

and Time 

Financial and 

Human 

Know-

ledge, 

Financial 

Human 

and Time  

Financial 

Human  

Knowle

dge, 

Finan-

cial 

Human 

and 

Time  

 

According to the literature review in the last chapter and the interview results we con-

cluded from six sampling companies, the concept of brand and the strategies of build-

ing a strong brand vary from different researcher’s view points, the relevant theories 

in literature books stress them from different perspective, so is the understanding and 

stressing of the entrepreneurs/ owner manager of Wenzhounese Companies. The in-

terviews show that the six Wenzhounese SMEs have different interpretations of what 

branding is. Among these firms, Firm A has the most comprehensive understanding 

about brand management and is doing best in this field among the six companies 

based on marketing activities they have, brand distinctiveness brand orientation and 

brand performance, while Company D introduced brand-knowledgeable people into 

its staff and has largely improved its performance in a rather short period. For most of 

the six companies, their views on branding are limited to advertising plus the brand 

name and/or logo. Advertising activities such as newspapers, yellow pages and pro-

motional sales brochures were seen as important to branding. On the other hand, per-

sonal selling or face-to-face communication is a critical part of their marketing com-

munications. They rely heavily on these forms of media to deliver their message to 

customers. For example, they have to demonstrate the quality and quantities of the 

works done by them. They have to directly show their customers what they can do by 

actually carrying out the business. And these Wenzhounese SMEs all agree and be-
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lieve in branding power and demonstrate a certain level of interest in conducting 

branding activities in the future when business “picks up” or grows and if time allows 

them to do so. They are, for the most part, at the present stage pre-occupied with daily 

routines and business pitching and the struggle for survival. It is also usually their be-

lief that branding is only for the large firms who have ample resources to employ this 

marketing tool. Promotional tools such as television, printed advertising, and large 

scale sales promotion that help build a brand image and convey their message are 

more prevalent in large firms. 

Strong family business characteristic of the overseas Wenzhounese plays key role in 

the company’s brand strategy and brand management. As common characteristic of 

the six interviewed companies, the entrepreneur / owner manager is the key person of 

the organization, their passion of brand building and their knowledge of brand man-

agement lead to how they branding their companies in Italy. Besides the external fac-

tors of furious competition and type of product, its marketing orientation, what is im-

portant are the internal factors including the budget available and the marketing per-

sonnel and the awareness of brand management in Wenzhounese companies? Both in-

ternal and external factors together with the entrepreneurs themselves contribute to 

the role of brand management in Wenzhounese SMEs, how they building up brand 

identity, positioning themselves in the market and using different marketing commu-

nication tools. Here following, we build up our conceptual framework which is based 

on our literature review and the six interviewed companies’ analysis results to help 

readers better understanding how we developed our survey questionnaires and the 

analytical structure of later chapter in this thesis. 
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Figure 4: Research Model:-Branding and Brand Management in Wenzhounes SMEs. 
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5. Quantitative Survey Analysis 

The Qualitative analysis in the previous chapter explored whether the Chinese Wenz-

hounese immigrant companies in Italy perceive that they have particular common 

problems and/or benefits in branding themselves in Italy through analysis of what 

they have done and how they branded themselves. This chapter presents how we de-

veloped the questionnaire to fulfill our research purpose of finding which internal and 

external factors influence these obstacles and opportunities. 

5.1 How the Questionnaire Developed  

According to what our purpose is and the conceptual framework we draw from Inter-

views, we developed the survey questions flowingly: 

1. As mentioned from most of interviews, COO is considered as a big advantage for 

Overseas Wenzhounese in branding themselves in Italy, they enjoyed the well-know 

name of fashion of Italy. To generalize whether other Wenzhounese hold the same 

opinion or not, we asked ---As the company’s registered in Italy, I feel “Made in Ita-

ly “sounds better and sells better than “Made in China”.  

2. Draw the conclusion from the interviews that both the education background of the 

entrepreneurial founder or the owner manager and language ability are the key factor 

of what their target market is and how do they marketing themselves in Italian mar-

ket. If they can speak Italy their target customers will be extended more than oversea 

Chinese. If they are not able to communicate in local language, they are going to de-

pend on the traditional network. That is why we are asking questions as follow, be-

sides the info of interviewee and company, "The (Guanxi) network is known as the 

base of Wenzhounese’ business. Do you think your company will be affected if 

business will not be done through (Guanxi) network?" 

3. Derivate from the interview that "brand management" acknowledged person is key 

factor that whether the company have various marketing communication tools and 

how they build up the brand in Italian market. That is the reason we asked several 

questions following: Are there any special people in the company have special 

knowledge of brand management? Who is mainly responsible for the company’s 

marketing? Does the company have Official website Product brochures? For the fol-

lowing marketing means, which one have you done for the company so far? Etc. 

4. As the six interviewed companies are all SMEs there, therefore we want to know 

whether it is the case that most of oversea Wenzhounese in Italy are SMEs according 

to their Wenzhounese background and their characteristics and whether being SMEs 

is the main constrains that they have when it comes to the brand building in terms of 
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money time and HR issues. That is why are asked the size of the company and the 

difficulties they considering in branding.  

5. As in SMEs, it is the case to emphasize the role of the founder and owner managers 

when it comes to the brand building actives, their understanding of the brand and 

brand management and their personal involvement and the organizational culture 

which affects the brand building. That is why we asked if the company is going to 

build up its own brand, as the owner of the company, do you think you will have the 

full passion to invest your time and energy to do it? If the company is going to build 

up its own brand, as the owner of the company, will you take it seriously as a daily 

activity and involve everyone inside the company to carry out the activity? If the 

company is going to build up its own brand, as the owner of the company, will you 

link personalities or characteristics of yourself to the core of the brand? If the com-

pany is going to build up its own brand, as the owner of the company, will you link 

personalities or characteristics of yourself to the core of the brand?  

6. Due to the fact of their education background and their limited brand management 

knowledge, the brand related legal activities is not well considered and carried out 

based on interview, to test whether it is the case for other Wenzhounese Companies 

in Italy too other than interviewed companies. That is why we asked "Has the com-

pany registered or thought about registering in relevant institute where you can get 

protection of the company legally in case of infringement?”etc. 

7. Related external factors that mentioned in the interview such as competitor, local 

the government efforts and the chambers of commerce and other trade association are 

also included in the questionnaires.   

8. Also, the questions as “Does the company clearly identify the products’ competi-

tive advantages?” “According to the products’ offerings, does the company clearly 

know where, the market is and who the customers are?” are aiming to check whether 

the survey participated company has clear brand identity and brand positioning. While 

the questions as “Does the company understand how the customers feel about its 

products and services?” “Does the company understand the attitudes of its customers 

and their changing views and needs?” “Does the company investigate what the cus-

tomers think about its products and services by making phone call, face to face talk, 

questionnaires etc?” are focus on discovering how much efforts has been invested in 

the customer relationship management in the Wenzhounese company while they 

branding themselves in Italy.
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5.2 Survey Results and Analysis: 

There are all together 35 respondents for the questionnaire survey, however, the com-

pleted number confines to 26. Therefore, we run the completed 26 respondents’ data 

in the SPSS to do frequency analysis and meanwhile try to get some correlations out 

of the survey. First of all, all these 26 respondents, they are representing the Wenz-

hounese SMEs with employees no more than 50, they themselves are either the 

founder or the manager of the companies. They register companies in Italy as legal 

entity and produce product either in China or Italy directly. Their customers are main-

ly Oversea Chinese either in Italy or other European countries, partially including the 

local Italian and customers from other countries in Europe. They are mainly holding 

the lower education and speak no more than two languages.  

Lacking of Specialist in brand management  

Table 6. 

 

Majority of them considering branding over short term money making as their busi-

ness focus, however, among 26 respondents, only 8 of them have specialist inside of 

the company working professionally on Brand Management.  

 

COO Benefit  

Table 7.  

Majority of the respondents perceive that, as company registered in Italy, they benefit 

Are there any specialized people in the company have specific knowledge

of brand management ?

8 30,8 100,0 100,0

18 69,2

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Frequency Percentage 

yes 19 73.1

No 7 26.9

Total : 26 100

As the companies registered in Italy, I feel Made in Italy sounds better and sells better than

Made in China
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from the COO, which in their case means that the label marked with “Made in Italy” 

sounds better and sells better than “Made in China”. 

Language barrier 

Table 8.  

 

Language barrier are mentioned most frequently among the respondents as the most 

difficult factor that affects their brand building in Italy.73.1% among 26 respondents 

consider it as the key factor that blocked their further business development. Due to 

the language barrier, the effective customer communication and efficiency of product 

delivery are impacted. Also, culture differentiation and different lifestyle are consider-

ing highly as the factors that affects the brand building from responses.  

Table 9.  

 

 

More than half of respondents considered the financial crisis as the opportunity of en-

couraging their innovation. They were mostly either considering improving the prod-

uct quality or enhance the product innovation as the effective activities of maintain 

their competitive advantage in market. Only small partial of respondents took the 

brand building as consideration to enhance the company’s competitive advantage.   

Human Resource& Relevant Knowledge 

Table 10.  

Frequency Percentage 

Language 19 73.1

Different Lifestyle 15 57.7

Customer needs 10 38.5

Culture diffrentiation 16 61.5

Religion and Belief 4 15.4

Which of the following factors do you consider as most difficult ones when branding in Italy?  

Frequency Percentage 

Yes 15 57.7

No 11 42.3

Do you think the financial crisis is an opportunity to encourage companies innovation? 

Frequency Percentage 

Improve the product quality 16 61.5

Enhance the product Innovation 17 65.4

Build up a brand 10 38.5

Others 5 19.2

If Yes, which of the following activities will the company adopt in order to enhance the

competitive advantage?
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Due to the fact that most of the respondents are personally holding the different per-

ception towards what brand is and what brand management is, we interpret the brand 

as the a good impression of both company image and the product they delivery in this 

question and delivery this concept to all respondents. The purpose of this question is 

to discover what are the key factors that have kept the company away from the brand 

building. Human resource (professional manager or people with special knowledge of 

Brand and Brand Management) and relevant knowledge (either the founder or the 

owner-manager themselves or the employees who understand the Brand and Brand 

Management.) are considering as the biggest challenge which hindered brand building. 

Next to these two factors, the capital which including the cash flow and the future in-

vestment is considered the main constrains that draw them back from brand building, 

either for the reason that there is not enough money to invest in marketing activities 

and promotion or they do not want to undertake the risk of losing uncountable money 

in endless marketing and receiving nothing from brand building which normally re-

quires long term efforts and investment. 

Guanxi Network 

Table 11.  

Guanxi Network is perceived as the way where most of business conducted by Wenz-

hounese back in China. And word of mouth through the network is the way how most 

of these companies build up their brand name, so is the case in Italy. As commented 

by the respondents, only 15.4% of them respond that the business will not be affected 

Frequency Percentage 

Capital 17 65.4

Time 13 50

Human resource 19 73.1

Relevent knowledge 18 69.2

Others 2 7.7

The following factors, which ones do you think hinder the company's long term plan to

establish a good impression in terms of company image and reputation and products in

public's mind?

Frequency Percentage 

badly affected 5 19.2

mildlu affected 9 34.6

somewhat affected 5 19.2

not affected at all 4 15.4

total 23 88.5

loss 3 11.5

Total 26 100

Do you think your company will be affected if businee will not be done through guanxi
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at all without network. 63% of the respondents consider their business will be more or 

less affected by the disconnection of network.  

CRM is lacking  

Table 12.  

The customer relationship management is largely ignored in brand building and brand 

management processes in Wenzhounese enterprises. According to the interviews and 

the survey, customers’ feedback collection work is seldom carried out in their busi-

ness operations; they did not stay in touch with customers to ensure responses. 

Lack of consistency and repetition in brand building 

Consistency and repetition with customers, partners, employees, press, analysts and 

the industry in general about what is your brand position, brand promise, brand perso-

nality, brand story, and brand associations is the key mantra of a brand strategy. How-

ever, as discovered through our interviews and also from previous literature study, the 

Wenzhounese manufacturing and trading companies are poor when it comes to con-

sistency and brand repletion. “They don’t respect our rules, if we shut a factory, they 

re-open it under a new name”, just like what the Prado mayor Romagnoli (2009) said 

in “Made in Italy at Chinese Prices”, Wenzhounese manufactures open and close 

manufacturing and trade companies regularly with news like “Manufacturing and 

trading company for sale” showing up every two weeks in local Chinese newspapers 

that are published every two weeks. 

Ignoring the importance of having a good website 

Table 13. 

Does the company investigate what the customers think about its products and

services by making phone call,face to fce talk,questionnaires etc?

2 7,7 7,7 7,7

2 7,7 7,7 15,4

6 23,1 23,1 38,5

6 23,1 23,1 61,5

10 38,5 38,5 100,0

26 100,0 100,0

yes, quite often

yes, regular

yes,sometimes

yes ,but seldom

not at all

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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E-marketing is playing an increasingly important role in the current global business 

world. A brand is of no use if consumers are not aware of its existence. A website can 

make a major contribution towards building a brand and can also help the SME to 

overcome the barriers imposed by distance. A properly functioning website is helpful 

in linking customers from every part of the world to the company and builds brand 

loyalty. However, Wenzhounese SMEs often ignore the benefits that can be obtained 

from this important brand development tool.  

The concept of a brand has not been communicated and expressed consistently 

Table 14 

 

Knowing the fact that most of the owners have little formal education, mostly at the 

middle school level, and some at the maximum up to high school level, it is perhaps 

not surprising that most of the owners concentrate only on day-to-day transactions. 

When it comes to branding, some of the owners responded as “…making money is 

more important than building up a brand, and I don’t know how to build up a brand, 

therefore, I will not have the passion to do it, because I don’t know how to do it…” 

There are cases when the owner is willing to build up a brand, however, as was said: 

“…I am too busy with everyday business, so I can’t do it consistently, let alone to talk 

about it to my employees…” 

The legal protection for brands is not well focused 

E-marketing (and internet promotions)

5 19,2 100,0 100,0

21 80,8

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Education

1 3,8 3,8 3,8

8 30,8 30,8 34,6

8 30,8 30,8 65,4

8 30,8 30,8 96,2

1 3,8 3,8 100,0

26 100,0 100,0

Elementary

Middle School

High School

University( Bachelor)

University (Master

and Above)

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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In question 38,if yes ,what has the company registered so far ? 

Table 15 

 

 

 

 

 

The survey indicated that Wenzhounese companies have very little awareness that 

they can and should seek legal protection for their brand. Only less than half of them 

had registered their trademarks and logos.  

Zhao (2003) argued that companies have to pay attention to protect their brand which 

they invest knowledge, time, and capital in. Legal brand protection should be the first 

priority when a company starts to build up. If they do not register the brand name or 

trademark in an authorized institute, companies might face losses if later on the brand 

becomes famous and the is misused by other companies for free or even worse, if it is 

registered by another company. Then the company either has to give the successful 

brand as a gift to another company or has to pay a lot to buy this intellectual property 

trademarks

11 42,3 100,0 100,0

12 46,2

3 11,5

15 57,7

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

patent

5 19,2 100,0 100,0

18 69,2

3 11,5

21 80,8

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

company logo

11 42,3 100,0 100,0

12 46,2

3 11,5

15 57,7

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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back. Therefore, the SMEs, especially those who are short of resources, should have 

extremely high awareness about protection of their intellectual property.  

The entrepreneur’s awareness of brand management is low, brand management has 

not been paid enough attention, and the role of the decision maker is ignored during 

brand building and brand management  

As indicated above, most of the owners have limited education, and they are very 

much relying on their business network – “Guanxi” – about the development of their 

market. Instead of using their company name or products, they market themselves 

ahead of the companies or the products. One of the respondents replied, “...through 

the introduction of my friends, I get to know my friends’ friends. We have a saying, 

‘we start to do business with friends’. However, here the ‘friends’ do not stand for ac-

tual friends, but only ‘business friends’; when the ‘friends’ build up the trust between 

each other, then there is a possibility to do business. When it comes to the products, 

from each company they are almost the same in terms of quality, but the trust towards 

the individuals is not...” In this case, the owners do have some sense of marketing 

themselves as brands. However, they have done quite a mistake in brand management. 

They separate themselves from the company’s employees, and even the company’s 

products and the company’s culture. They concentrate too much on only themselves 

as a business sign. In other words, they ignore the power of their employees to im-

prove or enlarge the power of brand which also means that they, as owners of the 

company, ignore the power to influence their employees to be involved in the brand 

activities.  
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6. Conclusion, Discussion and Further Research 

This chapter describes the main findings we have discovered according to both the in-

terviews and the survey conducted for this thesis that present how and why the over-

seas Wenzhounese feel branding is difficult and, accordingly, why their branding is 

hindered. 

6.1 Conclusion 

Based on our empirical findings both from qualitative and quantitative data, besides 

the language barriers and constrains as SMEs as their obstacles in application of 

branding strategy, lacking of the external professional management in brand man-

agement are considered to be the common problem in oversea Wenzhounese compa-

nies. Meanwhile most of them considering that lacking of the specialist in brand and 

brand management is the key obstacles in their companies besides the limitations in 

terms of capital, human resources and constrained networking. Not enough capital to 

invest in branding or thinking it risky to have a long term investment is another im-

portant obstacle. Also the knowledge of branding and brand management are defined 

as the main constrains in the brand strategy development and brand performance in 

overseas Wenzhounese companies. However, benefiting from COO has been consi-

dered as the major advantage for Wenzhouness Companies registered in Italy. these 

Wenzhounese companies, 75% of responders considering registration in Italy as an 

advantages, they not only benefit from better sounds of “Made in Italy” than “Made in 

China” but also increase their sells volume accordingly. The country of origin is mod-

ified and a nicer veil is covered in its name.  

Based on interview and questionnaire survey, the internal and external factors that in-

fluence these obstacles and opportunities are identified as following.  

 6.1.1 Internal Factors 

1. Being as SMEs  

Before we conducted the questionnaire survey, it was mainly our prediction that the 

Wenzhounese enterprises in Italy mainly stay at small and medium sizes according to 

their Wenzhounese character and characteristics of the Wenzhou model. This predic-

tion is based on two main reasons: first of all, the six companies that participated in 

interviews happened to be SMEs; second, according to the observations and notes 

recorded in 2009, Wenzhounese enterprises in Milan are mainly SMEs. In our thesis 

this prediction is confirmed by the survey results – among the participants of the 

complete survey there are no Wenzhounese companies in Italy over the size of 50 

people. 

There are virtues of being small, and several scholars have been advocating this point.  

Firstly, the entrepreneurial characteristics of SMEs enrich flexibility and innovation 
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of the company, which makes them more adept at serving specialized or niche mar-

kets and remaining responsive to customer needs (Gilmore et al., 1999; Cohn & Lind-

berg, 1972). Accordingly, there are more opportunities for SMEs to get close to their 

customers and obtain valuable feedback, which can then be used to provide them with 

customized, value-added services (Gilmore et al., 1999). In addition, according to 

Knight (2000) there is research showing that entrepreneurial SMEs have a greater 

ability to leverage marketing strategies for entering new product markets and coping 

with complex environments. The booming of the Wenzhounese SMEs in Italy indi-

rectly proves that the entrepreneurial SMEs virtues certainly exist.  

 

However, also from a SMEs’ point of view, brand development carries with it a high 

degree of risk and a considerable financial burden. A strong brand cannot be built 

overnight; it requires an ongoing allocation of resources and constant financial in-

vestment. For many Wenzhounese SMEs, simply staying in business is a challenge. 

For most of the manufactures which have the intention to build a brand, when their 

enterprise finds itself making a loss over an extended period, they give up the at-

tempts to develop their own brand and go back to relying on contract manufacturing. 

The majority of them attribute their branding strategy failures or non-branding actions 

to the shortage of capital, both in financial resources and human capital. 

 

Although Keller (1998) and Krake (2005) provided guidelines for SMEs in building 

strong brands, SME firms are still facing barriers that hinder them, in particular to car-

ry out branding activities. These barriers are mainly arising from the limitations on fi-

nancial and human resources, time and knowledge (Wong & Merrilees, 2005). The 

insufficient resources force SMEs to focus on day-to-day transactions or selling or 

production approach, as opposed to a marketing or branding orientation. Therefore, 

this short-term focus becomes an obstacle for them to build up a long term branding 

strategy.   

 

Human resources were overwhelmingly cited by our interviewees as their number one 

challenge. The survey shows that most of the Wenzhounese companies have Chinese 

employees and most of these Chinese employees are Wenzhounese. According to 

Pan’s (1999) research, after 1985 the Chinese immigrants mainly came from Wenz-

hou through regular and irregular means; with the immigrants from the last decade 

mostly having less education. With the dream of getting rich in Europe, these Wenz-

hounese mostly work in Wenzhounese companies. This is an important reason that 

causes the common phenomena that Wenzhounese companies lack high quality hu-

man resources. Furthermore, Wenzhounese companies lack global managers with the 
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practical experience, global mindset, and the language and cultural skills that are re-

quired to succeed globally. 

a. Shortage of capital resources 

Most of the migrant Wenzhounese founders started their business after accumulating 

their capital by working for others for years, or borrowing money from their friends 

and relatives back in China. Bank loans are not an option for them in China due to 

their small and medium size, while it is also relatively difficult to get loans in Italy 

due to language barriers and involvement in unfamiliar legal processes. To make 

money for further business growth is rather difficult, not to mention for investing cer-

tain amounts in brand building. Effective and integrated communication tools are not 

their preferences when there is not enough capital backup.  

b. Shortage of Human resources: owner manager, specialist and employees 

The founders or owners of Wenzhounese SMEs are often the key decision-makers and 

responsible for daily operations, management and attend to many of the functions per-

formed within the organization, such as banking, advertising, recruitment, or even sta-

tionery purchase. Facing resource constraints, both in terms of time and money, which 

results in many founders or decision makers adopting what could be described as 

“Survival mentality” (Berthon, Ewing, and Napoli, 2008). The use of specialist, such 

as advertising or recruitment agencies, is rare for SMEs as mentioned by Culkin and 

Smith (2000). The survey results also prove that, in Wenzhounese SMEs, companies 

that have people with specialized knowledge towards brand and brand management in 

their staff are rather few, e.g. in our thesis, it was only 9 out of 34 companies (6 inter-

viewed companies plus the 28 survey participating companies). 

The basic outcome of the survey confirms the hypothesis we developed based on the 

six companies’ interviews that previous knowledge of brand and brand management 

is a key factor affecting the branding strategy of an enterprise. There is various under-

standing of what a brand is and what constitutes a brand. The founders or owners 

were asked to discuss at some length their views about the nature of brands and what 

elements they consider constitute a brand. From the interviews it was apparent that 

each founder or owner was using his/her own interpretations because they all found 

simplified ways of describing the complex nature of brands. Among the six compa-

nies, two elements were almost universally mentioned, i.e.: 

(1) Functional capabilities, relating to the brand’s tangible, rationally assessed, prod-

uct performance; 

(2) Symbolic features, such as intangible, emotionally assessed, emotional values of 

the brand’s personality. 

However, it is only the functional parts that were mentioned and talked about by the 

interviewees, those concerning brand associations and brand personality; they think 

that it is something to do in the future when there are more adequate money and time.   



Obstacles or Opportunities? Branding for overseas Wenzhounese in Italy 

 

  

The most founders or decision makers of Wenzhounese companies are not well aca-

demically educated and often lacking foundation knowledge themselves; therefore to 

use an integrated brand building strategy might be an impossible job for them. Even 

while an individual entrepreneur may be able to get a brand started, brands change 

over time in response to new development in the market, and specialist marketing tal-

ent is needed to create the right brand image and help the company move away from 

competing in price towards competing in value. Human resources were overwhel-

mingly cited by our interviewees as their number one challenge. Wenzhounese com-

panies lack global managers with practical experience, global mindset, and the lan-

guage skills and cultural skills that are required to succeed globally. 

Lack of theoretical guidance for brand management 

Generally, the brand management carried out in these Wenzhounese corporations is 

product-centered brand management. Most of them started printing out their packag-

ing before there is a clear branding position for it. They do not fully understand the 

brand’s role in the purchasing action and their knowledge about existing and potential 

customers’ attitude towards their product and services and their purchasing behavior 

is limited. Their brand strategy merely focuses on the visibility and recognition of the 

brand name and brand reputation by observing customers’ interests, preferences, pur-

chasing desires and loyalty. 

2. Corporate culture and communication  

a. Family business in Wenzhounese companies in Italy  

Overseas Chinese family businesses (OCFBs) have gained a reputation for cost effi-

ciency, responsiveness, and flexibility as original equipment manufacturers (OEMs) 

and as pioneers of the mainland’s industrialization (Carney, 1998). According to our 

survey and interviews, the migration of the Wenzhounese brings the Wenzhou model 

to Italy as well, with most of the Wenzhounese companies located in Italy belonging 

to OCFBs, where their businesses are based upon a relatively simple ‘personally ma-

naged’ organization operating within a network of kinships and ethnic relations. 

While the pros suggested that these ties and close relationships make work and com-

munication within organization more efficient, there are other assessments that sug-

gest that structures based on kinship are inherently unstable and unable to survive 

more than two or three generations of management before weakening and disintegrat-

ing (Fukuyama, 1995; Koa, 1993; Yoshihara, 1988). In Wenzhounese family busi-

nesses, the case is exactly as Fukuyama’s (1995) suggestion that it is very difficult for 

founders to make the transition from entrepreneurial control to professional manage-

ment. As observers, the authors personally believe that this is caused by the fact that 

the base of family control and the personal management mentality mostly excludes 

external management in the business and professional management is very rarely seen. 

Lack of communication within the companies and neglect of brand building teams 
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Due to the fact of family business management of Wenzhounese, it is a common phe-

nomenon that the decision maker is the only person who truly understands the mean-

ing of the brand of the enterprise, while the employees are passively doing their work 

and carrying out the decisions the decision maker made. The value of a brand cannot 

be delivered to the customer if the employees themselves do not understand what the 

true value is. 

Durbin (1994, p.336) defines communication as: “The sending, receiving and under-

standing of messages. It is also the basic process by which managers and profession-

als accomplish their work. The purpose of communication is to gather processes and 

disseminate information. People who share similar values tend to perceive things in 

similar ways.” Meglino & Ravlin (1998) and Deal & Kennedy (1982) argued that 

successful organizations place great emphasis on making their values explicit and en-

suring they were known and shared by employees. As postulated by Harris (2001), 

strong shared organizational values that are appropriate and adaptive will be positive-

ly associated with superior brand performance.  

The role of employees needs to be recognized as a brand’s “ambassadors’” (Hemsley, 

1998). Employees constitute the interface between a brand’s internal and external en-

vironments and can have a powerful impact on consumers’ perceptions of both the 

brand and the organization (Schneider & Bowen, 1985; Balmer & Wilkinson, 1991). 

Therefore, for Wenzhounese enterprises the decision maker needs to ensure that all 

the employees are involved in the brand building; the value of the brand should be 

clearly communicated to the employees as they are members of the brand team – 

without these people, there will be no organization culture and no brand value.  

Lack of corporate culture results in lack of brand culture 

Culture is the core of a corporation and a connotation of their product and servic-

es. Culture is a factor in brand building. In most companies of Wenzhounese, 

the enterprise culture has been shaped and formalized as a family culture, but this 

formalized culture stays at the shallow surface; while the decision makers talk to the 

staff about their opinions, then still decide almost everything themselves: neither the 

staff activities nor the corporate philosophy justify the claim on the actual culture, 

systematic culture is missing, resulting in lack of internal cohesion and external com-

petitiveness for brand. 

6.1.2 External Factors 

1. Furious competition and price war 

From most responses, the Wenzhounese SMEs are fighting with each other in prices; 

they are facing intense competition from their peer and from Italian companies. The 

focus on the price war makes brand strategies less likely to be carried out in most of 

Wenzhounese SMEs.   
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2. Lack of support from the local government and the Chamber of Commerce or 

trade associations (comparison with how the Chinese government supports the 

SMEs) 

Where there are Chinese businessmen in Italy, there is the Chamber of Commerce, 

whose members mostly consist of the local Chinese businessmen. The aim of the 

Chamber of Commerce or the trade associations is to help the local Chinese busi-

nessmen and Chinese companies to enlarge their business circle or develop new mar-

kets. In China, there are many local governments encouraging the companies, espe-

cially the small and medium sized companies, to build up their own brands by giving 

certain types of help or guidelines to the SMEs, such as awards to the companies 

which have successfully built up a brand. However, in the survey, 52% of the respon-

dents regarded the Chamber of Commerce as giving no help or tips of how the com-

panies could build brands, and 40% of the respondents have no idea about whether the 

Chamber of Commerce or the trade associations give any information about company 

brand building or brand management. 40% of the respondents are sure that the local 

Italian government gives no help to foreign companies, and 52% of the respondents 

have no idea about whether the Italian government gives any help or support to for-

eign companies concerning brand building in Italy. 

3. Culture differences in terms of language, lifestyle and customer demands, etc. 

Most of the Wenzhounese in Italy now are the first generation of immigrants them-

selves. Half of the respondents in the survey have been in Italy for more than 10 years. 

The rest ranges from 1 year to 10 years. Although now they live and work in Italy, 

they are cohabitating with other Chinese, working together with other Chinese; they 

have their own small China-towns in Italy. Their lifestyles are not much different 

from when they were in China, but the external environment system has changed. Due 

to large part of their interactions being in the Chinese community, they are still not 

entirely integrate with the Italian society. Most of them perceive there are differences 

in their daily life when compared to Italians. These differences come from language, 

lifestyle, religion and other factors. One of the respondents said, “…to create own 

brand, that is impossible; apart from limited resources, there are differences in our 

minds and their minds, something that Chinese like, doesn’t mean that Italians will 

like. Our tastes are different, and our demands are also different, because we have 

different culture systems, and different language systems, and lifestyle…” 

4. Distribution channels: network – a positive factor – becomes a constraint 

One of the obvious Wenzhounese characteristics is the business network, which in 

Chinese is called “Guanxi”. As one of the interviewed respondents said, they do busi-

ness through friends’ introduction to another friend. Doing business with the new 

friend is based on the mutual trust from the two parties towards a third party. To some 

extent, this makes the business easier and enlarges the market. However, on the other 

hand, this network also hinders business development. Once this relatively stable 

business network crashes on one side, it influences not only the second party, but also 

the third, the fourth, and even the entire network, because this network is not just dual, 
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but complex and combined. 62% of the respondents agreed that if the network crashes, 

their business will be somewhat or to a large extent affected.  

5. Lack of a well known Chinese brand outside of China 

There is no famous Chinese brand among the top 100 brands in the world (Business 

Week.com). When thinking in terms of country of origin, China is notorious for 

“Made in China”, while Italy is famous for “Designed in Italy”. There are numerous 

world famous brand names from Italy such as Gucci, Prada, etc. while companies 

from China are good at OEM. Chinese companies receive orders from Italian compa-

nies, and manufacture the famous brands’ bags, clothes and shoes according to their 

design and technologies. It seems that many Chinese companies take this for granted 

and even position themselves at the place of OEM. They are already trapped in this 

OEM, instead of thinking outside of the box, and so are the Wenzhounese companies 

in Italy. “…it’s too difficult for us to come up with a new brand which will be ac-

cepted by the world, it takes decades of time, energy and investment which we can’t 

afford, plus we don’t have enough knowledge to do it…for the Chinese companies to 

have a world famous and successful brand, it still has a long way to go…” said one of 

the respondents.” 

6.2 Discussion 

In summary, due to the constrains of the relevant knowledge, limited specialist and 

the SMEs nature of  Wenzhounes companies in Italy, there is a conception confusion 

with brand management with product management, advertising , customer service and 

selling among the entrepreneurs/owner managers. Therefore, lacking of the specialist 

and brand management knowledge are perceived as the major obstacles of carrying 

out right branding strategy and execute brand management in Wenzhounese compa-

nies in Italy besides the language barrier and budget availability which are due to the 

internal reason of family business management style and exclusiveness of the outsid-

ers. Entrepreneur /Owner manager as the key person of these SMEs Wenzhounese 

companies in Italy, their understanding of brand and brand management and their pas-

sion of branding investment and brand building activities plays key role and is the 

most crucial variable in brand management activities.   

Benefit from COO as the main advantage for oversea Wenzhounese branding them-

selves in Italy boots both sales and customers base of their business, however as the 

brand management is more than sales, brand management should be paid more atten-

tion in further activities, branding policy must be designed and implemented more 

carefully, both scale and degree of complexity should be suitable for individual 

Wenzhounese SMEs. 

The main purpose of the thesis is fulfilled with the empirical data findings, however, 

there are limitations with regard to the collection of empirical data in this paper, pri-

marily, and only a small number of companies and respondents are selected from Italy. 
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Although the selected companies vary in basic corporate features in terms of products 

and services they deliver, they are all related to trading and manufacturing; however 

there is no further clarification about their business model whether they are B2B or 

B2C. Therefore the problems each company holds might not be proper to use as the 

typical sample of its own kind of business. 

6.3 Further Research  

There are already many studies focused on business management in overseas Chinese 

enterprises, but the zooming focus on Management and Branding is new, especially 

when it is narrowed down to the Wenzhounese. One important lesson we can draw 

from the previous study is that much attention needs to be paid to the Wenzhounese 

ethic and cultural foundation of people, and particularly to the social and historical 

conditions and cultural mechanisms whenever overseas Wenzhounese-related topics 

are under study. Only then can we understand the overseas Wenzhounese community 

and their community related behavior, and the findings will help us understand the 

overseas Wenzhounese way of doing business better, not only offering the reference 

to how these overseas Wenzhounese contribute to national economic development in 

the host country, but also helping to generate the case study on culture, for the devel-

opment of the management science.  

For the benefit of future research, the following research recommendations are identi-

fied: 

1. The relationships between the entrepreneurship of the Wenzhounese and the brand 

strategy should be further discussed.  

2. Investigate the family business orientation and family business management struc-

ture explaining the key features of the brand strategy process in Wenzhounese enter-

prises.  

Also, a quantitative research is highly recommended in this paper for future research 

to test and generalize the findings of this paper since there is limitation concerning 

both the data we collected and questionnaire developed in this thesis.  
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Appendices  

Appendix 1. Interview Guide  

a. Background: 

1. General demographic information and history of the company. 

2. How and why did they choose Italy to start their business? 

3. The general information concerning the company including what are their busi-

ness annul turnover if possible.  

 

b. Understanding of brand and brand management: 

1. What is the owner-manager’s personal perception of brand and brand management? 

2. What have they done to communicate their products and services to their custom-

ers?  

3. Whether there is brand management as Western management did, if yes, what 

have they done? 

 

c. Motives for branding: 

1. Where did the branding idea come from? 

2. Are they aware of the challenge and opportunities? 

 

d. Organizational culture: 

1. Are they a family business type as it is the most common business entity back in 

Wenzhou in China, or is there a new style in Italy? 

2. Is there open culture organizational culture or conservative as usual? 
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Appendix 2.  English Questionnaire 

Cover Letter  

Dear Sirs/Madams, 

We are two Chinese students doing a master program in Jönköping International 

Business School, in Sweden. Both of us come from Zhejiang province. We are work-

ing in our thesis whose topic is about the Wenzhounese companies in Italy and brand 

building.   

We are particularly desirous of obtaining your responses because your experience and 

opinion you have encountered during your company running will contribute signifi-

cantly towards finding out the common problems and/or opportunities that the Wenz-

hounese companies in Italy facing on their way of branding. Furthermore, your partic-

ipation and responses can also help us to identify the specific internal and external 

factors why the Wenzhounese companies in Italy face these problems and/or oppor-

tunities. The following phone call questionnaires have been tested with several sam-

ples who almost have the similar background as you have. And we have revised the 

questions so that it is possible for us to obtain all necessary data while requiring a 

minimum of your time. The average time required for the samples trying out the ques-

tionnaire was 20 minutes.  

We appreciate and thank you in advance for your support and cooperation for our the-

sis. We would welcome any comments that you may have concerning any aspect of 

Wenzhounese company brand management in Italy. Your responses will be held in 

strictest confidence. We will be please to send you a summary of the survey results if 

your desire.  

Questionnaire 

Part I: Basic information about the interviewee and the company 

ⅰⅰⅰⅰ: Information about the interviewee:  

1. Age: □18-24 □25-44 □45-64 □above 64 

2. Gender: □Male □Female 

3. Are you Wenzhounese? □Yes □No 

4. Education: □Elementary □Middle School □High School □University (Bachelor) 

□University (Master and above) 

5. If the education level is over high school, what is your major?  

6. Language skills: □Mandarin □Wenzhounese □English □Italian □Cantonese 

□Other languages  
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7. How long have you been in Italy?        years 

8. What is your position in the company? 

A. General Manager (Founder and/or Owner) 

B. Manager   

C. Employee 

ⅱⅱⅱⅱ: Information about the company：：：： 

1. How many employees are there in your company?  

A. Less than 5 

B. Between 6-10 

C. Between 11-24  

D. Between 25-50 

E. Between 51-100 

F. Over 100 

2. What are the nationalities of your employees? 

A. Chinese 

B. Italian 

C. Other nationalities 

3. What is the office language in the company?  

A. Wenzhounese 

B. Mandarin 

C. Italian 

D. English 

E. Other languages 

4. Which area is your company in? 

A． Garment, shoe manufacturing 

B． Trading  

C． Media  

D． Small commodities, and crafts 

E． Education 

F． Food and Beverage 

G． Logistics 

5. Who are the company’s customers：：：：        (multiple choice), which group is 

the main customer?     

A. Chinese in Italy 

B. Italian 

C. Chinese outside of Italy 

D. Foreign outside of Italy 

Part ⅡⅡⅡⅡ: Common problems and/or opportunities in branding the Chinese compa-

nies’ face in Italy.  

1. Which one do you consider is more important for the company?  

A. Earning money in short-term.  

B. Establish good impression of your company in terms of company image, reputa-

tion and product to the public in long term.  

2. In question 1, if B is more important, has the company made any plan yet?  

A. Yes, short-term plan 

B. Yes, long-term plan 

C. Not yet 

3. In question 2, if yes, then which of the following activities are included in 

your place?          (multiple choice) 
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A. Improve the product quality in order to improve the product image 

B. Be interactive with customers to understand their needs and satisfaction  

C. Clearly identify company’s products offerings and clearly identify who the com-

pany’s customers are.  

D. Develop effective ways of marketing  

4. Does the company clearly identify the products’ competitive advantages?  

A. Yes B. No 

5. According to the products’ offerings, does the company clearly know where, 

the market is and who the customers are?  

A. Yes B. No 

6. Are there any special people in the company have special knowledge of brand 

management? 

□Yes             □ No          

7. Who is mainly responsible for the company’s marketing?  

□ Myself        

□ My copartner 

□ My family members  

□ My department manager  

□ My employees   

□ Noone          

8. Does the company have           ? 

A. Official website  
B. Product brochures? 

9. For the following marketing means, which one have you done for the compa-

ny so far? 

□ Personal selling  

□ Sales promotion  

□ Public relations (and publicity)  

□ Direct marketing 

□ Trade fairs and Exhibitions  

□ Advertising  

□ Sponsorship  

□ Packaging  

□ Merchandising (and point of sale)  

□ E-marketing (and internet promotions)  

□ Brands 

10. Does the company understand how the customers feel about its products and 

services?  

□ Yes, very clearly    

□ Yes, but sometimes  

□ Yes, but seldom  

□ No, not at all  

11. Does the company understand the attitudes of its customers and their chang-

ing views and needs? 

□ Yes, very clearly    

□ Yes, but sometimes  

□ Yes, but seldom  

□ No, not at all  
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13. Does the company investigate what the customers think about its products 

and services by making phone call, face to face talk, questionnaires etc? 

□ Yes, quite often      

□ Yes, regular  

□ Yes, sometimes    

□ Yes, but seldom    

□ Not at all 

14. Does the company under the pressure of the competitors in the same area? 

□ Yes   □ No  □ I don’t know 

15. In question 14, if yes, what are the specific pressure from the competitors?  

A. competitors’ popularity 

B. competitors’ competitive price 

C. competitors’ product differentiation 

D. competitors’ good company reputation and image 

E. competitors’ customers always buy thing from the same one 

16. As the company’s registered in Italy, I feel “Made in Italy “sounds better and 

sells better than “Made in China”.  

□ Yes □ No □ I don’t know 

20. Do you think the financial crisis is an opportunity to encourage company’s 

innovation?  

□Yes □ No  □ I don’t know 

21. In question 20, if yes，，，，which of the following activities will the company 

adopt in order to enhance the competitive advantage? 

A. Improve the product quality 

B. Enhance the product innovation 

C. Build up a brand  

D. Others        

22. There are many world famous brands, (i.e., bags, watches, shoes and wines) 

originating from Italy. Which of the following problems do you think that the 

company might face on its way of branding its own?   

A. Language barriers 

B. Different lifestyle  

C. Customer needs 

D. Culture differentiation 

E. Religion and belief 

Part ⅢⅢⅢⅢ: Internal and external factors which affect those problems and opportuni-

ties 

1．．．．If the company is going to build up its own brand, as the owner of the com-

pany, do you think you will have the full passion to invest your time and energy 

to do it? 

□ Yes    □No □ I don’t know 
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2. If the company is going to build up its own brand, as the owner of the compa-

ny, will you take it seriously as a daily activity and involve everyone inside the 

company to carry out the activity?  

□ Yes □ No □ I don’t know 

3. If the company is going to build up its own brand, as the owner of the compa-

ny, will you link personalities or characteristics of yourself to the core of the 

brand?  

□ Yes □ No □ I don’t know 

4. Of the following factors, which ones do you think hinder the company’s long 

term plan to establish a good impression in terms of company image and reputa-

tion and products in public’s mind?  

A. Capital 

B. Time 

C. Human resource 

D. Relevant knowledge and others 

5. Due to the limited capital, time and human resources, which of the following 

activities the company can not carry out?  

A. Effective product marketing 

B. Regular promotion 

C. Plenty of advertising 

D. Regular product update 

E. Customer relationship maintain  

F. Updating the packaging 

G. Company’s logo design 

H. Company protection by law 

6. Has the company registered or thought about registering in relevant institute 

where you can get protection of the company legally in case of infringement?  

□ Yes □ No □ I don’t know 

7. In question 4, if yes, what has the companied registered so far?  

A. Trademarks 

B. Patent 

C. Company logo 

D. Company owner 

E. Company’s slogan (ie. NIKE, just do 

it!) 

8. Do you think the issue of establishing a good company impression in the public 

in terms of reputation, image, and products only matter with only owner or eve-

ryone within the company?  

A. The owner  B. Everyone inside the company 

9. Do you agree to the understanding the relationship between company and cus-

tomer are “mutuality”? 

□ Yes □ No □ I don’t know 
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10. The (Guanxi) network is known as the base of Wenzhounese’ business. Do 

you think your company will be affected if business will not be done through 

(Guanxi ) network? 

□ Badly affected          

□ Mildly affected         

□ Somewhat affected          

□ Little affected      

□ Not affected at all  

11. Are you the member of any chambers of commerce and trade associations in 

Italy? 

□ Yes □ No □ I don’t know 

12. If you are member of chambers of commerce and trade associations, do these 

organizations offer specific services in terms of brand building and brand man-

agement? 

□ Yes □ No □ I don’t know 

13. Has local Italian government offer any similar service to foreign companies?  

□ Yes □ No □ I don’t know 



 

76 

 

Appendix 3 Frequency of Survey Results 

1. 

 
 

2. 

 
3. 

 

 
 

 

 

4. 

 
 

5. 

Age

2 7,7 7,7 7,7

20 76,9 76,9 84,6

4 15,4 15,4 100,0

26 100,0 100,0

18-24

25-44

45-64

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Gender

21 80,8 80,8 80,8

5 19,2 19,2 100,0

26 100,0 100,0

male

female

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Education

1 3,8 3,8 3,8

8 30,8 30,8 34,6

8 30,8 30,8 65,4

8 30,8 30,8 96,2

1 3,8 3,8 100,0

26 100,0 100,0

Elementary

Middle School

High School

University( Bachelor)

University (Master

and Above)

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

If the education level is over high school ,do you have business

background?

4 15,4 100,0 100,0

22 84,6

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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6. 

 
 

7. 

 
 

8. 

 
 

9. 

Languages skills

2 7,7 7,7 7,7

12 46,2 46,2 53,8

5 19,2 19,2 73,1

3 11,5 11,5 84,6

4 15,4 15,4 100,0

26 100,0 100,0

english

Italian

E+I

E+I+O

None

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

How long have you been in Italy ?

4 15,4 15,4 15,4

1 3,8 3,8 19,2

6 23,1 23,1 42,3

15 57,7 57,7 100,0

26 100,0 100,0

1-3 years

3-5 years

5-10 years

Over 10 years

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

How many employees are there in your company?

7 26,9 26,9 26,9

10 38,5 38,5 65,4

7 26,9 26,9 92,3

2 7,7 7,7 100,0

26 100,0 100,0

less than 5

Between 6-10

Between 11-24

Between 25-50

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

What are the nationalities of your employees?

15 57,7 57,7 57,7

1 3,8 3,8 61,5

3 11,5 11,5 73,1

7 26,9 26,9 100,0

26 100,0 100,0

Chinese

Italian

Chinese + italian

+Other nationalities

Chinese+Italian

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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10. 

 
 

11. 

 
 

12. 

What is the office language in the company?

2 7,7 7,7 7,7

3 11,5 11,5 19,2

1 3,8 3,8 23,1

7 26,9 26,9 50,0

7 26,9 26,9 76,9

1 3,8 3,8 80,8

2 7,7 7,7 88,5

2 7,7 7,7 96,2

1 3,8 3,8 100,0

26 100,0 100,0

Wenzhounese

Mandarin

Italian

W+M

M+I

M+I+E

W+I

W+I+M+E

I+E

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Who are the companies' customers?

4 15,4 15,4 15,4

2 7,7 7,7 23,1

1 3,8 3,8 26,9

2 7,7 7,7 34,6

12 46,2 46,2 80,8

4 15,4 15,4 96,2

1 3,8 3,8 100,0

26 100,0 100,0

Chinese in Italy

Italian

Chinese outside of Italy

Italian +Foreigners

outside of Italy

All above mentioned

Chinese in Italy + Italian

Chinese in Italy+Italian

+foreigners outside of

Italy

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

What area is your company in ?

9 34,6 34,6 34,6

8 30,8 30,8 65,4

1 3,8 3,8 69,2

6 23,1 23,1 92,3

1 3,8 3,8 96,2

1 3,8 3,8 100,0

26 100,0 100,0

Garment shoe

manufacturing

Trading

Media

Small commodities

and crafts

Education

Food and beverage

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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13. 

 
 

14. 

 
 

 

 

15 

Where is your main marekt in Italy or out side

22 84,6 84,6 84,6

3 11,5 11,5 96,2

1 3,8 3,8 100,0

26 100,0 100,0

In Italy

Outside of Italy

both

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Which one do you consider is more important for the company ?

3 11,5 11,5 11,5

23 88,5 88,5 100,0

26 100,0 100,0

Earning money

in short-time

Establish good

impression of

your company in

terms of compan

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

In question 15, if B is important ,has the company made any paln yet ?

6 23,1 23,1 23,1

13 50,0 50,0 73,1

7 26,9 26,9 100,0

26 100,0 100,0

yes, short-term plan

yes,long term plan

Not yet

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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16. 

 
 

17. 

 
 

18. 

In question16, if yes, then which of the following activities are incleded in your plan?

6 23,1 23,1 23,1

1 3,8 3,8 26,9

2 7,7 7,7 34,6

6 23,1 23,1 57,7

1 3,8 3,8 61,5

3 11,5 11,5 73,1

2 7,7 7,7 80,8

3 11,5 11,5 92,3

1 3,8 3,8 96,2

1 3,8 3,8 100,0

26 100,0 100,0

Improve the product

quatilty in order to

improve the product

clearly identify

company's products

offerings and clearly id

Develop effectuive

ways of marketing

1234

123

134

13

23

12

124

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Does the company clearly identify the products'competitive advantages?

20 76,9 100,0 100,0

6 23,1

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

According to the products offerngs, does the company clearly know what

the market is and who the customers are ?

21 80,8 100,0 100,0

5 19,2

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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19. Who is mainly responsible for the company's marketing? 

 
 

 
 

 
 

 
 

Are there any specialized people in the company have specific knowledge

of brand management ?

8 30,8 100,0 100,0

18 69,2

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Myself

19 73,1 100,0 100,0

7 26,9

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

My copartner

8 30,8 100,0 100,0

18 69,2

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

My family members

7 26,9 100,0 100,0

19 73,1

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

My department manager

10 38,5 100,0 100,0

16 61,5

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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20. 

 
 

21. For the following marketing means, which one have you done so far? 

 
 

 
 

 
 

My employees

8 30,8 100,0 100,0

18 69,2

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Dose the company have ?

8 30,8 30,8 30,8

7 26,9 26,9 57,7

11 42,3 42,3 100,0

26 100,0 100,0

product prochures

offcial website

none of them

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Personal selling

13 50,0 100,0 100,0

13 50,0

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Sales promotion

2 7,7 100,0 100,0

24 92,3

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Public relations (and publicity)

4 15,4 100,0 100,0

22 84,6

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent



 

83 

 

 
 

 
 

 
 

 
 

 
 

 

Direct marketing

16 61,5 100,0 100,0

10 38,5

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Trade fairs and Exhibitions

9 34,6 100,0 100,0

17 65,4

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Advertising

14 53,8 100,0 100,0

12 46,2

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Sponsorship

2 7,7 100,0 100,0

24 92,3

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Packaging

2 7,7 100,0 100,0

24 92,3

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Merchandising (and point of sale)

7 26,9 100,0 100,0

19 73,1

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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22. 

 

 
23. 

 
 

24. 

E-marketing (and internet promotions)

5 19,2 100,0 100,0

21 80,8

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Brands

5 19,2 100,0 100,0

21 80,8

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Dose the comoany undertandhow the customers feel about its products and service?

11 42,3 42,3 42,3

11 42,3 42,3 84,6

3 11,5 11,5 96,2

1 3,8 3,8 100,0

26 100,0 100,0

yes,very clearly

yes, but sometimes

yes,but seldom

no , not at all

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Does the company understand the attitudes of its customers and their changing

views and needs ?

10 38,5 38,5 38,5

13 50,0 50,0 88,5

2 7,7 7,7 96,2

1 3,8 3,8 100,0

26 100,0 100,0

yes,very clearly

yes,but sometimes

yes,but seldom

no , not at all

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent
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25. 

 
 

26. In question 27,if yes, what are the specific pressure coming from the competi-

tors ? 

 
 

 
 

Does the company investigate what the customers think about its products and

services by making phone call,face to fce talk,questionnaires etc?

2 7,7 7,7 7,7

2 7,7 7,7 15,4

6 23,1 23,1 38,5

6 23,1 23,1 61,5

10 38,5 38,5 100,0

26 100,0 100,0

yes, quite often

yes, regular

yes,sometimes

yes ,but seldom

not at all

Total

Valid

Frequency Percent Valid Percent

Cumulative

Percent

Does the company feel the pressure of the competitors in the same area?

25 96,2 100,0 100,0

1 3,8

26 100,0

yesValid

0Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

competitors?popularity

7 26,9 100,0 100,0

17 65,4

2 7,7

19 73,1

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

competitors?competitive price

19 73,1 100,0 100,0

5 19,2

2 7,7

7 26,9

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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27. 

 
28. 

competitors?product differentiation

10 38,5 100,0 100,0

14 53,8

2 7,7

16 61,5

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

competitors?good company reputation and image

2 7,7 100,0 100,0

22 84,6

2 7,7

24 92,3

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

competitors?customers always buy thing from the same one

6 23,1 100,0 100,0

18 69,2

2 7,7

20 76,9

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

As the companies reguistered in Italy, I feel Made in Italy sounds better

and sells better than Made in China?

19 73,1 100,0 100,0

7 26,9

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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29. in question30 , if yes ,which of the following activities will the company adopt in 

order to enhance the competitive advantage? 

 
 

 
 

 
 

Do you think the finicial crisis is an opportunity to ecourage companu's

innovation ?

15 57,7 100,0 100,0

11 42,3

26 100,0

yesValid

noMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Improve the product quality

16 61,5 100,0 100,0

6 23,1

4 15,4

10 38,5

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Enhance the product innovation

17 65,4 100,0 100,0

5 19,2

4 15,4

9 34,6

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Build up a brand

10 38,5 100,0 100,0

12 46,2

4 15,4

16 61,5

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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30. There are many world famous brands,(i.e.,bags watches shoes and wines)orininating 

from italy, which of the following problems do you thini that the company might face 

on its way of branding its own? 

 
 

 
 

 
 

 
 

Others

5 19,2 100,0 100,0

17 65,4

4 15,4

21 80,8

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

language barriers

19 73,1 100,0 100,0

7 26,9

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

different lifestyle

15 57,7 100,0 100,0

11 42,3

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

customer needs

10 38,5 100,0 100,0

16 61,5

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

culture differentiation

16 61,5 100,0 100,0

10 38,5

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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31. 

 
 

32. 

 
 

33. 

Religion and belief

4 15,4 100,0 100,0

22 84,6

26 100,0

yesValid

NoMissing

Total

Frequency Percent Valid Percent

Cumulative

Percent

If the company is going to build up its own brand ,as the owner of the company ,do

you think you will have the full pasion to invest your time and energey to do it ?

16 61,5 72,7 72,7

4 15,4 18,2 90,9

2 7,7 9,1 100,0

22 84,6 100,0

1 3,8

3 11,5

4 15,4

26 100,0

yes

no

I do not know

Total

Valid

0

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

If the company isgoign build up its own brand ,as the owner of the company ,will

you take it serioudly as a daily actuvity and invovle everyone inside the company

to carry out the activity?

18 69,2 78,3 78,3

2 7,7 8,7 87,0

3 11,5 13,0 100,0

23 88,5 100,0

3 11,5

26 100,0

yes

no

I do not know

Total

Valid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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34. The following factors , which ones do you think hinder the company's long tern 

plan to establish a good impression in terms of company image and reputation and 

products in publich's mind? 

 
 

 
 

 
 

If the company is going to build up its own brand,as the owner of the company

,will you link the personalities or characteristucs of yuorself to the core of the

brand ?

13 50,0 56,5 56,5

6 23,1 26,1 82,6

4 15,4 17,4 100,0

23 88,5 100,0

3 11,5

26 100,0

yes

no

I do not know

Total

Valid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Capital

17 65,4 100,0 100,0

6 23,1

3 11,5

9 34,6

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Time

13 50,0 100,0 100,0

10 38,5

3 11,5

13 50,0

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Human resource

19 73,1 100,0 100,0

4 15,4

3 11,5

7 26,9

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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35. Due to the limited capital, time and human resource, which of the following ac-

tivities the company cannot carry out? 

 
 

 
 

Relevant knowledge and others

18 69,2 100,0 100,0

5 19,2

3 11,5

8 30,8

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Others

2 7,7 100,0 100,0

21 80,8

3 11,5

24 92,3

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Effective product marketing

11 42,3 100,0 100,0

12 46,2

3 11,5

15 57,7

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Regular promotion

7 26,9 100,0 100,0

16 61,5

3 11,5

19 73,1

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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Plenty of advertising

16 61,5 100,0 100,0

7 26,9

3 11,5

10 38,5

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Regular product update

10 38,5 100,0 100,0

13 50,0

3 11,5

16 61,5

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

customer relationship maintain

10 38,5 100,0 100,0

13 50,0

3 11,5

16 61,5

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

updating the packaging

6 23,1 100,0 100,0

17 65,4

3 11,5

20 76,9

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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36. 

 
 

37. In question 38,if yes ,what has the company registered so far ? 

 
 

Company抯抯抯抯 logo design

11 42,3 100,0 100,0

12 46,2

3 11,5

15 57,7

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Company protection by law

9 34,6 100,0 100,0

13 50,0

3 11,5

1 3,8

17 65,4

26 100,0

yesValid

No

99

System

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Has the company registered or thought about registering in relevant

institute where you can get protection of the company legally?

19 73,1 100,0 100,0

4 15,4

3 11,5

7 26,9

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

trademarks

11 42,3 100,0 100,0

12 46,2

3 11,5

15 57,7

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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38. 

patent

5 19,2 100,0 100,0

18 69,2

3 11,5

21 80,8

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

company logo

11 42,3 100,0 100,0

12 46,2

3 11,5

15 57,7

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

company owner

12 46,2 100,0 100,0

11 42,3

3 11,5

14 53,8

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

company抯抯抯抯 slogan

3 11,5 100,0 100,0

20 76,9

3 11,5

23 88,5

26 100,0

yesValid

No

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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39.  

 
 

 

40. 

 
 

41. 

 
 

42. 

Is brand bulding should be only managers focusing or should employees all involved?

3 11,5 13,0 13,0

20 76,9 87,0 100,0

23 88,5 100,0

3 11,5

26 100,0

manager

employee involvement

Total

Valid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Do you agree the understanding that the relationship between company

and customer are mutuality ?

23 88,5 100,0 100,0

3 11,5

26 100,0

yesValid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

The (guanxi) network is known as the base of Wenzhounese business. Do you think

your comopany will be affected if business will not be done through this network ?

5 19,2 21,7 21,7

9 34,6 39,1 60,9

5 19,2 21,7 82,6

4 15,4 17,4 100,0

23 88,5 100,0

3 11,5

26 100,0

badly affected

mildly affected

somewhat affected

not affected at all

Total

Valid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

Are you the member of any chambers of commerce and trade association

in Italy ?

10 38,5 100,0 100,0

13 50,0

3 11,5

16 61,5

26 100,0

yesValid

no

99

Total

Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent
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43. 

 
 

 

 

If you are member of chambers of commerce and trade associations ,do these

organizations offer specific services in terms of brand building and brand

management ?

2 7,7 8,7 8,7

11 42,3 47,8 56,5

10 38,5 43,5 100,0

23 88,5 100,0

3 11,5

26 100,0

yes

no

I do not know

Total

Valid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent

As you know, has Italian government offers any similar service to Foreign

companyies?

2 7,7 8,7 8,7

7 26,9 30,4 39,1

14 53,8 60,9 100,0

23 88,5 100,0

3 11,5

26 100,0

yes

2

3

Total

Valid

99Missing

Total

Frequency Percent Valid Percent

Cumulative

Percent


